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DOCUMENT PURPOSE  
The Transformational Agenda outlines the goals and objectives for the office of marketing and 
communications for fiscal year 2016 and beyond. This document includes important key 
performance indicators that will be used to measure initiatives set forth herein.  
 
AGENDA 
Position Easterseals Midwest as the service provider, charity and employer of choice by 
implementing effective, strategic and comprehensive public relations, marketing and brand-
management initiatives.  
 
OBJECTIVE 
We will dedicate ourselves to building meaningful interactions with stakeholders to create quality 
marketing materials for every facet of the organization. We will build a brand strategy that 
integrates technology, customer service and cutting-edge design. We will establish Easterseals 
Midwest as a thought-leader in the media—we will be bold and innovative in our efforts to tell the 
stories of those we advocate for, serve and support. We will draw upon our strengths and internal 
expertise when we tell and share our story with the world.  
 
INITIATIVES FOR ENHANCEMENT 
By way of five primary categories of enhancement, the office of marketing and communications 
will incorporate the following key initiatives and projects to elevate our work and mission:  
 
PRODUCT/SERVICE ENHANCEMENTS  

 We will create effective, cross-functional marketing that propels our mission forward 
 We will communicate the value of our programs and initiatives across multiple channels 
 We will commit to conversion research and be data-driven 

 
CUSTOMER-SERVICE ENHANCEMENTS  

 We will be world-class customer-service providers 
 We will be deadline-driven, precise and good stewards of our resources 
 We will be extraordinary in our message, design and campaign execution  

 
OPERATIONAL ENHANCEMENTS  

 We will strengthen communication and information sharing between departments 
 We will create a working environment that fosters creativity and efficiency 
 We will create processes that structure all layers of creativity and communication to 

manage projects successfully 
 

STAFF-DEVELOPMENT ENHANCEMENTS  
 We will add staff and resources to ensure Easterseals Midwest has the capacity to be 

successful 
 We will have a clear definition of strategic goals and be transparent in our objectives 
 We will invest in staff training and professional development 
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TECHNOLOGY ENHANCEMENTS  
 We will integrate database information between departments to ensure every stakeholder 

has a full understanding of how his or her support impacts the people we serve 
 We will invest in creative management software to streamline efforts  
 We will increase our online presence and ranking for our services nationwide  

 
STAFF STRUCTURE 

 
EXTERNAL RELATIONS EXECUTIVE TEAM  
 
 
 

 
OFFICE OF MARKETING AND COMMUNICATIONS  

 
KEY PERFORMANCE INDICATORS  
The below key performance indicators (KPI) are the metrics we will use as we evaluate the factors 
that are crucial to the overall success of the marketing and communications program. They 
include: 
 
 EARNED MEDIA  SOCIAL MEDIA  WEBSITE TRAFFIC

 
EARNED MEDIA 
Easterseals Midwest has 9 media markets within our territory—including 3 of the 100 largest in the 
country. Currently, we are creating an internal newsroom to strategize content and media in an 
effort to establish higher quality relationships with the community and alike, the media.  

Vice President 

of Marketing & Communications

Director of Marketing & 
Communications

Content & 
Communications 

Specialist 

Graphic Designer

Executive Vice President of External Relations & 

Chief Development Officer 

Vice President 

of Marketing & Communications

Vice President 

of Government Relations & Business 
Development

Vice President 

of Development and Special Events



  4

 
With an editorial strategy, we will be able to meet the goals of Easterseals Midwest and have 
stronger message outcomes. The editorial strategy will include a customized calendar that will 
drive initiatives across multiple media channels and platforms. This focus will help us increase our 
engagement with stakeholders and further our organization as a thought-leader in the industry. 
 
We will be comprehensive and campaign-focused in this approach— concentrating year-round on 
promoting the work and mission of Easterseals Midwest in media that include television, radio, 
press and online. This cross-functional approach will enhance the visibility of our mission and 
provide an amplified look into the dynamics of our work. 
 
This process will take time. We believe the long-term payoff will be significant, helping to build 
stronger relationships that position Easterseals Midwest as the leading voice in the field of 
developmental disabilities and autism. 
 

 EARNED MEDIA FY 2014 FY 2015 FY 2016 FY 2017 
Actual 70 68 40* -
Goal - -  -  100 

*First 6 months of the fiscal year 
 
SOCIAL MEDIA 
Currently, social media is an underutilized opportunity for Easterseals Midwest, but one that, once 
optimized, will allow us to grow our engagement with our community, while continuing to 
strengthen our reputation as a leader in our field. 
 
We will begin tracking trends and metrics on each of our social media platforms, including 
Facebook, Twitter and LinkedIn. Our goal is to grow the number of people with whom we engage 
across platforms, while implementing a strategy that is both promotional and informative. 
 
In addition, we plan to begin rolling out influencer marketing campaigns. This technique has 
emerged in recent years, highlighting a variety of innovative practices that focus on specific key 
demographics, rather than the market as a whole. This highly successful approach has been 
tremendously effective on multiple social media platforms, with significant and notable success on 
LinkedIn. 
 

 SOCIAL MEDIA FY 2014 FY 2015 FY 2016 FY 2017 

Actual  Twitter 505 
Facebook 1,280 

Twitter 631 
Facebook 2,019

Twitter 716* 
Facebook 2,389* 

LinkedIn 871* 

Twitter -
Facebook - 
LinkedIn - 

Goal Twitter 450
Facebook 1,000 

Twitter 630
Facebook 2,000

Twitter 750 
Facebook 2,500 

Twitter 1,000
Facebook 3,000**

*First 9 months of the fiscal year 
**due to a transition to a refreshed Facebook page we only anticipate a slight increase in FY 17  
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WEBSITE TRAFFIC 
We are excited to begin the process of migrating our affiliate’s website to the national platform. 
Currently, Easterseals Midwest is just one of four affiliates not utilizing the national content 
management system.  
 
As we work toward a go-live date of July 1, 2016, we will be focused on building an informative, 
user-friendly and visually appealing place to engage online. The national Easterseals organization 
has made a large investment of time and money with renowned marketing firm Siegel Vision to 
create a much more focused and accessible way for the community to find our services and 
information. Our migration process will also allow for better real-time collaboration between our 
affiliate and the national office. 
 
In addition, increased usability and search engine-optimized platform migration will better position 
Easterseals Midwest across multiple search rankings, including Google, Yahoo! and Bing. 
Optimized content will also increase real-time traffic to our site and will likely increase the number 
of possible clients requesting information about our programs. Utilizing online analytic capabilities, 
we will be able to study these behaviors and apply data-driven marketing initiatives based on this 
knowledge. 
 

*First 6 months of the fiscal year 
CUSTOMER FOCUS AND CARE  
We are committed to customer service and care, as we deliver projects on-time, on-brand and on-
message across Easterseals Midwest. We will honor our objectives and define how this fits into 
our overall organizational marketing and communications strategy. The marketing team will work 
in conjunction with the project management office to develop a formal process for marketing 
requests. The process will include a ticketing system, process management, communications and, 
ultimately, a way to track all marketing requests back to departments for billing. Implementing a 
system like this will not only allow the office marketing and communications to better respond to 
internal needs but also streamline and automate creative and marketing workflows.  
 
CAMPAIGN-FOCUSED INITIATIVES 
How can someone internalize the idea of giving, advocating, supporting or solving a problem if they 
are not familiar with Easter Seals Midwest? In order for trust to be cultivated among our donors, 
supporters and individuals and families receiving our services, we must invest in our message. The 
recommended best practice for this is 5% of our total revenue. Our product is “brand awareness” 
and the benefits of this will be seen in top-of-mind consideration in every call-to-action we present. 
To effectively promote this awareness and trust, it’s important to utilize all available media. By 
engaging the community with our brand throughout multiple platforms, we will cultivate a deep 
brand awareness. From poignant radio ads providing information to those we serve to streaming 
video content encouraging our supporters to give, we will create a branded identity across all 
platforms. Our organization will have a unified “voice,” and our message will be clear and frequent.  

 WEBSITE TRAFFIC FY 2014 FY 2015 FY 2016 FY 2017 
Actual  unknown 143,233 96,887* -
Goal - - 160,000 175,000 
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DATA-DRIVEN AND STREAMLINED 
In an effort to be both efficient and innovative, we will explore avenues to ensure we are working 
smart, while also making room for the adaptability that great marketing efforts must embrace in 
order to stay competitive. Analytics and conversion research will be used to outline focus areas, 
while creative project-management applications will be utilized to organize the numerous moving 
parts. We will work in an agency-like setting, where our aim will be to serve our internal clients' 
needs, while also serving the overall organization’s strategy. We will make the necessary room for 
the creative process and engage our peers in its formation. 
 
PROGRAM EMPHASIS  
The focus of the office of marketing and communications is to meet the needs of our internal 
clients. Although the department supports all functions within the organization—including human 
resources, development, government relations, finance and operations—the department’s primary 
focus is on the organizations four primary program areas. They include:  
 
AUTISM SERVICES 

These services provide hope for families impacted by autism. Our qualified team works with 
individuals who have autism, as well as with their families, to help them develop 
communication and social skills, while troubleshooting problem behaviors. The agency 
customizes its services to meet each individual's and family's need for support. A wide 
variety of programs—including parent training, autism assessments, early interventions, 
respite services, family navigation, family support groups, community-integration support 
and therapies—are available. We currently provide these autism-specific services for more 
than 2,000 individuals and families. 
 

COMMUNITY LIVING SERVICES 
These services help individuals with developmental disabilities live in homes of their own in 
the community. We customize services to meet each individual's need for support—ranging 
from just a few hours each month up to 24/7 support. Our Community Living Services team 
is able to assist with developing money-management and budgeting abilities, community 
safety skills, nutrition and meal preparation, and housekeeping and personal-care skills. 
Individuals typically live in apartments or homes owned or rented by them or their families. 
We serve more than 575 individuals annually through these services. 
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EARLY CHILDHOOD SERVICES 
These services are designed to help at-risk children achieve more in life. At our early 
education center, teachers incorporate an age-appropriate curriculum and innovative 
technology into the learning environment to meet the needs of children both without and 
with special health needs or developmental disabilities, including autism, cerebral palsy and 
other diagnoses. Additional family-focused Early Childhood Services include physical, 
occupational and speech therapies, as well as in-home screenings that promote brain 
development and positive parenting techniques. These early-intervention services help 
young children at risk for developmental delays achieve their goals in cognitive, social, 
emotional, communicative, adaptive and physical development. We provide Early Childhood 
Services for nearly 300 children and families each year. 

 
EMPLOYMENT SERVICES 

These services help individuals with developmental disabilities find and keep meaningful 
jobs in the community. Easterseals Midwest customizes services to meet each individual's 
need for support. Our Employment Services team assists individuals with career exploration 
and discovery, job-skills assessments and job-placement services, as well as on-the-job 
coaching and retention supports. Meaningful day programs that include volunteer 
opportunities and job-skills development are offered, and teen employment programs also 
are available. We serve more than 800 teens and adults through our Employment Services. 

 
BRAND RENAISSANCE 
In a truly remarkable partnership between our national office and all 74 Easterseals affiliates, we 
are making an incredible investment in the future of our brand and the people we support. 
Together, we are about to embark on an adventure that will allow us to better communicate a 
unified vision of changing the way the world defines and views disabilities. 
 
For this opportunity to be successful, it must be rooted in something strong, a guiding position that 
steers us toward the right look and voice to best represent those we support each day. Our 
refreshed brand embodies optimism and speaks to the lives of those we support and our drive 
toward excellence in our work. The refreshed brand creates a visual identity and voice that allow us 
to more effectively express our mission and vision for the future.  
 
Although we are an affiliate-based organization, with vigorous, creative and independent-minded 
affiliates across the nation, we are all Easterseals. We all share a commitment to the people we 
serve. We all gather and deploy resources to help people in need. We all have local facilities with 
local addresses and local volunteers. But, together, we are one important, beloved, respected, 
effective, professional, national organization that needs one recognized name and one esteemed 
brand.  
 
PURPOSE STATEMENT 
To change the way the world defines and views disabilities by making profound, positive 
differences in people’s lives every day. 
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POSITIONING STATEMENT 
For nearly 100 years, Easterseals has been the indispensable resource for people and families 
challenged by disabilities. Now, as America faces a broad range of new issues, we make a major, 
positive, life-changing difference in the lives of people and families facing today’s disabilities.  
 
BRAND BEHAVIORS 
To have a consistent national brand, we strive to offer services as consistently as possible and in a 
manner that creates a truly differentiated offering to the world. This means that a certain style of 
action—easily executed and readily experienced—should drive all behavior. Although the following 
behavioral attributes are high-level guides to how we behave, they capture the powerful heritage of 
Easterseals and can inspire programs, services and other activities of Easterseals for the future. 
To drive these standards into our everyday work, we will make the following the basis our brand 
messaging and behavior:  
 

• We see the whole you 
• We are driven to achieve 

• We pave the way 
• We’re stronger, together 

 
BRAND VOICE ATTRIBUTES 
Brand voice is what everyone experiences when interacting with Easterseals. It’s our personality, 
our style, our tone and the services we provide—all creating a distinctive Easterseals experience. 
 

• Determined—We lead with confidence 
• Inspired—We are called to do very important work 
• Personal—We are informal, warm and engaging 
• Honest—We talk straight 
• Local—We are loyal to home 
• Unafraid—We engage in real life 

 
BRAND ARCHITECTURE 
Our refreshed organizing model brings order to the vast array of programs and services across the 
national network. It serves as the basis for vocabulary that helps us to speak in one brand voice, 
and standardizes our offerings across the network. We are organized in our pursuit to be a full-
circle provider. At Easterseals Midwest, we are looking for opportunities each day to live, learn, 
work, play and act.  
 
 Live | Our services, our support in helping our clients reach their successes, regardless of 

need or disabilities.  
 
 Learn | Educating children and adults, families and the community about opportunities for 

our clients, best practices and effective tools that are comprehensive in approach. 
 

 Work | Employment services, transition services, Project SEARCH—we offer so many 
services that provide our clients with the knowledge and skills they need for success in a 
productive work environment that honors their unique talents and gifts, while serving the 
organization with these attributes. 
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 Play | The art of play is so vital to everyone, young and old. The healing and restorative 

elements of play have been studied throughout the years, and it is something we believe 
should be incorporated throughout our programming.  

 
 Act | We stand united…through legislation, volunteer support, donor engagement, advocacy 

and events that push our cause to the frontlines. We work hard, and we work smart. We 
honor our clients by starting dialogues from Jefferson City to our local community town 
halls. We stand, we inspire, and we educate. 

 
IMPLEMENTATION 

o Internal communications – FY16 and beyond 
o Website – FY17 
o Organizational materials, including signage – FY17 
o General awareness campaign – FY 17 and beyond 

 
MESSAGING STRATEGY  
Our message strategy is the foundation for all communications and by developing this strategy it 
makes it easier for us to deliver the same message across all communication channels. 
Consistent execution of the same message is a critical factor in ensuring that our brand 
renaissance is effective, and successful.  It will also help us to communicate concrete benefits that 
set us apart from our competition. 
 
PRIMARY COMMUNICATIONS 

• Fuse our passion with our expertise in disabilities 
• Show how Easterseals is relevant to the audience we are addressing 
• Dial up the urgency of need, as well as our optimism and can-do spirit 
• Explain the positive impact we have in each community, as well as in individual lives 

 
AUDIENCE-SPECIFIC COMMUNICATIONS 
Both nationally and locally, Easterseals engages with a wide range of individuals. As a result, our 
communications will naturally be just as diverse and varied as the members of our Easterseals 
community. In order to bring some consistency to these varied communications, we will create 
audience-specific collateral that will always include three primary components in order to 
effectively build and strengthen the new Easterseals identity. 
 
When communicating with new and existing audiences, we will ensure our message: 

 Defines us as the “new face of disability” 
 Positions Easterseals as the expert resource and national leader in the disability space 
 Includes a call to action rooted in our tagline, “taking on disability together” 

 
See the following Key Messages section for sample messages that reflect these criteria. 
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KEY MESSAGES 
Repeating your message strategy over and over is the most important factor in successful 
marketing. We need to remember we internally will get tired of our messages long before our 
stakeholders may even listen to it or notice it. Repetition is how we will work to own our position, 
and place in the developmental disabilities realm. 
 
BASIC MESSAGE 
When a simple, formal description of Easterseals is called for, we will use or build off of this basic 
message: 
 

“For nearly 100 years, Easterseals has been the indispensable resource for people and 
families facing disability. Through the work we do in communities across America, 
Easterseals is changing the way the world defines and views disability by making profound, 
positive differences in people’s lives every day.” 

 
BOILERPLATE MESSAGE 
For press releases, and articles and statements, we will use or build off of this message, closing 
with a call to action: 
 

“For nearly 100 years, Easterseals has been the indispensable resource for people and 
families facing disability. Through the work we do in communities across America, 
Easterseals is changing the way the world defines and views disability by making profound, 
positive differences in people’s lives every day. Join us as we take on disability together at 
easterseals.com.” 

 
ELEVATOR SPEECH 
Our purpose statement is an outstanding jumping-off point when informally explaining who we are 
and what we do. Try something like:  

 
“At Easterseals, we change the way the world defines and views disability by making 
profound, positive differences in people’s lives every day.” 

 
Bring that statement to life by explaining your role and specific services provided (live, learn, work, 
play, act…or across the life spectrum), and highlight an opportunity for that person to get involved. 
For example: 
 

“I coordinate marketing at Easterseals Midwest, where we have a special focus on children 
with developmental disabilities. In fact, we have an event coming up next month to help 
parents raising kids with autism….” 
 

INTERNAL COMMUNICATIONS  
The office of marketing and communications will develop an internal communications plan that 
address which methods of internal communication will be best utilized to disseminate information 
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to ensure a timely and consistent messages relevant to all employees.  The following will be 
guiding principles: 
 

 Internal Newsletters  
 On and Offsite Staff Meetings 
 Internal Communications Committee  

 

 Organizational Voicemail  
 Brand Advocates  
 Office Space Planning, Display Boards, 

Flyers and Directmail 
 

MARKETING AND COMMUNICATIONS CALENDAR 
A full calendar will be developed each year to advance our story telling and towards building a 
stronger brand awareness among our stakeholders – the following is an example of quarterly 
campaigns:   

Fiscal Year 17 
 First Quarter | Human Resources  
 Second Quarter | Community Living 
 Third Quarter | Employment Services 
 Fourth Quarter | Brand Awareness  

Fiscal Year 18 
 First Quarter | Autism Services  
 Second Quarter | Community Living 
 Third Quarter | Early Childhood 
 Fourth Quarter | Brand Awareness  

 
BUDGET 
 
Our program will succeed with the support of our partners. Together, we will promote services, engage 
donors and volunteers and market in new, innovative ways that move our mission and vision forward. 
With the transformational agenda in place Easterseals Midwest will see awareness that drives people to 
choose our services and supporters who will engage with more passion for our mission. Together and 
with an investment in brand awareness and critically needed advertising, the office of marketing and 
communication will be better positioned to support the organization and drive more awareness of our 
mission, vision and work.   
 
 Brand Renaissance:       $110,000*  
 Brand Awareness:        $130,000** 
 
                   *Onetime Capital Expense FY 2017 
                             **Annual and On-Going 
 


