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Building mindshare
and momentum

with strategic communications



| want to make a huge
donation today!
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Donors react by shutting out the “noise” and reverting to comfortable, 23

”05‘!

familiar giving habits -

Low Levels Prefer to Give to

High Levels of Loyalty
of Researchz — Well-Known Nonprofits*

— to Primary Causes'

$FG 20153
Researches at S}\rg::gy
least 1 donation

per year

< e

Agree

performance

Somewhat
Compares Agree

organizations

54% of donors prefer to give

Only 13% of donors intend to give
to local or regional nonprofits

to different nonprofits next year

1. $FG 2015 Quantitative Survey, question 27a. Did you also make a gift to this organization in 2013 and plan for 2015
2. $FG 2015 Quantitative Survey, questions 13-20. Did you spend time researching this or any other organization? Please list all types of information you were looking for. What were your primary reasons for doing this research?
3. Researched, or Researched and Talked To

4. $FG 2015 Quantitative Survey, question 10. Please rate your with the “| prefer to give to well known, “name brand” nonprofits”

Section 1: Improve Giving Through
Donor Segmentation and Behavior Change
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East Harlem Tutorial Program
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Who are you?



riority Communications Goals
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Engaging our community
Brand building and reputation management

Raising awareness of our issues

What are the right goals for your + brand building and reputation
nonprofit communications team? It management for the organization

depends. e Recruiting and engaging program participants

As in previous Trends Reports, we found educate people on our cause

thatnearly all NONPIONL COMMUTIAON et follows those three gosls varles: Supporting event fundraising (galas, walks, etc.)
il e b some are responsible for supporting

* engaging our community to keep fundraising; others are not. Some work to

people inspired by and active in our recruit program participants and SLlpporting Sma”-lnedium donor ijndraiSlng

work volunteers; others do not.

Priority Goals for Nonprofit Communicators in 2018 Supportlng major donor fundralSlng

Communicating internally with our staff or board

Engaging our community

Brand building and reputation management

Recruiting and engaging volunteers

Raising awareness of our issues

Recruiting and engaging program participants

Supporting event fundraising (galas, walks, etc.) A d VO C at i r] g fo r O LJ r p O S It lo n S
Supporting small-medium donor fundraising

Supporting major donor fundraising

Communicating internally with our staff or board

Building our membership

Recruiting and engaging volunteers
Advocating for our positions

Building our membership

Positioning our staff as thought leaders

Positioning our staff as thought leaders

t Communications Trends Report | Nonprofit Marketing Guide Page 8 http://nmeIUS/201 9




3 outcomes of successful
communications

1. Engagement: The right people know, remember, and connect
with your organization, then take meaningful action.

2. Aclear voice: Your organization’s voice is clear, credible,
compelling, and consistent at all points of contact.

3. Sustainable momentum: Your organization’s communications

;- are not dependent on an individual.



Ladders of
engagement

Advocates
Supporters

Unaware Observers



Ladders of
engagement

Advocates
Supporters

Unaware Observers



Ladders of
engagement

Advocates
Supporters

Unaware Observers



Mindshare:

The level of awareness
and understand your
org has in people’s
minds



How do you build
mindshare?
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WHERE THERE'S A Y, THERE'S A WAY FRIENDS & FAMILY THRIVING COMMUNITIES
Py ineee | LoveYour |  BuiLDING e Eun | sPRINGINTO oo oo el summer | sezeTHe | FaunTo | tHRving | AJTNHREOF | were For ALL
Y. WAY HEART (TBD) COMMUNITY (TBD) SUMMER (TBD) ADVENTURES | SUMMER (TBD) | FITNESS (TBD) | COMMUNITIES (TBD) (TBD)
1.) The ¥ heips people 1]17&"*”2 1) The Y heips famifes | 1.) The Y heips families
;E"'.:,",“"’",,"': find their way hrough | 1) The Y helps people find .',L":;."""""'".:‘: ',’_T:'Jy"'"'mr" ther idensty and | §nd their wayy through | find thesr way her way ""‘.':"""“" ""‘""““ B m::d’;::: 1) The Y heips peaple find
o friendship, connection, | their wary through community , and summes fun ther © Summer through youth programs. | g 2 back 10 school ., commursty hew way by pning 3
MONTH AT-A-GLANCE: 2) Winter Memberstip |, Sndiove 2) Promote programs that | 5 onsont Heakiy Kids |  2) Plan speciai finess. | 2)PadicosienNYC | 2, Promote Summer | 2.) Premote 2) Promote i cissses & | 2)Promolehesh & | 2)Pana Thanksgving
What We're Saying and Doing B ) Plan a member clombes 15 oot shape for | Prde Parace or pan Camp Camp and Y Afterschoci Ao 2 Pan a gitoy dnve
1) Promateneavmca |, engagement activey | 3) Promote your branches | 1) orcrcie oiner other prde actvities 3)Planfun & 3)Planfun & T oy 3 s 2 3 ) Promote hoiday
) 13.) Prom best ) puciel 1) Premote inclusive family S Py ) )
weight loss program cissses famiy'youth programs. 3) Promote water safety programs summes programs summer programs Dreast cancer walk ‘cpportunites
Summer Membershup Summer Membershy;
Marketing Jamuacy Membership Sunenes Camp Suswmar Comp Promdtion. | Sumser Gamp Promoton | Campign, Sumener Carp | Compaion, Summée. Fall Membersnp Fail Memtershp
Campaign Promotin ‘Promotion Camp Pramation

Internal Communications.

My ¥ newsletter (emai)

My ¥ newsletter (print &
emal)

My ¥ newsletter (emait)

My Y newsietter (email)

My ¥ newsietier (emai)

My Y newsletter (print &
emad)

My Y newsletter (emai)

My Y newsietier (email)

My Y newsietter (print &
emal)

My ¥ newsietter (emadl)

My ¥ newsiettes (email)

My Y newsletter (emai)

cmzﬁgm Public Relations “""""“;""" There's | | ove Your Heart (TBD) Buikding Community Healthy Family Fun (TBD) | Spring Into Summer (TBD) Summer Pride Summer Advertures | Seize the Summer (TBD) | Fafl into Fitness (TBD) |  Theiving Communities | Attitude of Gratitude (TBD) Here for All (TBD)
Winter/Spnng Program
Creative Assets Phatos Pholos. Photos Photos Photos fissin s“Gu' = Camp ideos, Photo FUAFYOOR V. NAI Video, Photos Photos Photos, Holday Card Guide. Camp Gude,
ogram Guide Photos s
Social Media "'"‘""‘:‘".'" There's | | ove Your Heart (TBD) Buikling Community Heaithy Family Fun (TBD) | Spring Info Summer (TBD) Summer Prde Summer Advertures | Seize the Summer (TBD) | Fall into Fitness (TBD) |  Thiving Communities | Attitude of Gratitude (TBD) | Here tor All (TBD)
wmm‘n
Half Marathon (TRD), President’s Council (TBD),
Reception (TBD), Dodge Dinner (TBD), Tutor Pesini Golf MHeriage Dinner (TED).
Events Au'rw) Five Boro fike Tour (TBD). | Rl for Vickory (TBD) |  NYC Tristhion (TEO) Toumamend (TBO) nltur'-’t)h:-p-‘ Arwumt Compaon Kebel
Women's Luncheon (TBD) KTBO). Commursty Buiders.
Giving Tueaday (TBD)
Hariem Goll Ciassc
(TBD), West Side Cross isiand Cruise fora |  Jamaica Y's 3on-3 (TED). McBumey Flushing Annual Community "‘;""“"""“"D‘r
s n Auction (TBO), Cause (TBD), Basketbd T Veterans Dinner (TBD), | o Service Awards (TBD). c“‘“““',‘
ts Dey Kings Chinatown Lunar New  [Staten Isiand Dine and ‘West Sde Volunteer Chinatown Cinco de Mayo | Staten Istand Counsei| (TBO). Bronx Bon Agpetit (TBD, (T80). {Coney Istand Boardwalk 5K (T80)
FUND Branch Specis! Even o °°"""""mm Year Celetrmtion (TBO) |TBO), West Side Swim for All Breakfast (TBD) Zumba Party (TBD) Services Brunch (TBD), |  Vanderbit Brdge Mhaa-ruuuu (T8O), """""""‘"‘md
DEVELOPMENT (TBD). Harlem BAI Gata Nerth Brooklyn Anruad | Longevity/Alumrs Event ) Cross isiand Touch (TBD) {Brocatyn Honors - Bed Stuy MG—““
(TBD), West Side Spin for Al Jazz Brunch (TBO), (TBO)  Truck (TBO), Jamaica (Te0) ‘Awards (TBO)
Branch Community
Y Heroes Newsietter Kick-Offs M Donors (TBO), Herces impact Tour
Annual Campaign (Theme: TBD) {T.Iol:l T80) Rowe & Tour (TBO) | Send Drect MalEmal (Theme: TB0) (TBO), Reading Days Reading Days NAI impact Tow (TBO)
Growing In the Bronx
Engagement Activities
Spring | Program Session,
January Membership Session, | Spring | Program Session, mmm S """’".f"""\ e "‘""'.“:'_k"" Fal Memborship Fall | Program Session, Fall Il Program Session.
Mombership Campaign. Winter Program | Spei am Members as Donors Registation & W R Campoign. | Spring Il Program Program Campaign. Fail| Program |Fast i Program Regstration | Fab il Program Session Werter Program
Session m'::ﬁ—. Campaign Donars Sping N Program Sesslon | Seselon, Summer Session Fal | Program Seasmion & Sesson Regataton
Program Regatrason Regisvation
OPERATIONS Youth & State
Summer Camg Open - s ooy Toens Take the High School Graduation Summer Camp. Teen Loadership. Teen Leadership,
Empower Youth Conference (TRO), Summer m(fbllumn- Summer Camp
Mouse (TBD) ‘Camp Open House (TBO) | Camp Open House (TBO) Hail Event (TBO) (Rowe Scholars) Afterschool Aferschool Aterschoo
[Safety Around Water (TBO). Get & Heatth for Great Outdoors Month, s Camp, Youlh Chighcod Obesity Breast Cancer Diabetes Awareness Month. Mabits in the
Improve Mealth Health & Finess Hoart Health Family Heaith, Healthy Kids Ready Men's Health Week, > Summer Camg Awareress Mon®h, Youl Awtsornies Healttry Habits in the Noslhy
Day (TBO) Summer Youth Sports Sports Sports Month Mokday Sesson Hoday Season
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NATIONAL LATINA

INSTITUTE Fo=

REPRODUCTIVE HEALTH

A1) S04 Jusncia
Recognition/Cultivation Step

Thank you Letter signed by Senior Director of Development

Email from Executive Director
Welcome Packet

Handwritten Thank You Card from Staff and Young
Professionals Council

Handwritten Thank You Card from Board and Activists (LDI
activists)

Email or Phone Call from Senior Director of Development

Email or Phone Call from Board Member

Meet for Coffee with Board Member

Meet for Coffee with Senior Director of Development
Meet for Coffee with Executive Director

Update email from ED (bcc list)

Update email from ED’s personal work email

Donor Survey - area interests (will be connected to update
email as stated above)
Letter from Activist

Update/anniversary email on work — appeal specific or
general update on work over the year from Senior Director
of Development

Send Holiday Card

Hard Letter with Year in Review signed by ED

Invite to Donor Tour

Invite to events

Timeline $1-
$100

Within 24-48 X

hours

48-72 hours

Quarterly X

1-2 months X
1-2 months

3 months

3 months

4 months
4 months
4 months
6 months X
6 months

6 months X
8 months X

12 months

Decernber
Annually in
January

When
Appropriate
When X
appropriate

$100-
$249

$250-
$499

$500-
$999

Action from Individual
Giving Specialist

Print Letter for Senior
Director to sign

Draft template for ED
Print Welcome Packet
Letters for ED to sign
Provide Cards for staff and
YPC to sign

Provide Cards to Board and
Activists

Provide scripts and donor
information

Provide scripts and donor
information

Provide donor information
Provide donor information
Provide doner information

Provide mailing list and
template email to ED
Create new survey

Draft a letter, work with
M

Template email with places
to adjust and include
changes

Provide Mailing List
Provide Mailing List

Draft email

Draft email



Differentiatiq &~

Beina different made me stronaer.



Claiming the
narrative



THE MARKETING CLASSIC N

The Brand

IDEA

JACK o
TROUT -2- ‘@
4

&

=]

™™ BATTLE FOR Y




Beware of poverty porn



“The single story creates
stereotypes, and the problem
with stereotypes is not that
they are not true, but that they
are incomplete. They make one

story become the only story.”
-Chimamanda Ngozi Adichie



How do you
measure success?



Ladders of
engagement

Advocates
Supporters

Unaware Observers



What's in your
secret sauce?
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\EB_/ PODCAST

The Smart

Communicé‘tions

' Podcast

https://bigducknyc.com/podcast


https://bigducknyc.com/podcast

igducknyc.com/achieve-more



https://bigducknyc.com/achieve-more
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What it takes
to be great 4 '

The top five factors of successful nonprofit /
communication teams ®

https://bigducknyc.com/5-factors



https://bigducknyc.com/5-factors
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http://bigducknyc.com/insights/capital-campaign-communications-raise-millions/

Resources

Find links to all the resources we shared

and download this presentation at:

bigduck.com/mindshare

Big
Duck
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Give us your feedback

Thank you. Please use your FRDNY app
at https://crowd.cc/s/2FfzK to fill out the
session survey.

Fundraising Professionals
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