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Marketing guidelines 
The following guidelines are designed to provoke discussion and planning within your centre. As each centre is unique, what fits your centre is also unique and therefore some of the areas discussed in the guidelines may not be applicable. Please remember that these guidelines contain suggestions only and are not prescriptive.
Getting started

When you have written your business plan, a brief marketing plan will ideally have been included in it. However, some centres may need help in producing a marketing plan and these guidelines can be used to steer you through the process. 

The staring point for any marketing plan must be your future plans for your centre. In particular what are your goals in the short, medium and long term? You can then begin to plan your marketing strategy around these goals. 

It is worth considering at this point, that there are different marketing approaches, depending on your audience, which may include the following:

· Your “internal audience” – the team who work at the centre

· Your clients (you may want to divide this group into fee paying and low/free)

· Funding sources locally – local businesses, local fund-giving organisations etc.

· Contract  - NHS/PCT, local businesses, Local government etc

· Prospective counselling trainees (if training centre)

· Partners/potential partners 

· And others depending on your centres connections/networks

The approach that you use on the above will vary and therefore different tools may need to be used. The following is an example to consider and provoke discussion:
· Internal audience – newsletter, team meetings, email, phone calls, training for staff, social gatherings for the team etc. The more informed your team are, the more they can “advertise it”.

· New clients – adverts in GP surgeries, local libraries, local newspapers, other voluntary sector providers of counselling, local hospitals, schools, community groups, door-to-door leafleting,

· Funding sources locally – A leaflet designed specifically for this group, emphasising your service and why they should become a supporter of your service, cold-calling to possible funding sources, local government organisations, local businesses etc. Cold-calling with letters to any potential sources of funding, searching on internet for funding sources locally etc.

· Attending PCT public meetings to raise the profile of the centre, making contacts with relevant people in the PCT/NHS, making links with local GP’s, this is likely to involve a mixture of telephone calls, visits, meetings etc. Arranging an “open day” for local GP surgeries and other interested parties, inviting them to come and meet you over lunch. Keep a watch on local press for tender information. Again if using printed literature, the information needed is likely to be different from your client leaflet, as you are selling the service in terms of benefits to the GP’s/PCT and not the benefits of individual counselling. Running workshops with subjects of interest to these groups.
· Prospective counselling trainees – if you are a training centre, you may want to advertise in the appropriate specialist journals, local newspapers, libraries, local colleges (if they are not providing this training), focus or equivalent training information journal), word of mouth through existing trainees, (can use incentive with “gift” to existing trainee if they recommend a friend).  Open days/workshops
· Partners/potential partners – This is likely to involve regular meetings, sharing of newsletters, update reports or information provided on outcomes of the partnership work. If you are trying to cultivate a partnership establishing the appropriate person in the organisation, you can then focus on meetings, letters, phone calls, invites to open days or workshops. The literature to a prospective partner will need to be specific, hi-lighting your strengths and the benefits of the partnership.

These suggestions are just a few ideas to get you started. By brain-storming you are likely to think of a whole host of relevant places/ways to get your service known. But it is worth considering the type of information needed for these different groups, it may work out less expensive to produce some information in-house and photocopy, if you do not need it in bulk, rather than producing lots of different glossy leaflets.
Start by asking the following basic question:
What are we trying to achieve?
Refer back to your business plan – what are you future plans for year 1?

What will you need to do to achieve your plans for year 1?

Example:

Future plan for year 1:

To develop the services offered in the centre to include family work.

What will you need to do to achieve this goal?

Background
· What and how many groups?

· Do you have the expertise within your existing team?

· Is there any competition locally for these services (if so what)?

Once you have worked out the logistics, then you can focus on how to achieve it. Let’s assume you want to run 1 new group each week, focusing on families with teenagers, you may want to concentrate your marketing on the following:
· Local schools – meet with the appropriate person and see if leaflets can be put up on notice boards or given out in PHSE classes. Can a counsellor come to a PHSE lesson and talk briefly about counselling and who may benefit?

· Local youth groups, drama groups, libraries, cinemas, train stations, GP surgeries etc

· Local newspaper advert – targeting the parents of teenagers

· Door-to-door leaflet drop in selected areas.
· Word-of-mouth to existing contacts within the centre.

· Other counselling providers (not providing this service)

· Involving a local secondary school (or more than one), to run an art competition to produce a leaflet to advertise the service. The winner gets a prize and the advert will appear in a local newspaper (again a local newspaper may be able to offer a free space or reduced cost for this).

This is just a sample of the techniques that could be used, but the most important issues to bear in mind for any marketing strategy, small or large concern your audience:


Who are they?


How can you reach them?


What material will appeal to them?

Not all marketing is expensive. Some techniques involve time and patience to cultivate relationships, but whatever options you choose, the costs will need to calculated so that the right decisions can be made. If you are developing your services, some investment is likely to be needed. 
Finally, how can you tell if your marketing has worked? It is good practice to keep track of what has worked and what has not. For each strategy that you employ, spend some time deciding how you can track its effectiveness. This will help you in your future planning to make sure that the money your are investing is getting the results that you require.

Good luck!
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