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Messaging Crisis for Nonprofits

Á84% Most Nonprofit Messages Donôt 

Connect Strongly with Key Audiences

ÁBehind the Disconnect: 86% of Nonprofits 

Characterize Their Messages as Difficult to 

Remember

Nancy Schwartz & Company

Survey Getting Attention - Helping Nonprofits succeed 

though effective marketing
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http://nancyschwartz.com/


If you had just 30 seconds with which to 

describe why people should:

ÅDonate to your organization

ÅVolunteer for your organization?

ÅBuy your products or services?

ÅJoin your board?

ÅWork for your organization?

What Would You Sayéé..?

3



Your Value Proposition Statement
Before

After



Objectives

Á Provide clarity on misunderstood marketing terminology

Á Learn what is a Value Proposition?

Á Learn how to build a ñValue Propositionò

Á Walk away with practical ideas and tools

Á Have Fun!
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Overview
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Developing Your Value Proposition Statement
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Measures /

SROI
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Definitions
Element Description

Vision A mental model of the future state. What you aspire to be.

Mission Core purpose, why an organization exists ïvalue, for who, how

Core Values Principles or beliefs that guides the organization.  The culture of an 

organization.

Differentiation The 1-3 most important benefits that sets your organization, service, 

or concept apart from the competition. Establishes a clear distinction

between competition.

Unique Value Proposition-Internal Used internally. A clear statement of the tangible results a customer 

gets from using your products or services.  The reason to buy.  More 

bullet points.

Positioning Statement ïExternal

Unique Selling Proposition - USP

Marketing Speak ïAds, letters, etc. Targeted. How you position 

yourself in the market place through all the things you do ïwebsite, 

go to market.. How you establish your brand image.

Tag Line / Slogan - External A slogan or phrase that visually conveys the most important product 

attribute or benefit that the advertiser wishes to convey. Generally, a 

theme to a campaign, or words that communicate your value 

proposition.

Elevator Speech - External An elevator speech is a short (15-30 second, 100 word) sound bite 

that succinctly and memorably introduces you. It spotlights your 

uniqueness. It focuses on the benefits you provide. And it is 

delivered effortlessly.

Brand The sum of everything your organization is, says, and does.  Your

companyôs face to the world.  Your promise.



What is a Value Proposition? 

ÁA Value Proposition is what makes 

customers choose you, instead of the 

competition. 

ÁA clear and succinct statement (2-4 

sentences) that outlines to potential 

clients and stakeholders a company's 

unique value-creating features.
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A Value Proposition Statement

Describe "What" you provide.

Ask "So what?ñ  

Whatôs the Value?

Quantify ñBenefit"

Provide Proof.

We help our clients develop and execute comprehensive 

fundraising strategies. We provide the training, tools and 

processes so they can sustain fundraising growth. Our 

clients average a 20-30% increase over their previous 

year. 
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One Size Does Not Fit All
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Why Develop ïValue Proposition
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ÅCreate a strong differential between you and your 

competitors

ÅIncrease not only the quantity but the quality of 

prospective leads

ÅGain market share in your targeted segments

ÅAssist you in enhancing tools that will help you close 

more business

Improve your degree of success



Tag Lines

Á Health & Sciences: Improving Life, One Breath at a Time

ðAmerican Lung. 

Á Human Services: When You Canôt Do It AloneðJewish 

Family & Childrenôs Service of SarasotaïManatee, Inc

Á Civic Benefit: Stand Up for a ChildðCASA of Southwest 

Missouri/CASAôs

Á Grant making: Make the most of your giving.- The Greater 

Cincinnati Foundation. 
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Slogans 

Á "I can't believe I ate the whole thing!ò Alka-Seltzer 

Advertising  

Á "Don't leave home without it òAmerican Express 

Advertising  

Á Have it your wayñ Burger King Advertising  

Á "M'm M'm Good!ò Campbellós Soups Advertising  

Á "It keeps going, and going, and going...ò Energizer 

Batteries Advertising  
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Market Research
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ñItôs not what you donôt know 

that hurts you. It is what you 

know that ainôt so.ò

American Humorist, Will Rogers, Jr. 



The Domain of ñI Knowò
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I Know That I 

Know

I Know That I 

Donôt Know

I Think I Know  

But I Donôt 

Really Know

I Donôt Know 

That I Donôt 

Know



Market Research

ÁSurveys

ÁInterviews

ÁFocus Groups

ÁPilots ïTest Marketing

ÁWeb Search (Google)

ÁWeb Based Focus Groups

ÁBuy Research
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The ñSo What?ò Test

ÁTry your value proposition out on 

colleagues, employees ïand most 

importantly, existing and potential 

customers. 

Á If the response to your value proposition 

from a prospective buyer is ñSo What?ò, 

you know that itôs not strong enough. 
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Eyebrow Test
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Trends

Trends Positive 

Impacts

Negative

Impacts

Competitive Trends

New competitors, pricing, products

Economic-

Economy

Regulatory ïFederal & State
Healthcare Reform

Demographics

Aging Population

Industry

Consolidations, Alliances

Workforce

Talent war

Other Trends

Social, Technology, 
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Competition
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Competition

Your 

Advantages

Your 

Weaknesses

Their 

Advantages

Their 

Weaknesses
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SWOT Analysis



SWOT Analysis

Strengths Weaknesses

Opportunities Threats

Develop actions to leverage strengths Develop actions to address weaknesses

Develop actions to seize opportunities Develop actions to mitigate threats
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Example SWOT Analysis

Strengths Weaknesses

ÅBrand ÅLack of technology

ÅLocation ÅHigh turnover 

ÅExecutive Director reputation ÅFinancial position ïnegative cash flow

ÅExperienced staff ÅNeed stronger fundraising expertise

ÅLoyal donor base ÅBoard mix is lacking diversity

Opportunities Threats

ÅIncrease partnerships, collaborations ÅIncreased competition

ÅIncrease board size and mix ÅConsolidation in our industry

ÅExpand geographically ïSt. Charles ÅDonor base (large $) average age is over 65

ÅUntapped millennial generation Å50% of leadership team will retire in the next 

3-4 years

Develop actions to leverage strengths Develop actions to address weaknesses

Develop actions to seize opportunities Develop actions to mitigate threats
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Vision, Mission, Values



Vision Statement

Future State
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A vision statement should be a clear, motivating 

message about what your organization wants the future 

to look like.



Sample Vision Statements

Á NSW Rape Crisis Centre will be a Centre of Excellence in the 

provision of services to anyone who has experienced sexual 

violence.

Á The Oshkosh Public Library will be the community's premier 

knowledge resource; and a recognized leader in promoting 

reading as a lifelong activity.

Á The vision of the ASPCA is that the United States is a 

humane community in which all animals are treated with 

respect and kindness.

Á SHELTER, Inc. is working to realize a vision: A Home For 

Everyone.
29



Mission Statement

Core Purpose - The Value, For Who, How
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Non-Profit Mission Statements

Á Boy Scouts of America: Prepare young people to make ethical and moral 

choices over their lifetimes by instilling in them the values of the Scout 

Oath and Law

Á Blessing Basket: We exist to reduce poverty in third world countries by 

creating sustainable jobs and paying our weavers prosperity wages.

Á Red Cross: Provides relief to victims of disasters and help people prevent, 

prepare for, and respond to emergencies   

Á JDRF: Find a cure for diabetes and its complications through the support 

of research

Á Art4Hope: Increase organ donations by raising awareness through the arts 

.
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Values

Timeless Beliefs, Company Culture, Behaviors
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Values ïBullet Format

Á CHILD CENTERED - Focusing on the best interests of the child. 

Á INTEGRITY - Demonstrating honesty, impartiality, mutual respect 

and trustworthiness. 

Á COLLABORATION - Working together as a team, both within the 

agency and in the community to provide a positive experience for 

everyone we serve. 

Á INNOVATION - Leading the field of divorce counseling and 

education by developing new methods and best practices.

Á QUALITY - Striving for excellence in every aspect of the 

organization 33



Example Values ïSentence Format
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Á Provide a great work environment and treat each other with 

respect and dignity;

Á Embrace diversity as an essential component in the way we do 

business;

Á Apply the highest standards of excellence to the purchasing, 

roasting and fresh delivery of our coffee; 

Á Develop enthusiastically satisfied customers all of the time; 

contribute positively to our communities and our environment

Á Recognize that profitability is essential to our future success.  
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Measures / SROI



Examples ïNon Financial Impacts

Examples-Reductions

Á Court cases

Á Emergency room visits

Á Legal services

Á Deaths-funeral costs

Á Weeks of unemployment

Examples-Increases

Á Property values

Á Student enrollment

Á Staff retention

Á Student graduations

Á Academic Achievement-GPA

=
Reduction in ______ Cost per  ______x x # of  ______ Total $ Value

60 $100 50/year $300,000
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Youth Mentoring

Youth Mentoring

Å Improved school attendance

Å Reduced truancy

Å Improved health outcomes

Å Reduced juvenile crime

Å Reduced costs of adult crime

Å Reduced need for social 

service

Youth Intervention

Á Reduced truancy

Å    Improved school  

performance

Å    Reduced near-term court 

costs

Å    Reduced costs of adult 

crimes

Å    Reduced need for social  

services

Å   Improved health outcomes

37Source: Analyzing the Social Return on Investment in Youth Intervention Programs,  Wilder Research,



SROI ïMentoring Program
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Category of Benefits Dollar Value

Reduced juvenile crime $   371

Reduced truancy $       0

Reduced School Costs $   150

Increased Graduation Rate $ 3,826

Enhanced School Achievement $ 2,129

Reduced probability of tobacco initiation $   823

Reduced probability of illegal drug 

initiation

$  127

Mentor satisfaction $ 2,262

Total Benefits Per Student $ 9,688

Total Resource Costs $ 3,562

SROI 2.72

Source: Analyzing the Social Return on Investment in Youth Mentoring Programs,  Wilder Research



SROI ïIntervention Program

39

Category of Benefits Dollar Value

Reduced initial court costs $  675

Reduced juvenile crime $  36

Reduction cost of treatment $  402

Improved high school graduation $ 7,310

Reduced school expenses $  300

Enhanced school achievement $ 1,064

Total Benefits Per Student $ 9,787

Total Resource Costs $ 2,000

SROI 4.89

Source: Analyzing the Social Return on Investment in Youth Intervention Programs,  Wilder Research,



The Power of Measures
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What gets measured gets done.

You can only manage what you can measure.

If you canõt measure it, maybe you shouldnõt be doing it.



Balance of Measures
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Short-term

Tangible

Lead Indicators

Internal 

Perspectives

Long-term

Intangible

Lag Indicators

External 

Perspectives


