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November 2026: Make Room for Gratitude Before
the Holiday Rush

November can ask a lot of a small organization. Seasonal offers, appointments, community activities,
and year-end projects compete for attention while customers and supporters weigh their own
priorities.

Intentional marketing can help people make confident decisions, discover useful resources, and
understand the organizations they support. Start with one business or mission goal, then choose a
few holidays that support it. The holiday provides a timely opening. Your audience’s needs give the
content its purpose.

A retailer might help customers plan for Small Business Saturday. A consultant could share a planning
tool tied to entrepreneurship. A nonprofit might highlight community impact on National Philanthropy
Day while preparing supporters for Giving Tuesday. A service provider could prioritize appreciation
and scheduling information.

Let gratitude connect your messages. Thank customers for specific actions, recognize partners, or
show how volunteers made a difference. Specific appreciation reveals the relationships behind your
work. Ask permission before sharing someone’s name, photograph, or experience.

Approach cultural, civic, and awareness observances thoughtfully. Participate when you can offer
relevant education, share credible resources, or describe meaningful action. Listen to those
connected to the issue without forcing a promotional angle. Choosing not to post can also be a sound
decision.

Keep the workload realistic. Adapt one strong story or resource across your newsletter, website, and
social channels. Verify hours, contact details, deadlines, and campaign pages, and leave time to
answer questions.

This guide uses the MCMR Tiered Priority System to help you focus:

Featured: Prioritize when closely aligned with your goals.

Supporting: Add education and relationship building.

Light-Touch: Offer simple conversation and personality.

Use With Awareness: Approach with particular care, regardless of priority.

Use these designations to decide where to invest your time. A focused calendar you can support will
serve your organization better than one that stretches your team thin.
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The MCMR Tiered Priority System

Featured (Tier 1)

High-impact holidays with broad appeal and strong opportunities for meaningful engagement. Give
these your strongest planning effort when the audience and goal fit. One useful campaign can be
enough for the month.

Supporting (Tier 2)
Good opportunities for educational content, storytelling, community building, relationship marketing,
and audience engagement. A focused post, resource, or email often provides sufficient value.

Light-Touch (Tiers 3 & 4)

Simple, low-effort content opportunities that can keep social channels active without requiring a
major campaign. Use a quick photograph, question, poll, or demonstration only when it fits your
organization.

Use With Awareness

Meaningful observances that should prioritize education, recognition, remembrance, awareness, or
community support rather than sales. This designation can stand alone or accompany another tier. It
calls for care, not greater promotional effort.

McCord & Cargile Marketing Resources | 5



MCMR | NOVEMBER 2026 HOLIDAY MARKETING GUIDE

Monthly Content Balance

Use the MCMR strategic content mix as a starting framework:

e 40% Community & Impact
e 30% Small Business & Entrepreneur Support
e 20% Family & Relationships

e 10% Fun & Engagement

Apply these percentages to the content you choose to publish, rather than to the number of holidays
listed. For ten planned pieces, aim for four community and impact pieces, three small business and
entrepreneur pieces, two family and relationship pieces, and one fun piece. A story can touch several
themes; choose its primary purpose when checking your mix.

For example, community pieces could feature a gratitude story, a kindness action, a philanthropy
partner, and a Giving Tuesday preview. Entrepreneurship content could include a founder lesson, a
women-owned business spotlight, and a Small Business Saturday guide. Family content could offer a
caregiver resource and a library reading resource. A coffee-shop question can supply the lighter
moment. This is @ menu, not a required calendar.

Food and novelty days can add personality to your marketing, but featuring every one would push
your content mix toward entertainment. Select the opportunities that fit your industry and feel
natural for your audience. Retailers may need more offer content late in the month; nonprofits may
need more impact content. Adjust the mix to serve your goals and capacity.

How to use the blueprints:

Month-long observances appear first because they begin November 1, followed by dated holidays in
chronological order. Giving Tuesday appears last with its actual December 1 date and November
preparation guidance. Choose one recommended approach per holiday. You do not need to use every
idea. Caption brackets indicate details to personalize before publishing.

Adapt the visual ideas to your organization’s brand. Use readable typography, strong contrast, and
enough white space to keep the message easy to scan. Add image descriptions and caption videos so
more people can access your content.
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National Family Caregivers Month

Date: November 1-30, 2026
Priority: Featured | Use With Awareness

Best For: Caregiver nonprofits; employers; senior service providers; community centers; family service
organizations

Why It Matters

Caregiving includes responsibilities that customers, employees, and volunteers may be managing
quietly. This month creates space to recognize that work and make practical support easier to find. An
organization does not need to provide care directly to communicate with greater understanding.

The useful marketing opportunity is service clarity. Explain flexible appointment options, accessible
contact methods, or a community resource your audience can actually use. A clear resource post can
build trust by reducing the work someone must do to get help. Only describe support your
organization can consistently provide.

MCMR Tip Answer one practical question a caregiver might ask before contacting you, such as
whether appointments can be rescheduled.

Content Ideas

e Share alocal caregiver resource with its eligibility and contact details.

e Explain one flexible service option in a short video.

e Interview a caregiver support organization about common questions.

e Thank employee caregivers without identifying anyone who has not opted in.

Recommended Content Publish a short resource guide organized by need, such as respite
information, transportation, or support groups. Clear categories make it easier to use during a busy
day.

Keep It Simple Share one verified support contact and explain whom it serves.

Caption Starter Caregiving responsibilities do not pause when the workday begins. This month,
[Organization Name] is sharing [Resource] for people supporting someone they care about. Here is
what it offers and how to reach the team.

Call to Action
e Save this resource for later.

e Share it privately with someone who may find it useful.
e Contact the provider to ask about available support.

Visual Direction Use a readable resource card with one contact route. If using photography, show
caregivers as people with agency, not anonymous symbols of hardship.

Think Beyond Social Add the resource to your customer FAQ or employee newsletter so it remains
available after November.

Awareness Reminder Avoid discounts tied to caregiving hardship, unsolicited personal stories, or
language that assumes every caregiver feels the same way. Obtain explicit permission for identifiable
experiences.

Hashtags #FamilyCaregiversMonth #CaregiverSupport #CommunityResources #FamilySupport
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National Gratitude Month

Date: November 1-30, 2026

Priority: Featured

Best For: Small businesses; nonprofits; consultants; membership organizations; local service
providers

Why It Matters

Gratitude offers a month-long opportunity to recognize the people behind your progress. Customers,
volunteers, referral partners, and staff contribute in different ways. Naming those contributions helps
audiences understand how your organization works and what it values.

Appreciation is strongest when it stands on its own. A thank-you immediately followed by a purchase
request can feel like another promotion. Use the month to tell specific stories, return attention to
others, and strengthen relationships that matter beyond the holiday season.

MCMR Tip Replace “thanks for everything” with one concrete contribution and the difference it made.

Content Ideas

e Thank a referral partner and describe the kind of connection they helped create.

e Ask team members to name a community resource they appreciate.

e Share a customer insight that changed how you deliver a service.

e Publish a volunteer thank-you with a permission-based photograph.

Recommended Content Create a weekly appreciation story featuring a different relationship. Four
thoughtful posts provide variety without requiring daily content.

Keep It Simple Write one personal thank-you email without adding an offer.

Caption Starter A small action can make a lasting difference. When [Person or Partner] helped us
[Specific Contribution], it allowed [Organization Name] to [Result]. We appreciate the care behind that
work.

Call to Action

e Thank someone who helped your organization this year.

e Tell us about a contribution that deserves recognition.

e Share this appreciation with the person featured.

Visual Direction Pair a candid team or partner photograph with one short sentence of thanks. Use
restrained coral accents and keep the full story in the caption.

Think Beyond Social Collect approved stories for an appreciation newsletter or a
relationship-focused section of your annual recap.

Planning Ahead Keep appreciation messages separate from later fundraising and sales requests.
Record which partners you want to reconnect with in the new year.

Hashtags #NationalGratitudeMonth #CustomerAppreciation #CommunityConnection
#SmallBusinessRelationships
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National Entrepreneurship Month

Date: November 1-30, 2026
Priority: Featured

Best For: Entrepreneurs; startups; chambers of commerce; business educators; consultants;
enterprise support nonprofits

Why It Matters

Entrepreneurship stories can make business ownership more understandable. Audiences often see
the finished service or product without seeing the choices behind it. November gives founders a
reason to explain those choices and share something useful with people building their own
businesses.

The strongest stories connect experience with a specific audience need. Explain why you narrowed
your services, changed an onboarding process, or clarified your message. That supports credibility
while helping another entrepreneur recognize a decision they may need to make.

MCMR Tip Build each founder story around one decision and one lesson the reader can apply.

Content Ideas

e Compare an early service description with a clearer current version.

e Interview a founder about how they identified their audience.

e Share a one-page marketing priorities worksheet.

e Explain a business assumption you tested and what you changed.

Recommended Content Publish a founder lesson with a practical checklist. The story creates
connection, and the checklist gives readers a reason to save it.

Keep It Simple Answer: “What do you wish you had clarified before creating your first marketing
plan?”

Caption Starter One decision that made our marketing clearer was [Decision]. Before that, we were
faced with [Challenge]. If you are building a business now, start by asking [Useful Question].

Call to Action

e Save the planning question.

e Share alesson from your own business.
e Download our worksheet [Worksheet] if you need a starting point.

Visual Direction Use an authentic workspace portrait or a simple before-and-after message
comparison. Avoid staged success imagery or unsupported growth charts.

Think Beyond Social Expand the lesson into a newsletter, founder profile, or workshop discussion
with a business support partner.

Planning Ahead Use questions from the conversation to shape future educational content and your
Small Business Saturday story.

Hashtags #EntrepreneurshipMonth #SmallBusinessMarketing #FounderStories
#MarketingWithPurpose #EntrepreneurEducation
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National Native American Heritage Month

Date: November 1-30, 2026
Priority: Use With Awareness

Best For: Cultural organizations; schools; libraries; community nonprofits; museums; local businesses
with relevant relationships

Why It Matters

This observance recognizes Native American histories, cultures, and contributions. It offers an
opportunity to learn from Native-led sources and recognize contemporary people and organizations,
as well as history. Specificity matters because Native communities are distinct, not interchangeable.

Organizations can contribute by directing attention to Native creators, educators, and local resources.
A thoughtful feature can help audiences discover work they might otherwise miss. Participation
should begin with learning and a relevant connection, rather than borrowing cultural imagery to
decorate a marketing calendar.

MCMR Tip Identify the actual Native person, Nation, organization, or source behind a story instead of
speaking about one generalized culture.

Content Ideas

e Share a Native-led educational resource with clear attribution.

e Feature a Native-owned business with the owner’s approval.

e Recommend a library collection featuring Native authors.

e Invite a compensated educator to contribute to an existing community program.
Recommended Content Create an attributed resource spotlight that centers a Native-led
organization. Explain what readers can learn and direct them to the original work.

Keep It Simple Reshare one useful Native-created resource with context and credit.

Caption Starter This Native American Heritage Month, we are learning from [Native-led Organization
or Creator]. Their work on [Topic] offers [Specific Value]. We encourage you to explore the original
resource and hear from its creators directly.

Call to Action

e Learn from the original source.

e Support a Native-owned business.

e Explore alocal cultural organization’s resources.

Visual Direction Use approved portraits, book covers, or organizational imagery. Avoid generic
feather, headdress, or tribal-pattern graphics.

Think Beyond Social Add a credited reading list to your newsletter or develop an ongoing
relationship with a local Native-led organization.

Awareness Reminder Avoid sales themed around Native identity, stereotypes, unverified historical
claims, and implying endorsement. Do not present a single post or land acknowledgment as a
substitute for meaningful relationships.

Hashtags #NativeAmericanHeritageMonth #NativeVoices #CommunityLearning
#NativeOwnedBusiness
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Family Literacy Month

Date: November 1-30, 2026
Priority: Supporting
Best For: Libraries; schools; family nonprofits; bookstores; tutors; community organizations

Why It Matters

Family literacy includes shared opportunities to read, learn, and communicate. November can help
organizations introduce activities that fit into everyday routines without assuming families have
extensive time, money, or access to books.

For education and community organizations, this is a useful service discovery opportunity. Explain
where families can find books, multilingual materials, or existing programs. An approachable
recommendation can make a resource feel easier to try than a broad message about the importance
of reading.

MCMR Tip Make the first step small enough for a busy household, and include free options.

Content Ideas

e Demonstrate a five-minute read-aloud activity.

e Feature a librarian’s book picks for different ages.

e Show how to find a library's free digital collection.

e Share a family storytelling prompt that does not require buying materials.

Recommended Content Offer a one-page reading activity sheet linked to a real local resource. It
combines an immediate activity with a next step families can use later.

Keep It Simple Share one librarian-approved book and one conversation question.

Caption Starter A few minutes of reading together can open a conversation. Try asking, “[Question],”
after your next story. [Library or Program] also offers [Free Resource] for families looking for
something new.

Call to Action

e Save the activity for your next reading time.

e Explore your library’s resources.

e Share a favorite family story.

Visual Direction Use a photographed book and a large, readable prompt. Reflect different family
structures and languages when appropriate; obtain consent for child photographs.

Think Beyond Social Provide the sheet through partner newsletters, program welcome packets, or
your website’s family resources page.

Planning Ahead Ask a library partner which resources will remain available during school breaks
before recommending them in December.

Hashtags #FamilyLiteracyMonth #ReadTogether #CommunityLearning #LibraryResources
#FamilyLiteracy
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National Novel Writing Month (NaNoWriMo)

Date: November 1-30, 2026
Priority: Light-Touch
Best For: Authors; libraries; bookstores; writing coaches; creative communities; cafés serving writers

Why It Matters

November remains a familiar time for personal writing challenges and community writing activity. The
original NaNoWriMo nonprofit closed in 2025, but independent writing groups continue to offer ways
to participate. Check the current host and event details before inviting your audience to join.

For creative businesses, the useful connection is helping people begin or sustain a project. Offer a
welcoming place, a manageable prompt, or an honest account of your own writing process. Do not
promise publication, pressure people to meet a particular word count, or imply that all writers use the
same approach.

MCMR Tip Give participants a clear, achievable writing invitation instead of a month of obligations
your team cannot support.

Content Ideas

e Share a ten-minute character or opening-scene prompt.

e Feature a local author’s drafting routine.

e Invite people to an independently organized library writing session.
e Photograph an available quiet workspace with accurate hours.

Recommended Content Offer one short writing prompt and invite optional progress updates. It
encourages participation without creating a resource-heavy challenge.

Keep It Simple Ask writers which project they would like to make time for this month.

Caption Starter Making room for a writing project this November? Try setting aside ten minutes to
explore [Prompt]. There is no required word count here, just an invitation to begin.

Call to Action

e Save the prompt.
e Share your writing goal if you would like.
e Check [Local Group] for independent writing activities.

Visual Direction Use an authentic notebook, keyboard, or writing-space photograph. Keep the
prompt prominent and avoid implying official NaNoWriMo sponsorship.

Think Beyond Social Place the promptin a bookstore newsletter or a library handout if your
audience includes writers. No larger campaign is necessary.

Planning Ahead Confirm any independent host's current schedule and participation rules before
directing readers to an event.

Hashtags #NovelWritingMonth #WritingCommunity #CreativePractice #SupportLocalAuthors
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Movember (Men’s Health Awareness)

Date: November 1-30, 2026
Priority: Supporting | Use With Awareness

Best For: Health nonprofits; employers; barbershops; community groups; fitness providers with
qualified partners

Why It Matters

Movember creates a recognizable opening for conversations about men'’s health and support.
Relevant organizations can help people find credible information and understand where to seek
assistance without expecting public disclosure of personal health experiences.

The marketing value comes from being a reliable source of direction. A resource share, clearly
described fundraiser, or partner conversation can be useful. A mustache-themed graphic on its own
offers little support and should not substitute for accurate information or transparent action.

MCMR Tip Build your message around the resource or action first, then choose a visual that supports
it.

Content Ideas

e Share an official Movember resource with a plain-language introduction.

e Ask a qualified partner to explain how to find support.

e Describe a voluntary team fundraiser with a verified destination.

e Explain how employees can access existing support information privately.

Recommended Content Publish a partner-reviewed resource post that includes one clear route to
more information. It respects privacy while making help easier to locate.

Keep It Simple Direct your audience to the official campaign’s educational materials.

Caption Starter Talking about health can start with knowing where to find reliable information.
During Movember, [Organization Name] is sharing [Resource] from [Qualified Source] for anyone who
wants to learn more privately.

Call to Action

e Explore the official resources.

e Share the information with someone who may appreciate it.
e Support the named campaign if you choose.

Visual Direction Use a restrained resource graphic or a consenting partner portrait. Keep the
message legible and avoid jokes about illness or masculinity.

Think Beyond Social Add verified resources to an employee newsletter or host an optional session
with a qualified organization.

Awareness Reminder Avoid medical claims, compulsory participation, stereotypes, and product
pitches disguised as health education. State the recipient and terms of any fundraiser; never invent
donation amounts.

Hashtags #Movember #MensHealthAwareness #HealthEducation #CommunitySupport
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National Authors Day

Date: November 1, 2026

Priority: Light-Touch

Best For: Authors; bookstores; libraries; publishers; educators; consultants with relevant reading
recommendations

Why It Matters

Authors help people explore ideas, build skills, and see experiences from another perspective. This
day offers a simple opportunity to recognize useful work and introduce your audience to a writer
whose subject genuinely fits their interests.

A specific recommendation also reveals what informs your organization’s approach. Explain the idea
that stayed with you or the question a book helped you consider. Readers gain more from that
context than from a long list of titles with no reason to choose among them.

MCMR Tip Recommend one book for one audience need, and explain why it belongs on their reading
list.

Content Ideas
e Share a book that helped you understand your customers.
e Ask alocal author one question about their work.

e Recommend a children’s author through a library partner.
e Invite team members to share one useful takeaway from a recent read.

Recommended Content Publish a short author spotlight with one takeaway. It offers discovery and
useful context in a format a small team can produce quickly.
Keep It Simple Photograph one book you actually read and explain who might appreciate it.

Caption Starter A book we keep coming back to is [Title] by [Author]. Its discussion of [Topic] helped
us think differently about [Challenge]. If you are working through something similar, it may be worth
exploring.

Call to Action

e Tell us which author you recommend.
e ook for the book at your library or local bookstore.
e Save this recommendation.

Visual Direction Use an authentic book photograph or an approved author portrait. Credit the
author and avoid reproducing long passages from the book.

Think Beyond Social Add the recommendation to a newsletter’s reading corner. If it supports your
expertise, expand the takeaway into an original blog reflection.

Hashtags #NationalAuthorsDay #SupportAuthors #ReadAndLearn #LocalBookstores
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Election Day (U.S.)

Date: November 3, 2026
Priority: Light-Touch | Use With Awareness

Best For: Community organizations; libraries; employers; neighborhood businesses; civic education
nonprofits

Why It Matters

Election Day can affect your audience’s routines and their need for reliable practical information. A
brief, nonpartisan reminder can serve the community when it directs people to official sources and
keeps assumptions about political views out of the message.

For most small organizations, the right role is informational. Clarify any changes to your own hours
and share a trustworthy way to locate election information. Political debate is not required to
demonstrate that you care about the people who use your services.

MCMR Tip Send readers to their election office instead of paraphrasing local voting rules that may
vary by location.

Content Ideas

e Share an official state or local election information page.

e Post your organization’s accurate Election Day hours.

e Remind staff where internal scheduling information is available.

e Explain where customers can find official polling-location information.

Recommended Content Use one concise service announcement with an official information route. It
helps people act without inviting a brand-centered political conversation.
Keep It Simple Publish your hours and a nonpartisan reminder to check official local information.

Caption Starter Planning your day? [Organization Name] will be open [Hours] on November 3. For
official voting information, including local polling details, visit your state or local election office’s
website.

Call to Action
e Check official election information.

e Make a plan for your day.
e Share the official resource with your community.

Visual Direction Use a plain, high-contrast information card. Avoid candidate imagery, party colors
as a political cue, or graphics that resemble official election notices.

Think Beyond Social Update your website hours and customer email if operations change. Keep
workplace scheduling information in your normal staff communication channel.

Awareness Reminder Avoid candidate endorsements in a nonpartisan post, voting incentives,
speculative results, and unverified procedural advice. Do not ask people to disclose how they voted.

Hashtags #ElectionDay #CivicParticipation #Communitylnformation #Nonpartisan
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National Stress Awareness Day

Date: November 4, 2026
Priority: Featured | Use With Awareness

Best For: Employers; entrepreneur support groups; wellness professionals; community nonprofits;
consultants; service businesses

Why It Matters

The November calendar can create pressure for both organizations and their audiences. Stress
Awareness Day is an opportunity to recognize that workload, unclear expectations, and competing
responsibilities affect people’s experience of work and services.

A practical organization can help by making one process easier. Explain response times, reduce
unnecessary steps, or offer a manageable planning resource. That is more useful than suggesting
people simply stay positive while leaving the sources of pressure untouched. Health education should
come from qualified sources.

MCMR Tip If your content encourages boundaries, make sure your booking process and
response-time promises support them.

Content Ideas

e Share a three-question marketing priority check for busy owners.

e Explain a change that reduces last-minute client requests.

e Ask a qualified partner to recommend a credible stress resource.

e Show how your team communicates realistic turnaround times.

Recommended Content Create a brief “what can wait” planning checklist. It gives entrepreneurs a
concrete way to reduce competing marketing tasks without presenting a clinical solution.

Keep It Simple Clarify one deadline or expectation that regularly causes confusion.

Caption Starter When everything feels urgent, choosing the next task gets harder. Before adding
another marketing activity, ask: What needs attention now? What can wait? What would make this
week more manageable?

Call to Action

e Save the planning questions.

e Review one expectation with your team.

e Explore a qualified support resource if needed.

Visual Direction Use a calm, uncluttered checklist with generous spacing. Avoid distressed stock
portraits or imagery that trivializes mental health.

Think Beyond Social Turn the questions into a newsletter planning prompt or a short client
onboarding section about communication expectations.

Awareness Reminder Do not diagnose, promise relief, promote unverified treatments, or use stress
to pressure people into buying. Keep participation and personal disclosures optional.

Hashtags #StressAwarenessDay #SustainableMarketing #SmallBusinessSupport
#WorkplaceWellbeing
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National Men Make Dinner Day

Date: November 5, 2026

Priority: Light-Touch

Best For: Cooking instructors; food retailers; kitchenware businesses; family organizations;
community kitchens

Why It Matters

This lighthearted day offers a reason to share cooking skills and the work of preparing a meal. Food
and family organizations can use it to encourage participation, share an approachable recipe, or show
the people behind their services.

Keep the invitation welcoming. Cooking ability is not determined by gender, and taking responsibility
for a meal includes planning and cleanup. A useful demonstration works better than jokes that
portray some people as naturally incapable or others as the default household cook.

MCMR Tip Use the holiday as a prompt for a helpful food idea rather than a reason to repeat
household stereotypes.

Content Ideas

e Demonstrate an accessible three-ingredient meal.

e Ask awilling team member to share their dependable dinner recipe.
e Show the preparation and cleanup behind a cooking class.

e Invite followers to name a meal they enjoy making for others.

Recommended Content Share a short recipe demonstration from someone connected to your
organization. It adds personality while giving viewers something useful to try.

Keep It Simple Post one dinner idea using ingredients your audience can easily find.

Caption Starter Tonight's dinner idea from [Team Member or Instructor]: [Dish]. Their best shortcut
is [Tip]. What is the meal you feel confident making for someone else?

Call to Action

e Save the recipe.
e Share your dependable dinner idea.
e Tell us which cooking step you want explained.

Visual Direction Use a real meal photograph or captioned overhead demonstration. Keep
ingredients readable and leave room for simple substitutions.

Think Beyond Social Add the recipe to an existing food newsletter if it fits. Unrelated businesses can
skip the observance without replacing it with another post.

Hashtags #MenMakeDinnerDay #CookingTogether #CommunityKitchen #SimpleMeals
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National Cappuccino Day

Date: November 8, 2026

Priority: Light-Touch

Best For: Cafés; bakeries; coworking spaces; hospitality businesses; neighborhood retailers with a real
café connection

Why It Matters

A cappuccino is an easy starting point for a small conversation about preferences, routines, or local
places. For a café, the day can also explain the care behind a familiar menu item without requiring a
new offer or event.

For other organizations, the connection should be real and modest. A favorite neighborhood coffee
stop or a shared workspace routine can reveal personality. A coffee post does not need to become a
claim about productivity, and unrelated brands can leave it out.

MCMR Tip Choose one question people can answer quickly, then make time to respond to their
replies.

Content Ideas

e Ask followers to choose cappuccino or latte.

e Film a barista explaining the drink in under a minute.

e Thank a nearby café your team actually visits.

e Show the reusable cup or quiet corner customers often ask about.

Recommended Content Use a real drink photograph with a simple preference poll. It fits the
low-effort nature of the day and invites an easy response.

Keep It Simple Post one photograph from your café and ask about a favorite drink.
Caption Starter A small Sunday question: cappuccino, latte, or something else entirely? Today we are
enjoying [Drink] from [Local Café]. Tell us your usual order.

Call to Action

e Vote for your favorite.
e Recommend a neighborhood café.
e Thank the person who makes your usual order.

Visual Direction Let the real drink and setting carry the image. Use minimal overlay text, readable
contrast, and the café’s permission when featuring staff.

Think Beyond Social No additional channel is necessary. A café can reuse the barista explanation in
its menu FAQ if customers ask the same question often.

Hashtags #NationalCappuccinoDay #LocalCoffee #NeighborhoodBusiness #CoffeeConversation
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Veterans Day

Date: November 11, 2026
Priority: Featured | Use With Awareness

Best For: Veteran service organizations; employers; community nonprofits; chambers; local
businesses with veteran relationships

Why It Matters

Veterans Day recognizes people who have served in the U.S. armed forces. It gives organizations an
opportunity to express respect, recognize a contribution, or help audiences find relevant community
resources. A thoughtful message can be brief.

The strongest approach centers veterans rather than the organization’s generosity. If a team member
or partner wants to participate, let them choose how their service is described and what they share.
Service does not imply agreement with any political message or willingness to appear in a campaign.

MCMR Tip Ask the person being recognized how they would like to be introduced before drafting
their story.

Content Ideas

e Share a willing veteran employee’s perspective on a community project.
Highlight a veteran-led local business with permission.

e Direct readers to a verified veteran support organization.

e Thank an established veteran community partner for specific work.

Recommended Content Publish a permission-based recognition story or a resource spotlight. Either
approach offers substance while keeping the observance respectful.

Keep It Simple Share a concise message of recognition and one trusted local resource.

Caption Starter Today we recognize those who have served in the U.S. armed forces, including
[Person or Partner, with permission]. We appreciate [Specific Contribution] and the work of [Veteran
Organization] in our community.

Call to Action

e Learn about alocal veteran organization.

e Support a veteran-owned business.

e Explore the featured community resource.

Visual Direction Use an approved portrait or community photograph with minimal text. Verify
names, service details, and permissions; avoid dramatic combat imagery.

Think Beyond Social Feature the approved story in an employee newsletter or partner profile,
allowing the participant to review reuse.

Awareness Reminder Avoid “blowout sale” language, military stereotypes, and using service stories
to promote unrelated offers. Do not confuse recognition of veterans with remembrance of those who
died in service.

Hashtags #VeteransDay #VeteranCommunity #CommunityRecognition #VeteranOwnedBusiness
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World Kindness Day

Date: November 13, 2026

Priority: Featured

Best For: Local businesses; nonprofits; service providers; schools; community groups; membership
organizations

Why It Matters

Kindness becomes meaningful when people can see what it looks like in everyday practice. A helpful
introduction, patient explanation, or small act of support can make an organization easier to
approach. This day creates an opening to recognize those actions.

Participation does not need to be expensive or public. Choose something your team can genuinely
deliver, then share what the audience needs to know. Avoid making the recipients of support perform
gratitude for your content. The action should still be worthwhile if no photograph is taken.

MCMR Tip Choose the helpful action before deciding how to tell the story.

Content Ideas

e Thank a team member for solving a customer problem thoughtfully.

e Offer afree, practical resource your organization already has.

e Introduce two community partners who could help each other.

e Ask followers to recognize a local organization that made their day easier.

Recommended Content Share one specific act of support and a manageable invitation for others.
Concrete examples make participation feel possible without a formal campaign.

Keep It Simple Send an unsolicited thank-you to a partner and recommend their work honestly.

Caption Starter Kindness at work can look like [Specific Action]. Today, [Organization Name] is
making time to [Real Commitment]. What is one small thing someone did that made your week
easier?

Call to Action

e Share a small act that mattered to you.

e Thank a helpful person privately.

e Pass along a useful resource.

Visual Direction Use a real team or community image with permission, or a plain text question.
Avoid staged handoffs that identify someone receiving support.

Think Beyond Social Include the story in a service newsletter or turn the action into a regular
customer-care practice.

Why This Works A specific example makes an abstract value easier to understand and gives others a
realistic action to consider.

Hashtags #WorldKindnessDay #CommunityConnection #RelationshipMarketing #SmallActsMatter
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National Philanthropy Day

Date: November 15, 2026
Priority: Featured

Best For: Nonprofits; foundations; community groups; volunteer programs; mission-aligned business
partners

Why It Matters

Philanthropy includes contributions of time, skills, relationships, and money. This observance creates
a useful moment to explain how different forms of support work together. It can help people see a
role for themselves even when giving money is not possible.

For nonprofits, this is a strong opportunity to report back before making the next request. Describe a
real activity, what support enabled, and what remains needed. For businesses, an established
community partnership offers a more credible story than a vague statement about giving back.

MCMR Tip Show the link between a contribution and a documented activity without claiming more
impact than you can demonstrate.

Content Ideas

e Explain how volunteer hours helped deliver a recent program.

e Recognize an approved partner contribution with a specific example.

e Share a small impact update using verified records.

e List three current ways to help, including one nonfinancial option.

Recommended Content Publish an impact story that credits the people involved and names a
current need. It helps supporters understand both progress and participation.

Keep It Simple Thank one partner and explain exactly what their support made possible.

Caption Starter Community support takes many forms. Because [Supporters or Partner] contributed
[Verified Contribution], [Program] was able to [Documented Activity]. We are grateful for the people
who make this work possible.

Call to Action
e Learn how the program works.
e Explore a volunteer opportunity.

e Ask about contributing a relevant skill.
e Support [Named Program] if you are able.

Visual Direction Use a program photograph with permission and one verified result. Label the
period measured and avoid unsupported before-and-after claims.

Think Beyond Social Reuse the approved story in a donor update, partner report, or annual impact
summary.

Planning Ahead Introduce your Giving Tuesday focus after the impact story. Keep donation pages
clear about the organization, use of funds, and campaign terms.

Hashtags #NationalPhilanthropyDay #Communitylmpact #NonprofitStorytelling #VolunteerSupport
#GivingTogether

McCord & Cargile Marketing Resources | 21



MCMR | NOVEMBER 2026 HOLIDAY MARKETING GUIDE

America Recycles Day (National Recycling Day)

Date: November 15, 2026

Priority: Light-Touch

Best For: Reuse organizations; retailers; makers; community groups; local waste educators;
businesses with documented practices

Why It Matters

Recycling can be confusing when accepted materials and collection arrangements vary. This day is
useful for making one local action clearer or explaining a specific practice your organization already
follows. Practical information is more valuable than broad environmental claims.

Organizations can build trust by being precise about what they do and what remains limited. A
packaging explanation, local collection resource, or repair connection can help customers make
informed choices. Do not describe an item as recyclable everywhere when local acceptance differs.

MCMR Tip Describe the actual material, collection route, and location instead of relying on words
such as “green” or “eco-friendly.”

Content Ideas

e Explain how to handle one type of packaging in your local area.

e Share your municipality’s accepted-materials guide.

e Photograph an existing reuse practice behind the scenes.

e Ask alocal waste educator to clarify a common sorting question.

Recommended Content Create a location-specific sorting tip with a current official source. It solves a
small problem without requiring a sustainability campaign.

Keep It Simple Share the local recycling information page and name the community it serves.

Caption Starter Not sure what belongs in the recycling bin where you live? [Local Authority] explains
what it accepts and how to prepare it. We are checking our own [Material or Process] against that
guidance today.

Call to Action

e Check your local accepted-materials list.
e Save the official guide.
e Ask a specific sorting question of your local provider.

Visual Direction Photograph the actual item and use clear labels. Avoid decorative symbols that
imply a certification your organization does not hold.

Think Beyond Social Add disposal guidance to packaging instructions, a checkout FAQ, or an internal
operations checklist.

Hashtags #AmericaRecyclesDay #RecyclingEducation #LocalResources #ResponsibleBusiness
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National Clean Out Your Refrigerator Day

Date: November 15, 2026

Priority: Light-Touch

Best For: Professional organizers; food retailers; community kitchens; home service businesses;
cooking educators

Why It Matters

A familiar household task can create a useful conversation about preparation and reducing
unnecessary purchases. For food and home organizations, this day offers a natural way to
demonstrate a process that feels manageable before a busy holiday week.

The useful angle is organization, not judgment. People have different resources, household needs,
and access to food. Show an achievable improvement without implying that everyone has an
overfilled refrigerator or that appearance alone determines whether food is safe.

MCMR Tip Demonstrate one small task your audience can complete, such as making an inventory
before shopping.

Content Ideas

e Show a simple shelf-by-shelf inventory method.

e Share a printable “use first” shopping note.

e Explain how you label shared workplace refrigerator spaces.

e Direct readers to a qualified food-safety source for storage questions.

Recommended Content Film a short organization demonstration focused on making a shopping list.
It gives viewers a practical process without needing a staged transformation.

Keep It Simple Ask followers which item they want to use before buying more groceries.
Caption Starter Before adding to the shopping list, take a quick look at what is already there. Our
simple starting point: list what needs using, then plan one meal around it. What helps you keep track?

Call to Action

e Save the inventory prompt.

e Share an organization habit that works for you.

e Check a qualified source for food-safety questions.

Visual Direction Use a real, tidy shelf photo or a simple handwritten inventory. Avoid shaming
before-and-after images or unsafe handling demonstrations.

Think Beyond Social A professional organizer can add the inventory sheet to a client welcome
packet. Food businesses can include the prompt in an existing seasonal newsletter.

Hashtags #CleanOutYourRefrigeratorDay #HomeOrganization #MindfulShopping
#SmallBusinessTips
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International Day for Tolerance

Date: November 16, 2026
Priority: Supporting | Use With Awareness

Best For: Community nonprofits; libraries; educators; employers; membership organizations; service
providers

Why It Matters

This observance encourages respect for differences and a commitment to living together with dignity.
For organizations, it is a useful moment to examine how people experience participation,
communication, and belonging rather than simply posting a statement about values.

Clear expectations can help make those values visible. Explain a respectful discussion practice, an
accessible participation option, or an established community learning resource. The communication
opportunity is to show useful action while leaving room for people to speak from their own
experiences.

MCMR Tip Choose one observable practice that supports respect instead of making a sweeping claim
that your organization welcomes everyone perfectly.

Content Ideas

e Explain the discussion guidelines used in your community program.

e Share a credible educational resource about respectful dialogue.

e Ask a qualified facilitator for one listening practice.

e Describe a change made after reviewing participant feedback.

Recommended Content Offer a short listening guide connected to an existing program or service. It
gives people something practical to use in everyday interactions.

Keep It Simple Share one discussion practice, such as asking a clarifying question before responding.

Caption Starter Respect shows up in how we listen and how we make room for participation. At
[Organization Name], one practice we use is [Specific Practice]. We are continuing to learn from the
people who use our services.

Call to Action

e Explore the educational resource.

e Try the listening practice in your next conversation.

e Share feedback through [Private Feedback Route].

Visual Direction Use readable text with one clear practice, or a consent-based image from an actual
learning session. Avoid tokenistic group imagery.

Think Beyond Social Add the practice to program orientation materials or a newsletter about how
your organization responds to feedback.

Awareness Reminder Avoid identity-based sales campaigns, forced personal disclosures, and
treating harassment or discrimination as merely a difference of opinion. Keep dignity and safety
central.

Hashtags #InternationalDayForTolerance #RespectfulDialogue #CommunityLearning
#InclusiveCommunication
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National Fast Food Day

Date: November 16, 2026

Priority: Light-Touch

Best For: Restaurants; food trucks; hospitality businesses; local food publishers; teams with an
authentic food story

Why It Matters

A quick meal is a familiar part of a busy day. This observance can support a casual conversation about
convenience, favorite orders, or the people behind a food business. For restaurants, it is also a chance
to explain how a simple menu item is prepared.

Keep the treatment small and relevant. A team lunch photograph can add personality when that kind
of content already fits your brand. It should not become a judgment about eating habits, a health
claim, or an unrelated product promotion.

MCMR Tip Use a low-stakes preference question when the goal is conversation, and avoid building a
campaign around a single lunch post.
Content Ideas

e Ask customers which quick-lunch item they choose most often.
e Show a food truck’s preparation routine.

e Feature a nearby independent counter-service restaurant.

e Ask willing staff to share their favorite takeout order.

Recommended Content Create one short “what is your usual order?” post with a real image. It
invites familiar conversation without requiring prizes or production work.

Keep It Simple Share your team'’s local lunch recommendation with permission.

Caption Starter Busy-day lunch question: what is your reliable go-to order? Today, [Team or
Restaurant] is choosing [Dish]. Bonus points for recommending an independent place nearby.
Call to Action

e Share your favorite quick lunch.
e Recommend a local restaurant.
e Tell us which menu item you want to see behind the scenes.

Visual Direction Use a straightforward food photograph with minimal styling. Avoid recognizable
staff or customers who have not agreed to appear.

Think Beyond Social No extra channel is needed for a general team post. A restaurant can reuse
preparation footage in a menu feature on its website.

Hashtags #NationalFastFoodDay #LocalFood #RestaurantCommunity #TeamStories
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National Button Day

Date: November 16, 2026
Priority: Light-Touch
Best For: Sewing studios; fashion designers; craft shops; vintage sellers; makers; repair educators

Why It Matters

A small detail can reveal the care behind a handmade or restored item. National Button Day gives
relevant makers an easy way to show materials, explain a design choice, or teach a simple skill that
customers may not have learned before.

This is a focused niche opportunity. A close-up image or quick demonstration is usually enough.
Organizations without a connection to sewing, clothing, or craft do not need to invent a metaphor to
make the day fit their marketing.

MCMR Tip Show the detail customers rarely notice and explain how it affects the finished item.

Content Ideas

e Demonstrate how to replace a loose button.

e Compare two button choices on the same garment.

e Share the story behind a verified vintage piece.

e Ask followers to choose a finishing detail for a work in progress.

Recommended Content Post a brief repair tutorial with a close-up view. It demonstrates expertise
and provides a useful reason to save the content.

Keep It Simple Photograph one interesting button and explain why you chose it.

Caption Starter Small detail, deliberate choice. We selected this button for [Item] because [Practical
or Design Reason]. Which finish would you choose for this piece?

Call to Action

e Save the repair tip.
e Vote for your preferred finish.
e Bring your repair question to the conversation.

Visual Direction Use sharp macro photography on a white or light gray background. Keep the object
large enough to see on a phone and label choices clearly.

Think Beyond Social A sewing business can turn the tutorial into a garment-care page or include it
with customer care instructions. Otherwise, a single post is sufficient.

Hashtags #NationalButtonDay #MakersCommunity #GarmentCare #SmallBusinessCraft
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National Entrepreneurs’ Day

Date: November 17, 2026

Priority: Supporting

Best For: Business coaches; entrepreneurs; startups; chambers; consultants; business support
organizations

Why It Matters

A single-day entrepreneurship observance can focus attention on one question business owners are
trying to answer now. It complements the month-long theme without needing another founder
biography or another broad motivational message.

Use the day to make a business decision easier. A marketing educator might explain how to choose
one audience, while a chamber could introduce a relevant mentoring resource. Useful, specific
education shows your expertise and helps readers take a manageable next step.

MCMR Tip Choose one decision your audience faces this week and build the post around it.

Content Ideas

e Explain three questions to ask before choosing a marketing channel.

e Share a founder's service-prioritization lesson.

e Introduce a free local mentoring resource.

e Host a short question box about a clearly defined business topic.

Recommended Content Publish a compact decision guide, such as “Which marketing activity
deserves your next hour?” It connects the holiday directly to small-business realities.

Keep It Simple Ask: “What business decision would become easier if you had better information?”

Caption Starter Entrepreneurs make more decisions than most people see. If marketing is one of
yours this week, start here: Who are you trying to reach, what do they need, and what action would
help both of you?

Call to Action

e Save these questions for your next planning session.

e Share the decision you are working through.

e Explore [Business Support Resource].

Visual Direction Use a three-question graphic or a founder portrait paired with one clear lesson.
Keep charts and results out unless they are supported by records.

Think Beyond Social Expand audience questions into a newsletter FAQ or a short business
education session.

Planning Ahead Use the month-long observance for broader stories and this date for one practical
tool, avoiding duplicate content.

Hashtags #NationalEntrepreneursDay #EntrepreneurEducation #SmallBusinessMarketing
#BusinessPlanning
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National Hiking Day (Take a Hike Day)

Date: November 17, 2026

Priority: Supporting

Best For: Outdoor retailers; parks organizations; walking groups; nature nonprofits; local tourism
businesses; fitness providers

Why It Matters

A walk outdoors can connect people with local places and the organizations that care for them. For
relevant businesses, this day offers an opportunity to share practical preparation, introduce a nearby
resource, or invite an appropriately planned community activity.

Make participation flexible. Not everyone has the same mobility, transport, time, or outdoor access.
Useful communication explains route conditions and options rather than assuming every audience
member can join a long or remote hike. General businesses can share a real local connection without
presenting a wellness claim.

MCMR Tip Include distance, surface, and access information before inviting people to a trail activity.

Content Ideas

e Introduce a local route using the park’s current information.

e Ask a guide to share a basic preparation checklist.

e Spotlight volunteers who maintain community outdoor spaces.

e Invite followers to recommend accessible outdoor locations.

Recommended Content Publish a local outdoor resource spotlight with practical access details. It
helps people decide whether the activity fits them.

Keep It Simple Share one nearby park’s official visitor information page.

Caption Starter Looking for a little time outdoors? [Local Place] offers [Accurately Described Option].
Check the current conditions and access details before visiting, and choose a route that suits your
needs.

Call to Action

e Check the park’s current guidance.

e Recommend a local outdoor place.
e Thank a trail or park volunteer.

Visual Direction Use actual route or park photography, with clear location labels. Show varied ways
people enjoy outdoor spaces and avoid implying an inaccessible route is suitable for everyone.

Think Beyond Social Add a verified local outdoor guide to a tourism newsletter or a community
resources page.

Hashtags #TakeAHikeDay #LocalOutdoors #CommunityPlaces #OutdoorAccess
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National Homemade Bread Day

Date: November 17, 2026
Priority: Light-Touch
Best For: Bakeries; cooking instructors; kitchenware shops; food nonprofits; community kitchens

Why It Matters

Bread making offers a visual way to show craft, patience, and the people behind a food business.
Audiences can see a familiar product take shape and learn something that makes the process feel
more approachable.

A bakery or educator can use the day to answer a common question rather than inventing a new
promotion. For a community kitchen, an existing class or shared meal provides a natural connection.
Keep the story specific to your work and avoid assumptions about family traditions or food access.

MCMR Tip Teach one step that customers often misunderstand instead of trying to fit an entire class
into a caption.

Content Ideas

e Film a brief shaping demonstration.

e Explain what one familiar baking term means.

e Introduce the person behind a bakery's daily bread.

e Share a class participant’s learning moment with permission.

Recommended Content Use a captioned process video focused on one technique. The movement is
engaging, and the explanation gives viewers something useful to remember.
Keep It Simple Photograph a fresh loaf and share one preparation detail.

Caption Starter A behind-the-scenes moment from [Bakery or Kitchen]: [Specific Step]. The detail we
pay attention to here is [Detail], because it helps [Practical Outcome]. What part of bread making
would you like explained?

Call to Action
e Save the technique.

e Ask a baking question.
e Explore [Existing Class] if you want to learn more.

Visual Direction Use close-up process photography with readable labels. Let the bread’s natural
color provide warmth while keeping designed elements restrained.

Think Beyond Social Reuse the technique in a recipe email or an existing class FAQ. A recipe should
be tested and clearly identify ingredients.

Hashtags #HomemadeBreadDay #BakingEducation #LocalBakery #FoodCraft
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Women's Entrepreneurship Day

Date: November 19, 2026
Priority: Featured

Best For: Women-owned businesses; chambers; business educators; professional networks; authors;
entrepreneurship nonprofits

Why It Matters

This day offers a focused opportunity to recognize women building businesses and share the
expertise behind their work. A useful feature shows a decision, skill, or contribution, helping
audiences discover both the person and the value of the business.

Recognition can also support referrals and collaboration. Ask what the founder wants people to
understand about her work rather than reducing the story to perseverance or personal sacrifice. A
founder’s published work, teaching, or community involvement can add depth when it connects
naturally to the story.

MCMR Tip Introduce the founder’'s expertise and ideal audience before discussing obstacles or
inspiration.

Content Ideas

e Interview a founder about one marketing choice that improved clarity.

e Curate a short directory of women-owned local businesses.

e Feature a collaboration and explain each partner’s contribution.

e Share a founder-approved lesson from a published chapter or talk.

Recommended Content Create a founder spotlight with a practical lesson and a clear description of
whom the business serves. It supports both recognition and meaningful discovery.

Keep It Simple Recommend one woman-owned business you know and explain when someone
should contact it.

Caption Starter Meet [Founder], the person behind [Business]. She helps [Audience] with [Specific
Need]. One choice that shaped her business was [Decision], and her advice for someone starting now
is [Approved Advice].

Call to Action

e Discover the featured business.

e Recommend a woman-owned business with context.

e Save the founder’s planning lesson.

Visual Direction Use an approved founder portrait or real workspace image. Keep credentials and
quotations accurate, with the business name clearly visible.

Think Beyond Social Turn the approved feature into a website profile, referral newsletter, or partner
interview. Confirm permission for each reuse.

Planning Ahead Invite participating businesses to contribute to an accurate Small Business Saturday
discovery guide.

Hashtags #WomensEntrepreneurshipDay #WomenOwnedBusiness #FounderExpertise
#SmallBusinessCommunity #MarketingWithPurpose
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Universal Children’s Day (World Children’s Day)

Date: November 20, 2026
Priority: Featured | Use With Awareness

Best For: Youth nonprofits; schools; libraries; family services; community foundations; children’s
rights organizations

Why It Matters

World Children’s Day, also known as Universal Children’s Day, centers children’s rights and well-being.
It is an opportunity to share credible information and examine whether young people can participate
meaningfully in programs intended for them.

For organizations serving children, useful storytelling explains the program and its support needs
without turning children into fundraising props. Youth perspectives can guide content when
participation is voluntary, age appropriate, and supported by appropriate permissions. Adults should
not script a child’s gratitude to strengthen a marketing message.

MCMR Tip Explain what your program does and how families can access it before deciding whether a
child’'s image is needed at all.

Content Ideas

e Share a UNICEF educational resource with attribution.

e Explain a youth program’s access and participation process.

e Feature an anonymized question young people asked about the program.

e Describe a change made after listening to youth feedback.

Recommended Content Create a rights-informed program explainer reviewed by the responsible
program team. It provides useful information while protecting participants' dignity.

Keep It Simple Share one credible children’s rights resource and a relevant local support contact.

Caption Starter Children deserve to be heard in the services designed for them. At [Organization
Name], [Specific Practice] helps young people share their views. Today, we are also sharing [Resource]
for families and community members.

Call to Action

e Learn about children’s rights.

e Explore the program'’s participation information.

e Support a qualified youth-serving organization.

Visual Direction Use illustrations, activity materials, or nonidentifying program images. If children
appear, follow the organization’s consent and safeguarding process.

Think Beyond Social Add the explainer to family welcome materials or a partner newsletter so
families can find it beyond the observance.

Awareness Reminder Avoid discounts tied to children’s vulnerability, identifying personal histories,
pity-based fundraising, and pressure to disclose experiences. Permission does not remove the need
to consider the child’s dignity and safety.

Hashtags #WorldChildrensDay #UniversalChildrensDay #ChildrensRights #YouthVoice
#CommunitySupport
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World Hello Day

Date: November 21, 2026

Priority: Light-Touch

Best For: Local businesses; service providers; coworking spaces; community groups; membership
organizations

Why It Matters

A greeting can make the first interaction with an organization feel easier. World Hello Day offers a
simple opening to introduce the person answering questions, welcome new followers, or explain how
someone can begin a conversation with your team.

Keep the invitation easy and optional. Asking for a detailed introduction from every follower creates
more work than the occasion requires. A small question related to your community can encourage
conversation while giving you insight into who is finding your organization.

MCMR Tip If you invite people to say hello, assign someone to respond while the post is active.

Content Ideas

e Introduce the person who answers your main inbox.
e Ask new followers what brought them to your page.
e Record a short welcome from your workspace.
Explain the simplest way to ask a service question.

Recommended Content Share a friendly team introduction with one easy question. It gives the
greeting a human connection and a clear reason to reply.

Keep It Simple Post a real team photograph and welcome recent followers.

Caption Starter A quick hello from [Name] at [Organization Name]. | help with [Role], so if you have
wondered about [Relevant Topic], | am happy to point you in the right direction. What would you like
to know about our work?

Call to Action

e Say hello if you would like.

e Ask a general question about our services.

e Tell us what content would be useful to you.

Visual Direction Use a natural, approachable portrait with a short name and role label. Avoid
crowding the image with a full biography.

Think Beyond Social Adapt the introduction for a welcome email or website contact page if it helps
people know whom they are contacting.

Hashtags #WorldHelloDay #MeetTheTeam #CommunityConversation #LocalBusiness
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National Espresso Day

Date: November 23, 2026
Priority: Light-Touch
Best For: Cafés; coffee roasters; bakeries; hospitality businesses; coworking spaces

Why It Matters

Espresso Day provides a familiar subject for a short conversation or practical explanation. Coffee
businesses can use it to answer menu questions, introduce a barista, or show what goes into a drink
customers already enjoy.

Because Cappuccino Day also appears this month, choose a different purpose if you use both. A
preference poll earlier in the month and a brief educational demonstration now offer variety. General
businesses can choose just one coffee moment rather than repeating a joke about needing caffeine to
work.

MCMR Tip Use repeated topics to add a new layer of value, not to repeat the same engagement
question.

Content Ideas
e Explain espresso versus an espresso-based drink in plain language.
e Introduce a barista’s favorite customer question.

e Show a roaster’s current product with an accurate description.
e Share a café owner's approach to helping first-time visitors choose.

Recommended Content Create a captioned drink explainer for customers who find the menu
confusing. It supports service confidence and demonstrates expertise.

Keep It Simple Answer one question you hear regularly at the counter.

Caption Starter Not sure where espresso fits into your usual order? Here is the simple explanation
we give at [Café]: [Accurate Explanation]. What coffee-menu question have you always wanted to ask?
Call to Action

e Save the explanation.

e Ask a menu question.
e Thank a local barista.

Visual Direction Use a real cup photograph or a short preparation clip. Put the explanation in large,
simple labels rather than a crowded technical diagram.

Think Beyond Social Add the explainer to your website menu or a customer FAQ. A general
workplace coffee post needs no additional repurposing.

Hashtags #NationalEspressoDay #CoffeeEducation #LocalCafe #SmallBusinessExpertise
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National Jukebox Day

Date: November 25, 2026
Priority: Light-Touch
Best For: Music venues; restaurants; record shops; community arts groups; hospitality businesses

Why It Matters

Music can spark a quick memory or conversation without requiring a major campaign. For venues and
hospitality organizations, this day can also share a small part of the atmosphere customers
experience when they visit.

Use the connection that already exists. A staff favorite, local musician recommendation, or memory
about a venue can feel natural. Avoid assuming everyone is traveling for Thanksgiving, and keep music
permissions separate from the fact that a song is publicly available to stream.

MCMR Tip Ask for song titles or memories when you want conversation; do not assume streaming
access grants permission to use music in branded video.

Content Ideas

e Ask which song people would choose on a jukebox.

e Share a team member’s favorite local musician.

e Photograph a real jukebox or music corner at your venue.

e Invite followers to suggest titles for an optional community playlist.

Recommended Content Post one music question tied to your actual space or audience. It is an easy
way to share personality without additional production.

Keep It Simple Ask for a song recommendation and respond to a few suggestions.

Caption Starter You get one jukebox selection. What are you choosing? [Team Member] is starting us
off with [Song Title and Artist]. We would love to hear the story behind your pick.

Call to Action

e Share a song title and artist.

e Recommend a local musician.
e Tell us what the song reminds you of.

Visual Direction Use your own venue photograph or a simple typography question. Avoid unlicensed
album art, copied lyrics, or music-backed footage without appropriate permissions.

Think Beyond Social A music venue can include selected recommendations in its existing newsletter.
For most organizations, the conversation can remain on social.

Hashtags #NationalJukeboxDay #MusicConversation #CommunityArts #LocalMusic
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Thanksgiving Day

Date: November 26, 2026
Priority: Featured | Use With Awareness

Best For: Small businesses; nonprofits; service providers; community groups; local retailers;
membership organizations

Why It Matters

Thanksgiving offers a widely recognized moment for gratitude, but people experience the day
differently. Some gather with family or friends; others work, spend time alone, grieve, or reflect on the
historical harms associated with the holiday. Thoughtful communication leaves room for those
experiences.

For organizations, the strongest approach is specific appreciation and useful service information.
Thank people for what they contributed, explain your hours, or share verified community support
information. A sincere message does not need a sales transition or an idealized picture of how
everyone should spend the day.

MCMR Tip Write the appreciation message first and keep shopping offers in a separate
communication.

Content Ideas

e Thank customers for a specific form of support.

e Recognize staff and volunteers who are working today, with permission.

e Share accurate closures and reopening times.

e Amplify a verified community meal or support resource.

Recommended Content Publish a concise appreciation story with clear service information where
needed. It respects audience attention while acknowledging real relationships.

Keep It Simple Send one sincere thank-you and confirm your holiday hours.

Caption Starter Today, we are grateful for the people who make [Organization Name] possible. Your
[Specific Support] helped us [Documented Activity or Improvement]. However you are spending the
day, thank you for being part of our community.

Call to Action

e Thank someone in your community.

e Share a verified local support resource.

e Check our posted hours before visiting.

Visual Direction Use a real team or community image, or a restrained text-led thank-you. Avoid
stereotyped depictions of Native people and idealized family imagery presented as universal.

Think Beyond Social Adapt the message for a brief customer email. Put operational details on your
website, booking system, and relevant business listings.

Awareness Reminder Acknowledge that the date carries different meanings, including Indigenous
perspectives and experiences of loss. Avoid historical myths, cultural costumes, pressure to feel
grateful, and promotional language attached to hardship.

Hashtags #Thanksgiving #CommunityGratitude #CustomerAppreciation #CommunitySupport
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Family Health History Day

Date: November 26, 2026
Priority: Supporting | Use With Awareness

Best For: Healthcare organizations; family service nonprofits; community health educators; qualified
wellness professionals

Why It Matters

Family health history can be a useful topic to discuss with a qualified healthcare professional. This day
creates an opportunity to point audiences toward credible information and questions they may want
to explore privately. It does not require a family gathering or a public conversation.

People differ in what information they know, whom they can ask, and whether family contact is
appropriate. A sensitive resource post recognizes those limits. Relevant organizations can help by
making the next step clearer without collecting health information through marketing channels.

MCMR Tip Invite private learning and professional discussion rather than asking followers to share
medical histories in comments.

Content Ideas

e Share an official family health history resource.

e Ask a qualified professional to explain the resource’s purpose.

e Provide a source-reviewed list of questions for a medical appointment.

e Explain that incomplete family information is something to discuss with a clinician.
Recommended Content Use a short resource post with a direct route to a credible health source. It
offers guidance while preserving privacy.

Keep It Simple Share the resource and remind readers that participation is optional and personal.

Caption Starter Family health information is personal, and not everyone has access to the same
details. [Qualified Source] offers a resource to explore privately. If you have questions about what it
means for you, discuss them with a healthcare professional.

Call to Action
e Review the credible resource privately.

e Save questions for your next medical appointment.
e Share the resource without sharing personal health details.

Visual Direction Use a neutral resource graphic with a clear source name. Avoid forms that
encourage public disclosure or family-tree images that imply every family has the same structure.

Think Beyond Social Add the resource to a health education newsletter or a provider's patient
information page after professional review.

Awareness Reminder Avoid diagnosis, risk predictions, insurance sales pitches, and assumptions
about biological family access. Do not ask audiences to submit health histories through social media
or an ordinary marketing form.

Hashtags #FamilyHealthHistoryDay #HealthEducation #FamilyResources #HealthPrivacy
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National Cake Day

Date: November 26, 2026
Priority: Light-Touch
Best For: Bakeries; cake artists; food retailers; cooking educators; event businesses

Why It Matters

Cake Day gives relevant food businesses a chance to show craft or invite a simple flavor conversation.
Because it shares a date with Thanksgiving, the best use may be a short, relaxed post that does not
compete with more important operational messages.

For a bakery, preparation should happen earlier. Customers cannot use a preorder reminder after the
deadline has passed. On the day itself, focus on a finished creation, a technique, or appreciation for
the people who helped produce it.

MCMR Tip Separate the date you celebrate from the date customers need information to place an
order.

Content Ideas

e Share a finished cake and the detail behind its design.

e Ask followers to choose between two flavors.

e Show a short decorating technique with captions.

e Thank the bakery team for a completed production week.

Recommended Content Use a real cake photograph with one clear detail or question. It provides a
light moment without requiring another holiday campaign.

Keep It Simple Post a favorite finished design and ask which flavor readers would choose.

Caption Starter A small moment for cake today. This [Cake Description] includes [Design or Flavor
Detail], one of our favorite parts of the process. What flavor belongs on your celebration table?

Call to Action

e Vote for a flavor.

e Save the design for future inspiration.
e Ask a decorating question.

Visual Direction Use clean product photography with room around the cake. Let the product carry
the image instead of adding several seasonal messages.

Think Beyond Social A bakery can add an approved photograph to its portfolio or use the technique
in a future class email. Other organizations can keep it to a single post.

Planning Ahead Share future availability and accurate order deadlines before the next occasion,
rather than implying orders remain open today.

Hashtags #NationalCakeDay #CakeArt #LocalBakery #FoodBusiness
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Black Friday

Date: November 27, 2026
Priority: Featured

Best For: Retailers; ecommerce businesses; product creators; digital resource sellers; service
businesses with suitable offers

Why It Matters

Black Friday creates a familiar context for shopping offers, but relevance still matters. A clear product
bundle or carefully chosen offer can help customers make a decision. A discount that strains margins
or creates delivery promises you cannot meet can weaken the customer experience.

For small teams, simplicity is a strategic advantage. Choose one offer, explain whom it suits, and make
the terms easy to understand. Nonprofits and businesses without an appropriate offer can continue
useful education or appreciation content rather than adopting retail language that does not fit.

MCMR Tip Confirm the offer’s cost, fulfillment capacity, and customer benefit before writing the
promotional headline.

Content Ideas

e Show exactly what is included in one bundle.

e Demonstrate the product solving a specific customer problem.

e Answer delivery, return, and access questions in a short FAQ.

e Explain how to choose between two suitable options.

Recommended Content Create one clear offer page supported by a short email and a matching
social post. Consistent details reduce questions and make the next step easier.

Keep It Simple Promote one existing product or bundle with accurate terms and a tested checkout.
Caption Starter If you have been looking for [Specific Solution], our [Product or Bundle] may help. It
includes [Contents] for [Price], available [Exact Dates and Time Zone]. Review [Key Terms] before
choosing what fits your needs.

Call to Action

e Review the offer details.

e Compare the available options.

e Ask a question before purchasing.
e Shop [Product] while the stated offer is available.

Visual Direction Use a clear product image and prominent price, deadline, and inclusion details.
Avoid tiny conditions and urgency graphics that overwhelm the actual offer.

Think Beyond Social Keep the offer consistent across email, website, checkout, and customer
service replies. Link promotional details through the appropriate channel placement.

Planning Ahead Schedule a fulfillment check and a post-offer update. Use real deadlines and
inventory limits; do not manufacture scarcity or inflate reference prices.

Hashtags #BlackFriday #SmallBusinessShopping #Shopindependent #ThoughtfulShopping
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National Leftovers Day

Date: November 27, 2026
Priority: Supporting
Best For: Food educators; kitchenware businesses; community kitchens; organizers; food retailers

Why It Matters

Leftovers create a practical opportunity to help people use what they already have. Relevant
businesses can share a meal idea or organization habit that responds to a familiar post-holiday need
without adding another shopping request.

A modest treatment is enough for this practical, everyday topic. Focus on adaptable ideas and avoid
assuming everyone hosted a meal or has the same ingredients. Storage and reheating advice should
come from qualified food-safety sources.

MCMR Tip Offer flexible ingredient categories so people can adapt the idea to what they actually
have.

Content Ideas
e Demonstrate a meal using a few optional leftover ingredients.
e Share a simple “what can | use first?” inventory prompt.

e Ask followers for favorite ways to repurpose a meal.
e Direct readers to an official storage and reheating resource.

Recommended Content Publish one tested recipe with substitution options. It provides immediate
utility while keeping the workload manageable.
Keep It Simple Ask for a favorite leftovers idea without requiring a photograph or recipe submission.

Caption Starter Working with what is already in the kitchen? Try [Tested Meal Idea], using [Flexible
Ingredient Options]. Check qualified food-safety guidance for storage and reheating questions. What
is your favorite way to give a meal a second appearance?

Call to Action

e Save the meal idea.

e Share a flexible recipe suggestion.

e Review the food-safety resource.

Visual Direction Use an appetizing real meal photograph and a short ingredient list. Avoid humor
that shames people for waste or food access.

Think Beyond Social Include the tested idea in a cooking newsletter or an existing kitchen resource
page. There is no need to create a downloadable product for one recipe.

Hashtags #NationalLeftoversDay #Kitchenldeas #MindfulMeals #CommunityCooking
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Small Business Saturday

Date: November 28, 2026
Priority: Featured

Best For: Local retailers; independent service businesses; creatives; consultants; chambers;
community business organizations

Why It Matters

Small Business Saturday provides a strong reason to help people discover independent businesses
and understand what they offer. Customers may want to support local organizations but still need
practical information about fit, availability, location, or the next step.

Your role is to make support easy. Explain whom you serve, show the people behind the work, and
provide accurate purchasing or booking details. Discounts are optional. Referrals, reviews,
recommendations, and introductions can also support a small business, particularly when people are
not ready to buy.

MCMR Tip Pair your founder story with clear customer information so appreciation can lead to an
informed next step.

Content Ideas

Introduce the owner and the customer need that shaped the business.
Publish a local business guide with approved details.

Demonstrate a giftable product or service option.

Explain several ways to support your business without purchasing.
Collaborate with one nearby business on a simple recommendation exchange.

Recommended Content Create a business discovery post with one human story and a clear offer or
service description. It combines connection with information customers can use.

Keep It Simple Pin a post with your hours, location or service area, main offering, and contact route.
Caption Starter Behind [Business Name] is [Founder or Team], helping [Audience] with [Specific

Need]. If supporting independent businesses is part of your plans, here is how to find us: [Hours,
Location or Service Area, and Next Step]. Recommendations and referrals matter, too.

Call to Action

Explore a business that fits your needs.

e Recommend a local favorite and explain why.
e Refer someone who could use our service.

e Visit or book using our current information.

Visual Direction Use real owner, team, or workspace photography. Keep practical details prominent
and use approved partner images in any local directory.

Think Beyond Social Build a website discovery page, a short email guide, or a partner
recommendation sheet. Keep names, hours, and links consistent.

Planning Ahead Confirm inventory, appointment capacity, and partner details early. After the event,
thank participants and respond to unanswered inquiries.

Hashtags #SmallBusinessSaturday #ShopSmall #SupportLocalBusiness #IndependentBusiness
#SmallBusinessCommunity
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Cyber Monday

Date: November 30, 2026
Priority: Featured

Best For: Ecommerce businesses; digital resource creators; online educators; membership
businesses; service providers with suitable online offers

Why It Matters

Cyber Monday gives online businesses a timely reason to help customers evaluate a digital purchase.
Clear access information matters as much as the offer itself, especially for downloads, classes, or
services that people cannot inspect in person.

Use the day to remove uncertainty. Explain what customers receive, who it is for, and how access
works. A creator can show a genuine preview; a service provider can clarify scope and booking. An
offer is useful only when the purchase process and delivery experience support the promise.

MCMR Tip Test the entire purchase journey from the customer’s perspective before directing traffic
to an online offer.

Content Ideas

e Share a representative preview of a digital resource.

e Explain who will benefit and who may need a different option.

e Demonstrate checkout and access without exposing customer data.

e Answer format, delivery, support, and refund questions.

Recommended Content Publish a clear product explainer linked to one tested offer page. It helps
customers understand value and access before buying.

Keep It Simple Use one existing digital product, one accurate offer, and one clear purchase route.

Caption Starter Considering [Digital Product or Service]? Here is what you receive: [Contents],
designed for [Audience and Need]. Access works through [Process]. The [Offer] is available until
[Deadline and Time Zone], with [Key Terms].

Call to Action
e Preview what is included.
e Review access and purchase details.

e Ask whether the resource fits your needs.
e Purchase through the stated offer page.

Visual Direction Show real pages or interface previews, clearly labeled as examples. Make price,
format, and deadline readable and avoid implying the product includes more than it does.

Think Beyond Social Align the website, email, checkout confirmation, and support reply. Include
delivery instructions where purchasers can find them easily.

Planning Ahead Coordinate with Black Friday so terms do not conflict. Respect subscribers’
preferences and reserve time for access questions after purchase.

Hashtags #CyberMonday #DigitalResources #0nlineSmallBusiness #InformedShopping
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National Personal Space Day

Date: November 30, 2026

Priority: Supporting

Best For: Service businesses; salons; employers; event organizers; coworking spaces; community
organizations

Why It Matters

Personal space is part of feeling comfortable in an interaction. This day can prompt useful
communication about boundaries, consent, and customer preferences, especially in services that
involve close contact or busy shared spaces.

The strongest connection is practical. Explain how customers can request more room, choose a
quieter option, or ask about an interaction before it happens. Digital boundaries can complement the
topic, but the day should not become a joke at the expense of someone’s sensory needs or comfort.

MCMR Tip Tell customers how to express a preference without making them explain or defend it
publicly.

Content Ideas

e Explain how to request a quieter appointment, if you offer one.

e Show the layout of a waiting or event space accurately.

e Introduce a simple “ask before touching” service practice.

e Clarify how people can privately share participation preferences.

Recommended Content Publish a short service FAQ about comfort and communication. It turns an
abstract value into information people can use before visiting.

Keep It Simple Add one sentence to appointment information explaining how to discuss preferences
privately.
Caption Starter Comfort can look different for each person. At [Organization Name], you can let us

know about [Relevant Preference] through [Private Contact Route]. We will explain what options are
available before your visit.

Call to Action

e Review the available service options.

e Contact us privately with a question.

e Share a helpful boundary practice without personal details.

Visual Direction Use uncluttered photographs of your actual space or a simple FAQ layout. Avoid
cartoons portraying boundaries as unfriendly or difficult behavior.

Think Beyond Social Add the explanation to booking confirmations, event instructions, or staff
service guidance.

Awareness Reminder Avoid mocking personal boundaries, demanding diagnoses, or promising
accommodations you cannot deliver. Be clear about available options and respectful when discussing
limitations.

Hashtags #NationalPersonalSpaceDay #RespectfulService #CustomerExperience
#WorkplaceBoundaries
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Giving Tuesday
Date: December 1, 2026
Priority: Featured

Best For: Nonprofits; community organizations; volunteer programs; foundations; businesses with
established nonprofit partnerships

Why It Matters

Giving Tuesday falls on December 1 in 2026, making November an important preparation month. Use
the weeks ahead to introduce your campaign’s purpose and help supporters understand how they
can participate. Keep December 1 visible in every preview.

The strongest campaign explains a real need, how support will be used, and the available ways to
participate. November stories can establish context before the request arrives. A small nonprofit can
focus on one program and one clear next step rather than trying to create a complex fundraising
event.

MCMR Tip Make the need understandable before asking people to give, and explain what happens
after they act.

Content Ideas

Preview one verified program need in mid-November.
Share a permission-based impact story before the appeal.
Explain financial and nonfinancial ways to contribute.
Answer donation or volunteering questions in a brief FAQ.
Plan a follow-up message that reports what happened.

Recommended Content Create one campaign page with a specific need, a clear action, and a short
FAQ. Support it with a November preview and a December 1 reminder.

Keep It Simple Use one approved program story, one tested participation page, and one follow-up
thank-you.

Caption Starter Giving Tuesday is December 1. This year, [Organization Name] is focusing on
[Verified Need]. Support will help us [Accurate Use of Support]. You can participate through [Donation,
Volunteer, or Other Route], and we will share an update on [Realistic Follow-up Timing].

Call to Action

e Learn about the program'’s current need.

e Giveifyou are able.

Explore the volunteer option.

e Share the campaign with someone who may care about this work.

Visual Direction Use a dignified, approved program image and one clear need. Show verified figures
only and never imply a matching gift exists unless it is confirmed.

Think Beyond Social Coordinate the campaign page, supporter email, volunteer information, and
post-campaign report so the story remains consistent.

Awareness Reminder Avoid guilt, pressure, and identifiable hardship stories without informed
consent. Fundraising should center mission and dignity. Businesses should name the recipient and
exact terms of any contribution arrangement.

Planning Ahead Early November: confirm the need and permissions. Midmonth: share context. Late
November: test participation and preview December 1. After the appeal: thank supporters and report
verified results.

Hashtags #GivingTuesday #CommunityGiving #Nonprofitimpact #VolunteerSupport #Generosity
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Helpful Resources

Explore these resources for observance information, educational materials, and campaign planning
support.

Before sharing local service details, check the provider's current hours, eligibility, availability, and
contact information.

e U.S. holiday dates and Giving Tuesday 2026: https://www.timeanddate.com/holidays/us/2026
e GivingTuesday official 2026 date and participation resources:
https://www.givingtuesday.org/participate/
e Stress Awareness Day 2026, ISMA UK: https://isma.org.uk/global-summit-2026
National Rural Health Day 2026, NOSORH: https://powerofrural.org/
e World Chlldren s Day 2026, UNICEF

Natlonal Adoptlon Day purpose: ttps,//www,natlonaIadoptlonday,org/about/
National Adoption Day November 21, 2026, Texas DFPS:

https://www.dfps.texas.gov/Adoption and Foster Care/Why Not Me/
e Independent November writing opportunities:

https://help.prowritingaid.com/article/362-why-is-prowritingaid-running-novel-november-again
e [nformal November observance dates:

e National Men Make Dinner Day 2026:

https://www.awarenessdays.com/awareness-days-calendar/national-men-make-dinner-day/
For health, election, and local service content, choose the responsible official or qualified source
before adapting a caption. This guide provides marketing direction rather than medical, legal, or
individual service advice.
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November 2026 Marketing Playbook

Practical Holiday Marketing Ideas for Small Businesses, Entrepreneurs & Nonprofits
Published by
McCord & Cargile Marketing Resources

Helping small businesses, entrepreneurs, and nonprofits market with clarity, confidence, and
purpose.
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