
Marketing for Nonprofits



Agenda
� Why is marketing important to the 

nonprofit sector?
� Essentials of a marketing plan
� Case study: Jumpstart, Feed My People
� Exercise: Marketing to meet your 

fundraising, recruitment, and public 
awareness needs

� Report out
� Additional resources available



Why is marketing important to 
the nonprofit sector?
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� Need to generate funds in an increasingly 
competitive arena

� Need to show how their work is of benefit to 
society: they must meet the needs of their they must meet the needs of their 
customerscustomers

� Some nonprofit organizations see their role as 
not only meeting current needsmeeting current needs of their 
customers but also educatingeducating them in new ideas 
and issues, cultural development and social 
awareness



Essentials of a Marketing Plan

� Goals
� SWOT 
� Peer Analysis
� Positioning and Differentiation
� Audiences/Market Segmentation
� Strategies and Activities
� Distribution Channels
� Resources Needed
� Calendar
� Measurable Outcomes



Goals

Examples:
� Increase number of student participants
� Cultivate new community partners
� Increase level of corporate donations
� Recruit a more diverse group of 

volunteers reflective of community being 
served

� Increase number of teachers utilizing 
service-learning in the district



SWOT Analysis

� What are the current strengths of your 
volunteer program?

� Weaknesses?
� Opportunities – these are events or things 

outside your control that you could take 
advantage of

� Threats – these are events or things 
outside your control that could prove 
challenging



SWOT

Strengths Weaknesses

Opportunities Threats



Peer Analysis

� Identify other service-learning groups and 
learn from what they are doing.

� Identify other youth-oriented programs in 
your community and learn from what they 
are doing.

� What are your peer organization’s strength 
and weaknesses?

� What distinguishes you from them?



Positioning and Differentiation

Exercise:

� Succinctly describe your organization or 
program and how it’s volunteer opportunities 
are different from others in the community.

� What is your elevator speech?
� What would your employees say in an 

elevator speech? Volunteer? Board 
members?



Audience/Market Segmentation

� Who are all the potential audiences that 
you need to reach with your message or 
campaign?

� Are there certain audience segments that 
it would be most beneficial to target?



Strategies and Activities

� What kind of strategies and activities 
would you recommend to reach that 
audience?

� What are the key messages that will 
resonate with that audience?

� What will motivate them to respond the 
way you want them to?







Distribution Channels

Through what channels do you reach these 
people?
� Through what kind of media?

� Is there an individual that serves as a 
gatekeeper to this audience?

� At what type of events?

� Through what organizations?



Resources Needed

� Fliers, brochures, classified ads, printed 
materials

� Video about your organization

� Partnerships with gatekeepers, media, 
corporations, local organizations

� Web development capabilities

� $ 
� Time



Calendar

� Do certain events or seasons affect your 
agency’s needs?

� Are there any deadlines that can’t be met 
without having your volunteers on board?

� How do your planned marketing activities fit 
within your overall programming calendar?

� Identify crucial dates and community 
opportunities.

� Begin with the end in mind.



Measurable Outcomes

� How will you know you have achieved 
your goals?
� X # of students on board by X date

� X# of new community partnerships formed
� Increased donations from corporate sponsors





• What is Jumpstart's Read for the Record campaign?

• Presented in partnership with Pearson, Jumpstart’s Read for the Record is your 
chance to experience for yourself the importance of Jumpstart’s work everyday in 
preschools across the United States. Please join us and hundreds of thousands 
across the United States on October 8th, 2009 as we read together in a record-
breaking celebration of reading, service, and fun—all in support of America’s 
preschoolers. In the process, we aim to set a new record for the largest shared 
reading experience in world history!

• Participating is easy! Register to read today to be the first to hear what the 
2009 official campaign book will be and to count towa rds the world record!

• Click here to watch a video highlighting the 2008 J umpstart Read for the 
Record campaign!

About Jumpstart
• Jumpstart’s mission is to ensure that all children in America enter school prepared to 

succeed. Year-round, Jumpstart recruits and trains thousands of people each year to 
work one-to-one with children in low income communities, helping preschoolers 
develop the language, literacy and social skills they need to succeed in school and in 
life. To learn more, visit http://www.jstart.org/. 

•



http://www.fmpfoodbank.org/


