
2023 - 2024
Communications Plan



BeGreat Together (BGT), along with its DocuCourse division, seek to raise their
mission and organizational profiles across regional and multi-state markets. Digital
communication outreach strategies outlined here are crucial in reaching diverse
audiences, including those in disinvested communities and school districts. We
also believe in utilizing our multimedia platforms to empower our partners and
other base audiences by elevating changemaker-sourced content and awareness
of communities initiatives that address systemic oppression. 

OVERVIEW 



BGT MESSAGE
ANALYSIS

Google Keywords 
nonprofit 

public schools

k-12 funding

school support

school programs

school resources 

leadership development 

community support 

student support 

school funding 

philanthropy 

local nonprofit



DOCUCOURSE
MESSAGE ANALYSIS

Google Keywords 
docuseries 

storytelling

advocacy 

nonprofit 

courses 

narrative 

documentary 

social justice 

online classes 

community leaders

get involved



Gender % reached

61% women

39% men  

  

Top age ranges reached

25-34 (40%)

35-44 (31%)

18-24 (14%)

45-54 (10%)

54+ (5%)

Top cities reached

Kansas City, MO (28%)

Los Angeles (10%)

Kansas City, KS (6%)

New York (5%)

BGT INSTAGRAM METRICS

Content Reach

Reels (806)

Posts (242)

Videos (194) 

Stories (103)

Impressions: 3,581 Accounts reached: 956

90 day stats



TOP BGT INSTAGRAM CONTENT
Top Reels Top Posts

Top Stories

90 day stats



Top cities reached

Kansas City, MO (20.6%)

Chicago (10%)

Los Angeles (9%)

Houston (7%)

Detroit (6%)

DOCUCOURSE INSTAGRAM METRICS

Content Reach

Reels (2,300)

Posts (115)

Stories (84)

Gender % reached

67% women

33% men  

  

Top age ranges reached

18-24 (43%)

25-34 (23%)

35-44 (14%)

45-54 (11%)

54+ (9%)

Impressions: 22,462 Accounts reached: 13,309

90 day stats



TOP DOCUCOURSE INSTAGRAM CONTENT
90 day stats

Top Reels Top Stories



1ST GOAL OBJECTIVES STRATEGIES TIMEFRAME

1.) Increase purposeful
storytelling and data sharing 

1.) Change narratives
around disenfranchised
school districts and Black
and Brown communities
2.) Share meaningful data
around Black and Brown
communities.
3.) Earn more traditional
media hits (newspapers,
radio, op-eds, etc.) 

1.) Document
changemaker stories
uplift communal and
systemic issues 
2.) Share factual data on
social media to pair with
lived experiences
3.) Submit stories to local
media outlets with
factual data to pair with
lived experiences 

Jan - June 2023 

  

GOALS, OBJECTIVES, STRATEGIES



2ND GOAL OBJECTIVES STRATEGIES TIMEFRAME

2.) Grow base audiences in
regional and multi-state
markets.

1.) Gain more BGT and
DocuCourse social media
followers
2.) Grow email lists
3.) Grow websites and
Newsroom readers

1.) Invite page likes and
boost pages to new
audiences 
2.) Use Network for Good
and Squarespace sign
up forms/tools and
continue data
management strategies
to close cracks in email
sign up conversions
3.) Promote BGT
Newsroom and
DocuCourses to grow
subscribers and
memberships. 
4.) Purchase Google Ads
to increase website
visitors 

Jan - Dec 2023 

GOALS, OBJECTIVES, STRATEGIES CONT'D



3RD GOAL OBJECTIVES STRATEGIES TIMEFRAME

3.) Increase overall
engagement

1.) Increase social media comments,
likes, shares, and clicks through rates 
2.) Drive more click-throughs on paid
ads
3.) Increase website traffic and page
actions
4.) Increase document downloads
from AWC web resource hubs

1.) Boost social media
posts
2.) Share relevant social
media content, such as
"Thursday Thoughts" and
other audience-tailored
content (see Goals 1 & 2)
3.) Restructure website
pages for SEO for best user
flow/experience 
4.) Create list of partner
orgs with pingbacks to our
website from their sites 

Jan - Dec 2023 

GOALS, OBJECTIVES, STRATEGIES CONT'D



4TH GOAL OBJECTIVES STRATEGIES TIMEFRAME

4.) Increase earned revenue 

1.) Increase DocuCourse
projects and contracts with
outside orgs and funders
2.) Increase small-dollar
donations 

1.) Target specific sectors
and promote DocuCourse
project programming to
orgs and funders   
2.) Develop individual
appeals content calendar
to deploy at key
dates/timeframes (e.g.
National Nonprofit Day,
Giving Tuesday, Holidays,
etc.) 

Jan - Dec 2023 

GOALS, OBJECTIVES, STRATEGIES CONT'D



Facebook x2

Instagram x2

Twitter x2

Website x2

LinkedIn x2

BGT Newsroom

Network for Good Database

Squarespace Email Marketing

BGT & DOCUCOURSE 
CHANNELS & SCHEDULE

Mondays - BGT Post 

Tuesdays - DocuCourse Post

Wednesdays - BGT Post

Thursdays - DocuCourse Post & 
BGT Thursday Thoughts Post

NOTE: Share DocuCourse posts on
BGT IG stories



CONTENT

CONTENT 
We will utilize the following content types by order of importance for engagement purposes: 
·Reels/Videos/video slides
·Images/graphics/infographics
·Audio/audio images/podcasts 
·Short form written copy (Twitter, FB, e-blasts, etc.) 
·Long form written copy (articles, newsletters, emails)
·Printed copy (mass mailers, flyers, etc.) 



METRICS

We will track the following BGT metric goals for 2023: 
·Grow Facebook audience to 250 page likes/follows
·Grow Instagram audience to 1000 followers
·Grow Twitter audience to 100 followers
Grow LinkedIn business profile to 200 followers
·Create and grow Network for Good subscribers to 100  
·Grow overall website visits by 30% (5,700 additional web visits)

We will track the following DocuCourse metric goals for 2023:  
·Grow Facebook audience by roughly 500 new page likes/follows
·Grow Instagram audience to 200 followers
·Grow Twitter audience to 100 followers
Grow LinkedIn business profile to 100 followers
·Grow Squarespace subscribers to 200 members
·Grow overall website visits by 30% (5,700 additional web visits)
·Launch and grow podcast listeners - Launch in July


