Digital Marketing
for Nonprofits :
Communication
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Audience and Messages

In any marketing campaign, it is absolutely crucial to define
your audiences and adopt clear mission and vision
statements.
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Oxfam International

« Vision
To work together internationally to enable peocple to
exercize their rights and manage their own lives

« Mission

Programs to address the structural causes of poverty and
related injustice

= Values
Right 1o an identity
Right to be heard
Right to a sustainable Ivelihood
Right o basic social services
Right to life and security
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should point to differentiation

* Take a journalistic approach to determine your
“uniqueness”

 Get an outside insider's opinion. Call a volunteer and ask
why he or she is involved with your organization and not
with another one.
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Put your audience first !

Avoid the kind of communication that centers on the
organization (“you marketing”). Emphasize the benefits of
what you are offering to people (“me marketing”).
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“Me Marketing !”
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] ‘ and First-hand testimony

Storytelling is a powerful way of drawing attention to your
organization and your issue. A personal, compelling story
adds life to a complex issue. Storytelling can be performed
by anyone in your group. First-hand testimony means the
speaker must have a direct experience of the story. The
second one is more authentic, the first one carries less
emotions, but is easier to control.
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56% of those that support nonprofits on the Social Web
confirm that compelling storytelling is what motivates them to
take action on behalf of nonprofits
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“Define vour Communication Channels

e QOrganizational website
* Social media

* Paid advertising

* Press-releases
 Newsletter

* Direct mail

* Special events

* Brochures

* Annual report
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How Americans
Learn About Causes

0 2

Traditional Social Media
Media (TV, & Online
Newspapers, Channels

Magazines) o
20 47%

Clearly, thereis a
connection between
social media and people’s
awareness of and
connection to causes —
even if the fundraising

results are lagging.
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Activity On Social Media
By “Cause Champions™*

49% &

43% [f]

39% ﬁ\ Donating money
+
|

Talking to others about
the organization or cause

Joinlng a cause group
on Facebook

Asking someone to add a
cause logo to a social profile

37%
35%

Signing a petition

Source: Stanford Social
Innovation Review



Branding

The first communications challenge for any nonprofit
organization is to find an appropriate name or branding. It
is crucial in relation to how your issue will be defined in the
public debate. It must be ‘catchy’ and memorable so as to
build trust and credibility.
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I'm a Great Singer’ Believe me He is a Great Singer

4 g

Marketing

Public Relations

I'm a Greal Singer’
I'm a Great Singer’
I'm a Great Singer’

| know You'r a Great Singer

N

Branding

Advertising

AP Y M A

KY Erasmus+

KP
¥n



Successful Brands
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Digital Campaignhing

The Internet has transformed civic engagement and
activism. It is a low-cost channel that allows you to organize
it in various formats. In comparison to offline campaigns,

more people can be reached. It is also proactive rather than
passive.
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Digital Campaignhing

The aim of a social media marketing strategy should be to
increase cost efficiency, not necessarily reduce expenses.

The optimum use of social media may indeed require an
investment in training, as the use of social media for
professional purposes is quite distinct from having an
account for personal purposes.

A digital campaign should be led by communication experts
rather than IT technicians.
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- Essential Online Tools
e Email M

 Social Media

* Online Advertising
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2017 GLOBAL NGO ONLINE

4,908 NGOs » 153 COUNTRIES - 6 CONTINENTS

Global NGOs Agree the Following Global NGOs Agree That Social Media
Tools Are Effective for Online is Effective

Communications & Fundraising

%  Emaill Updates 80% e T
B Blogging 77% A L
y Text Messaging 74% W W W A S
f Facebook 74% L & &8 & 1
W Twitter 51% i 1 LS ]
&3 Instagram 42% Wi

Cnline Brand Awareness 95% W W W A
Creating Social Change 88% o o W
Recruiting Volunteers BO% i W
Recruiting Event Attendees 78% W i W A
Onlipe Fundraising 71% L & & &

Why Executive Staff Do Not Prioritize Social Media

66% say that executive

social media in their

executive staff have

495 § insufficient knowledge 16%
about secial medla

do not want to invest

In; exacutive stafl do
not think soclal
media Is useful to the
arganization

fearful of legal problems
9% egal p

staff support prioritizing \ that executive staff =9 exacutive staff are
26%

online communlcations
and fundralsing strategy resources

financial and staff

resulting frem using
social media

TECHREPORT.NGO




Email

Email is the best tool to mobilize supporters and raise

money. It has the highest response rate of any other digital
medium.

Be careful: Emails can be intrusive. You need to have your
recipients’ permission in order to contact them via email.
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Email is the main fundraising tool

Email has the highest

return on investement of $40 for every $'| spent
any marketing channel

1/3

Email is responsible for about
one-third of nonprofits' online
fundraising revenue!

Source: Salsa Labs
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Sending Emails

The usual emailing systems tend to put your email on
“promotions” or “junk”, or even block you from sending
multiple emails.

A clever and inexpensive way to overcome this issue is
through using specialized services such as MailChimp.
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MailChimp

A platform for email marketing
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Statistics for MailChimp

e 62 million newsletters

* 300 million automatic messages

e 200 billion emails sent
* 42 million emails opened

3 billion clicks

Our 2015 Annual Report | MailChimp, http://mailchimp.com/2015/
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Benefits

* Create & send campaigns

e Supervise your audience growth

* Get campaign stats
e Add new subscribers

* Check latest activity

#  Download on the [ g GETITON '
® AppStore P Google Play

AAAAAA
KKKKKKKK
oooooooooo

IKY Erasmus+



Free of charge
Up to 2.000 members - 12.000 emails per

month

 Email templates

Lists building — Segmentation
e Personalization
* Reports

* A/B Testing
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Paid

Unlimited e-mails + additional features
Pay Per Subscribers / per month

* 501-1.000=€12.26
 2.800-5.000 =€40,87

e 5.801-10.000=£61,31

PayAsYouGo
*7.500 e-mail = €122,61
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Additional benefits

* Importing mailing lists (+),
Re-using mailing lists (-)
* Automations
* Connection with other tools
e  Communication with Google Analytics

 Spam filters
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Social Media

While emails are private, social media offer a public stage
that can greatly help to mobilize supporters. Facebook,

Twitter and Instagram score higher than emails in terms of
engagement.
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ition ariation

For every 1,000 email subscribers, nonprofits have 285 Facebook
Fans, 112 Twitter Followers, and 13 Mobile Subscribers (US)

Source: M+R
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Social Media

The first aim of a social media campaign should be to establish
connections and foster relations with like-minded people
and organizations.

This is usually attained through the generation and diffusion
of information and resources (e.g. multimedia content).

An organization may be predominantly preoccupied with
other objectives such as fundraising. However, a uni-
dimensional strategy that focuses exclusively on such
objectives and neglects the need to generate and diffuse
information and other relevant content, may appear too
aggressive and counterproductive.
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POPULAR CAUSES ON SOCIAL MEDIA

A major goal of many orgonzafions and couses foday is to spark conversafion among
sociol media supporters. So which couses are succeeding the most o this foday?

37% E
E

eyl Tt Rl
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Source: Avectra
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65% of all social media activity
occurs on a smartphone (US)

OF AL
 MOBILE
L7 INTERNET
> TRAFFIC
IS FOR
SOCIAL

MEDIA

h%E‘i FACEBOOK

RS CHECK THEIR
WALL 5 TIMES PER DAY
PEOPLE SPEND

10F EVERY T MINUTES

ON FACEBOOK

WHEN ONLINE

Source: MobileCause
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To get comfortable with social media
requires much effort

Those who are not familiar with social media will need
more than training; they'll need convincing that social
media are relevant to the organization's mission.
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Social Media is not One Person’s Job

Social media produce the best results when used across all
departments of an organization.
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Start Slowly

Adopting social media may be hard for staff and volunteers.
Some people are eager to try new things, others are less so.
Assess which medium might offer the best opportunity. You
may need outside help or training to do this. Inform,
measure, revise, and start again. It's one step at a time.
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media should be viewed as part of
marketing development

e Social media are part of marketing development,
communication, outreach and advocacy strategy.

* Meet people in person !

* Organize networking events !
* Demonstrate |

e Act!
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To decide which social medium to use, you need
to answer three questions:

 What do you want to accomplish?
 Which goals do you want to reach?

* How much time and money can you spend?
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Review your Communication Strategy

You should regularly review your digital marketing results to
verify that your initial goals have been met, or to determine
if you need to change course.

Communications
Strategy
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Additional resources

*http://www.seerc.org/atsiv/vile/

*https://www.facebook.com/trainingNGQs/

*www.ngotraining.eu
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http://www.seerc.org/atsiv/vle/
https://www.facebook.com/trainingNGOs/
http://www.ngotraining.eu/

This work is part of the professional development resources for NGOs

developed under Advancing the Third Sector through Innovation & Variation
(ATSIV).

ATSIV is a project financed by ERASMUS+ KA2, implemented during 2016-2019
by a consortium of Greek, Bulgarian, Polish and Romanian organizations. It
aims at increasing the professional competences of NGO workers by developing

and making available an open access online platform of training through
gaming.

The European Commission support for the production of this publication
does not constitute an endorsement of the contents which reflects the views
only of the authors, and the Commission cannot be held responsible for any
use which may be made of the information contained therein.
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