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Appalachian Regional Commission Overview

The Appalachian Regional Commission (ARC) is a regional economic development
entity that represents a partnership between federal, state, and local governments.
Established by an act of Congress in 1965 through the Appalachian Regional
Development Act (ARDA), 40 U.S. Code §§14101-14704, ARC is composed of the
governors of the 13 Appalachian states and a federal co-chairperson, who is
appointed by the president of the United States. Local participation is also provided
through multi-county local development districts (LDDs). ARC serves a 206,000-
square-mile region of 26.4 million people that includes all of West Virginia and parts
of 12 other states: Alabama, Georgia, Kentucky, Maryland, Mississippi, New York,
North Carolina, Ohio, Pennsylvania, South Carolina, Tennessee, and Virginia. To learn
more about ARC's strategic investment goals, objectives, and guiding principles visit
WWW.arc.gov.

SESSION 1: Introduction to the Course
l. Welcome

[I. Course Overview

[1l. Course Outcomes

IV. Course Objectives

V. Assignment

l. Welcome

Welcome to the Self-Paced Marketing and Communications course for the READY
Nonprofits Training Program. This course is designed to support nonprofit
organizations in the Appalachian Region with emphasis on improving their internal
capacities, which will help them leverage other resources to improve the quality of
life and foster economic development in their surrounding communities.
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Il. Course Overview

The marketing and communications course for nonprofit organizations is designed
to equip participants with essential skills and strategies to effectively promote their
missions and engage with diverse stakeholders—both internal and external. The
course helps participants develop an understanding of how to craft a compelling
and branded narrative that engages and grows their community of supporters.

The course will focus on practical aspects of planning and implementing marketing,
fundraising, and crisis communication plans. Participants will explore various media
channels, including digital platforms and traditional media, and learn to tailor
communication strategies to different audiences. Emphasis will be placed on using
storytelling, social media, and visual content to enhance engagement and build
meaningful connections with donors, volunteers, and the community.

This course includes five sessions with each session incorporating up to three
modules. Each module provides content related to the course objectives and
learning outcomes. We encourage you to explore the various reflection questions
and assignments to help further your engagement with the course materials and
direct application within your organizational environment. This course is designed to
be completed sequentially by starting with session one and ending with session five.
Each session’s assignments and activities build upon content covered in prior
sessions. Throughout the materials there are questions to be used as a cue to pause
and take notes or reflect in a manner and medium that best suits your learning style.
Reflecting on application is key in extending learning and permeating the
knowledge, tools, and practices throughout your organization.

lll. Course Outcomes

Participants will be equipped with the knowledge and tools to elevate the visibility,
credibility, reputation, and impact of their nonprofit organizations through content
creation, strategic marketing, public relations, and communications practices.

IV. Course Objectives
At the conclusion of this course, participants will know how to:

e Understand fundamental marketing and communication concepts for
nonprofit organizations.

e Create a communication plan by applying marketing and communication
principles.

e Understand successful communication strategies.
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e Explore the significance of effective storytelling and visual communication in
the nonprofit sector, recognizing how these elements contribute to building a
compelling narrative.

V. Assignment

In preparation for the next session, please select and review one "visual asset" your
organization uses regularly.

Examples of visual assets include photos, videos, infographics, illustrations, charts,
graphs, brochures, flyers, posters, banners, and social media graphics. Have the
visual asset on hand as you begin Session 2.

Session 2

SESSION 2: Nonprofit Marketing and Communications Basics
l. Session Outcomes

Il. Standards for Excellence

[1l. Introduction to Nonprofit Marketing and Communications

IV. Crafting a Nonprofit Brand

V. Storytelling for Nonprofits

VI. Assignment
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l. Session Outcomes

Session Outcomes

After this session, you will have:

> Reviewed marketing and communications in the
nonprofit sector

Examined the key differences between nonprofit
and for-profit marketing

Explored the role of marketing in advancing
nonprofit missions

Practiced using nonprofit branding, narrative
development, and storytelling techniques

Il. Standards of Excellence

Standards For Excellence

Standards for]llnstltute

cXceuernce

Developed by the Standards for Excellence Institute

By implementing the performance benchmarks in the
code, nonprofit organizations will meet the highest ethical
standards for effective service in the public interest.

By following the guidelines outlined by the Standards for Excellence Institute,
nonprofits can meet the challenges facing nonprofits and provide the highest
quality service in the public interest.
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https://standardsforexcellence.org/about-the-standards/

e The Standards describe how nonprofits should act to be ethical and
accountable in their program operations, governance, human resources,
financial management, and fundraising.

The Standards are based on 58 guiding principles.

e Thisis one set of standards, but there are others successfully used by
nonprofits.

A. Standards for Excellence and the Five Pillars

ﬂtandards for Excellence and the Five Pillars

@ 1. Mission, strategy, and evaluation

3&‘ 2. Leadership: Board, staff and volunteers
m 3. Legal compliance and ethics

= . .

[=-] 4. Finance and operations

5. Resource development

This course uses a modified version of the Standards for Excellence. Several of the
pillars are:

1. Mission, Strategy, and Evaluation: Mission and impact, planning strategically,
organizational evaluation, program evaluation, strategic partnerships

2. Leadership: Board, Staff, and Volunteers: Leadership and governance, leadership
and operational management, cultural competency

3. Legal Compliance and Ethics: Maintaining legal compliance, required public
disclosures, reporting misconduct and whistleblower protection, conflicts of interest,
ethics

4. Finance and Operations: Financial budgeting, reporting, and monitoring, internal
controls and financial policies, personnel policies, administrative policies, risk
management and insurance
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5. Resource Development: Resource plan, sources of income, fundraising, donor
relations, acceptance of gifts, fundraising on behalf of the organization

lll. Introduction to Nonprofit Marketing and Communications

Introduction to Nonprofit
Marketing and Communications

Marketing and communications in the nonprofit sector play a critical role in building
awareness, engaging stakeholders, and driving support for the organization's
mission.
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A. Marketing and Communications in the Nonprofit Sector

Overview of marketing and communications
in the nonprofit sector

= Audience Targeting and Engagement
- Brand Development and Consistency
2 Integrated Multi-Channel Strategies
- Content Marketing and Storytelling

2 Measurement and Adaptation

- Ethical Considerations and Transparency

Appalachian
Regional
Commission

An overview of key aspects of marketing and communications for nonprofits is
detailed below:

Audience Targeting and Engagement: Understanding and segmenting the
audience is crucial for effective communications. Nonprofits must identify the
needs and preferences of different groups, such as donors, volunteers,
beneficiaries, and the general public, to tailor messages that resonate and
engage each segment effectively.

Brand Development and Consistency: Developing a strong and consistent
brand identity helps nonprofits stand out and build trust with their audience.
This includes a recognizable logo, a cohesive color scheme, and a consistent
tone and style in all commmunications. Consistency across all channels
reinforces the organization’s identity and message.

Integrated Multi-Channel Strategies: Nonprofits should commmunicate their
message through various channels (as appropriate for their target audiences),
including social media, email, newsletters, websites, and traditional media. An
integrated approach ensures the organization's message reaches its
audiences at multiple touchpoints.

Content Marketing and Storytelling: Content marketing is a powerful tool for
nonprofits, allowing them to tell their story and the stories of those they help.
Effective storytelling can capture the heart of the nonprofit's mission and
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make a compelling case for support. Content should be informative,
engaging, and designed to drive action, such as donations, sign-ups, or shares.

e Measurement and Adaptation: Nonprofits need to continually measure the
effectiveness of their marketing and communication efforts and adapt
strategies based on results. This can include tracking engagement rates,
donation levels, event attendance, and other key performance indicators.
Insights gained from data help refine tactics and improve overall impact.

e Ethical Considerations and Transparency: It's important for nonprofits to
adhere to high ethical standards in their marketing and communications. This
includes being transparent about how donations are used, respecting privacy
and data protection laws, and avoiding misleading or exaggerated claims.

By focusing on these elements, nonprofits can effectively communicate their value,
engage their audience, and advance their mission in a competitive landscape.

B. Key Differences Between Nonprofit and For-Profit Marketing

Marketing in the nonprofit sector differs from for-profit marketing in several
fundamental ways, driven by distinct goals, approaches, and resources.

Key differences are explored further in the following slides.

Key differences between nonprofit and for -profit marketing

Mission-Driven Focus vs. Profit -Driven Goals

NONPROFIT FOR-PROFIT

Nonprofit organizations center their For-profit entities primarily maximize
marketing around their mission, which profits and shareholder value. Their
typically involves social, environmental, or marketing strategies aim to increase
humanitarian goals. The success of their sales, market share, and overall business
marketing is measured by how effectively growth. Success is measured in financial
they mobilize support, increase terms, such as revenue and return on
awareness, and achieve social impact. investment.
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Key differences between nonprofit and for -profit marketing

Emotional Appeal and Storytelling

NONPROFIT

Nonprofits rely heavily on emotional
appeal and storytelling to connect with
their audience personally. They use
stories of the individuals or causes they
help to evoke emotions such as
compassion, empathy, and urgency,
which are powerful motivators for
donations and volunteerism.

FOR-PROFIT

While for-profits also use emotional
appeal, it is typically aimed at creating a
desire for a product or service, enhancing
brand loyalty, or differentiating from
competitors. The emotional connections
are often related to lifestyle
enhancement, status, convenience, or
pleasure.

Key differences between nonprofit and for -profit marketing

Resource Constraints and Volunteer Reliance

NONPROFIT

Nonprofits often operate with limited
budgets and rely heavily on volunteers to
carry out marketing initiatives. This can
affect the scale, scope, and frequency of
their campaigns. Nonprofits must be
creative and strategic in using cost-
effective methods and leveraging
partnerships and sponsorships to amplify
their reach.

P Appalachian
Re
Cor

FOR-PROFIT

For-profit companies generally have
more substantial budgets for marketing
and can invest in extensive advertising
campaigns, hire professional staff, and
utilize advanced marketing tools and
technology. This financial capacity allows
for a broader and more aggressive
marketing approach.

These key differences highlight the unique challenges and approaches required in
nonprofit marketing compared to for-profit ventures. Understanding these
distinctions is crucial for effectively navigating the nonprofit sector's unique
landscape and achieving its mission-driven goals.
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C. The Role of Marketing

Program Growth

Role Of - Expanding reach
marketing in

= Enhancing engagement

-
advancing

= Building relationships

IlOIlpl‘Oﬁt = Recognition and appreciation
missions

Marketing plays a critical role in advancing the missions of nonprofit organizations
by enhancing visibility, engagement, and support. Here are two key areas where
marketing directly contributes to the success of nonprofit missions:

Program Growth:

Expanding Reach: Effective marketing strategies help nonprofits broaden the
reach of their programs. By effectively communicating the benefits and
impacts of their initiatives, nonprofits can attract more participants,
volunteers, and partners. Marketing can be used to launch new programs or
expand existing ones into new geographic or demographic areas.

Enhancing Engagement: Marketing also plays a vital role in keeping the
audience engaged. By using targeted communications and regular updates,
nonprofits can keep their programs at the forefront of their communities'
minds, encouraging ongoing participation and support.

Donor Retention:

Building Relationships: Marketing is essential in building and maintaining
relationships with donors. Through consistent and personalized
communication, nonprofits can keep donors informed about how their
contributions are being used and the impact they are making. This
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transparency and regular engagement help in building trust and loyalty
among donors.

e Recognition and Appreciation: Utilizing marketing channels to recognize
and appreciate donors can significantly increase retention. This might include
highlighting donor contributions in newsletters, annual reports, or social

media platforms, making donors feel valued and more likely to continue their
support.

Overall, marketing is not just about promoting a nonprofit's brand; it's a strategic
tool that can drive program growth, and enhance donor retention, all essential for

advancing its mission. This strategic integration of marketing helps nonprofits
continue to thrive and significantly impact their respective fields.

\ ! 7/
-- Questions to consider:
4 N

What marketing challenges does your organization currently face?

How does your organization utilize marketing to further its mission?

Who is responsible within your organization for crafting messages for marketing
efforts?
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IV. Crafting a Nonprofit Brand

Crafting a Nonprofit Brand

A. Branding for Nonprofits

Effective branding is a powerful tool to help nonprofits commmunicate their mission
and values.

/

Understanding
Branding for Nonprofits

= Define the brand identity.
= Create consistency across all platforms.

- Engageand use storytelling.

= Align with audience values
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Here are four important points:

Define the Brand Identity: Nonprofits need to establish a clear brand identity that
reflects their mission, values, and the impact they aim to have. This includes
developing a recognizable logo, color scheme, and a consistent tone of voice that
resonates with their target audience and differentiates them from other
organizations.

Create Consistency Across All Platforms: It's crucial for nonprofits to maintain
consistency in their branding across all forms of communication platforms, digital
assets, and materials. This includes websites, digital graphics, social media platforms,
print materials, and public statements. This helps build trust and recognition,
making it easier for supporters and donors to identify and remember the
organization.

Engage and Use Storytelling: Effective branding for nonprofits often involves
storytelling that emotionally connects the audience to their cause. Sharing real-life
stories about the people they help and the beneficial outcomes of their work helps
build the nonprofit's credibility and engage supporters. Be sure to obtain informed
consent, explaining how the stories will be used and giving them control over what
part of the stories will be shared.

Align with Audience Values: Nonprofits should align their branding with the values
and expectations of their target audiences to build, retain, and expand engagement
and support. Understanding the audience’s needs, preferences, and motivations is
essential to crafting branded campaigns and messages that appeal directly to core
audiences.
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\ ! 7/
-- Questions to consider:
d N

Before we move into the next section of Session 2, please locate a communications
document that has been utilized in sharing your work with key stakeholders. This
could be an annual report, donor letter, an acknowledgement (thank you) letter,
newsletter, or email message that your organization has created that shares key
messaging about your organization’'s work.

What roles within your organization were involved in creating the narrative within
the document?

How often is the narrative adjusted?

B. Elements of a Compelling Nonprofit Narrative

Creating a compelling narrative for a nonprofit involves several elements that can
effectively convey the organization's story and mission to engage supporters and
stakeholders.
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Elements of a Compelling
Nonprofit Narrative

2 Authenticity
- Emotional connection
= Clear mission and vision

= Impact visualization

Here are four key elements:

Authenticity: The narrative should be genuine and reflect the true nature of the
nonprofit's work. Authentic stories that showcase real challenges, successes, and the

organization's impact resonate more deeply with the audience, fostering trust and
empathy.

Emotional Connection: A compelling narrative should tap into the audience's
emotions. By evoking feelings such as compassion, hope, and urgency, nonprofits

can motivate individuals to support their cause through donations, volunteer work,
or advocacy.

Clear Mission and Vision: The narrative should communicate the nonprofit's
mission and vision. This includes explaining why the organization exists, the specific
problems it addresses, and the future it envisions. Providing this clarity helps the
audience understand and connect with the nonprofit's goals.

Impact Visualization: The narrative should illustrate the tangible impact of the
nonprofit's efforts. This can be achieved through stories that show how specific
projects or initiatives have made a difference in the community or individuals' lives.
Demonstrating impact can inspire confidence and further investment from
supporters.
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C. Mission-Driven Messaging

Developing mission-driven messaging for a nonprofit involves creating
communication strategies that align closely with the organization's core purpose
and goals.

Developing Mission-
Driven Messaging

= Core mission clarity
= Audience specificity
= Value proposition

= Call to action

R nal
C ission

Here are four crucial elements to consider:

Core Mission Clarity: The messaging must clearly articulate the nonprofit's mission.
This involves defining what the organization stands for, its primary goals, and why it
exists. Ensuring that every message reflects these core elements helps maintain
focus and reinforces the organization's identity to the audience.

Audience Specificity: Tailor messages to specific segments of the audience.
Understand the interests and needs of different stakeholder groups, including
donors, volunteers, and the communities you serve. Customizing messages to
resonate with each segment can enhance engagement and effectiveness.

Value Proposition: Highlight the nonprofit's unique value. This should address how
the organization's approach or services solve problems or improve situations
differently than other entities. Communicating this value proposition helps
differentiate the nonprofit in a crowded sector.

Call to Action: Ensure that each piece of messaging includes a clear, realistic action
for the audience to take. Whether it's a request for donations, an invitation to
volunteer, or an appeal to share information, a direct call to action can motivate
immediate responses and foster deeper involvement with the nonprofit's work.
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D. Branding: A Case Study

As we explore branding for nonprofits, the following is an example of a successful
nonprofit brand.

/ Branding: A Case Study

Because of you,
214,000+ STUDENTS
are learning about dairy farming.
Let's look at an example

of a successful
nonprofit brand.

) =y | |
DairyExce"ence centerfordairyexcellence.org
[EOUNDATION v

e https://www.centerfordairyexcellence.org/ /

Please navigate to the Center for Dairy Excellence / Dairy Excellence Foundation
website and take 10 minutes to review the site and the branded collateral.

N\ ! 7/
-- Questions to consider:
4 N

What do you find compelling about the brand?

Are there components from this example that could be applied to your
organization's branded assets? If so, what?

Page | 20


https://www.centerfordairyexcellence.org/

R Q Now Let's Review

d Your Visual Assets

that Support Your

Nonprofit's Brand

k. J

\II

-- Questions to consider:
4 N

In Session 1, you were assigned to review your organization’s branded assets and to
have one or more available to review as part of this session. Look at the branded
assets as you reflect on what has been covered so far in this session. What is working
well?

How does your branded asset align with the practices shared within this session?
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What could be strengthened?

If you have ideas on how to strengthen your branded assets, what steps should your
organization take?

What role within your organization would be assigned or involved in this process?

V. Storytelling for Nonprofits

Storytelling is a powerful tool for nonprofits to communicate their message and
engage their audience.
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A. The Art of Storytelling

/ The Art of Storytelling in the Nonprofit Context

The art of storytelling is the skill of crafting and delivering narratives that connect
with, engage, and influence an audience by making them feel emotions, see
possibilities, and understand the world differently.

The following are key aspects for mastering the art of storytelling in the nonprofit
context:

Personal Stories: Utilize personal stories highlighting individual experiences or
transformations facilitated by the nonprofit's work. These stories should focus on
specific people or communities, providing a human face to the issues the nonprofit
addresses. This helps to create a more relatable and emotional connection with the
audience.

Visual Elements: Incorporate compelling visuals, such as photographs, videos, and
infographics, to complement and enhance the narrative. Visual storytelling can
effectively convey the impact of the nonprofit's efforts and make the story more
memorable.

Emotional Appeal: Craft stories that evoke compassion, hope, or urgency. Emotional
appeals can motivate the audience to take action, whether through donations,
sharing the story, or volunteering.

Structure and Clarity: Maintain a clear and engaging structure in storytelling. Start
by setting the context, then introduce the challenge or problem, then the resolution
or impact of the nonprofit's work, and conclude with a call to action. This structure
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helps guide the audience through the narrative smoothly and reinforces the
message.

B. Storytelling Formula

/ Nonprofit Storytelling Formula

¥ FOCUS

= Focus on ONE person,
place, or thing

¥ PROVIDE

= Provide rich detail

¥ PRESENT

= Present a solvable problem

Point 1: Focus on ONE person, place, or thing:

When we concentrate our story on a single character or location, it helps the
audience forge a deeper emotional connection. This singular focus makes the story
more memorable and impactful.

Point 2: Provide Rich Detail:

Rich, vivid details bring our stories to life. They allow the audience to visualize the
scene and empathize with the subjects. Describe the context/environment,
emotions, and everyday realities the subjects face.

Point 3: Present a Solvable Problem:

Every compelling story needs a conflict or challenge. For nonprofits, stories
presenting a solvable problem encourage optimism and show the impact of their
work.
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-l Case Study: Successful Nonprofit Stories

Read each of the case studies below. As you do, consider and identify the following:
e Narrator (who is telling the story?)
e Character(s) (who is the story about?)
e Secondary characters (who else is included?)

e Keylanguage (what words and phrases are repeated?)

Jim* is a long-time patient of the Hope Within Community Health Center. He works
at a local convenience store and can't afford medical insurance. Last year, we
conducted a routine PSA (Prostrate-Specific Antigen) screening for him, which came
back elevated. We immediately referred him to Hershey Medical Center Urology due
to the potential for prostate cancer. Three months later, he was back in our office,
and the test came back elevated again. After our caring staff discussed the severity
of the matter with him, we learned that due to the cost of the visit, he never went to
the urologist. After explaining the risks, he agreed to go, and our team went to work,
finding ways to help him pay for it. Thankfully, we persisted, and thankfully, Jim
went. He needed surgery, and we were able to get him on short-term medical
assistance to help cover it. During the time he was off work recovering from surgery,
he was cared for by a Hope Within staff person who took it upon herself to bring
groceries to the family. Jimm now sees the need for a healthier lifestyle, and through
Hope Within referrals, he has seen a dietician, athletic trainer, and optometrist. Jim is
on a much healthier path and can continue working to support his family because
Hope Within was there to provide help (and follow up).

*Not his real name (to protect patient confidentiality)

Ron stopped by the library every day from April of 2020. When he first came in, he
was disheveled and scruffy, but the staff treated him with the same respect as
anyone who came in. He got a library card. Then, he locked himself down on a
computer, intensely watched skills videos, filled out applications, and worked on his
resume. One day, several months ago, he asked one of the library assistants if she
knew where he could get a cheap haircut. She called a business associated with the
library, and the owner gave him the full treatment - haircut, shave, beard trim,
mani/pedi, and some products - all free of charge. Then he asked about work clothes
- he wanted a pair of khaki pants, a nice button shirt, a tie, a belt, and shoes. The
library coordinated with a neighboring church, giving him several pieces to last a
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few days. He thanked them for everything they did. And then - he didn't come
around. Of course, everyone was worried about him. He was more of a fixture than
the chairs. Where did he disappear to? Then, after weeks, he showed up, all shined
up in nice jeans, pressed button-down and casual shoes. HE GOT A JOB AND HIS
FIRST PAYCHECK! He handed the desk clerk $50 as a donation, thanked her for
everything they did for him, and promised to keep giving. You made this possible.
Your ongoing support ensures we're always here to help.

Credit: Don Kling, Volunteer Fundraiser, Spring Township Library (Wyomissing, PA)

Danielle was living her perfect life. She lived in her dream home with her husband
and two small children. That is until she got her breast cancer diagnosis.

You see, as long as Danielle worked full-time as a registered nurse at the Hershey
Medical Center, her family had plenty of income. Their nightmare didn't really begin
until Danielle’s cancer treatments forced her into a part-time work schedule.

This family, like many other local families fighting cancer, faced the real possibility of
losing the home that they love, the home that was a source of stability in an
otherwise chaotic time.

Because of supporters like you, Danielle’'s mortgage was paid for several months
until she was well enough to return to a full-time work schedule. Many families are
facing the same crisis as Danielle due to a cancer diagnosis and a sudden loss of
income.

\ ! 7/
-- Questions to consider:
d N

Now that you have read the case studies, please answer the following questions.

How was the nonprofit storytelling formula applied within the case studies?

Was one of the case studies more compelling than the others? If so, why?
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How did the case studies appeal to your emotions?

C. Testimonials and Success Stories to Engage Audiences

Using testimonials and success stories is an effective way to engage audiences in the
nonprofit context.

/ Using Testimonials and Success Stories
to Engage Audiences

- Authentic testimonials
= Varied perspectives
- Emotional resonance

= Strategic placement

P Appalachian
Regional
Commission

Points to consider:

e Authentic Testimonials: Choose genuine and heartfelt testimonials from
individuals or communities that have directly benefited from the nonprofit's
work. Showcasing real-life impacts can build credibility and trust among
potential donors and volunteers.

e Varied Perspectives: Include a variety of testimonials and success stories to
reflect the range of individuals and communities the nonprofit serves. This
approach can broaden the organization's appeal by showing its impact across
different demographics and scenarios.

e Emotional Resonance: Ensure that the testimonials and stories chosen
resonate emotionally with the intended audience. Stories of triumph,
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resilience, and transformation can inspire and motivate others to support the
cause. Emotional resonance can be a powerful motivator for action.

e Strategic Placement: Use testimonials and success stories strategically across
different coommunication platforms. Whether on social media, in newsletters,
annual reports, or fundraising campaigns, it is crucial to place these stories
where they can be most effective. They should highlight the nonprofit's
achievements and encourage community involvement.

e Ethical and Impactful Storytelling: Sharing client/participant stories are an
impactful component of demonstrating impact. Organizations should follow
ethical practices that include obtaining informed consent, using authentic
visuals (photos/videos), while focusing on strength-based narratives.
Organizations should work with their legal counsel to create and implement a
Media Release Form that details where the story will appear and obtain
consent for sharing the story. Using pseudonyms, changing identifying
details, and using stories to illustrate points anonymously can be employed to
protect privacy when sharing sensitive information.

Nonprofit Testimonial Exercise

Review the four testimonials below and make note of the following:

Which one is your favorite?

Which one do you feel would be most effective at attracting program participants?

Which one do you feel would be most effective at attracting new financial donors?

From your perspective, what makes a nonprofit testimonial successful?

1. From a Recipient of Educational Services: "Thanks to [Nonprofit Name], I've had
the opportunity to transform my life through education. Their scholarship
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program enabled me to attend college, a dream | once thought was
unreachable. The support and guidance | received were phenomenal. Every step
of the way, they were there, making sure | had the resources and mentorship to
succeed. | am now on track to graduate with honors, and it's all because of their
belief in my potential."

2. From a Beneficiary of Healthcare Services: "l cannot express enough gratitude
to [Nonprofit Name] for their incredible support during my illness. When | felt
overwhelmed with medical bills and the uncertainty of my health, they stepped
in to provide not just financial assistance, but also emotional support. Their staff
visited me regularly, ensuring that | wasn't just another case number but a
person deserving of compassion and care. Their help was a beacon of hope in my
darkest times."

3. From a Participant in a Food Security Program: "Before | found [Nonprofit
Name], my family struggled daily with food insecurity. The stress of not knowing
where our next meal would come from was unbearable. Since becoming part of
their food distribution program, we've not only received nutritious meals but also
education on healthy eating and budgeting for our groceries. They have truly
changed our lives, giving us the security and knowledge to move forward."

4. From a Community Development Program Participant: "Living in a community
that faced constant neglect was tough, but [Nonprofit Name]'s development
program has sparked a positive change that seemed impossible before. They've
empowered us with tools to improve our neighborhood and trained us in
leadership skills that have enabled us to advocate for ourselves. The
improvements in our local parks and public spaces have brought the community
together, thanks to the vision and dedication of this incredible team."

D. Telling Difficult Stories Respectfully

Telling difficult stories, especially those involving traumatic or sensitive subjects,
requires a thoughtful and respectful approach to ensure the dignity of the
beneficiaries is upheld. Incorporating principles of trauma-informed storytelling can
help nonprofits navigate these narratives.
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/ How to Tell Difficult Stories While
Respecting Beneficiaries

» Trauma-informed practices
» Consent and control
» Context and sensitivity

» Support and resources

P Appalachian
Regional
‘Commission

Key points to consider as you utilize testimonials and success stories:

Trauma-Informed Practices: \When telling difficult stories, it's important to use
trauma-informed practices prioritizing the safety and well-being of those sharing
their experiences. This means awareness of the triggers and emotional responses
the storytelling process might invoke. Storytellers should be trained in recognizing
and responding to trauma symptoms, ensuring that sharing a story does not re-
traumatize the individual.

Consent and Control: Always obtain informed consent from the individuals whose
stories are being told. This involves explaining how their stories will be used and
giving them control over what parts of their stories are shared. Respecting their
wishes and privacy is paramount.

Context and Sensitivity: Provide context for the difficult stories to help the audience
understand the background and challenges the beneficiaries face without
sensationalizing their suffering.

Support and Resources: Ensure that storytelling accompanies support for those
who share their stories. This can include access to counseling or psychological
support. Additionally, ensure that resources or guidance are available to the
audience, which can be particularly important if the content might trigger distress.

By integrating these principles, nonprofits can tell powerful and impactful stories
while respecting and supporting the beneficiaries of their work.
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VI. Assighment
Prior to starting the next session, complete the following assignment:
The Super Simple Elevator Speech

An elevator speech is a brief, persuasive pitch that effectively communicates the
core of your nonprofit's work and why it matters.

An elevator speech is essential because it lets you quickly introduce your nonprofit's
mission to potential supporters, donors, or partners. It's your chance to make a
strong impression in a very short time, typically the duration of an elevator ride!

The formula is: We help [who], so they can [do what]. Let me tell you about [first
name]j.

1. Fill in the 'We help [who]' part. This is where you specify the target group or
community your nonprofit serves. Be as precise as possible; this helps listeners
immediately understand who benefits from your work.

2. Complete the 'So they can [do what]' section. Here, describe what your
beneficiaries can achieve with your help. This highlights your nonprofit's impact and
illustrates the change you're making.

3. The personal touch: 'Let me tell you about [first name].' Share a brief story or
example about someone your nonprofit has helped. Make sure you have already
received informed consent from this individual to share the story publicly. This
makes your speech more relatable and memorable by putting a human face on the
impact of your work.
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Super Simple Elevator Speech Template | Part 1
“We help [who],”

[Who] examples: children, students, residents, citizens, the homeless, seniors,
businesses, animals, farmers, artists, etc.
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Part 2
“So they can [do what].”

[Do what] examples: Thrive, succeed, learn, survive, prosper, live independently, be
healthy, have a positive future, etc.

Part 3

“Let me tell you about [first name], [story].”
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Session 3

SESSION 3: Elements of Effective Nonprofit Marketing &
Communications

I. Assignment Review

[l. Session Outcomes

Ill. Social Media and Digital Marketing

IV. Visual Communication and Design

V. Impact Reporting

VI. Building a Communication Plan

VII. Assignment

I. Assignment Review

Review the Super Simple Elevator Speech you drafted during Session 2 with an open
mind and perspective.

Is there anything you would like to modify?

If you did not share the draft speech with anyone, think of two to three colleagues,
board members, or organizational partners who can provide feedback on it. Make a
plan to share your speech (verbally) with them in the coming week. Ask them to
share their thoughts on the elevator speech’s strengths, as well as areas for
improvement. Incorporate appropriate feedback to strengthen the speech.

Then, start using it! Look for opportunities to share your Super Simple Elevator
Speech and continue to refine and adapt it as appropriate. The Super Simple
Elevator Pitch can be used at networking events, in introductory conversations
when asked about what your organization does, and as an example that can be
shared with throughout your organization with staff and volunteers.

Now, let's review the outcomes for Session 3.
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Il. Session Outcomes

Session Outcomes

After this session, you will have:

> Reviewed social media and digital marketing for
nonprofits

Explored visual communication and design
principles

Examined the basics of impact reporting and
how to communicate results effectively

lll. Social Media and Digital Marketing

Social media platforms help nonprofits engage with their audiences, increase
visibility, and drive support for their causes. The key is to create content that drives
engagement. Ensuring your organization’s social media and marketing efforts
incorporate best practices is key!

Overview of how nonprofits can utilize these platforms:

Facebook: Ideal for community building and engagement, Facebook allows
nonprofits to share updates, create event pages, and run targeted ads. Its broad
demographic reach makes it a versatile tool for storytelling and fundraising through
features like Facebook Charitable Giving.

Instagram: With its visual focus, Instagram is perfect for sharing impactful images
and stories that capture the essence of a nonprofit's work. Features like Stories,
Reels, and the ability to link to donation pages in bio or stories enhance engagement
and direct fundraising efforts.
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Twitter / X: This platform is excellent for real-time communication. Nonprofits can
use Twitter to share news and updates and engage in conversations around relevant
topics or movements. Twitter's fast-paced nature helps amplify messages quickly
and reach a wide audience.

LinkedIn: Particularly useful for professional networking, LinkedIn helps nonprofits
connect with industry professionals, potential donors, and partners. It also serves as a
platform for recruiting volunteers and staff, sharing organizational achievements,
and publishing articles highlighting thought leadership.

TikTok: This short-form video platformm engages mostly Gen Z and early Millennials,
especially in the U.S. Its algorithm and creative tools make it easy for short, engaging
videos to spread quickly, making it especially useful for marketing. Nonprofits can
use TikTok to reach younger audiences, tell mission-driven stories, and drive
donations through authentic, trend-aligned short-form video.

YouTube: Reaching over two billion logged-in monthly users, YouTube is a global
online video-sharing and social media platform where people can upload, watch,
and share videos. Nonprofits can use it to tell stories, show behind-the-scenes, and
put easy-to-click donate buttons on videos.

Please note that this is not an exhaustive list of social media platforms, there are
many other platforms that could benefit nonprofit communications and marketing
efforts.

A. Social Media Content That Drives Engagement

Creating engaging social media content is crucial for nonprofits to capture attention,
foster engagement, and ultimately support their causes.
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Creating Social Media Content That Drives Engagement

=~ Leverage visual storytelling.

=~ Encourage user interaction.

= Utilize hashtags and trends

= Stay currenton algorithms.

— Schedule regular updates with consistent
messaging.

Key strategies to enhance social media engagement:

Leverage Visual Storytelling: Utilize compelling images, videos, and infographics
that tell the story of your impact. Visual content is more likely to be shared and
remembered. High-quality photos of your activities, video testimonials from
beneficiaries, and infographics that break down your work can significantly increase
engagement. To grab your audience’s attention, employ a hook like an unexpected
statement of curiosity, a question, or a short anecdote that makes people want to
tune in further.

Encourage User Interaction: Create posts that invite interaction from your
audience. This could include questions, polls, or calls to action encouraging
comments, likes, and shares. For example, asking followers to share their stories
related to your cause or to participate in a photo contest can boost engagement and
create a sense of community.

A/B Testing: Consider A/B (split) testing to experiment with what stories, platforms,
digital assets, and engagement methods align with your audience. A/B testing can
test effectiveness, maximize resources, encourage data driven decision making, and
help inform your ongoing marketing efforts.

Utilize Hashtags and Trends: Tap into existing conversations and trending topics
relevant to your mission with appropriate hashtags. This increases the visibility of
your posts to a broader audience. Participating in popular campaigns or creating a
unique hashtag for your events can keep your content fresh and discoverable.
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Stay Current on Algorithms: Social media platforms are constantly changing and
evolving. Keeping up to date with how algorithms are prioritizing content ensures
your videos and posts are being seen and users can engage in a meaningful way.

Schedule Regular Updates with Consistent Messaging: Maintain a regular posting
schedule to keep your audience informed and engaged. Consistent messaging that
aligns with your branding and mission helps build a reliable voice and keeps your
followers interested and connected to your cause. Tools like social media
management software can help plan and automate your posts for optimal times.

By implementing these strategies, nonprofits can create social media content that
drives engagement, effectively communicates their mission, and encourages more
people to get involved.

Best Practices for Digital Marketing and Campaigns

Email marketing and digital campaigns are essential for nonprofits to communicate
with supporters, raise funds, and promote events.

- Segment your audience.
2 Craft compelling subject lines.

-2 Optimize content for engagement.

Best Practices for 5 Measure and adapt.
Email Marketing
and Digital
Campaigns

- Ensure mobile-friendliness.

2 Maintain compliance and respect
privacy.

Segment Your Audience: Tailor your communications by segmenting your email list
based on audience behavior, interests, and engagement levels. Personalized emails
that address recipients' specific interests or past interactions are more likely to be
opened and acted upon. For example, separate lists for regular donors, volunteers,
and those who have attended past events can help you craft messages that
resonate with each group.

Craft Compelling Subject Lines: The subject line is the first impression of your email
and determines whether it gets opened. Use clear, engaging, and concise language
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that communicates the value or urgency of the email. Testing different subject lines
(A/B testing) can help you understand what resonates best with your audience.

Optimize Content for Engagement: Keep your email content clear, concise, and
focused on readers' interests. Include compelling calls to action (CTAs) like donating,
signing up for an event, or more information links. Visuals such as images and videos
can enhance engagement, while bullet points and short paragraphs make the
content easier to digest.

Measure and Adapt: Utilize analytics to track the performance of your emails and

digital campaigns. Key metrics to monitor include open, click-through, conversion,
and unsubscribe rates. This data can provide insights into what works and doesn't,
allowing you to refine your strategy and improve future campaigns.

Ensure Mobile-Friendliness: With the increasing use of mobile devices to check
emails, it's crucial to design your campaigns to be mobile-friendly. This means using
a responsive design that adapts to different screen sizes and testing emails on
multiple devices to ensure they look and perform well on any platform.

Maintain Compliance and Respect Privacy: Adhere to email marketing laws and
regulations, such as the CAN-SPAM Act or GDPR for European audiences. Always
provide a clear way for recipients to opt out of receiving emails and respect their
privacy by securely managing their data.

By following these best practices, nonprofits can effectively leverage email
marketing and digital campaigns to enhance their outreach, increase engagement,
and drive meaningful actions from their audience.

Activity - Successful Nonprofit Social Media
Posts/Campaigns

Select and assess one social media post and one email campaign (your choice!) from
the options included below. As you assess, consider the following questions:

What components personally stood out to you?
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What elements of best practices are being utilized?

What could be improved?

Email Campaign #1

Did you know...

Many students in Pennsylvania believe that
brown cows make chocolate milk. Yes, really!

We need your help to make sure the young
people in our communities are well-informed
and become responsible consumers.

Make a donation today to ensure we can
continue reaching as many students and
families as possible next year. We can’t do it
without you.

DONATE

Social Media Campaign #1
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mEm  Projectsomos + Follow
Project Somos Children's Village

mEm Projectsomos Last week our monthly
supporters had the opportunity to do
a live video chat with six of our
students! The Somos kids got to
practice their English and the donors
got to ask questions about their
experience here. Thanks to all who
participated! We look forward to our
next “visit"! #projectsomos
#childrensvillage #donors
#donorexperience #learning
#feedingchildren #educatingchildren
#rhildrancuillana #fincalifa

oQud [

41 likes

Email Campaign #2

Dear Lynne,

BECAUSE OF YOU...

...countless children and their families have a reason to be thankful
Because of your recurring support, patients at Children's Hospital
Colorado can celebrate health and healing and look forward to 2020
with hope and strength, knowing that donors like you are there o
support them every step of the way.

As the only comprehensive nonprofit pediatric hospital in the region,
Children's Colorado provides world-class, lamily-centered health care
to kids in Colorado and across the nation. Your generosity fuels our
ability to treat every child who needs us — more than 230,000
patients every year!

We are grateful for the impact you made as a monthly donor in 2019
You donated 10 gifts totaling [l Thank you for your ongoing
support of Children's Colorado and for creating brighter futures for
our patients and their families.

With gratitude,

Jennifer Roe Darling
President and CEO
Children's Hospital Colorado Foundation

NOTE: This is a summary of your 2019 donations; it is not a receipt
for tax purposes. Please contact gshelp@
childrenscoloradofoundation.org or 720-777-1781 if you have
questions about this statement
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Email Campaign #3

Keep David “the Candy Man" Spreading Sweetness! ¢ 8 B
“

ccsend.com Unsubscribe Oct 8, 2

7 days ago) o

e The Arc of Cumberland & Perry Counties (CPARC) <vburczy-cparc.org@shared

tochad =

el
"Who can take a sunrise?
Sprinkle it with dew;
Cover it with chocolate
and a miracle or two?"

el

Down the candy aisle in a local
Walmart, along with the shiny
metallic foil wrappers and the faint
smell of chocolate, you will find
David. The Candy Man.

David starts his day by checking

{” Down the candy aisle in a local

Walmart, along with the shiny
metallic foil wrappers and the faint
smell of chocolate, you will find
David. The Candy Man.

David starts his day by checking
that everything is stocked and in
order. You can hear the distinct
sound the bags of candy make as
he places them on the shelves.

He's one of the more recent
employees hired through the S. Wilson Pollock Center for Industrial Training
(CIT) transitional employment program. This program gives trainees
supervised work experiences on-site until they're ready to find a competitive
job in the community.

Because of your support, David, aka “the candy man,” can do the job
he wants, and he couldn’t be happier. "David was really excited to use the
ladders, which he couldn’t do at his last job. It's all he wanted," says
Integrated Industry Manager Tawnia Jones.

But David isn't alone at Walmart. He
works alongside Jean in clothing, Dee in
the bakery, and Jess in grocery returns.
They all receive support from CIT's
transitional employment program and
have worked at Walmart for a few
years.
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} them, have access to their hobbies, interests, and employment which are all
critical parts of all of our everyday lives.

PS: Help keep David "the candy man”
spreading sweet joy at Walart!

IV. Visual Communication and Design

Visual content is pivotal in nonprofit marketing, enhancing communication,
engagement, and storytelling.
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Importance of Visual
Content in Nonprofit
Marketing

2 Enhances engagement and retention
= Strengthens emotional connection

- Boosts accessibility and brand identity

~E

Enhances Engagement and Retention: Visuals such as images, videos, and
infographics are more engaging and memorable than text alone, helping to capture
attention quickly and simplify complex information for better understanding and
retention.

Strengthens Emotional Connection: Visual storytelling evokes emotions more
effectively, forging a stronger connection with the audience which is crucial for
motivating actions like donations and volunteering.

Boosts Accessibility and Brand Identity: Visual content increases accessibility for
people with different abilities and learning styles, while consistent use of visual
branding elements enhances recognition and trust across various platforms.

Effectively incorporating visual content into marketing strategies is essential for
nonprofits to communicate their missions, engage diverse audiences, and drive
impactful actions.

Page | 44



A. Graphic Design and Branding Consistency

Basics of Graphic
Design and Branding
Consistency

=2 Understand design fundamentals.
= Maintain a consistent visual identity.
=2 Adapt designs across all platforms.

= Iterate and evolve while keeping core
consistency.

Fundamental strategies to ensure your visual communications resonate with
your target audience and reflect your brand's identity:

Understand Design Fundamentals: Familiarize yourself with core graphic design
principles such as alignment, contrast, hierarchy, balance, and repetition. These
principles ensure that your designs are visually appealing, clear, and effective in
communicating your message.

Maintain a Consistent Visual Identity: Develop and adhere to a style guide that
specifies your organization's logos, color schemes, typography, and imagery.
Consistency in these elements across all your communications strengthens your
brand's identity and enhances its recognition in the market.

Adapt Designs Across All Platforms: Design with versatility, ensuring your visuals
are adaptable across various formats and platforms. This includes creating
responsive designs that maintain their integrity on different devices, such as
smartphones and desktops, and across different mediums, including print and
digital.

Iterate and Evolve While Keeping Core Consistency: While it's important to stay
consistent, it's equally vital to evolve your designs to keep up with current trends and
feedback. Regularly revisit and refine your design elements to remain relevant and
appealing, ensuring these changes do not stray from your established brand
identity.

Page | 45



Mastering these fundamentals of graphic design and maintaining consistency in
branding can help your organization effectively communicate its values and mission,
build a loyal following, and stand out in a competitive landscape. Always remember
that good design and consistent branding are crucial tools in strategic
communication, not just about aesthetics.

Case Study: Charity: Water

Watch the video, reflect, and answer the questions.

e Case Study Video Link

In what ways does this video effectively communicate the nonprofit's message?

What did you find inspiring?

B. Tools and Resources for Creating Visual Content

Creating compelling visual content is essential for effective communication,
especially in the digital age, where visuals are key to engagement. Here are some
examples of tools and resources that can help anyone create high-quality visual
content.
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Tools and Resources for Creating Visual Content

= Graphic design software

=~ Video editing tools

= Stock photos and graphics resources

= Infographic and data visualization tools

This list is not an endorsement of any specific tool or product.

Graphic Design Software:

e Adobe Creative Suite: Offers industry-standard tools like Photoshop for
photo editing, lllustrator for vector graphics, and InDesign for layout and
design.

e Canva: A user-friendly option with drag-and-drop features, ideal for creating
social media graphics, presentations, and other marketing materials.

Video Editing Tools:

e Adobe Premiere Pro: A powerful video editing software used by professionals
to create polished videos.

e Final Cut Pro: Another professional-grade video editing tool that offers a
range of editing features suitable for Mac users.

e iMovie: A more accessible tool for beginners, available on iOS and Mac
devices, and perfect for basic edits.

Stock Photos and Graphics Resources:

e Unsplash and Pixabay: Provides high-quality stock photos for free, perfect for
enhancing any visual content.

e Shutterstock and Getty Images: Offers extensive collections of stock photos,
videos, and illustrations under a paid model.

Infographic and Data Visualization Tools:

e Tableau: Helps in creating complex data visualizations.

e Infogram and Piktochart: User-friendly tools that help non-designers create
professional-looking infographics and data presentations.
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With the right tools, creating engaging and visually stunning content becomes
much easier, enabling you to communicate your message effectively. Whether you
are a professional designer or a beginner, these tools can help elevate your visual
content creation to the next level.

V. Impact Reporting

Impact Reporting

This section of Session 3 will delve into impact reporting, specifically exploring
newsletters and annual reports.
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A. Newsletters

Newsletters are vital for nonprofits, helping you stay connected with your
community.

/ Nonprofit Newsletter Best Practices

<+

Relevant and engaging content

+

Simple and consistent design

Personal touch

<

Clear call to action

L

J

Regular schedule

<+

Feedback and adaptation

P Appalachian
Regional
Commission

Strategies to help you get started effectively:
Relevant and Engaging Content:

Focus on sharing updates about your projects, stories of impact, and upcoming
events. Keep the tone personal and the content meaningful to your audience.

Simple and Consistent Design:

Use a straightforward layout that's easy to read. Stick with a few consistent
elements, like your logo and a couple of primary colors, to keep things professional
and recognizable.

Personal Touch:

Address your readers by name if possible, especially in email newsletters. A personal
touch can make your communications feel more engaging and tailored.

Clear Call to Action:

Always include a simple call to action, such as inviting readers to volunteer, donate,
or attend an upcoming event. Make it easy for them to participate.

Regular Schedule:

Send out your newsletter on a regular schedule, whether it's monthly or quarterly.
Consistency keeps your audience informed and looking forward to the next issue.

Page | 49



Note: All of the strategies list can benefit from automation through technology tools.
Explore the tools that your organization has access to internally. If no tools exist that
could improve efficiency and effectiveness, research options that are compliant with
your technology-use policies and procedures.

Feedback and Adaptation:

Ask for feedback from your readers and be open to making changes. This helps you
better meet their needs and improve your newsletters over time.

Starting with these basic practices will help you create effective newsletters that
inform, engage, and grow your community. As your nonprofit expands, you can
refine and enhance your approach to better serve your audience and mission.

|| Case Study: Sample Newsletter

Review the sample newsletter. After reading the newsletter, what is an example call
to action?

Is the call to action effective?

B. Annual Reports

Annual reports are key documents for nonprofits, providing an opportunity to
showcase your achievements and impacts over the year. An annual report is a key
tool for sharing your organization’s achievements with your key stakeholders.
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/ Nonprofit Annual Report Best Practices

2 Focus on key achievements.

2 Give a clear financial overview.
2 Use engaging visuals.

2 Incorporate personal stories.

2 Thank and acknowledge.

2 Keep it concise.

Guidelines to create a straightforward and effective annual report:
Focus on Key Achievements:

Highlight major milestones, successful projects, and stories of impact. Choose 3-5
significant accomplishments showcasing your nonprofit's progress.

Give a Clear Financial Overview:

Provide a transparent summary of your financials, including sources of funding and
how funds were utilized. Use simple charts or graphs to make the financial data easy
to understand.

Use Engaging Visuals:

Incorporate photos and infographics to break up the text and add visual interest.
This helps make the report more engaging and easier to digest.

Incorporate Personal Stories:

Feature testimonials or case studies from beneficiaries or volunteers. These personal
stories can illustrate the human impact of your work and connect emotionally with
your readers.

Thank and Acknowledge:

Acknowledge your donors, volunteers, and staff. Showing appreciation helps
strengthen relationships and encourages ongoing support.
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Keep it Concise:

Aim for brevity; a concise report can be more impactful and more likely to be read.
Focus on making your report informative yet succinct.

With these basic guidelines, your nonprofit can produce an annual report that
informs and inspires your stakeholders. As your organization grows, you can expand
your reporting to include more detailed analytics and stories, but always aim to keep
your communication clear and your achievements front and center.

Activity: What Is an Inspiring Annual Report?

Scan the sample annual report.

What caught your attention in this report?

What components from this report can be adapted or incorporated for your
organization’s next annual report?

Research other annual reports to glean insight for inclusion in your organization’s
annual report.
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VL. Building a Communication Plan

Creating an effective communication plan is vital for any nonprofit aiming to
increase its impact and consistently engage its community.

Components of an Effective Nonprofit Communication Plan

Clear objectives
Identified target audience(s)

Key messages Lo

Content strategy

S
S
>
= Communication channels
>
= Budget and resources

>

Evaluation and adaptation

First, we'll review these elements, review at a sample communication plan, and then
outline your assignment to draft your organization's communications plan.

Page | 53



Clear Objectives:

Define what you hope to achieve with your communication efforts. Objectives could
include raising awareness, increasing donations, and recruiting volunteers.

Identified Target Audience(s):

Identify who you need to communicate with to achieve your objectives. This may
include donors, volunteers, or local communities. Understanding your audience is
crucial to tailoring your messages and channels appropriately.

Key Messages:

Develop concise and compelling messages that convey the essence of your
nonprofit's mission and the impact of your work. These messages should resonate
with your target audience and be consistent across all communications.

Communication Channels:

Choose the most effective channels to reach your audience. This might include
email newsletters, social media, your website, local media, or community events. The
choice of channels will depend on where your audience is most active and engaged.

Content Strategy:

Plan the types of content you will produce, such as success stories, program
updates, and calls to action. A content calendar can help organize and schedule this
content to ensure consistent communication throughout the year.

Evaluation and Adaptation:

Set up methods to measure the effectiveness of your communication strategies.
Metrics can include social media engagement rates, website traffic, click-through
rates, or changes in donation levels. Use this data to adapt and refine your approach
over time.

Budget and Resources:

Determine what resources are available for your coommunication activities. This
includes identifying personnel responsible for creating and distributing content and
any financial constraints affecting your choices of communication channels and
tools.

With these fundamental components in place, your nonprofit can develop a
communication plan that effectively supports your mission and increases your
impact. Regular reviews and adjustments to the plan will help keep your strategies
aligned with your goals and responsive to your community's needs.
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A. Sample Communication Plan

Sample Nonprofit Communications Plan

1. Objectives:
e Increase awareness of the organization’s mission and programs.
e Engage with current and potential donors to increase funding.
e Build and maintain a strong volunteer base.

2. Target Audiences:

e Local community members.
Potential and existing donors.
Volunteers and potential volunteers.
Local and national media ocutlets.

3. Key Messages:
e Overview of the organization's mission and impact.
e Success stories from program beneficiaries.
¢ Upcoming events and how the community can get involved.
¢ Specific needs (e.g., donations, volunteers) and how these contribute to the
organization’s goals.

4. Communication Channels and Tools:
e Website: Keep updated with latest news, events, and donation information.

e Social Media: Daily posts on platforms like Facebook, Twitter, and Instagram to engage
with different audience segments.

e Email Newsletters: Monthly updates to subscribers detailing recent activities, upcoming
events, and calls to action.

¢ Press Releases: For significant organization milestones or events, distributed to local and
national media.

e Community Events: Participation in local fairs, school events, or other community
gatherings to increase visibility and engagement.

5. Timeline:

¢ Define specific times for launching major communications campaigns, particularly
around fundraising events or public awareness campaigns.

6. Evaluation:

e Monitor website and social media analytics to gauge engagement levels and adjust
strategies as needed.

e Track email open and click-through rates to evaluate the effectiveness of email
communications.

e Collect feedback during community events to understand public perception and areas for
improvement.

7. Budget:
e Outline the budget available for communications activities, including any paid advertising,
professional services, and materials for community events.
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VII. Assignment
e Draft a Communication Plan

In preparation for the next session, please draft a simple communications plan for
your nonprofit using the commmunications plan template provided.

Communications Plan Template

Step 1: Define Your Objectives. Determine what you want to achieve with your
communications efforts. Are you aiming to raise awareness, increase donations,
recruit volunteers, or something else? Set clear and measurable goals that align with
your overall mission.
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Step 2: Identify Your Target Audiences. Think about who needs to hear your
message. This could include the local community, potential donors, potential clients,
volunteers, and the media. Consider creating audience profiles to tailor your
messages effectively.

Step 3: Develop Key Messages. Craft concise, authentic messages that convey the

essence of your nonprofit's work, its impact, and how others can contribute. Ensure
these messages resonate with your target audiences and reflect your organization's
values.
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Step 4: Choose Communication Channels and Tools. Select the most effective
channels to reach your audience. This could include a mix of digital (like social media
and email) and traditional media (like press releases and community events).
Consider your resources and where your audiences are most likely to engage.

Step 5: Create a Timeline. Plan when you will launch key communications
campaigns, especially around critical times like major fundraising drives or
awareness weeks. Include deadlines for content creation and review processes.
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Step 6: Plan for Evaluation. Decide how you will measure the success of your
communications. This might involve tracking website visits, social media
engagement, newsletter open rates, or direct feedback from your community.

Step 7: Outline a Budget. Estimate the costs associated with your planned activities.
Include potential costs for materials, paid advertisements, software subscriptions, or
outsourcing to professionals if necessary.
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SESSION 4: Proactive, Efficient & Effective Communication
Techniques

I. Assignment Review

[l. Session Outcomes

[Il. Public Relations and Media Outreach

IV. Crisis Communication

V. Use of Al in Nonprofit Communications

VI. Measuring Impact and Continuous Improvement

VII. Assignment

I. Assignment Review

Session 3 wrapped up with an assignment to draft a communication plan using the
provided template.

Now that the plan has been drafted, did you compare the draft to your existing plan
(if applicable)? If so, how are the plans different? Similar? If this is your first time
drafting a communication plan, how does it feel to have one for your organization?

What is one new element that you have added to your organization’s overall
community strategy based upon your experience with the assignment?

Have you shared the strategy and plan with others in your organization? If so, what
were the reactions?

What feedback have you received that you plan to incorporate?

If you did not share the draft with anyone, make a plan to do so and seek their
feedback.

Your organization's communication plan should be regularly reviewed (at minimum
annually) and updated after major events to ensure familiarity and alignment with
your organization's needs.
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Il. Session Outcomes

Session Outcomes

After this session, you will have:

> Reviewed public relations and media outreach
for nonprofits.

» Assessed the essentials of crisis communication
and reputation management.

> Analyzed the role of Al in nonprofit marketing
and communications.

I1l. Public Relations and Media Outreach

Fva
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Public Relations and
Media Outreach
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A. Public Relations Basics

Public relations (PR) is the strategic management of communication to build a
positive image for individuals, companies, or organizations. It involves managing
reputation through media relations, press releases, crisis communication, and
community engagement. PR is critical for nonprofits to build awareness, credibility,
and support for their causes.

/ Basics of Public Relations for Nonprofits

- Define your PRgoals.

- Identify keyaudiences

- Develop keymessages

2 Choose the rightchannels.
- Build mediarelationships.

- Monitor and respond to themedia.

- Evaluate andadapt.

Here are the basics of public relations tailored to the unique needs and resources of
nonprofits:

Define Your PR Goals:

Clearly define what you hope to achieve through your public relations efforts.
Common goals for nonprofits include increasing awareness of the organization or
cause, attracting more donors or volunteers, etc.

Identify Key Audiences:

Determine who you need to reach to achieve your PR goals. This could include
potential donors, community leaders, and the media. Understanding each
audience's interests and media consumption habits is crucial for effective
communication.

Develop Key Messages:

Craft compelling messages communicating your mission, impact, and needs. These
messages should be tailored to resonate with your specific audiences and reflect
your organization's values and objectives.
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Choose the Right Channels:

Select the most appropriate channels to reach your audiences. This may involve
traditional media outlets, social media platforms, community events, or direct
outreach through networking. Consider the most effective way to engage each
audience segment, such as press releases for media, social posts for younger donors,
or public speaking at community events.

Build Media Relationships:

Cultivate relationships with journalists and media outlets relevant to your cause.
Regular contact, timely and newsworthy information, and reliability can help secure
media coverage. Remember, strong relationships can turn into media advocacy for
your nonprofit.

Monitor and Respond to the Media:

Stay on top of what is being said about your organization and the sector. Use media
monitoring tools to track coverage and be prepared to respond quickly to any
negative or incorrect information, as appropriate. Also, leverage positive coverage to
boost your organization's credibility and reach.

Evaluate and Adapt:

Regularly assess the effectiveness of your PR efforts. Examine metrics such as media
mentions, the tone of coverage, social media engagement rates, and stakeholder
feedback. Use these insights to refine your strategies and improve future campaigns.

With a well-planned PR strategy, nonprofits can enhance their reputation, drive
support for their work, and build stronger relationships with key stakeholders.
Starting with these basic principles will set a solid foundation for expanding your
organization's reach and impact.

B. Building Media Relationships

Building strong relationships with journalists and media outlets is crucial for
effective public relations, especially for nonprofits looking to increase their visibility
and impact.
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Building Relationships with Journalists and Media Outlets

- Develop a media list

- Provide value and be a reliable source

- Respond promptly to media inquiries

- Engage regularly

The following strategies are an effective means to help develop relationships
over time.

Develop a Media List: Create a targeted list of journalists and outlets that cover
topics relevant to your nonprofit's mission. Update this list regularly and personalize
your outreach to build rapport and familiarity.

Provide Value and Be a Reliable Source: Position your organization as a go-to
source for reliable and timely information. Offer unique insights, data, and stories
that can help journalists in their reporting, ensuring that interacting with your
nonprofit adds value to their work.

Respond Promptly to Media Inquiries: Quick responses to media requests can
foster a strong relationship. Being accessible and ready to provide information,
guotes, or interviews shows that you respect their deadlines and are eager to
collaborate.

Engage Regularly: Don't limit your contact to just sending press releases or asking
for coverage. Engage with journalists and media outlets through social media,
attend industry events, and periodically check in to share updates or offer expert
commentary on relevant issues.

C. Writing Press Releases and Media Advisories

Writing effective press releases and media advisories is essential for capturing media
attention and publishing news about your organization. The purpose of the press
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release is to inform the media about a newsworthy event to gain publicity, increase
media coverage, and build brand awareness. The press release serves as the official
statement from the organization, providing journalists with the necessary facts to
write a story for the public.

/ Writing Press Releases and Media Advisories

- Theheadline matters

= Get to the pointquickly.

= Include quotes.

= Provide clear contactinformation.
- Use a professionaltone.

- Add aboilerplate.

=2 Include multimedialinks.

The following tips can provide insight to support your organization in crafting
compelling and newsworthy releases:

The Headline Matters: Start with a strong, attention-grabbing headline
summarizing the news. The headline should be concise and compelling enough to
entice journalists to read further.

Get to the Point Quickly: The first paragraph should answer the who, what, when,
where, why, and how of your news. This helps journalists quickly grasp the essential
details and significance of your story.

Include Quotes: Add quotes from key figures in your organization, such as the CEO
or project lead. Quotes provide a personal touch and can offer insight or a call to
action, making the release more engaging.

Provide Clear Contact Information: Make it easy for media representatives to reach
out for more information. Include the name, phone number, and email address of
your organization’s primary media contact at the top or bottom of the release.

Use a Professional Tone: Write in a formal, journalistic style. Avoid jargon and overly
promotional language, aiming for clarity and professionalism.
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Add a Boilerplate: Include a short paragraph at the end of the release describing
your nonprofit—its mission, goals, and key facts. This provides context for those who
might be less familiar with your work.

Include Multimedia Links: When possible, provide links to high-resolution photos,
videos, or graphics that enhance the story. Visuals can significantly increase the
likelihood of your release getting picked up.

9 Activity - Sample Press Releases

Review the sample press release. Highlight as many elements as you can find in the
sample that were presented as components within a communication plan from
Session 3.

Sample Press Release
DoGood hosts Walk-a-thon in support of Local Charities

Location, Date: Online fundraising services provider DoGood invites Denver and
Boulder community members to sign up for their annual “DoGood Right
Walkathon” event on Saturday, June 27, 2010, at the Boulder Creek Path. Participants
can register online at www.demopledge.com.

The “DoGood Right Walkathon,” sponsored by ABC Company, will benefit several
local charities, including the Colorado Nonprofit Association, Boulder Reservoir
Preservation, and Meals on Wheels.

Registration for the event is free. All participants will receive a “goodie bag” filled by
event sponsors, and those who raise $100 or more will receive a complimentary
event T-shirt.

The walkathon starts at 1:00 PM, with participant and sponsor registration beginning
at noon. Sign-up is at the registration tent on the corner of Fifth and Main Street
near the Boulder Creek Path. Various viewing stations and tents will be set up along
the path for supporters to watch and sponsors to distribute water and other items.

“This is our third season hosting this walkathon, and every year, we've not only
accomplished our fundraising goals but continued to increase participation,” said
Susie Sample, Director of Development. “With the help of Denver and Boulder
businesses and exciting post-event entertainment, we anticipate doubling event
attendance in 2010.”

Following the event, participants are invited to a complimentary BBQ catered by
XYZ Restaurant and entertainment provided by a surprise local celebrity! Prizes will
be awarded for the most pledges raised, the first to cross the finish line, and the
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most enthusiastic walker. For more information or to register or donate online,
please visit www.demopledge.com.

About DoGood

Founded in 2003 and based in Longmont, Colorado, DoGood is a leading provider of
easy, affordable, online fundraising and event management solutions for nonprofits,
schools, churches and community organizations. Using the DoGood suite, customers
implement online fundraising and event management with tools designed for golf
tournaments, online donations, charity events, auctions, walkathons and online
pledge collections.

Media Contact:

Susie Sample XXXX@dogood.com (888) 999-0000 www.dogood.com
HHH#

IV. Crisis Communication

Understanding crisis coommunication is crucial for nonprofits to manage their
reputation and maintain trust with stakeholders during challenging times.
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A. Understanding Crisis Communication

Understanding Crisis
Communication in the
Nonprofit Context

= Preparation

- Clear and consistent messaging
= Transparency and honesty

= Regular updates

- Media relations

By focusing on these principles, nonprofits can create an effective crisis
communication strategy that helps navigate challenges, mitigate damage, and
maintain crucial community support.

Preparation: Develop a comprehensive crisis communication plan that includes
identifying potential crises, establishing communication protocols, and assigning
roles and responsibilities. This preparation enables your organization to respond
swiftly and effectively during a crisis.

Clear and Consistent Messaging: It's vital to communicate clearly and consistently
during a crisis. Have predefined messages ready for different scenarios and ensure
all coommunications are aligned across your channels. This prevents misinformation
and maintains a unified voice.

Transparency and Honesty: Be open and honest in your communications.
Admitting mistakes and outlining steps for resolution can help preserve trust and
credibility with your audience. Transparency during a crisis shows integrity and can
prevent further damage to your reputation.

Regular Updates: Provide regular updates to stakeholders about the situation and
what your organization is doing to address it. Silence can lead to speculation and
anxiety, so communicating that you are actively managing the situation is crucial
even if there is no new information.

Media Relations: Manage your interactions with the media carefully. Designate a
trained spokesperson to handle all media inquiries, ensuring the organization speaks
with one voice. Establishing and nurturing strong professional relationships with
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journalists who cover your sector increases the likelihood of your story being told in
the appropriate way.

B. Preparing for Crisis Communication

Preparing a crisis communication plan is essential for organizations, particularly
nonprofits, to ensure they can respond effectively and maintain trust during
emergencies. Having a plan in place allows your organization to respond effectively
to unexpected disruptions, mitigating damage, and facilitating a faster recovery.
When a crisis happens, it can be difficult to convene the necessary organizational
leaders to prepare messaging. When a process is already in place this can ensure a
consistent and mission aligned message is communicated.

= Identify potential crises.
= Establish a crisis communication team.
= Develop communication protocols.

=< Prepare templates and key messages.

Preparing a Crisis
Communication
Plan

= Define channels for communication.
= Plan for monitoring and adjustments.
= Train and rehearse.

=2 Review and update regularly.

The steps below will provide the components to building a robust crisis
communication plan:

1. lIdentify Potential Crises: Identify scenarios that could harm your
organization, stakeholders, or the community. This could include financial
issues, operational failures, data breaches, or public scandals.

2. Establish a Crisis Communication Team: Designate a crisis communication
team that includes members from different levels of your organization to
include representation from the Board of Directors. This team should be
trained and ready to execute the communication plan during a crisis. Define
roles clearly, such as who will be the spokesperson, who will draft messages,
and who will manage social media.
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3. Develop Communication Protocols: Create protocols for quickly gathering
and verifying facts to ensure accurate communications. Determine how
information will be communicated internally to staff and externally to the
public, media, and other stakeholders.

4. Prepare Templates and Key Messages: Draft templates for press releases,
social media posts, and statements to stakeholders that can be quickly
adapted to specific crises. Prepare key messages that align with your
organization’s values and the specifics of each identified crisis scenario.

5. Define Channels for Communication: Decide which commmunication
channels will be most effective for stakeholders. This might include email
updates, social media posts, press conferences, or direct commmunications
(phone call, an individual email, or an in-person meeting) to donors and
volunteers.

6. Plan for Monitoring and Adjustments: Set up systems to monitor the media
and public reaction to your crisis communications. This will allow you to adjust
your strategy in real-time, address any misinformation, and adapt to changing
circumstances.

7. Train and Rehearse: Regular training and simulation exercises with your crisis
communication team can improve readiness. Rehearse different scenarios to
ensure everyone knows their roles and can act swiftly and effectively under
pressure.

8. Review and Update Regularly: Crisis commmunication plans should not be
static. Review and update your plan annually (at minimum) to reflect new
potential risks, changes in communication technology, and lessons learned
from past incidents.

By having a detailed and practiced crisis communication plan in place, your
nonprofit can confidently navigate difficult situations and maintain its reputation
and trust with key stakeholders. Always remember to go back and review and
update the plan regularly.

9 Activity - Responding to a Nonprofit Crisis Scenario

Review the provided crisis scenarios and select one to prepare a response to. Then,
decide what needs to be communicated to each of the stakeholders below. For
additional practice, complete the remaining scenarios.

1. Program beneficiaries
2. Community members
3. Financial donors
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Scenario 1: Natural Disaster

Situation: A major flood has severely impacted the area where the nonprofit
operates, damaging facilities and disrupting services.

Scenario 2: Data Breach

Situation: The nonprofit experiences a data breach, potentially compromising the
personal information of its beneficiaries, staff, and donors.

Scenario 3: Funding Cuts

Situation: Sudden significant cuts in funding from key sources force the nonprofit to
scale back or terminate programs.

V. Use of Al in Nonprofit Communications

A
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Use of Al in Nonprofit
Communications

Artificial intelligence (Al) can significantly enhance the effectiveness of nonprofit
communications by automating tasks, personalizing interactions, and providing
deeper data insights to help optimize your outcomes.
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A. Potential Use Cases for Al

Automated customer service

Personalized content delivery

S A

Social media management

N2

Email campaign optimization

N2

Donor behavior prediction

- Speech recognition and translation

Potential Use Cases
for Al in Nonprofit
Communications

- Sentiment analysis
- Content generation

= Crisis monitoring and management

- Accessibility enhancements

The use cases outlined here highlight how Al can be a transformative tool for
nonprofit communications efforts. By creating efficiencies and improving
communication processes, Al can better assist nonprofits in expanding their reach,
increasing awareness, and bolstering engagement with target audiences.

However, before integrating Al tools in your communication processes, it is
imperative for your organization to first develop a policy on Al use. Doing so will
help your nonprofit mitigate risks, ensure ethical and responsible use, maintain
compliance with evolving laws, and align Al implementation with organizational
goals. An Al policy should also provide guidance on data protection and information
privacy, especially of client or consumer data.

Automated Customer Service: Deploy chatbots to handle routine inquiries on
websites and social media platforms, freeing up staff for more complex tasks.

Personalized Content Delivery: Use Al to analyze user behavior and preferences to
deliver personalized emails, messages, and content recommendations to supporters.

Social Media Management: Automate and optimize social media posts and
interactions to increase engagement, using Al to determine the best times to post
and the most effective content types.

Email Campaign Optimization: Employ Al tools to segment audiences more
effectively, customize messaging, and optimize send times for email campaigns.
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Donor Behavior Prediction: Utilize predictive analytics to understand donor
behaviors and trends, helping tailor fundraising strategies to likely donor responses.

Speech Recognition and Translation: Implement Al-driven speech recognition and
translation services to reach a broader audience, especially in multilingual
communications.

Sentiment Analysis: Use sentiment analysis to analyze feedback and social media
conversations to gauge public perception and response to campaigns or issues.

Content Generation: Use Al-driven tools to help create content, such as drafting
preliminary reports, writing simple articles, or generating informational graphics
based on data.

Crisis Monitoring and Management: Leverage Al to monitor online mentions and
trends, quickly identifying crises or negative trends that need addressing.

Accessibility Enhancements: Enhance commmunications accessibility through Al-
powered tools like real-time captioning and audio descriptions, making content
accessible to people with disabilities.

B. Al Guidelines

Al Guidelines for
Nonprofits

= Adopt an Al use policy
= Consider ethical implications
- Be transparent and accountable

= Build Al literacy

/ J \
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As artificial intelligence (Al) becomes increasingly integrated into various sectors,
nonprofits must navigate its use carefully to enhance their operations while
upholding ethical standards.
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It is important to understand the difference between open-source and closed-
source Al models. Open-Source Al is a model that is public and freely accessible,
while closed-source Al is propriety and confidential with restricted access. Some
organizations utilize an enterprise-wide Al application, where it is integrated into
organizational software within a closed system. Consult with a legal expert when
considering the Al solution that best meets your organization’'s compliance and data
security requirements.

Here are key guidelines for nonprofits considering the adoption and implementation
of Al technologies:

Adopt an Al Use Policy: Develop a comprehensive Al use policy that defines how Al
technologies will be used within the organization. This policy should cover aspects
such as the purposes for which Al can be employed, who is authorized to use or
oversee these technologies, and the procedures for implementing Al solutions.

Consider Ethical Implications: Ethics should be forefront when incorporating Al
into nonprofit activities. Consider the potential impacts of Al on privacy, security, and
accuracy. Ensure that Al applications do not inadvertently perpetuate biases or
discrimination and align with the organization's mission and values.

Be Transparent and Accountable: Maintain transparency about how Al
technologies are used, including the types of data they process and the decision-
making processes they influence. Establish clear accountability mechanisms to
address any issues or grievances arising from Al deployment.

Build Al Literacy: Train staff and stakeholders on the basics of Al, including its
benefits, risks, and ethical considerations. Building Al literacy across the organization
can facilitate more informed discussions about when and how Al should be used.

By following these guidelines, nonprofits can responsibly harness Al's power to
advance their missions while ensuring ethical considerations are prioritized in every
aspect of their Al strategy.
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VI. Measuring Impact and Continuous Improvement
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Measuring Impact and
Continuous Improvement

Evaluating the effectiveness of marketing and communication strategies helps
nonprofits ensure they are meeting their goals and using resources wisely.
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A. Metrics for Marketing and Communications Effectiveness

/ Metrics for Evaluating Marketing and
Communication Effectiveness

— - Engagement rates

@ — - Conversion rates

S - Website traffic

= Return on investment (ROI)

P Appalachian
Regional
Commission

The metrics outlined below provide valuable insights into the performance of your
organization's marketing and communication strategies. Collecting and analyzing
metrics will provide insight and support data-driven decisions to optimize future
campaigns.

Z
S

Engagement Rates: Track how actively your audience interacts with your content
across different platforms. This includes likes, shares, comments, and other forms of
engagement on social media and open and click-through rates for emails.

Conversion Rates: Measure how effectively your commmunication efforts are driving
specific actions, such as donations, sign-ups for newsletters, volunteer registrations,
or attendance at events. Conversion rates help assess the direct impact of
campaigns on organizational goals.

Website Traffic: Analyze the traffic volume to your website and its sources. Use tools
like Google Analytics to track page views, the average time on site, bounce rates, and
the effectiveness of landing pages in engaging visitors.

Return on Investment (ROI): Calculate the ROI of your marketing and
communication activities by comparing the costs involved against the funds raised
or the value of other key outcomes. This helps determine the financial efficiency of
your efforts.
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B. Tools for Tracking Performance and Gathering Feedback

For nonprofits, effectively tracking the performance of commmunication strategies
and gathering feedback is crucial to refining efforts and increasing impact.

Tools for Tracking Performance and
Gathering Feedback

For nonprofits, effectively tracking the performance of
communication strategies and gathering feedback is

crucial to refining efforts and increasing impact.

What tools have you found useful for these purposes?

P Appalachian
Regional
Commission

Many tools are available to help nonprofits track performance and gather feedback
on effectiveness. The list provided below is not exhaustive, nor an endorsement of
any particular tool. The list is solely provided for awareness.

1. Google Analytics: Provides comprehensive data on website traffic, user
behavior, and conversion rates, helping nonprofits understand how visitors
interact with their content.

2. Hootsuite / HubSpot / Zoho Social: Allows organizations to manage all their
social media accounts from one dashboard, schedule posts, track social media
engagement, and analyze performance across platforms.

3. Mailchimp / Constant Contact: Offers email campaign management with
detailed reports on open rates, click-through rates, and subscriber activity,
which are essential for evaluating the effectiveness of email communications.

4. SurveyMonkey: A versatile tool for creating and distributing surveys to collect
feedback from donors, volunteers, and other stakeholders. It helps gauge
satisfaction, gather input, and understand the needs of your audience.

5. Canva: While primarily a design tool, Canva also offers performance tracking
for social media graphics and presentations, which can help nonprofits
understand visual content engagement.

6. Mention: Monitors your organization's mentions across the web and social
media, providing insights into brand visibility and public perception.
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These tools offer diverse functionalities to help nonprofits track the performance of
their coommunications, understand stakeholder engagement, and optimize outreach
strategies.

Nonprofits may use some of these tools free of charge, or at a discounted rate. Some
tools offer a nonprofit rate once the organization applies and submits
documentation of the organization's nonprofit status.

Resource Alert: TechSoup is a resource to assess resources available around
technology tools and reduced cost or free software for nonprofit organizations.

VII. Assignment
e Draft a press release

Draft a press release for an upcoming event or program. Refer to the sample press
release, in addition to the tips provided within this session on writing press releases
and media advisories Once drafted, share the press release with a colleague or board
member within your organization for feedback.
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SESSION 5: Overview

I. Our Marketing and Communications Learning Journey
[l. Learning Reflection

[1l. Organizational Impact Activity

I. Our Marketing and Communications Learning Journey

I @ WEEK n Opening Session
WEEK Session 2: Nonprofit Marketing and

Communications Basics

(]
Our Learnlng 3 Session 3: Elements of Effective
WEEK Nonprofit Marketing & Communications
Journey
4 Session 4: Proactive, Efficient &
What did we learn? WEEK Effective Communication Techniques

What were your key 5 Summary Session
WEEK
takeaways?

Do you have any further
insights?

Session 1: Introduction to Course

¢ Welcome
e Course overview, outcomes and objectives

Session 2: Nonprofit Marketing and Communications Basics

Reviewed marketing and communications in the nonprofit sector
Examined the key differences between nonprofit and for-profit marketing
Explored the role of marketing in advancing nonprofit missions

Practiced using nonprofit branding, narrative development, and storytelling
techniques
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Session 3: Elements of Effective Nonprofit Marketing & Communications
e Reviewed social media and digital marketing for nonprofits
e Explored visual communication and design principles

e Examined the basics of impact reporting and how to communicate results
effectively

Session 4: Proactive, Efficient & Effective Communication Techniques

e Reviewed public relations and media outreach for nonprofits
e Assessed the essentials of crisis communication and reputation management
e Analyzed the role of Al in nonprofit marketing and communications

Il. Learning Reflection
\, ! /
-- Questions to consider:

What were your key takeaways from the program?

What has surprised you?

How are you beginning to think differently?
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lll. Organizational Impact Activity
Assess the impact of the training program on your organization.

e \What has your organization already done to implement new knowledge,
skills, or abilities gained from the training program?

¢ How do you see new knowledge, skills, or abilities from the training
program impacting your organization's capacity challenges?

Next, write three (3) action steps your organization needs to take to apply this
new knowledge.

This month

This year

Next year
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Glossary of Terms

Audience Targeting and Engagement: The process of identifying and
understanding the specific groups that a nonprofit aims to reach and influence
through its marketing and communications strategies.

Brand Development and Consistency: The practice of creating and maintaining a
cohesive identity for a nonprofit through consistent use of logos, colors, messaging,
and overall communication style across all platforms.

Call to Action (CTA): A specific prompt in marketing materials aimed at inducing
the audience to take the desired action, such as donating, signing up for a
newsletter, or volunteering.

Content Marketing and Storytelling: A strategic marketing approach focused on
creating and distributing valuable, relevant, and consistent content to attract and
retain a clearly defined audience — often used by nonprofits to tell compelling
stories that drive engagement and support.

Ethical Considerations and Transparency: The standards and practices that ensure
marketing and communications are conducted in a manner that is honest,
transparent, and respectful of the audience's rights and expectations.

Integrated Multi-Channel Strategies: The use of various communication channels
(such as social media, email, print, and more) in a coordinated manner to ensure
consistent messaging and enhance the reach and impact of marketing efforts.

Measurement and Adaptation: The ongoing process of tracking the effectiveness of
marketing and communication campaigns, analyzing the results, and making
adjustments to improve future efforts.

Mission-Driven Messaging: Communication strategies and messages that are
aligned with and highlight a nonprofit's core mission and values to engage and
mobilize its audience effectively.

Nonprofit Narrative: A cohesive story or message that communicates the mission,
vision, and impact of a nonprofit organization, aimed at connecting emotionally with
stakeholders and motivating them to engage and support the cause.

Standards for Excellence: A set of principles and benchmarks that guide nonprofit
organizations in ethical, effective, and transparent operations, ensuring
accountability and quality in service delivery.
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