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1. Market Research
Target Market(s) 
Which target markets does MM want to focus on short term (2008-2009)?
Target Markets.doc
· Entrepreneurs (or, more accurately, microentrepreneurs) - Leaders of companies which have five or less employees, especially female, minority or economically disadvantaged entrepreneurs

· Volunteer Mentors - Experienced people with business skills who are willing to volunteer their time to help entr3epreneurs with their business challenges
· Affiliates - Organizations whose clients include microentrepreneurs and that may also have a volunteer mentor pool available (like MCNW)  MRD – Affiliates.doc
· Corporations -  Large organizations with skilled employee volunteers  
Corporate Channel.doc
· Funders - Organizations willing to fund MM activities and expansion
Products and Services
MicroMentor:

a) Helps entrepreneurs solve business challenges

b) Enables skilled business volunteers to offer assistance to entrepreneurs

c) Provides a mentoring and advising platform to organizations that serve entrepreneurs

d) Provides a skills-based volunteer platform to organizations with professional business volunteers
e) Provides corporations and foundations with sponsorship opportunities ranging from purely philanthropic to purely business-focused. 
MicroMentor offers high-level expertise in web tools that foster relationship building, tracking, and support. It focuses on:

· Recruiting new members, mentors and entrepreneurs

· Matching algorithms that provide meaningful search results

· Facilitating sustainable and successful relationships

· Tracking outcomes
The menu of MicroMentor products and services can be broadly divided into two categories:

1) MicroMentor.org: a web application specifically designed to facilitate small business mentoring and advising

2) Professional Services: planning, production, support, evaluation services that help institutional customers (e.g., affiliates, corporations, etc.) utilize the MicroMentor.org platform and customize the platform to their needs
Market Dynamics
How does the market and/or current business climate affect MicroMentor?
MicroMentor stands to benefit from some specific market trends:

· Mentoring is a popular and recognized volunteer opportunity. 

· Baby boomers and seniors are poised to volunteer. 

· Online volunteer opportunities do not restrict volunteers based on location. This is an evolving market. 

· The small business market (at least on the smaller end – i.e., under 20 employees) is growing, with more small businesses being started and a larger percentage of jobs being created by the self-employed and smaller small businesses

· Skills-based Volunteerism / Engaged Philanthropy: Volunteers increasingly want to use their skills to benefit social causes, and they want to directly impact the world (or have a clear sense of how their money and actions are having an impact)

· Corporate Social Responsibility & Volunteerism: corporations now view CSR as a key component of their overall business strategy; they are also increasingly tying their employee volunteer and foundation activities to their core business

· Rise of microfinance

Customers
Volunteer Mentors
Current demographics:
Demographics.xls
Summary
71% of our mentors are male
25% of our mentors are over 50 years old
Even split between mentors between the ages of 22-34 and 35-50

Volunteer Mentor Channels:
· web marketing: VolunteerMatch, other volunteer and “social good” sites, AdWords, social networks, Change.org, Craigslist, Idealist, etc. In the past, our most reliable source of mentor recruitment has been VolunteerMatch (VM) (44%) and the basic internet search (30%). 
Mentor Recruitment Websites.xls
· word-of-mouth: referrals, viral distribution widgets (i.e., share with my LinkedIn network), ambassadors and advocates

· media relations: stories in local, national, and online media
· strategic partnerships: corporate volunteer programs, alumni associations, professional business groups, and other “volunteer affiliates”, five percent of our mentors come from affiliates - 13 mentors have signed up via recent Western Union enrollment push.

Entrepreneurs
Current demographics:
Demographics.xls
Summary
59% of our entrepreneurs are female

Entrepreneur Channels:

· web marketing: business sites (SME Toolkit, Beehive Entrepreneur Center, etc.), AdWords, social networks, etc.

· word-of-mouth

· Currently only small proportions (7%) of our participants are coming through referrals. 
· media relations: stories in local, national, and online media

· about 30% of our entrepreneurs find us respectively through a newspaper article or through an internet search

· entrepreneur.com. We are mentioned three times on the site, but not in articles relating to business mentoring. Two of the articles were written by or about Asheesh Advani, a previous board member
· affiliate partnerships: microenterprise  development programs and other “entrepreneur affiliates” 

· 15% of our entrepreneurs come from affiliates

· MCNW accounts for 22 of the 77 sign ups to our affiliate program in this calendar year.

· we have increased affiliate signups via the website by 600% by providing a clear path for affiliates to signup

· other media marketing: (direct, radio, TV, etc.) especially where we can partner with a corporation already marketing to small business owners (i.e., HP promotes MM to their small business customers)

Afflilate Channels
· web marketing: AdWords, social networks, etc.

· one-on-one outreach from MicroMentor staff
· word-of-mouth: participation in industry events, conferences, etc.
· media relations: stories in local, national, and online media

· case study(s): advantages of becoming an affiliate
· partnerships: for example, AEO (national trade association for microenterprise development) 
Corporate Engagement Channels
· one-on-one outreach from MicroMentor staff
· web marketing: AdWords, social networks, etc.

· word-of-mouth: participation in industry events, conferences, etc.
· media relations: stories in local, national, and online media

· case study(s): advantages of becoming a corporate partner
· partnerships: for example, BSR (Businesses for Social Responsibility); PR agencies that specialize in CSR (corporate social responsibility), etc.
3. Competition 

Develop your "unique selling proposition." – TBD.

What makes MIcroMentor stand apart from your competition?

· Quality of mentoring 

· Innovative matching technology

· Industry- and expertise-specific matches 

· Ability to track and report on user metrics

· Support and follow-up on mentor relationships

· Peer-to-peer advising (i.e., entrepreneurs can connect with other entrepreneurs)

· Enabling groups or communities of practice based on a common interest or affiliations, such as sector, topic, organization, or place

· Focus on diversity and microbusinesses

· Aspen Institute pedigree; Mercy Corps brand

· Nonprofit program (vs. corporate or government)

Why is MicroMentor special? 
Business mentoring as a core competency – MM specializes in matching mentors and entrepreneurs and supporting their relationship. Our strongest, most universal selling points are (a) ability to produce positive business outcomes for underserved entrepreneurs; and (b) our program efficiency/scalability (i.e., a low cost per client that decreases as participation increases).

Competitors 
Competitor Research.doc
Competitor Criteria: other online programs offering free business mentoring services.

	Competitor
	Description

	SCORE

http://www.score.org/
	Product Description:

· update

Market:

· update 

Notes:



	iMantri

http://www.imantri.com/

	Product Description:

· Mentor-Mentee Matching Engine

· Mentoring Framework and Tools
Market:

· people who want to find career or business mentors 

Notes:



	Advance Mentoring/Your Mentoring

http://www.advancementoring.com/

	Product Description:

· update

Market:

· update

Notes:

Membership is free during our launch and will give you access to all of our features such as searching member profiles, placing a profile of your own, and sending and receiving correspondence from our other members.

Listed as a resource at about.com, listed along with Score.

Mentoring content. 

	Partner Up

http://www.partnerup.com
	Product Description:

· update

Market:

· entrepreneurs needing help with business issues

Notes:

Potential Competitor when MM adds Q & A feature. PartnerUp's small business community is the perfect venue for asking your most pressing business questions and exchanging advice with others who've "been there and done that." PartnerUp members range anywhere from young entrepreneurs fresh out of college to retired CEOs from Fortune 500 companies.


MicroMentor also faces competition for resources (resources being potential participants and funders) as outlined below:

· competition for entrepreneurs: BizNik, LinkedIn, local microenterprise and small business development programs (as a broad category), and corporate-sponsored business communities: JumpUp (Intuit), Ideablob (Advanta), VISA Small Business Network on Facebook, Bank of America Small Business Online Community, American Express's OpenForum, Capital One's Slingshot (see: http://www.netbanker.com/2008/06/small_business_networks_from_american_express_capital_one_advanta_bank_of_america_quickbooks_hsbc.html), 

· competition for skills-based volunteers: Taproot Foundation

· competition for corporations: competition for offering similar sponsorship or employee volunteering services – e.g., VolunteerMatch, Taproot Foundation, JK Group (http://www.easymatch.com/)

· competition for funders: numerous; some include: ACCION, Kiva, local programs, etc.

Why do customers select one opportunity vs. another, i.e. MM vs. Score?

· Highly qualified mentors and the ability to select a mentor with industry specific experience.

Entrepreneurs are attracted to MicroMentor for these reasons: 

· Free, individualized business help

· They have a business issue that they do not know how to handle 

· Static information does not address their needs

· The MicroMentor commitment fits their schedules (easy, quick access to answers and advice)

· Need a sounding board for their ideas (small business owners often feel very isolated)

Volunteers are attracted to MicroMentor for these reasons: 

· They appreciate being able to use their experience while volunteering 

· They would like to “give back” to the community 

· Convenience (they like that no in-person meetings are required

· Our entrepreneur/business focus (they like working with entrepreneurs vs. other populations)

· One-on-one connection with entrepreneurs also seems to be a compelling argument 
Corporate Partners are attracted to MicroMentor for these reasons::
· MM has the potential to offer a skills-based employee volunteer opportunity to nearly any employee anywhere in the world

· MM is a multi-faceted offering that can engage employees, consumers, and philanthropic constituents

· MM is very flexible and can be customized and co-branded in any number of different ways (e.g., feeding opportunities into an employee intranet; producing a branded small business support or community engagement campaign either inside or outside the MM.org website, etc.)

· MM has the potential to offer detailed activity and impact measurement and customized reporting
4. Mission Statement 

MicroMentor provides emerging entrepreneurs with convenient and affordable access to trusted business mentoring, current industry information, and personalized advice via a web-based application. Our mission is to build businesses, which in turn increase economic activity and employment opportunities, especially in low- and moderate- income communities. Our vision is to equalize access for entrepreneurs to business expertise, which is critical to the success of their ventures.

5. Internet Marketing Strategies
Internet marketing and promotion strategies that MIcroMentor wants to use or consider using to promote branding, recruitment and ultimately traffic and increased signup rates. Diversity initiatives need to be considered.  Items that are marked limited are based on lack of resources. Mentor Recruitment Websites.xls
· Search Engine Optimization (SEO) - Using optimization techniques so search engines will rank your website within the top 20 search results.  YES

· Search Engine Marketing - Bidding on keywords so that your website text ad is displayed when a person conducts a search on a particular keyword or key phrase. Google Adwords. YES

· Content Generation – Generating new and meaningful content which makes your site a resource for customers and potential customers and enhances the usefulness and reputation of your site. RSS. YES
· Link Exchanges - Exchanging links with other websites to get better rankings in the search engines. Top rankings go to the websites that are most popular in their category/industry.  – YES

· Write press releases and distribute them online.  - YES

· Write Articles and distribute them online - Earn one-way links pointed at your website, which is valuable to search positioning. Writing articles will also send targeted traffic to your website and increase the perception of expertise in your field. Digg, Stumbleupon, etc. – Limited

· Include interaction - Add interactivity to your web site, first step could be including videos. YouTube for Nonprofits.  - Limited
· Email marketing -  Newsletters, prompts, bulletins/announcements. Vertical Response with integrated with Salesforce. – Limited
· Case Studies - Limited

· Social networking - LinkedIn, MySpace, Facebook, etc. MM badge. - Limited

· Create a blog - Announce success stories, provide links, post articles and interviews, provide a personal face to MM. RSS. NO
· Blog Submissions – as time allows. Limited

6. Offline/Traditional Advertising Strategies
· Direct marketing  - brochures, postcards, flyers, fact sheets, etc.  – YES 
· Write press releases – Yes.

· Co-market with businesses that share your target market (like Mercy Corps NW) - Yes

· Networking -go where market is, Chamber of Commerce, Local Rotary Club, etc., Ambassadors - Limited

· Advertising-Print media, directories, yellow pages, radio, TV - Limited.

· Training programs-Seminars given by MM to increase awareness – Limited.

· Write articles for magazines, your local newspaper, and other publications read by your industry. Increase reputation for expertise. – Limited.

· Attend events  signup staff to speak at events. – Limited.

· Attend Trade shows – Limited. 
Potential candidates listed below:

· AEO National Summit

· National Conference on Volunteering and Service

· Business for Social Responsibility

· NetImpact

7. Pricing, Positioning and Branding 
Establish strategies for determining the price/value of MicroMentor, where MicroMentor will be positioned in the market and how the program will achieve brand awareness.

· We need to establish ourselves as experts in small business mentoring and skills-based volunteering, and commit to branding. This means being quoted in major trade press, speaking at industry events, and gaining recognition. 

· We need brand-name reference clients. Need major brand names we can cite as clients. We need to be able to reference by name and contact phone number.

· We need to focus efforts first on a few key cities before attempting to canvas the entire country. Cities: Portland, Seattle, San Francisco, Los Angeles, New York City

· We need to move others to evangelize for us. Spread the word about good experiences/success stories. 

· We need to use partnerships to help mitigate the costs associated with gaining market penetration. Potential/existing partnership opportunities:

· ACCION USA

· AEO

· AMEX

· Business for Social Responsibility

· CAMEO

· IBM

· OMEN

· NetImpact

· One Economy/BeeHive

· VolunteerMatch

· Western Union

· Young Presidents' Organization (YPO)

8. Budget – Dollars and Time 
What strategies can MicroMentor afford? per month, per year?

· Budget for advertising: $1,200.

· Budget for Google Adwords: $250.00 per day, ??? per year

· Budget for printing and photocopying: $900.
Note: we are attempting to increase this with currently pending and future proposals

TBD: How much time per month can MicroMentor staff devote to marketing efforts? 
How much time will each marketing piece require? 
How much maintenance is required?

9. Marketing Goals 
Establish quantifiable marketing goals. This means goals that MicroMentor can turn into numbers. For instance, a goal might be to increase site traffic and conversion rates. Your conversion rate would be how many visitors take action and fill out a form to become a mentor or entrepreneur.  ALL marketing efforts should support MicroMentor’s stated goals.

· Enroll 5,000 participants by June, 2009.

· Establish more Affiliate relationships. Specific goals for number of volunteer and number of entrepreneur referrals TBD.

· Establish more corporate relationships. Specific goals for number of corporations and percent of employee involvement TBD.

· Focus more on recruiting women business owner’s and professionals over the next year and intentionally narrowing the gender divide. 
· Attract more low-income and minority entrepreneurs. Specific goals for increasing diversity TBD.
· Our long-term goal is to serve 250,000 entrepreneurs and cover 100 percent of ongoing program expenses with earned income revenue by 2013.
10. Monitor Results
Test and analyze. Identify the strategies that are working.

· Survey customers 

· Google Analytics, possibly other analytics tools, A/B testing. – YES.

· Track visitors to your web site and conversions. Many other tracking possibilities. YES.

· Saleforce tools – YES – needs research.

· Determine which marketing strategies are producing the increased interest and positive results. – YES.

· Measure Return on Investment per each marketing activity – might measure this in effort or man hours rather than dollars.  – YES.

Appendices
Demographics.xls
Target Markets.doc
Mentor Recruitment Websites.xls
Bloglist.doc
Competitor Research.doc
Marketing Inventory.xls – needs to be updated, approved
Corporate Channel.doc
MRD – Affiliates.doc
Website Change Control Document - TBD
List of Campaigns with links to Campaign details and metrics - TBD
MicroMentor Marketing Calendar – TBD
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