Integrated Marketing Plan: Hospital Volunteer Recruitment
🎯 Campaign Objective
Primary Goal: Increase volunteer applications from adults aged 50–70 in the Camden Clark service region by leveraging compelling storytelling, strategic digital placement, and community presence.
Key Messages:
· “Make a Difference Where It Matters Most.”
· “Your Time, Their Comfort—Volunteer at Camden Clark.”
· “Giving Back is a Gift You Can Feel.”
📽 1. Short-Form Video Strategy (15–30 Seconds)
Use On: WTAP Pre-roll, Facebook, Instagram, Website Homepage, YouTube
Concept:
Testimonials from 2–3 volunteers sharing:
· Why they volunteer
· What they love about their role
· The impact they see firsthand
B-roll shots: Volunteers in gift shop, snack cart, central registration, outpatient waiting areas
CTA: “Volunteer Today at wvumedicine.org/Camden-clark/(volunteer page, reactivated)
Tone: Warm, personal, community-focused
Distribution Plan:
3–4 total video cuts, rotated to avoid ad fatigue
· Boosted 2x/month on social media
· Embedded on Volunteer landing page
· Included in newsletters and shared organically
🖼 2. Display Ads
Platforms: WTAP, Marietta Times, Parkersburg News and Sentinel
Ad Sizes: Leaderboard (728x90), Medium Rectangle (300x250), Mobile Banner (320x50)
Messaging Variants:
· “Looking for a new way to give back? Volunteer with us.”
· “Find fulfillment. Make a friend. Be a hospital volunteer.”
Visuals: Smiling volunteers in-action; branded with Camden Clark logo and “Volunteer Today” button
📣 3. Paid Social Media Ads
Target Audience: Females aged 50–70 within 30 miles of Camden Clark with interests in volunteering, non-profits, and community service.
Platforms: Facebook, Instagram, YouTube (pre-roll)
Tactics:
· A/B test static image vs. short video
· Highlight testimonials vs. event perks
KPIs: CTR, CPC, landing page visits and sign-ups
📱 4. Organic Facebook Posts
Cadence: 2–3 per month integrated into overall content plan
Types of Posts:
· Volunteer Spotlights
· “Day in the Life” Snapshots
· Behind-the-Scenes at Events
· Event Promo
Hashtags: #CamdenClarkVolunteers #GiveBackMOV #VolunteerVoices
📰 5. Flyers / Rack Cards
Distribution Plan: Libraries, senior centers, churches, civic groups, welcome bags, volunteer fairs
Design Elements: Smiling volunteer photo, brief CTA, contact info, URL, QR code
Tone: Friendly, informative, confidence-inspiring
🗞 6. Newsletter + Print Integration
Channels: Pulse, Edge, HealthCheck Magazine, Foundation Newsletter
Content: Feature stories, photos, testimonials, sign-up links/QR
Timing: Feature in next 2 quarterly issues
👥 Team Coordination Plan
Volunteer Recruitment Team Will:
· Identify volunteers for video and photography
· Schedule participants
Marketing Team Will:
· Script and film
· Manage media creation and ad placement
📆 Recommended Timeline (12 Weeks)
|Weeks 1–2 | Identify volunteer participants; begin creative scripting 
| Weeks 3–4 | Film and photograph volunteers 
| Weeks 5–6 | Edit videos and create display/social graphics 
| Weeks 7 | Launch video and display ads 
| Weeks 8 | Start social ad campaign & organic posts 
| Weeks 9–12 | Flyer distribution and newsletter placements 
📊 Success Metrics
· Volunteer Sign-ups: % increase vs. baseline
· Landing Page Visits: CTR from each channel
· Social Engagement: Shares, likes, comments
· Media Reach: Impressions from ads and articles
