RAUP – Final Project COIN 72 – Winter 2012 – 3/20/12

NARFE Chapter 65 Website Review

An Analysis and Marketing Plan for San Francisco Chapter 65 of the

National Active and Retired Federal Employees Association
A Business Plan for Online Upgrades to narfe65.org
Final Project for COIN 72, Foothill College, Winter 2012

Prepared by Martha J Raup
Instructor Mimi Will
Table of Contents

INTRODUCTION to this organization and its services
OBJECTIVES of this marketing campaign
IMPLEMENTATION and EXECUTION of this plan
COLLEAGUES and COMPETITORS of NARFE 65
PROJECT MANAGEMENT
TASKS to pursue
STAFFING
POST-IMPLEMENTATION AUDIT
EXECUTIVE SUMMARY
QUESTIONS for DISCUSSION
APPENDIX – Analytical Exhibits 


INTRODUCTION to this organization and its services: Chapter 65 is the San Francisco chapter of the National Active and Retired Federal Employees organization (NARFE), “the only association solely dedicated to preserving and improving the health care and retirement benefits of federal workers and retirees.”
  Providing informative monthly meetings, contacting national legislators at the local level, sponsoring social events and luncheon gatherings, NARFE 65 meets the needs of its membership in many ways. A monthly newsletter, an Internet website, a blog, and a wiki are just some of the ways in which we communicate with our members to ensure our 61-year-old organization continues to represent their needs.

OBJECTIVES of this marketing campaign: Chapter 65’s website, http://narfe65.org, expanded our ability to contact and serve our members since it’s inauguration in early 2007. However, much has changed since then, and many more digital opportunities are available to non-profit, membership agencies such as ours. Furthermore, many Officers expressed interests in other ways of reaching out to our membership. Finally, the co-webmasters wished to simplify the coding – the upkeep was too time-consuming, and complicated. This project began as a way to explore those needs and opportunities, and has since morphed into a full-scale analysis of the needs of the membership, and the communication services of the Chapter. A business plan has been devised, including the selection of objectives, strategies, and outcomes desired, costs have been projected, and a timeline has been created for the implementation of this plan. This paper is a result of that endeavor.
 IMPLEMENTATION and EXECUTION of this plan: The Executive Board of NARFE Chapter 65 meets monthly to discuss issues of importance and on January 18, 2012 authorized the initiation of this Web rehabilitation process. 1st Vice President Martha Raup, designer of narfe65.org, volunteered to conduct the initial Web analysis with the assistance of her Foothill College course in Web Marketing, under the guidance of instructor Mimi Will. The textbook used formed the basis of this analysis.

Several criteria were used to evaluate the relevance of narfe65.org to the needs of the Chapter, including the following:

Search Engine Optimization analyses, using the following tools:



SeoQuake – Exhibit A


Google Analytics – Exhibit B


Search engines - Google, Yahoo!, and Bing – Exhibits C, D, E


Xenu – Exhibit F

E-mail Marketing – Exhibit G


Blogging  - Exhibit X

Podcasting


Video-casting

Social Media Marketing, including Facebook, Twitter, LinkedIn, Flickr, and YouTube


Mobile Media Marketing

A preliminary decision has been reached about recommendations to be presented to the Executive Board at the next meeting, on April 18th, and this paper will form the basis of that presentation. In addition, several preliminary changes have already made, such as:

1. New pages were added to the Chapter’s wiki, http://narfe65wiki.wetpaint.com/, and invitations to 4 Officers were sent – Exhibit H

2. News feeds were added to the wiki site: http://narfe65wiki.wetpaint.com/news.

3. A link to the Chapter Web site was added from the Chapter’s blog, http://narfe65sf.blogspot.com/,  and a new page for slideshows on the blog was created: http://narfe65sf.blogspot.com/p/slides.html.
4. A new SiteMap.xml was created and uploaded to Google (temporarily located at: http://djnmarti.com/foothill/coin72/final_project/narfe65/sitemap.html)

5. Google Pages for narfe65.org  at 90-7th Street in SF were updated.  (http://maps.google.com/maps/place?cid=4966843070573624455&q=90-7th+Street&gl=us&cd=7&cad=src:pplink&ei=xdJoT5mzDpmUywWczsmHCA). 
6. Martha joined the NARFE company page on LinkedIn (inadvertently, thinking she was joining a discussion group) - http://www.linkedin.com/company/narfe
7. Martha signed up for daily Google alerts on “NARFE”.
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A page was created displaying a Google map locating our Chapter meetings– (temporarily located at: http://djnmarti.com/foothill/coin72/final_project/narfe65/map/) 
9. Attempts were conducted to create a new logo, but results were unsatisfactory: 

COLLEAGUES and COMPETITORS of NARFE 65:  The two most obvious “competitors” to our Chapter for individuals with similar needs to those of our target audience (active and retired Federal employees) are the National website for NARFE (http://narfe.org/) , and the site oftentimes confused with our organization, AARP (http://www.aarp.org/).  Both these sites were examined, as well as other NARFE state Federation and local Chapter sites. It was found that, in general, our Web site was one of the best – but it could be better. For instance, our site does not appear as “high” in search engine rankings as some other local chapters, such as Chapter 1162 (Shawnee Mission KS - http://www.narfe-chapter1162.org/) and Chapter 1192 (Tri-Cities WA - http://www.narfe1192.org/index.html). However, we essentially have a “niche” market – we are the ONLY organization meeting the needs of our membership and target audience. 

PROJECT MANAGEMENT – The goal of this marketing plan for the online upgrade of narfe65.org is to implement the Membership Action Plan adopted by our Chapter in 2011 - http://narfe65.org/documents/membership/Membership%20Plan%202011.pdf. The goals specified in that document are: 1) recruit new members, 2) retain current members, 3) increase meeting attendance, and 4) prepare reports for meetings, newsletter, and website. These goals have been adapted for our purposes as follows: 
1. Increase Chapter membership by 10%, 
2. Decrease the number of dropped/non-renewed memberships by 10%, and
3. Increase online participation by 200%, through the increased use of social media
TASKS to pursue:

Create a “Send to a Friend” option to our Website

Analyze SEO data using Google Analytics and update Website as needed, such as


Eliminate duplicate and/or redundant pages/links/keywords/images

Eliminate errors from non-functioning links


Optimize keywords for every page


Add keywords to images


Optimize local search listings


Get reviews and bookmarkings


Create RSS subscription feeds for the Website, the wiki, and the blog

Add the blog to the Website

Add the wiki to the Website

Increase access to photos and slideshows

Add video interviews with Federal retirees
Add podcasts

Create a membership arena and/or a discussion forum

Add a Facebook page

The dates of expected task completion have been charted (http://djnmarti.com/foothill/coin72/final_project/project/Calendar.xls), and projected expenses have been estimated (http://djnmarti.com/foothill/coin72/final_project/project/ProjectedCosts.xls). These expenses are calculated “as if” the services of a paid Web designer were used. This provides the chapter with a way to value the volunteered services of their Officers. Unexpected obstacles may intervene. However, there is no absolute deadline, other than those we impose upon ourselves. So, obstacles will be expected, and interpreted as opportunities to learn how to better serve our audience needs.


STAFFING – As a volunteer, non-profit membership organization, there are few actual costs expected: the cost of a Website host is the primary one. Our current platform, IX Web Hosting, has provided sufficient tools, and no increased expense is anticipated. The factor of TIME is our most important issue. It is anticipated that a total of 751 hours will be needed. For the nine months left in this 12-month process, that means an average of over 80 hours/month, or at least 20 hours/week. That is a lot of time! What this likely means is that many tasks will be left undone unless a better method of project execution can be devised. One amateur enthusiast is hardly adequate to the task…It is likely, then, that this project will need to be compartmentalized. Further study is needed to better conceptualize the exact needs of our organization at this time. AND, the creation of a Communications Committee may be needed…

POST-IMPLEMENTATION AUDIT – The National website (http://narfe.org) publishes membership reports every month. These reports will be analyzed regularly, and data will be kept in an Excel chart to facilitate month-to-month comparisons. Quarterly decisions will be made based on discussion at the Executive Board regarding these analyses.

EXECUTIVE SUMMARY - My Project was to develop and conduct a marketing campaign for NARFE Chapter 65 in order to increase the recruitment and retention of members in our chapter, and to expand the participation options within our organization. Chapter 65 is the San Francisco chapter of the National Active and Retired Federal Employees organization (NARFE), dedicated to preserving and improving the health care and retirement benefits of federal workers, retirees, and their survivors.  This project was envisioned to be conducted from January 1- December 31, 2012, and has been sanctioned by the Executive Board of Chapter 65. As a member of this organization, I share our goals, and as a student at Foothill College in Web Marketing, I am the one with the most motivation, most ability, and most “time available” to complete this project (theoretically). 
The target market for this campaign is our local San Francisco chapter of active and retired Federal employees, and any potential new members. Specifically, based on analyses of NARFE membership, new Chapter members are likely to be over 45 years old, live in the Bay Area, be employed by or retired from the US Government, and be interested in protecting their earned benefits. They may also be attracted to political, social, or economic topics of interest, and are likely to be mobile, educated, and financially stable (though with fixed and/or declining income, and growing expenses). However, a portion of our clientele is apt to have specialized needs, such as being homebound, infirm, isolated, or Internet-illiterate. We may want to create specialized campaigns to better meet their needs.

During the first 3 months of this project, I have studied the dynamics of search engine optimization, e-mail marketing, blogging, podcasting, video-casting, social media marketing (including Facebook, Twitter, LinkedIn, Flickr, and YouTube), and mobile media marketing. SEO analyses were conducted using SeoQuake, Google Analytics, and Xenu, and search engine landing pages were viewed from Google, Yahoo!, and Bing. What I found out in general is that our Website (http://narfe65.org) needs to be “cleaned up” (broken links corrected, duplicate meta tags updated), our communication activities need to be coordinated (“branded”) and connected (linked, from one to another), and social media tools need to be adopted. In particular, I discovered that I have opened a “can of worms”, and to proceed further I may have to separate issues and better define objectives. Right now I am in the evaluation stage, and preparing this report to present to the Executive Board at our next meeting, on April 18, 2012. 
The most astonishing thing I discovered in this project is that our Website is listed by search engines in Russia, China, and Indonesia. Also, reports we have posted for members are easily downloadable by anyone, such as this result: http://ebookbrowse.com/10october-pdf-d291473108. Furthermore, pages which were posted on a private Web site, with clear meta tags to AVOID search engine scrutiny (<meta name="robots" content="noindex, nofollow, noarchive" />) were nevertheless discoverable on Google search results pages – probably because they referenced the public website for narfe65.org. Clearly, we need to be better able to separate private information from public pages, and will need to find a way to protect the address and phone numbers of the Officers. 
QUESTIONS for DISCUSSION
Q 1: How can a membership organization advertise the activities of that organization without jeopardizing the privacy of its members? 
Q 2: How would you improve the website narfe65.org to meet the needs of older members (age 75 +/-)? Younger members (age 45+/-)?
APPENDIX – Analytical Exhibits of Search Engine Optimization Information 
�� � HYPERLINK "http://www.narfe.org/departments/home/print.cfm?ID=2498" �http://www.narfe.org/departments/home/print.cfm?ID=2498�, accessed 3/12/12


� WEB MARKETING ALL-IN-ONE FOR DUMMIES by Arnold, Lurie, et al, 2009, Wiley/Dummies Publishing, ISBN: 978-0-470-41398-2
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