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INTRODUCTION

November 13, 2017 

Shirley Madkins | Founder, Owner, President of the Board 

11294 W. Bell Road, Ste. 105 

Bell Mar Plaza 

Surprise, AZ 85378 

Dear Mrs. Madkins, 

It is with extreme delight and honor that I present Son Glow Ministries, Inc. with the 

following digital media marketing proposal. After careful assessment of your digital 

media presence between the period of September 11, 2017 to November 1, 2017, a 

comprehensive strategy has been created to meet your growing digital marketing needs 

and goals as discussed in our October 21, 2017, meeting. 

Thank you for your candor and trust in sharing your ministry's current digital marketing 

plan. It was such a pleasure working with you and Linda Donner. Please consider my 

suggestions for amplifying your digital media presence to better meet the ministry needs 

of your constituents and customers at the Son Glow Boutique.  If you should have any 

questions or concerns, please feel free to contact me at your convenience.  May your 

ministry continue to grow and touch lives through these new and innovative approaches. 

Blessings and warmest regards, 

Janelle Tapphorn | 2018 Regent University Graduate Candidate 

10576 W. Alex Ave. 

Peoria, AZ 85382 

Cell:  623-271-1468 

janetap@mail.regent.edu 
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EXECUTIVE SUMMARY

Son Glow Ministries, Inc.

This report will examine the current digital marketing strategy for Son Glow Ministries, Inc.

(SGMI) and make recommendations to amplify its brand awareness and digital presence.

SGMI is a 501(c)3 non-profit Christian organization with a 509(c)(3) public charity tax

exempt status. It was founded in 2008 by Shirley Madkins and operates the Son Glow

Boutique located in the Bell Mar Plaza at 11294 W. Bell Road, Ste. #105,  Surprise, AZ

85378.  

Location 
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SECTION 1:
RESEARCH & DISCOVERIES

History 

SGMI was founded in 2008 by retired Army major, high school principal and Christian 

therapist, Shirley Madkins, following a series of devastating personal challenges including 

the untimely loss of her parents and a bike accident that resulted in fracture of several of 

her bones, spinal fusions and hip replacements. Mentally and physically exhausted, Shirley

sought counseling to cope. She shares, “The Lord very gently spoke to me as he does 

oftentimes and said to me very clearly, ‘Shirley, I want you to start a small business, and I 

will bless you to be a blessing to others.’” So, after investing a small amount of money, she 

began making hair combs to sell from outdoor tents at flea markets and craft fairs having 

had no prior retail experience. 

   

Six years later as sales skyrocketed, she left the outdoor tent and opened her own shop, 

Son Glow Boutique as a nonprofit giving away 100 percent of her profits to support 

Christ-based efforts. Currently, SGMI sends 95% to Vida Ministries (missionaries Dennis & 

Jeanne Cook, who have ministered in the Darien Jungle in Panama, Central America, for 

36 consecutive years). The remaining 5%, per IRS regulations, goes to a different

recipient, “Random Acts of Kindness” in Maricopa County.  In the past two years, SGMI 

has provided Thanksgiving and Christmas for a family of 7; purchased tires for a vehicle 

for a single Mom; donated money to a school employee whose house was robbed,

provided postage for 183 Operation Christmas Child (OCC) shoeboxes (Samaritan’s 

Purse) to boys ages 10-14 in war-torn or ravaged areas. Taking no money for herself, 

Madkins only takes out expenses to run the boutique and website - the rest goes directly 

to the ministry. She is now in her ninth year of ministry, and points out, “I’ve never taken a 

penny, but I’ve been paid with an immeasurable amount of his abundance and grace.” 

Mission, Vision & Goals 

The mission and vision of SGMI is twofold: a) to spread the gospel of Jesus Christ through 

serving our client friends and the community; and (b) to raise money for our missionaries, 

Vida Ministries in the Darien Jungle of Panama. "We strive to make sure everyone who 

walks into our boutique is greeted warmly, treated respectfully and given personal 

attention and prayer if needed.  Our clients are our friends. Our primary focus at Son 

Glow Ministries, Inc. is to reach out to folks, offer love, encouragement and prayer at any 

time." 
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SECTION 1:
RESEARCH & DISCOVERIES

Constituency & Outreach 

SGMI serves patrons to the boutique and online store, and donors to the ministry. SGMI 

regularly hosts clothing drives, partners with Samaritan's Purse for Operation Christmas 

Child, hosts private shopping parties for patrons, hosts "God Gals" bible studies and 

donates goods and services to numerous other nonprofits and charities. 

Internal Publics & Organizational Structure 



November 2017Son Glow Ministries, Inc.

Page 6Digital Media Marketing Proposal

SECTION 1:
RESEARCH & DISCOVERIES

Competing External Publics 

Comparable self-owned boutiques in the metropolitan Phoenix area are numerous. 

However, in the narrowed vicinity of Sun City and Surprise, Arizona, Son Glow Boutique’s 

only current comparable competitor is Sher’s Discount Clothing & Accessories Shop. 

SECTION 2:
CURRENT MARKETING EFFORTS

Overview 

Currently, SGMI’s marketing efforts are adequate, but dependent on the boutique’s small 

but growing customer base and constituency to spread awareness through a word-of- 

mouth approach. The branding efforts of the ministry begin with a creative play on words 

of Son Glow’s logo referencing the Son of God (not the sun). Ministry marketing efforts 

are eclipsed by an overall strategy to market the Son Glow Boutique (SGB) which in turn 

drives traffic and awareness to the ministry itself. Marketing is concentrated primarily on 

website, print, and social media resources which will be examined in this report with 

further recommendations provided to amplify brand awareness through a concentrated 

digital media marketing strategy. In addition, Madkins and her staff regularly attend local 

community events, trade shows and craft fairs with a vendor booth to showcase boutique 

merchandise. 

Website Marketing 

SGMI’s digital footprint begins at its online website songlowministries.com. It consists of 

a simple landing page with the SGB branded logo and tagline “Son Glow Boutique – 

Soul’d Out to Making a Difference One Life at a Time” for its masthead. There are ten 

different pages linked with a logical hierarchy. Aesthetically, the website is clean and 

easy to navigate with ten different pages accessed by the menu bar at the top of the 

page (see Fig. 1). Content is a mixture of boutique merchandise as showcased by 

photographs and descriptions as well as individual pages dedicated to Vida Missionaries, 

a God Gals blog, a page of video tutorials related to merchandise, a referral page to 

promote local businesses, and contact information page (see Fig. 2). The simple, 

understated design and appearance is reflective of its humble mission.  
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Figure 1

Figure 2



Marketing through Print 

As stated previously, SGMI’s marketing is 

done primarily by word-of-mouth. The 

two examples of marketing collateral on 

the right (see Fig. 1 ) are used for 

advertising and provide incentive for 

patrons to tell others about the 

boutique.  

In addition, patrons are encouraged to post reviews of the boutique on Google and/or Yelp 

using the print collateral below (see Fig. 2) which also offers an incentive. All collateral is 

offered to the patrons upon visiting the boutique as well as handed out at local community 

events, trade shows and craft fairs wherever a SGB vendor booth is booked. 
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Figure 1

Figure 2
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SECTION 2:
CURRENT MARKETING EFFORTS

Marketing through Social Media 

SGMI’s strongest marketing strategy is its presence on social media. Although they 

currently only utilize one platform, Facebook, it is updated on a weekly basis and 

currently has 78 followers. There is brand consistency with the SGMI logo prominently 

placed at the top of the page. Content is curated with a distinctive thought leadership 

toward positive and uplifting sourced material such as scripture quotes mixed with 

photographs of in-store specials as well as patrons modeling boutique merchandise 

(See Fig. 1-3). By leveraging strong visual content, SGMI reaches patrons where they are 

at and increases engagement by "developing information that people want to absorb" 

[1].  

. 

Figures 1-3

1 2

3
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SECTION 2:
CURRENT MARKETING EFFORTS

Marketing through Social Media (continued) 

When surveyed about social media and its importance to the overall marketing strategy, 

Madkins and Donner collectively rated the following categories as 10 (extremely 

important) on a scale of 1-10 with one being not important at all: 

• Number of posts per week 

• Marketing to new demographics 

• Number of shares of curated content 

• Applying consistent branding of content 

• Clientele opinions as evidenced in “Likes” 

Only one category “Engagement through comments” was rated as 5. Given the current 

time constraints of managing the ministry, neither felt there was adequate time to 

engage in meaningful back and forth conversation through comments with clientele on 

the platform. 

No other social media platforms are currently being utilized, again, due to time 

constraints of managing the boutique and ministry. It is also worth noting that the 

predominant demographic of SGMI clientele (female Sun City and Surprise, Arizona, 

residents age 50+) when surveyed by boutique sales associates are generally not on any 

other social networking platforms other than Facebook at this time. 
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SECTION 3:
AMPLIFYING YOUR DIGITAL MEDIA PRESENCE

Overview 

Recommendations for amplifying SGMI's current digital presence will be offered herein 

with special consideration made for budget, time and workforce limitations. These 

recommendations are not encompassing of all traditional marketing and PR 

considerations, only those digital programs meant to increase online visibility and sales 

for SGMI/SGB. Opportunities and strategies for engaging the marketplace and growth 

are concentrated in website improvement, social media and digital advertising. 

Recommendations for Website Improvement 

Son Glow Boutique operates as a part of Son Glow Ministries, Inc. In fact, the website 

domain is registered as songlowministries.com. In order to amplify the presence of SGMI 

as a religious business organization, add a tagline to the brand logo and masthead on 

the home landing page. Currently, this information is buried in text at the bottom of the 

page. More prominent placement of the ministry name within the brand logo and at the 

top of the landing page would enhance the mission and better communicate with whom 

a constituent is engaging. 

Although the design of the SGMI website follows guidelines of uncluttered elements with 

optimal amount of white space, the following design recommendations will enhance the 

user experience and increase future returns: 

• Move social media hot button with the respective call to action to the top of the 

homepage. Since the SGMI Facebook page is one of its strongest marketing tools and is 

frequently and regularly updated, driving traffic to this platform would be advantageous. 

Currently, the Facebook link is located at the bottom of the page and only visible when a 

viewer scrolls to the bottom of the page. Should the website itself be updated with more 

frequency and regularity, then placing these social media links at the bottom of the page 

would make more sense since you’re essentially leading someone away from your 

webpage which is counterproductive. 
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SECTION 3:
AMPLIFYING YOUR DIGITAL MEDIA PRESENCE

Recommendations for Website Improvement (continued) 

• Try reorganizing into fewer pages so that the menu bar is only one line. At present, the 

website menu is organized into ten pages. Create a visual hierarchy with breadcrumbs to 

lead your viewer’s attention to the pertinent website pages. 

Consider merging pages related to the boutique into a 

single page of “Boutique Collections”. From that central 

collections page, construct hotlinks to separate pages for 

merchandise subcategories such as “Jewelry,” “Scarves,” 

“Clothing,” “Accessories,” “Handbags” “Home Décor,” 

“Inspirational,” and “Video Tutorials” all accessible from one 

page.  

Consolidate the ministry pages for SGMI into one “About” 

page with a link from there to the “God Gals” blog page.  

Create a separate “Donations” hot button which is placed 

prominently below the menu bar on the homepage. This 

would be advantageous in increasing conversions by 

visually drawing attention to its importance.  

Continue to have a separate page and menu bar link for 

Vida Ministries. 

One final recommendation would be to evaluate the value/ROI of its online store. Given that 

the boutique merchandise is primarily one-of-a-kind, SGMI does not currently procure online 

orders for most of its merchandise. Given the small number of items available for online 

purchase, it is recommended that online sales be discontinued with focus redirected toward 

positioning brand identity and procurement of mission donations.

Con
sol

ida
te 

Menu
 Ba

r
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Recommendations for Multi-Platform Social Media Marketing 

One way to foster further engagement with constituents is through social media. 

Expanding to other platforms would promote greater brand awareness and reach 

potential new demographics. Considering the time involved in curating content for 

multiple platforms, it is recommended that SGMI utilize a cross-platform manager such 

as Hootsuite - https://hootsuite.com/. By scaling social media platforms into one 

management system, SGMI can save time by automatically scheduling content posts 

across all platforms, as well as track performance of all platforms from one dashboard.  

Business Insider reported the popularity of each platform in July 2017 (see Fig. 1). 

SECTION 3:
AMPLIFYING YOUR DIGITAL MEDIA PRESENCE
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Recommendations for Multi-Platform Social Media Marketing (continued) 

Keeping in mind the goal to increase SGMI’s digital presence and promote content 

sharing, it is recommended that SGMI create additional ad accounts with the following 

two social media platforms: Instagram and Pinterest. 

SECTION 3:
AMPLIFYING YOUR DIGITAL MEDIA PRESENCE

• Instagram: One advantage of this platform is that you can easily link your Instagram 

account with your Facebook account to simultaneously post content across both 

platforms. According to Entrepreneur, “Studies have shown that engagement with 

businesses on Instagram is 10 times higher than Facebook” [2]. In addition, this would 

reach a younger demographic and generate greater sharing of curated content. 

• Pinterest:  Don’t discount this social media powerhouse. It is quickly moving from a 

social media platform for DIY and crafters to becoming a marketing gem. According to 

Hootsuite, “Ideas are the primary reason people go to Pinterest. Increasingly though, folks 

are also turning up to shop…according to a Millward Brown Study, 87 percent of Pinners 

have purchased something they’ve seen on Pinterest, while 93 percent plan to do so” [3]. 

It is recommended that SGMI create Pinterest boards and curate content reflective of 

both mission goals and boutique merchandise. When creating boards, it is important to 

keep in mind that “if your target audience doesn’t find the information valuable, they 

won’t watch or share the content” [4]. The following are recommendations for boards to 

be created: 

• A board that focuses on the reasons SGMI is dedicated to helping 

Vida Ministries with photographs of the mission’s activities. This will 

help establish credibility by showing where the profits and donations 

are going and how they are being utilized. 

• A board dedicated to how to accessorize an outfit with boutique 

jewelry; Rich pins with direct links to meta tags on your website with 

automatically-updated information on price and availability. 

• A board consisting of user-generated photographs from patrons of 

the boutique modeling boutique merchandise and clothing. 

• A board to empower your users made up of video tutorials on how to 

tie scarves. 

• A board filled with inspirational and scriptural quotes. 
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Recommendations for Multi-Platform Social Media Marketing (continued) 

Once these two additional social media platforms have been established and 

are generating traffic and conversions to the website and boutique, it is recommended to 

add other social media platforms such as Twitter and Snapchat. YouTube is not 

recommended at this time as it is too difficult to maintain timely and relevant video 

content given the current budget and time constraints of the ministry. 

SECTION 3:
AMPLIFYING YOUR DIGITAL MEDIA PRESENCE
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Recommendations for Marketing through Digital Advertising 

SGMI can also benefit from the digital marketing strategies of email, text messages, 

and a Google AdWords campaign. 

• SGMI currently excels in its email marketing strategy. Therefore, it is recommended 

SGMI continue to generate frequent e-blasts noting boutique specials and ministry news. 

Since email is a more private and shareable platform, a specific call to action should be 

included in each email encouraging recipients to forward these email blasts to their 

network of friends and family. 

SECTION 3:
AMPLIFYING YOUR DIGITAL MEDIA PRESENCE

• Another advertising strategy recommended would be to begin a text message 

marketing campaign. Text alerts with in-store merchandise specials have a greater 

clickthrough rate and can increase traffic to the SGMI website potentially converting 

constituents into boutique customers.
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Recommendations for Marketing through Digital Advertising (continued) 

• Finally, it is recommended that SGMI begin a Google AdWords campaign to generate 

traffic and brand awareness to the website. With Google AdWords, an SGMI ad would 

appear next to Google search results and generate additional advertising for the ministry 

(see example-Fig. 2).  

SECTION 3:
AMPLIFYING YOUR DIGITAL MEDIA PRESENCE

• Starting a campaign is relatively simple with tutorials at https://adwords.google.com . 

Since SGMI is a nonprofit, they may qualify for a Google Grant of $10,000 USD of in-kind 

advertising every month from AdWords. To apply, visit https://www.google.com/grants/ . 

Fig. 2
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Recommendations for Marketing through Digital Advertising (continued) 

Google AdWords suggests keeping the following guidelines in mind when running a 

Google Grants Ad campaign: 

SECTION 3:
AMPLIFYING YOUR DIGITAL MEDIA PRESENCE

• Ads will appear only on Google search results pages, in positions          

  below the ads of paying advertisers. 

• All campaigns must be keyword-targeted. 

• Your maximum cost-per-click (CPC) will be $2.00 USD. [5] 

Since SGMI markets to a niche customer base in both Sun City and Surprise, Arizona, it 

is uniquely poised to garner an optimal ad rank on the Google search engine and should 

craft ads to highlight its distinctiveness.
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Overview and Rationale 

In this age of “infobesity” [4] where consumers are inundated with content, providing 

visual imagery to tell your ministry’s narrative is a crucial element in developing your 

marketing strategy. Today’s digital media landscape demands marketers and 

communicators find that human connection which will break through all of the noise. A 

focused strategy to provide regular, relevant content that is of value to the patrons and 

constituents of SGMI/SGB will guarantee an increased awareness of the ministry in the 

community. 

SGMI has a strong web presence, but it will only continue to be effective if it continues to 

provide what Walter & Gioglio refer to as “snackable bits of visual content” [4]. By 

following the aforementioned recommendations to improve the website, add more social 

media platforms, and incorporate targeted text message marketing and a Google 

AdWords campaign, SGMI will amplify its digital presence and tell its story that compels 

sharing and prompts action. Photos and videos are great tools to generate those leads to 

the boutique and ultimately the ministry. 

Embracing these strategies will be work-intensive upfront, but once established, will 

easily leverage results and help you accomplish your goal of spreading the gospel of 

Jesus Christ through service to the community. 

SECTION 4:
VISUAL STORYTELLING NETS RESULTS



November 2017Son Glow Ministries, Inc.

Page 20Digital Media Marketing Proposal

A Justification for Marketing  

SECTION 5:
BIBLICAL RATIONALE

     As Christians, we are the gatekeepers of Christ’s gospel and it is our commission to 

deliver “the good news of God to the other towns as well; for I was sent for this purpose” 

(Luke 4:43, ESV). By following the marketing recommendations in this digital media 

marketing proposal, we manifest this scripture and deliver one of the most fundamental 

biblical tenants. 

     This proposal was created to build upon SGMI’s digital footprint. As Shirley Madkins 

shares, “the Lord instructed me to ‘communicate’ His word via raising money for 

missionaries Dennis and Jeanne Cook, Vida Ministries, Panama.” Nothing communicates 

this mission better than a robust digital presence. 

     Although these marketing recommendations are time-intensive, they follow the 

biblical directive of tithing our time and talents in service to the Lord. The book of 

Proverbs is instructive in this regard and tells us to “commit your work to the Lord, then it 

will succeed” (Prov. 16:3, Living Bible). Accordingly, “Any enterprise is built by wise 

planning, becomes strong through common sense and profits wonderfully by keeping 

abreast of the facts” (Prov. 24: 3-4, Living Bible). As Madkins notes, “He will provide 

helpers along the way if I’m patient. Times will not always be easy as a business owner, 

but one fact I know for certain is that God assigned me the job of communicating His 

love via a Boutique - - that’s all I need to know.” She adds, “It’s difficult to know the 

future of our Ministry, even when you know you are doing His will. Life can change in one 

second, and it’s up to me to keep in constant contact with the Lord and listen daily for 

any tweaking or changing I need to do personally, and any changes I need to do to 

communicate His message more lovingly or purely to any person who walks in the door of 

the Boutique." 

     A wise maxim that Madkins follows which is also reflective of these biblical truths was 

postulated by St. Benedict in Rule for Monasteries [6], circa 530 A.D.,

“And first of all, whatever good work you begin to do, 

beg of Him with most earnest prayer to perfect it.” 

SGMI is tasked with sharing God’s love through its internal and external publics. A robust 

digital presence with engaging, thought-provoking and relevant topics are what amplifies 

the brand and digital footprint and is in accordance with God’s word.



     To distinguish your brand and mission amidst the fray and noise of today’s digital 

media marketing landscape, it is important to remain visionary and courageous and ask 

yourself, “Am I doing everything possible to produce content that will do well in the search 

engines and social networks?” In response to Son Glow Ministries, Inc.’s appeal to amplify 

its digital presence, this proposal directed to do just that through the following targeted 

recommendations and marketing strategies: 

Re-evaluation and reorganization of the Son

Glow Ministries, Inc. website. 

Website Strategy

Social Networking Strategy

Expansion to a multi-platform social network to

include Instagram and Pinterest.

Digital Marketing Strategy

Digital advertising focused on the three

elements of email, text message advertising

and a Google AdWords campaign. 

Purposed Visual Storytelling 

Visual storytelling methodologies to

communicate the SGMI narrative.

Biblical Rationale

Reflection, application and obedience to God’s

promises as set forth by His word in all Kingdom

work that we are tasked.

SECTION 6:
CONCLUSION AND TAKE AWAY
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