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B THE AGENCY EDGE 2026 - 400 AGENCY CLIENTS

Do you expect your organization’s agencies to do any of the following in the next year due to Al? Choose Overall
all that apply.

B % selecting(select all that apply)

% selectifig

Increase the effectiveness of our marketing initiatives _
Improve the quality of strategy for us _
Generate better new ideas for our marketing _
Generate more new ideas for our marketing _ 49%
Develop more effective marketing strategies for us _ 49%
Improve analysis of our marketing effectiveness _ 47%
Create higher-quality work for us _ 47%
Complete work more quickly for us _ 44%
Better optimize our marketing spending _ 42%
Increase the creativity of agency deliverables _ 39%
Teach us how to use Al effectively _ 37%
Increase the originality of agency deliverables _ 36%
Increase the number of Al experts in the agency _ 34%
Collaborate more effectively with us _ 33%
Reduce errors in agency deliverables to us _ 31%
Reduce fees for us _ 29%
Differentiate my organization more effectively _ 28%
Reduce the number of administrative staff in the agency - 16%
Reduce the number of experienced strategists in the agency - 14%
Reduce the number of experienced creatives in the agency - 13%
None of these - 6%



v/ Why strategy matters (and why it's hard)
v The Al opportunity
v How to actually use Al for strategy dev



LET’S TALK
STRATEGY
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@ The Slido app must be installed on every computer you’'re presenting from



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design

Me consistently on a soapbox
about strategy. Literally.

Me standing on a box of soap
(Thanks for being so literal, Al!)




“STRATEGY WILL
MAKE EVERYTHING

MORE COMPLEX!"




My leadership just
ldon't have time to wants things done

plan—I barely have NOW. They don't care
time to execute!

about strategy.

If | stop to think
strategically, who's
going to do the actudl
work?







THE COST

of tactical-only thinking:

v Wasted effort

v Inability to say no

v/ Leadership questioning value
v/ Burnout



THE VALUE

of strategic thinking:

v Clear priorities
v Measurable impact
v/ Leadership credibility



v
v
v
v
v
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HOW TO KNOW

Can you explain how this communication supports @
specific goal?

Who specifically are you trying to influence, and what do
you know about them?

What action do you want them to take after seeing this?
How will you know if this worked?

Why are you using THIS channel vs. another option?

What would happen if you DIDN'T do this communication?



Which of these questions is HARDEST for you to answer
about your commuication?

@ The Slido app must be installed on every computer you’'re presenting from



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design
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Goals

What does success look like for
your organization?

Objectives

What is a specific, measurable
milestone that moves you
toward your goal?

Strategies

A strategy is your APPROACH -
how will you achieve your
objective?

Tactics

What type of relationship does each
segment of customers expect?




START
HERE

Canva Tips for Content: Pick/Edit From Here and Drag to
Whiteboards : MARKETING PLANNING Mind Map Sticky Notes:
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The key Is to zoom in and then scroll.


https://www.canva.com/design/DAG_jCiRjV8/O4uj-rAV7G03F0tWE6KsjQ/view?utm_content=DAG_jCiRjV8&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink&mode=preview

Step 1: Map it

Step 2: Outline It

01

Goals

02

Objectives

04

Strategies

05

Tactics

Goals
*  Grow audience
* Build brand awareness
® Advocate for Birth to Throe development

* = W already do these tactics
Pink = Tactics we. g on right awaly in2026

Grow Audience

Objective: Increase reach on social media/mailing lists

Strategy: Utllize our partneriadvocate networks and outreach
Tactics:
Ask them to promate our partnershipido a quick shout-out in their
newslotters or social media
Ask AAC mambars to follow GC on social media and share information
about us o thair networks.
= Aguide for Sam to help - for example, when he meets with
someone, there's a one page he could send them
* High level overviews of each program, where to follow us,
subscribo to newslettar, our reSources, otc,
Sponsor a partner's podeast episode ($5)

Strategy: Encourage participation & engagemant
Tactics:

Website pop-up to follow s on social media

/Add linked social icons in the Parenting Suite App

Automation email to Weekly Gifts ist — “Stay up to date with GIFT
CONNECT" with links to follow us, subscribe to the monthly newsletter,
download the app, otc

*Do polis on IG storios and in nowslottors

*Paid ads linking to resourcos, nowslottor sign-up, program sign-ups
*Following relevant accounts (influencers, compefitors, otc.)

Strategy: Create personalized experiences
Tactics:
Do SMS marketing about our resources

Havo our audionce engage in a challengeltrend
on om influencers.

the same back to us.
*Follow relevant influencers/organizations
“Interactive posts and stories like polis, voting

Strategy: Promote what makes us unique
Tactics:
Email automation about our resources (to the Woekly Gifts list)
Highlight Every Community Model & Parenting Suite app in each
newsletter
App Marketing Guide
= Howto market it, plan campaigns, etc.

*Social content and blogs about our Every Community Model and how it
works

Social contont and blogs about our Parenting Suito App

*Paid ads about our tools

Strategy: Expand our reach through broad channels
ctics:
Create a PSA about birth to three
Celebrity partnership to reach a wider audience
Modia pitching to nows outlets and have thom writo storios about our
programs/birth to three méssion
*GC leadership attends rolovant ECD ovents

Advocate for Birth to Three Development

Objective: Understand tho importance of our mission

Strategy: Share proof/data/testimonials
Tactics:

Create a PSA about birth to three
Media pitching to news outlets
Speaking engagements (Samyother GC team members)
*Content about brain science stats and the importance of 0-3 on social
media & proof our programs work (Kenya report)
*Blogs about ECD and parenting tips

Strategy: Loverage our partnarships and the AAC
Tactics:
/Ask partners to share info about birth to three (and mention GC) in their
‘outreach and social media

4 : a
: @Advocate for issues/
Grow Build brand awareness
. changes
audience
N o g q
A~ Financial gains
Growth metrics YParticipati .
b (revenue, Reach GParticipation WPerception . @Actions

(members, s Levels Understanding
customers, savings) . taken
subscribers)

Create @Optimize path Demonatrate ! Leverage Share proof ICreate
personalized e Enoourge urture e Build partnerships points and/or ambassador
experiences participation through comms yprguch content  SOMMUNY testimonials  programs/efforts

¥ ! Expand reach
Enforce
unique methods/  through broad
Usp channels
Digital ads: Email PSA Influencers Media tour
Social automation Video Blog/Articles Social media In-person events
series/shorts othg
Podcast Direct Mail Celebrity Email news Media pitchi
Website (edits, irect Mal partnership uec <L Speaking
POp ups, engagements
takeover)
Social
Mobile app Text messaging Testimonials Photography EE

collaboration

*Target paid ads to specific audiences (geography or interast)

Objective: Increase donations/donor list

Strategy: Make the donation feel impactfulparsonal
Tactics:

Send a follow-up® email to donors from the EOY 2025 season in 3-6
months about the real impact their donation has made (program
‘achievements, testimonials from participants, advocacy achievements)
Do an automated “Thank you for donating" email at end of EOY giving
season, with how o stay up to date with GC
Sond direct mail to donors — Thank you for donating postcard, GC swag,
ways to stay angagod throughout tho yoar.
*Email campaign at EOY wth the ways their donation vl help our
mission

Strategy: Optimize the path to conversion
Tacties:
Paid ads 1o spocific donor demographic (oldor, geographic area?, interest
- 160d 1o look into this)
"Wobsite pop-up for donation
*Sand a postcard to mailing lists
*Largo buttons, easy forms on website

Build Brand Awareness

Objective: Dovelop a positive brand percoption
Strategy: Domonstrate our expertise in early childhood development
Tactic:

*Share content about the impact of our programs

“Tostimonials from program participants

*Partner with credible, relevant orgs and promote those partnerships
“Content about brain science stats and the importance of 0-3 on social

modia
*Blogs about ECD and parenting tips

Strategy: Build a community on our platforms.
Tactics:

= We agroe to featuro them in our newsletter ¥ they do tho same for
us

Got partnors to sit down with us for a vidoo or an “intorview QA" for a
blog about the importance of 0-brain science and why they support it
*Take photos of GC team with partners to share on social media and in
our newsletters

Strategy: Croate an ambassador program
Tactics:

Create a “challange” and have people participate for a chance to win
something — maybe we reach out to the Weekly Gifts list to do this
Ask past programevent participants to come back for an in-person event
where they are honored as "Birth to Three Ambassadors™ and receive GC
swag — we o lots of photography and video of the event to share to
social media
*idontify and roach out to influoncars who would bo good ambassadors
for birth to throe whero thoy'd share info on social media

Other
- app markati
Brett/Judy)

- 3 guide for Sam to help - for example, when he meets
could send them

- Support new "church” program that's in the works... brainstorm a very easy marketing piece to
add to what's going to be sent out to that network,

g - both to download and to engage audiences via the app (need to discuss with

someone, there's a one page he

Step 3: Build it

Grow Our Build Brand Advocate for Advocate for
Audience Awareness Birth to Three Birth to Three

In 2026, we will use these core goals to guide our strategy and tactics.

Build Brand Awareness

Maximizing Partnerships

What Partnerships Can We Leverage?

Grow Our Audience & Build Brand Awareness

SMS Marketing

. SMS Marketing Stats

Avg. Open Rato" + Find pecpia whers they e at. Everysne
Bas 2 phona. Whilo they may not be on
social media, the app, cr on emall all
the time, they do pay sttention to texts
diructly 10 theen.

SMS marketing ghves us  new chanael
t0 ure tachnoiogy to furthar cuc
mission of amplifying birth to three.

Can work in tandem with our programs
3nd rescurces. It can be used for
maoting reminders and a way to
#ng3ge tham beyond cor events.

1 can holp U grow cur sedience.
Pecple who may not want t5 sign up fee

Build Brand Awareness & Advocacy

Positive Brand Perception

+ Enhance marketing of our Parenting Suite App, bsth extemally on our
platforms and internally ka the App #2010, 3nd with in-30p experiences.
An App Marketiog Guide to strategize wit be created.

the top of Googe s Promote what makes us uniree wherever possibie, Highlht the Every

Commueity Madel & App In every newsletior and thicughout moeth ca

« Dermcests P # soclal moda.

Busd a community by egaging n relevant posts frem Influsncer
ancourage the same back for us asd incroase visibisty. We can
adicate time to do this every wesk

Do menthly wabsite updates 10 ensuee It's up-8o-date and working
correctly for the user.

Opsimizs the webaite's GEO (genarative engine optimizatioa) so t's
vislble and cltatie for Al-pawered systems. This will allow us 10 show up
n Geanini's Al summary of search rosults, a3 well 48 in cther searches
Evough Al platéorma.




Strategic Planning And that’s exactly
takes TIME... where Al comes in!







Al

Al uses
responded dynamic
to direct planning

promps with and multi-

frok 1202600  ster
angwers or - execution




Al OPPORTUNITY

v/ Speed up our process/free up time
v Analyze data

v Generate options and ideas

v/ Challenges our assumptions

v Strategic thinking coach

v Work through scenarios and find blind spots
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Research & Analysis Judgment & Decisions
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9@ &— Input: Context,

specific direction

&« Al

@ &— Output only good as input

8






What concerns you MOST about using Al?

@ The Slido app must be installed on every computer you’'re presenting from



https://www.slido.com/powerpoint-polling?utm_source=powerpoint&utm_medium=placeholder-slide
https://www.slido.com/support/ppi/how-to-change-the-design

THE SCENARIO

The CEO walks into a staff meeting
and says: Nobody knows about us.
What are we going to do?’

! !

Launch paid social media Think. Ask Questions.

campaigns Connect the dots in a plan.




TALK DON'T
TYPE?




1. ASKAITO ASKYOU

I'm the Communications Director at a midsize nonprofit. Our stats: 12 years old,
we have a workforce development focus, $3M budget, and | work on a small
team of 2 comms and marketing.

The CEO just walked into a staff meeting and said: "Nobody knows about us.
We need to fix this.”

| don't want to jump to a recommendation. | need to understand what the real
awareness problem is first.

-— just ask me clarifying questions that will help us understand
what we're actually trying to solve. ..




Who SHOULD know about you? (Be specific about audiences)

Do they not know you exist OR do they know you but don't
understand what you do?

Where have you been successful reaching people?

What data do you have about awareness gaps?

Who are you losing to competitors?

What's your enrollment like? Are people not applying, or
not finding you?

What does your referral pipeline look like?




)

433° 311
CONTEXT

Share plans, research, documents,

press announcements, etc.



2. BRING THE ANSWERS

Great questions. Here's what | know:
W§ DO have referral partnerships (social workers, school counselors know
us
We have ZERO direct awareness in the community we serve
Prospective participants don't know we exist - they don't know to look for us
We DO have some older donors who've supported us for years, but zero
awareness with younger donors

There are many people who've heard of us and can't articulate what we do
Our referral partnerships work well, but in my opinion we're leaving money
on the table with direct community outreach

Our website gets minimal traffic and our social media has 10-20 people who
are interacting per post

Based on this, real awareness problem we
need to solve?




You don't have a general awareness problem - you have an
AUDIENCE-SPECIFIC awareness problem

Your awareness strategy needs to be completely different

for program participants vs. donors

You're not invisible - you're in the wrong places

The real problem: Community members who need you don't know

to look for you

Secondary problem: Even when people find you, they don't

understand your value




PRESSURE-
TEST




3. ARGUE AGAINST ITSELF

Okay, | like this diagnosis! We have an audience-specific awareness problem,
not a general one.

But let me push back. _ What if the REAL problem is that we

don't have a compelling enough message?

Like, what if people DO know about us, but they don't engage because our
mission isn't compelling enough?

What evidence would you want to see if you were going to convince me that

it's actually a messaging problem, not an awareness problem?




If it was a messaging problem, you'd see: Higher engagement from
people who DO know you, but lower conversion

If it was messaging, your referral partners would describe you
differently than you describe yourself

If it was messaging, your website traffic would convert better

(but you said it doesn't convert - suggests awareness issue)

If it was messaging, donors would engage more than program
participants - but you said the opposite
Counter-argument is weak because your DATA supports diagnosis

(awareness, not messaging)




IDENTIFY
HIDDEN
ASSUMPTIONS




3. FIND ASSUMPTIONS

Okay, I'm confident we're solving an audience-specific awareness problem.

But before we recommend strategy, let me identify what we're assuming:

We're assuming:

1. Community members who need us would engage if they knew about us
2. Our referral partnerships are stable and don't need growth

3. Direct outreach to community members is feasible with our current
resources

4. The barrier is awareness, not access or affordability




Assumption 1 is solid (supported by referral partners' success)
Assumption 2 might be risky (what if referral partners get
overwhelmed or redirect clients elsewhere?)
Assumption 3 needs testing (do you have capacity? resources?
language access?)
Assumption 4 is mostly true but incomplete (awareness is main
barrier, but access might be secondary)
Hidden assumptions:
That people who know about you will self-refer
That your enrollment process is accessible (language, digital
divide, transportation)

That you can reach people through their trusted channels (what
ARE those?)

That community trust is there, even if awareness isn't




BE CURIOUS,
NOT
CONFIDENT




4. PUSH BACK!

Based on everything we've diagnosed, here's the strategy I'm thinking:

GOAL: Build awareness among community members who need our services

STRATEGY: Reach them through trusted intermediaries (social workers, school
counselors, faith leaders) + amplify participant success stories

But here's my question: Push back on this.




Weakest point: Intermediaries might be too busy or have different
priorities
Risk: Participant testimonials might feel inauthentic or invasive

Problem: You're betting on intermediaries' goodwill without giving
them tools/incentive

Risk: You're assuming participants WANT to be public about their
journey (they might not)

Vulnerability: No clear path from "heard about us" to "enrolled" -
intermediaries might not know how to refer

Biggest risk: You're building awareness without fixing enrollment
pipeline first




ASK
WHAT IF




5. SCENARIO MODELING

You just identified that we need to fix our enrollment pipeline before we build

awdareness. That makes sense.

But let me ask: What if we built awareness FIRST,

got people interested, and THEN fixed the enroliment process?

And why

is the sequence I'm thinking about (fix pipeline — build awareness) actually

better?




If you build awareness first: You get inbound interest - people
can't figure out how to enroll -» frustration » they leave -»

damaged reputation
People tell their networks "confusing process, couldn't figure out

how to apply”

You waste awareness budget on people who get stuck

vs. Fix pipeline first: You have clear, smooth enrollment - build
awareness - people come in and have great experience -» they refer
others

Word-of-mouth 1is stronger when process is seamless




J

REVIEW &
ARTICULATE




6. DEFINE & REFINE

Alright, so our strategy is:

1. FIX enrollment pipeline first (clear, accessible process)

2. THEN build awareness through trusted intermediaries + participant stories
3. Core message: Transformation to good jobs, not just job training

Now, | want you to . Not just for my team,
but for my CEO.

CW o

- Shows what SUCCESS looks like

- Addresses what the CEO is really worried about (that people
don't know we exist)

Make it concise enough that | could explain this in 2 minutes to leadership.




STRATEGY: Build Community Awareness Through Trusted Pathways

WHAT WE'RE DOING:
e 1. Fix our enrollment process so it's clear and accessible
e 2. Build relationships with trusted intermediaries (social

workers, counselors, faith leaders)
* 3. Amplify real participant success stories
e 4., Message: "Transform to good jobs"” not "get job training”

WHY :

 Community members who need us don't know we exist (awareness
problem)
They find opportunities through trusted people in their lives, not
advertising
Our strongest asset is participant success - that's what proves we
work




* Direct outreach through trusted channels is more effective than
traditional awareness campaigns

SUCCESS LOOKS LIKE:
* Month 1: Enrollment process is smooth and accessible

* Mont
Mont

4-6: Program enrollments from direct referrals increase 30%+
6+: Participant testimonials become our awareness tool

N
* Month 2-3: Intermediaries trained and referring regularly
N
N
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VISUALIZE
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Perfect. Now | want to see this entire strategy mapped visually.

Can you create a strategy tree that shows:
- GOAL at the top

- OBJECTIVES branching from goal

- STRATEGIES supporting each objective

- TACTICS supporting each strategy

Format it so | could easily convert this into a visual mind map.

Use the structure we just developed (fix pipeline — build awareness through

intermediaries — amplify stories).




GOAL: Build awareness among community members who need our
services

L OBJECTIVE 1: Fix enrollment accessibility — OBJECTIVE 3: Amplify participant success stories

| STRATEGY: Simplify access process — STRATEGY: Create participant narratives

|- TACTIC: Audit current enrollment barriers — TACTIC: Recruit participants willing to share

|- TACTIC: Create multilingual app. materials stories
F— TACTIC: Offer phone-based intake — TACTIC: Video testimonials (short, authentic)

L TACTIC: Create clear "next steps" guide — TACTIC: Written case studies with outcomes
L STRATEGY: Build trust in process L. TACTIC: Social media series from participants

L : e
F‘ TACTIC: Create FAQ addressing common fears STRATEGY: Place stories in trusted channels

F‘ TACTIC: Develop staff talking points F— TACTIC: Share with intermediary partners
|- TACTIC: Feature in community partner newsletters

f— TACTIC: Post on platforms where target audience IS

| OBJECTIVE 2: Build relationships with trusted TACTIC: Create printable materials for faith
institutions

L TACTIC: Train intake staff on welcoming tone

intermediaries

— STRATEGY: Educate intermediaries about our work

L . :
- TACTIC: Create referral partner toolkit ?EJECTIVE 4: Drive program enrollment
- TACTIC: Host quarterly partner check-ins STRATEGY: Make "next step” obvious

|- TACTIC: Develop one-pager about our programs - TACTIC: Clear call-to-action in all mateTiéls
L TACTIC: Make referral process ridiculously easy F— TACTIC: Remove friction (no app n fee, minimal docs)

L STRATEGY: Provide value back to partners F— TACTIC: Fast response time (24-hour callback)
L. TACTIC: Celebrate referral sources (thank publicly)

F— TACTIC: Share program outcomes with partners
F— TACTIC: Offer joint professional development
L TACTIC: Feature partners in our communications




You aren't finished!

Review the final output
- does It work In reality?
s it executable?

Dig Into the assumptions made
and confirm what is actually ((Q%

happening. Adjust if needed. /\:Q



Ask don't tell first

Don’t stop at the first response — this is a conversation!
Break your prompts into smaller questions

Push back!

Ask WHY and WHAT IF (test potential failures)

BONUS! Request alternatives

Model scenarios

v Ask Al to articulate where you're going and why
v Translate it into a strategy tree/graphic

LSSKLLL



QUES!'IONS
&



FiveOnes.com/WWPR



https://tinyurl.com/identitycompass




CONNEC

™Y on Linkedln @Julia McDowell

on Instagram @five ones

Nim


https://www.instagram.com/five_ones
https://www.linkedin.com/in/juliamcdowell/
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