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A b o u t

Freder ick  Mounta in  Group
(FMG)  i s  focused on he lp ing
your  organizat ion  succeed on
your  te rms .  FMG i s  a  fu l l -
se rv ice  bus iness  and
organizat iona l  deve lopment
consul t ing  f i rm.

We he lp  c l ients  ident i f y  what
success  means  fo r  the i r
organizat ion .  

Many  people  learn  about
Freder ick  Mounta in  Group
f rom our  success fu l  market ing
c l ients .  Market ing  i s  a  serv ice
we prov ide  fo r  our  c l ients
once  they  have  a  complete
st rateg ic  p lan  wi th  c lear ,
measurable  goa ls  def in ing
success .  

Th i s  case  s tudy  h ighl ights  the
power  o f  our  s t rateg ic
p lanning  too ls  to  he lp  a
nat iona l ,  non-prof i t ,
membersh ip  organizat ion  for
medica l  pro fess iona ls .

F R E D E R I C K
M O U N T A I N  G R O U P -
T H E  D I F F E R E N C E
B E T W E E N  A  G O O D
I D E A  A N D  A  G O O D
R E S U L T



-  Organic  soc ia l  media  ca lendar  c reat ion
as  wel l  as  da i l y  engagement  on  soc ia l

media  accounts

-  Webinar  Des ign  and Management

-  Google  Ads-creat ion  and management

-  Facebook Bus iness  Manager  ad
creat ion ,  audience  ta rget ing ,  ad justment ,

and moni tor ing

-  Monthly  report ing  to  c l ient

S c o p e  o f  W o r k

2 0 1 9  - S t r a t e g i c  P l a n n i n g

We worked wi th  the  board  to  es tabl i sh  1 -
Year  goa ls  and des igned a  turnaround

approach to  re -establ i sh  the  organizat ion
and c lean up the  organizat ion ' s  messag ing

2 0 2 0  t o  C u r r e n t  
C u s t o m i z e d  3 6 0  D e g r e e  M a r k e t i n g

P a c k a g e :

-  Webs i te  Redes ign  wi th  Membersh ip
Management  Sof tware  Integrat ion

   
-  Two to  three  b log  ar t ic les  per  month

-  Emai l  Market ing  (2x  month)

Th is  case  s tudy  i s  a  2023  update  on
the  progress  o f  a  FMG c l ient ,  a
nat iona l  o rganizat ion  for  medica l
pro fess iona ls .

When they  f i r s t  contacted us  in  2019 ,
they  were  unhappy  wi th  the i r  cur rent
consul tant .  They  wanted to  re -
establ i sh  the  organizat ion ’ s
prominence  a f ter  years  o f  neglect .
They  had dec l in ing  membersh ip ,  an
outdated webs i te ,  and the i r  non-
prof i t  s tatus  had lapsed .

We began our  market ing  work
January  1 ,  2020 .  Wi th in  3  months ,
COVID-19  h i t .  Desp i te  the  g loba l
shock  and many  medica l
pro fess iona ls  in  the  organizat ion
becoming f ront - l ine  responders  to
the  COVID-19  pandemic ,  the
organizat ion  grew:  20% increase  in
membersh ips ,  2  new sponsors ,  and a
13% increase  in  monthly  revenue .

As  o f  October  2023 ,  they  have  6  new
sponsors ,  an  addi t iona l  72 .5%
increase  in  membersh ips ,  and an
addi t iona l  124% increase  in  monthly
revenue .

The  va lue  o f  the  360-Degree
Market ing  Package i s  cons i s tent
market ing  and communicat ion  that
bui lds  cont inued success  year  over
year .

N a t i o n a l  O r g a n i z a t i o n  C a s e  S t u d y

O C T O B E R  2 0 2 3

E X E C U T I V E  
S u m m a r y

RESULTS
80% Increase in Membership in 2 years

6 New Sponsors in 4 years
124% Increase in Monthly Revenue in 2 years
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N a t i o n a l  O r g a n i z a t i o n  C a s e  S t u d y

The cha l lenges  were  s ign i f icant ,  and
we were  honest  wi th  the  Board  o f
Di rectors  that  they  needed more
sta f f  to  re -establ i sh  the
organizat ion  and s tar t  g rowing .  

The  Board  agreed to  h i re  an
adminis t rat i ve  ass i s tant  to  he lp  us
process  and manage membersh ips ,
donat ions ,  and sponsors .  We agreed
to  work  on  a  base  fee  wi th  a
per formance bonus  fo r  the  f i r s t  year
to  prove  our  va lue .  

We got  to  work  qu ick ly  to  handle
the i r  webs i te  redes ign ,  membersh ip
sof tware  integrat ion ,  and he lp  wi th
rega in ing  non-prof i t  s tatus .  

By  the  end o f  2020 ,  we had move
the  organizat ion  f rom surv iv ing  to
growth mode .

T h e  C h a l l e n g e

h o w  W e  h e l p e d
Website

Our  f i r s t  task  was  to  c lean up and
modern ize  the  organizat ion ' s
webs i te .  We needed to  bet ter
integrate  the i r  donor  and
membersh ip  database ,  Wi ldApr icot ,
w i th  a  contemporary  webs i te  that
would  be  inv i t ing .  Because  cost  was
a  major  i s sue ,  we  bui l t  the  new
webs i te  on  Wix .  We were  ab le  to
complete  th i s  process  wi th in  30
days  so  that  we could  begin  our  360-
Degree  market ing  program to  dr i ve
potent ia l  members ,  donors ,  and
sponsors  to  a  pro fess iona l  webs i te .

A Pandemic Emerges

March 1 ,  2020 ,  major  conferences
l ike  South  by  Southwest ,  the
Amer ican Academy of  Dermato logy ,
and severa l  others  were  cons ider ing
cance l ing  due to  the  r i s ing  threat  o f
COVID-19 .  

We convened wi th  the  board  and
dec ided our  or ig ina l  goa ls  and the
plan  to  reach those  goa ls  were  not
poss ib le .  We sh i f ted  our  work  to
support  the  organizat ion ’ s  medica l
pro fess iona l  members  who were  now
on the  f ront l ines  o f  the  worst
pandemic  in  near ly  a  century .
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N A T I O N A L  O R G A N I Z A T I O N  C A S E  S T U D Y

h o w  W e  h e l p e d  C o n t ’ d
For  the  res t  o f  2020 and 2021 ,  we  focused on creat ing  new ways  to  he lp
the  organizat ion  show va lue  and increase  membersh ip .  

We he lped the  organizat ion  move  onl ine  and host  meet ings  and webinars
v ia  Zoom.  We cont inued to  produce  t imely  and re levant  content  fo r  the i r
membersh ip  that  was  shared across  soc ia l  media ,  emai l  market ing ,  and
the  webs i te .  By  the  end o f  2021 ,  they  had more  members  and sponsors
than ever  before .   

Two years  la ter ,  membersh ip  and revenue have  cont inued to  increase .  The
organizat ion  i s  look ing  forward  to  expanding the i r  presence  at  more  in -
person and v i r tua l  events  in  2024 .

R e s u l t s  b y  t h e  N U M B E R S
2 0 2 0  -  2 0 2 1

2 0 %  I N C R E A S E  I N  M E M B E R S H I P

2  N E W  S P O N S O R S

1 3 %  I N C R E A S E  I N  M O N T H L Y  R E V E N U E

2 0 2 1  -  2 0 2 3
8 0 %  I N C R E A S E  I N  M E M B E R S H I P

4  N E W  S P O N S O R S

1 2 4 %  I N C R E A S E  I N  M O N T H L Y  R E V E N U E
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N A T I O N A L  O R G A N I Z A T I O N  C A S E  S T U D Y

Q u e s t i o n s ?
E-MAIL  US AT  
INFO@FREDERICKMTNGROUP.COM

Creativity, empathy, and
collaboration helped this
organization grow.

Despite financial constraints and no
staff, this organization's board
came together to create digital
spaces to connect. 

We continue to support the
organization with email and social
media marketing. This growth
occurred organically, by creating
timely, relevant content that
members and potential members
found useful.

"The Board would like to take the opportunity again to thank
you for all of your help marketing for our organization during

such a difficult time of growth during the last 1.5 years. We
have been impressed with the way you keep us relevant on

social media, the monthly newsletters, and how you help keep
us on track to be the advocates we want to be for patients and

our PA members." 

- Board Treasurer

f i n a l  thoughts


