
Project Promotion
Self-Assessment

It is easy to get overwhelmed when it 

comes to project promotion. There are 

many elements that go into it, and it’s not 

easy to know where to start or what 

activities to prioritize.

This Project Promotion Assessment Tool 

will help you identify the relevant 

strengths of the various aspects of your 

project promotion activities, so you can 

identify where to start and where to 

invest your efforts.

Step One
There are six main aspects of effective project promotion:

● Organizational Core Identity

● Goals and Objectives

● Priority Audiences

● Channels and Strategies

● Develop Engaging Content for Priority Audiences

● Measurement and Evaluation

Using the table on the other side of this page, use the written descriptions to give your 

organization a score from 1-10 for each aspect of your project promotion activities.

Each aspect of your project promotion feeds into one another - for example, without a strong 

organizational core identity, the content you develop for your priority audiences won’t have a 

clear “why,” and therefore won’t be as compelling. So, you might be gold in Goals and Objectives 

and Channels and Strategies, but if you are bronze in Organizational Core Identity, all of the 

content you’re putting out not only won’t be as effective but may be confusing your audiences’ 

understanding of your organization and hurting your brand identity.

For this reason, when developing a project promotion plan from start to finish, we recommend 

following the order the above areas are listed, because the first three set the foundation for the 

following three. Similarly, when deciding which areas to improve, we recommend following that 
same order. So, even if you have the same low score in Organizational Core Identity and 

Measurement and Evaluation, we recommend focusing on your Core Identity first, and getting 

that to a stronger score BEFORE focusing on Measurement and Evaluation. Or, if you have the 

same low score in Priority Audiences and Strategies and Channels, focus on Priority Audiences 

first.

Once you’ve figured out which level each of your project promotion areas is at, use the toolkit to 
identify what your priority actions should be to improve that aspect, going in the above order.

Step Two



Aspect of 
Project 

Promotion 
Bronze (1-3) Silver (4-7) Gold (8-10)

Score 
(out 

of 10)

Organizational 
Core Identity 

We don’t have a consistent, succinct 
way of describing what services we 
provide, who we serve, or why our 
work matters. Different team and 
board members describe our work 
differently. 

We have a description of what services we 
provide and who we serve, or why our 
work matters, but it is not always used 
consistently and/or it is outdated. 

We have a clear, consistent documented 
message that describes what services our 
organization provides, who we serve, and 
why our work matters. All our 
stakeholders and materials consistently 
communicate this authentic message. 

Goals and 
Objectives

We have a sense of our growth goals, 
but they are not defined with clear, 
measurable outcomes. 

We know what our growth goals are, 
though they’re not always connected to 
the activities we engage in. 

We have clear, measurable, documented 
goals and objectives and they always 
guide the activities we engage in. 

Priority 
Audiences

We seek to increase the awareness 
the general public has of our 
organization and our work. 

We have a sense of the different priority 
audiences we need to reach, but don’t have 
a lot of information about how best to 
reach them. 

We have a small number (4-6) of defined 
priority audiences, and we have a written 
description of their demographic and 
psychographic profile (someone’s values, 
interests, desires, etc). We know what 
they care about and how to reach them. 

Channels and 
Strategies 

We don’t know what activities to 
engage in and/or do as many project 
promotion activities as we can. It’s 
hard to know what is effective or 
whether we’re moving the needle. 

We invest in some channels that we know 
are effective, but others we utilize because 
we feel like we have to, and cannot always 
tell if they are effective at helping us reach 
the people we need to. 

We have an intentional project promotion 
plan in which we invest our resources in 
the promotion channels that we know our 
priority audiences engage with, and avoid 
spreading our resources thinly across as 
many platforms as possible. 

Develop 
Engaging 
Content for 
Priority 
Audiences 

It’s hard to know what our message 
should be. We often say things the 
same way across all materials. We 
don’t always have a clear CTA (call to 
action) in materials. 

We consider the audience when we’re 
developing promotional materials, but 
tend to rely on a small number of specific 
messages. Sometimes we include a CTA 
(call to action) but not always. 

Our materials are tailored to specific 
priority audiences, and include the vital 
information that the audience needs to 
know to inspire them to take the desired 
action. 

Measurement 
and Evaluation 

We look at our project promotion 
metrics every now and again, but it’s 
hard to gather specific takeaways 
that inform our next promotional 
steps. 

We have certain Key Performance 
Indicators (KPIs) that we pay attention to, 
but it’s not always regular, and we don’t 
always adjust our strategy based on the 
numbers. 

We track the most important and 
intentionally chosen Key Performance 
Indicators (KPIs) over time. If there is an 
unexpected trend or change in our 
numbers, we reassess our strategy and 
adjust accordingly. 




