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Executive Summary

The Early Childhood Iowa (ECI) Public Engagement group works diligently to raise awareness concerning the importance of the first five years of a child’s life.  It has been proven that quality care, health, and education in the early years influence later overall success in individuals. In addition to the benefit for individuals, the attention to quality early care, health, and education initiatives has proven to be a wise economic development strategy. The goal of this marketing plan is to execute the activities we have outlined in our charter which include:

· Developing a public awareness campaign and products to broaden public will for Iowa’s Early Care, Health, and Education System

· Partnering with community, government, and business entities to foster commitment to Iowa’s Early Care, Health, and Education System

· Keeping stakeholders and policy-makers informed about legislative activities

Situation Analysis

Currently, each of our associated early childhood advocates are operating on their own with regards to marketing efforts.  The Public Engagement group would like to help in fostering a unified effort, supporting groups who do not have current marketing activities, and supplementing those that do.

Market Summary

Our first goal is to raise overall awareness concerning the importance of the first five years of a child’s life. Our second goal is to educate audiences of their vested interest in being engaged in efforts related to the first five years of children’s lives. Our third goal is to alert identified audiences of their role in assuring that the first five years of a child’s life are learning and growing years. To accomplish these goals, there are five major audience categories that must be reached - parents/consumers, businesses, policy-makers, and early care, health, and education professionals.

Parents/consumers will be approached from two different viewpoints.  The first is to market to citizens who are sensitive to issues of early care, health and education, and the second is to market to citizens who are potential consumers of our services.  Our message to the first group is one of education, prevention, quality, and advocacy.  The second would benefit mostly from targeted campaigns that provide information about availability of services, prevention, quality, and practice.

Businesses necessitate a cause that they can support that will bring benefit to their corporation and the business community.  Research tells us that investments in early care, health, and education will benefit individual employers and the economy as a whole.  By providing a message that is informative and substantial, we can help businesses promote a healthy family lifestyle beginning with early childhood.  Businesses will benefit from greater employee productivity, increased stability and health in families through less absenteeism and child care dilemmas. The greatest resource businesses have are their people, and by helping to “grow our youngest Iowan’s” businesses can build a strong workforce both now and in the future.
For policy-makers, we will focus efforts around education and assuring they are up-to-date on legislative issues, programs, and activities occurring in early care, health, and education.  This awareness campaign will need to present key topics in brief yet informative manner.  We want to actively engage public leaders, and are looking to find our “champions” within both the House and the Senate.  Doing so will give us a springboard from which we can push our agenda and make sure constructive action is taken.

Early care, health, and education providers are looking for Early Childhood Iowa (ECI) to support the role they play in a child’s healthy and successful development.  ECI can provide support through supplemental materials, valuable industry information, and support on their behalf to policymakers.

SWOT Analysis
The SWOT analysis is meant to pinpoint our strengths, weaknesses, opportunities, and threats.  Strengths and weaknesses will represent our internal characteristics, while opportunities and threats are usually external.

Strengths
· Stakeholders are continually forming new partnerships/relationships with important parties in Early Childhood

· approaches for financing- creates awareness of the large amount of funding that is needed

· Access to legislators through Every Child Counts and Office of Empowerment

· Common legislative focus

· Trust among the stakeholders as early care, health, and education professionals 

· Consistency  (vision/mission/purpose/logo/branding/goals/outcomes/messaging)

· Communication among the stakeholders has been formed

· Broad participation/buy-in in ECI and representation of organizations  

· Potential to become a successful forum for all early childhood programs in Iowa to join in a single march toward quality for Iowa’s youngest children.
· Coordinated effort at the state level

· PR campaign promoting common message

· Coordinated network for purpose of advocacy

· Expansive list of endorsements

· Members who are willing to serve and passionate about the topic


· Continued participation by current members and growing interest of new members

· Collaboration with Urban Education Network, between state departments, and between state departments and private organizations 

· Tangible products have been produced (Strategic Plan, web site, Snapshot project, legislation)

· structure can be fluid and responsive to political environment 

· Political climate

· Local Empowerment structure

· Economic Development research available to demonstrate need in addition to “right thing to do for kids” approach

· Emphasis on quality

· Agreement of vision and strategic plan
· Component workgroups- a venue to get the “work” done
Weaknesses

· Need for a method of accepting money
· Lack of formal authority and structure 
· Not all groups serving young children have been engaged or even are aware of this venture
· Group lacks diversity among its members, thus limiting representation of our community’s culture in decision making

· Lack of staff time 

· Difficult to show immediate returns on money invested
· Many of the core decision makers represent state government

· Lack of visibility with legislators and general public

· There hasn’t been a clear articulation about how the strategic plan is being implemented or how priorities are being set

· Few resources

· Lack of expertise in the area of marketing

· Absence of business community participation

· Need for using quantitative data

· Need for more families and consumers as advocates

· Much of what happens with the stakeholders is in Central Iowa. There is a need to go to all communities

Opportunities

· Continue the momentum created in this legislation session.


· Provide a clear, united message to public and  legislators

· Educate identified audiences

· Involve business community to a greater extent

· Take advantage of current political climate

· Show progress for next legislative session
· Continued commitment of staff time and resources from state agencies
· Continue to invite more diverse participation in ECI
· Continue partnership with Every Child Counts to promote Advocacy effort

· Developing top priorities.


Threats

· Duplicity undermines efforts; do all stakeholders understand how ECI is different from other early childhood groups? example: the Association for Iowa’s Children

· There is little funding for infrastructure building

· Being able to keep partners engaged for the long haul

· Changes in leadership for state government

· Need to be prepared to educate the new Governor and administration in 2007
Keys to Success
1. Leverage the power of the voice – The individual associated early childhood advocates that are dispersed around the state provide a valuable way of amplifying the message we want to extend.

2. Branding - Increase visibility of our brand in order to encourage awareness.

3. Quality of service – Make ECI a one-stop web site for information in the arena of early childhood.

4. Specific metrics with results – If we can show improvements areas and outcomes of early childhood, our message will be taken more seriously and we can prove that what we do has made a positive impact on the lives of Iowan’s.

Critical Issues
The most critical issues we face are maintenance of our visibility and funding.  The audience we are targeting is ever-changing.  New families are formed every day, some will seek information regarding early childhood health and development; others may not search out instruction and will need our information handed to them without request.

It will be important that our message be ongoing.  By establishing “champions” of our cause, we can count on a level of word-of-mouth communication which will help to keep our message active between campaigns.  Also, leveraging the efforts of our associated early childhood advocates will help to keep our message ongoing.  By keeping everyone informed of what their marketing campaign plans are, ECI can help to stagger and supplement those efforts, filling in gaps where needed.

Current funding streams are limited to federal and state monies. It will be necessary to establish a fiscal agent to allow for the ability to accept private dollars. The establishment of this fiscal agent will broaden the opportunities to submit grant applications, encourage donations, and explore partnerships that require a transfer of resources. These additional opportunities will ensure that that we have the means to continually promote the messages of Early Childhood Iowa.

Marketing Strategy
Our marketing strategy will focus on the following:

· Our associated early childhood advocates, providing them with supplemental materials and helping them to develop and execute awareness campaigns.

· Our brand, making sure that “Early Childhood Iowa” becomes recognizable as a key resource for children 0-5 years and their families.

· Engaging the public, the businesses, and the policy-makers in Iowa.

Marketing Mix
Supplementing Early Care, Health, and Education Groups – We are prepared to offer our early care, health, and education groups access to pre-designed marketing materials (postcards, brochures, posters, etc) that they can have co-branded with their logo, their contact information, and their custom message (if desired).  The cost of designing these pieces will be covered by ECI, and the group will only be responsible for the material and postage costs.

Promotion – For promotion, we plan on utilizing direct mail, posters displayed in prominent locations (i.e. malls, hospitals, child care centers, and children’s entertainment venues), billboards, buses, radio, and television.  We will establish a targeted campaign for each of our audience types and generate a campaign (based on timing and budgets) that will best get the message to those groups.  We will work to establish business advocates that will assist in our promotions by displaying posters, providing paycheck or statement stuffers, and other ways of getting our message to the public.

Service – Utilizing ECI web site as a main resource, we will promote a wide variety of services that are available but may be unknown to our audience and establish our web site as a portal for early childhood.  Through our promotions, we will drive people to our web site for information and links to programs and services that are available.  Information about quality child care options, educational supplements, policy information, and financial support are all topics that will be promoted and made available through our early childhood portal.  We will work with other agencies, boards, and early care, health, and education groups to develop a comprehensive collection of early childhood links.  Through this cross-promotion, we will benefit from additional exposure on behalf of those groups we link with.

Financials
Our plan will focus first on maximizing the financial resources available to us for marketing and promotions.  Through our promotions we will attempt to drive people to our web site where we can deliver a more thorough and comprehensive message in the most cost-effective manner possible – for free.  But if people don’t know about the web site, they won’t go to the web site.  This is why it is important to utilize the funds we have available to us in a way that not only delivers a valuable message, but also promotes web site visits.

In addition to monies received through grants, we will explore the development of promotional products that will not only generate revenue, but also aid in our efforts to create brand awareness.  

Again, the establishment of a fiscal agent will enable ECI to increase greater funding and marketing opportunities, including an online donation tool. 

