How to market your group
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How do vour product compare with
111 npetito " What does vour
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nd prospect members”! Be knowl
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Hnpaniesis th Oost ol the beverage
to the customer. The pri omponent
| 11 11 ition s the member
hip | It may vary from bemng non
vistent to a mimimal cost. Manu
1 iiract new customers with sal
prices. Your association’s membership
omimittec may conswder oflering a
Jpecial dhiscount rate for new members
Or miving prizes o members who

recruit new people
Promotion is one of the major
clements industry uses to make people
aware ol thewr product and increase
ales. Companies carefully develop
advertising campaigns directed toward
specthic audien Who s vour target
group? What do thev know about

yvour club? How do vou reach them?

Kathy
Simpson

Few non-profit organizations have

large promotional budgets. Your
idvertising does not have to be
laborate Flyers, posters, news
leases, word of mouth, and com-
munity service announcements arc
nexpensive promotional avenues. The
to successful promotion is ensuring
that the rnight message 15 being

sented to the right audience at the
tht time in a professional manner.
[he fourth marketing element —
place refers to the distribution or
ivarlabihity of the [‘Irndlh.'[_ Soft
drinks
al y[OTCS,

in be purchased everywhere,
restaurants, and pop
Where and how can people

macnines

bfccome involved in your club’s act
ties? Are there specific requireme.
for joining? Are the activities hel.
a central location? Your oreanisa:.
will want to examine the t;rnw.-u
location of your club’s activici.
Manufacturers skillfully and .
fully use marketing strares
influence people. Your organizz
can design a publicity campaiy
meet the specific needs of your
By adapting the four masl
elements — product, price
motion, and place — you can /|
a solid plan. Once your strate
place, periodic checks should |
to ensure your plan is on tare:
a publicity strategy in plac
organization is sure to be
above the competition

Kathy Simpson is the rural or. .
tion specialist in York Region |
Ontario Ministry of Agriculi
Food.
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