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Executive Summary
According to the National Center for Charitable Statistics (NCCS), as of November 2010, there were roughly 1.5 million nonprofit organizations registered in the United States. So how can nonprofit organizations market themselves so that they stand out from the rest of the crowd, increase their financials, and maintain repeat clientele relationships? The answer is rather simple; nonprofit organizations need to begin focusing more heavily on marketing their organizations effectively and efficiently.
While nonprofit organizations have begun to realize the importance of marking, even creating and hiring for marketing positions; their understanding of marketing seems to be a bit skewed. A study conducted by the Maryland Association of Non-profit Organization in the USA reveals that most nonprofit organizations are only using one or two marketing functions instead of adopting or creating a marketing strategy in its entirety. The study revealed that most nonprofit marketers are devoting the bulk of their time to advertising, fundraising and public relations activities. 
On a positive note, nonprofit organizations are embracing the use of social media as one of their marketing tools. Facebook, one of the more popular social media sites, can be used as a means to inexpensively connect with some of the 500 million active Facebook users to build relationships with potential supporters. And nonprofit organizations can measure the success of their efforts by monitoring their website traffic. This can easily be done using programs such as Google Analytics. If the organization is utilizing social media tools correctly, they should see a growth in site traffic.
Social media is a great tool for nonprofit organizations, but it is not the answer to all of their marketing problems. Other efforts are needed to attract and retain sponsors that will help the organization survive, and hopefully grow. Nonprofit organizations need to seriously consider the benefits of both relationship marketing and storytelling. As these tools can be a great way for nonprofit organizations to by-pass some of the obstacles they face that for-profit organizations do not. 
A prime example of an obstacle that nonprofit originations face that for-profit corporations do not is the new 2012 budget plan, announced by President Obama this past February (2011). The budget plan will mean a significant decrease in funding, especially for nonprofit organizations. As President Obama put it, he is cutting “things that I care deeply about.”[footnoteRef:1]It is budget cuts like these that make it all that more important for corporations to step up to the plate and do their part.  [1: ] 

There are a number of potential benefits that corporations can gain from participating in corporate social responsibility. To start with, corporate social responsibility usually provides corporations with free promotional advertisements. Free advertisement comes in a variety of forms, be it by means of sponsorship advertisements, press releases, or making reference to the company via the nonprofit organization’s website or social media pages.
This research paper is intended to provide an educated opinion on where nonprofit organizations currently stand in terms of marketing strategies, and what tools they should be embracing in the future.  I believe that with the vast number of challenges and fierce competition that nonprofit organizations face, the proper use of marketing strategies is what will carry them to survival. 


Introduction
According to the National Center for Charitable Statistics (NCCS), as of November 2010, there were roughly 1.5 million nonprofit organizations registered in the United States. In comparison, as of 1999 there was closer to only 1.2 million nonprofit organizations registered in the United States.[footnoteRef:2] With the rapid increase of nonprofit organizations, how are these organizations to market in a manner in which they can increase their financials and maintain repeat clientele relationships?  [2:  http://nccs.urban.org/
] 

The answer appears to be rather simple. That is, nonprofit organizations need to begin to focus on marketing effectively and efficiently. My research concludes that nonprofit organizations are aware of the increase in their competition and the need to optimize their operations to survive. So where does the problem lie? The problem is that nonprofit organizations already have their “product,” or mission, established prior to marketing it to the general public. Therefore, nonprofit organizations tend to market to the consumers with an “organization-centered” mindset versus a more efficient “customer-centered” mindset.[footnoteRef:3]  [3:  Sara Dolnicar, & Katie Lazarevski. (2009). Marketing in non-profit organizations: an international perspective. International Marketing Review, 26(3), 275-291.  Retrieved June 7, 2011, from Research Library. (Document ID: 1876135181).
] 


Nonprofit marketing strategies
While some individuals may be opposed to the thought of using market-orientation to promote nonprofit organizations; claiming that it is irrelevant to the nonprofit world because their mission is previously defined and cannot later be adjusted to meet the needs of the market.[footnoteRef:4]In my opinion, the opposing party members are wrong, and ignorant to make such a bold statement.  Market-orientation would help nonprofit organizations identify their customer pool, attract those consumers, and communicate with those consumers in an effective and efficient manner. Proper marketing would benefit nonprofit organizations and provide a means to survive, expand, and improve their current customer relationships.  [4:  Sara Dolnicar, & Katie Lazarevski. (2009). Marketing in non-profit organizations: an international perspective. International Marketing Review, 26(3), 275-291.  Retrieved June 7, 2011, from Research Library. (Document ID: 1876135181).
] 

So are nonprofit organizations taking advantage of all that strategic marketing efforts has to offer them? The answer is complicated. On the surface, yes, nonprofit organizations have begun implementing marketing practices into their organizations and are even creating and hiring for marketing positions. However, the definition of marketing seems to be a bit misunderstood in the nonprofit world. A study conducted by the Maryland Association of Non-profit Organization in the USA reveals that most nonprofit organizations are only using one or two marketing functions instead of adopting or creating a marketing strategy in its entirety. The survey asked respondents to state, in an open-ended manner, their personal definition of what marketing is. The responses varied, but the most skewed answer of them all was, “Anything with a company logo displayed to the public”. [footnoteRef:5]This particular respondent is missing all of the important aspects of marketing, such as, research and direct selling, cold-calling, fundraising, etc. Perhaps, this is why nonprofit organizations aren’t seeing the positive impact of their marketing efforts as much as they should be. [5:  Sara Dolnicar, & Katie Lazarevski. (2009). Marketing in non-profit organizations: an international perspective. International Marketing Review, 26(3), 275-291.  Retrieved June 7, 2011, from Research Library. (Document ID: 1876135181).] 

Is the lack of marketing functions the only problem nonprofit organizations are facing? Not likely. The survey conducted by the Maryland Association of Non-profit Organization in the USA also exposed that only 13% of the nonprofit organizations surveyed use marketing “very much”. [footnoteRef:6] What is even more astounding is that 49% of the surveyed nonprofit organizations use marketing only “a fair bit”, and of those respondents, only 26% find marketing to be a crucial tool that helps their organization achieve their mission and goals.[footnoteRef:7] [6:  Sara Dolnicar, & Katie Lazarevski. (2009). Marketing in non-profit organizations: an international perspective. International Marketing Review, 26(3), 275-291.  Retrieved June 7, 2011, from Research Library. (Document ID: 1876135181).]  [7:  Sara Dolnicar, & Katie Lazarevski. (2009). Marketing in non-profit organizations: an international perspective. International Marketing Review, 26(3), 275-291.  Retrieved June 7, 2011, from Research Library. (Document ID: 1876135181).] 

What aspects of marketing do nonprofit organizations tend to use? Of the same survey, it appears that respondents feel marketing is not crucial; and their main marketing efforts focus on advertising, fundraising, and public relations.[footnoteRef:8] In conclusion, nonprofit organizations are skipping out on one of the most important aspects of marketing, the research and promotion of their “product” to their “target market.” A nonprofit organization’s “target market” would be considered a consumer who finds it necessary to participate with the said organization. The proper way in which nonprofit organizations should be implementing marketing strategies into their organization is really a four-step process.[footnoteRef:9] One: conduct research. Learn what the current markets needs are. Two: Design the product or service. In this step it is important to center the product or service to coordinate with what the needs of the current market are. Three: Promote. Fortunately, this step seems to already be an active function for nonprofit organizations today. Four: Evaluate. It is important to have a success or failure measure for your organization so that one may be able to find where the problem lies and take corrective actions. [footnoteRef:10]
 [8:  Sara Dolnicar, & Katie Lazarevski. (2009). Marketing in non-profit organizations: an international perspective. International Marketing Review, 26(3), 275-291.  Retrieved June 7, 2011, from Research Library. (Document ID: 1876135181).]  [9:  Don Akchin. (2001). Nonprofit marketing: just how far has it come? Nonprofit World, Vol. 19. No. 1
]  [10:  Don Akchin. (2001). Nonprofit marketing: just how far has it come? Nonprofit World, Vol. 19. No. 1
] 

“Accidental” Marketers
One of the nonprofit organizations’ current hurdles is that their marketing employees are not willing to learn or adopt the missing aspects of the marketing strategy (cold-calling, research, etc.). The real obstacle here is that most nonprofit employees currently holding a marketing position are “accidental marketers”.[footnoteRef:11] Very few nonprofit marketers received formal marketing or business training. Don Akchin, mentions in his article that only 22% of nonprofit markets have their bachelors or masters in business.[footnoteRef:12] Due to the lower salary levels in comparison with corporate organizations, nonprofit organizations struggle to attract highly qualified marketing candidates. Therefore, most nonprofit markets learn from doing, and demonstrate little to no interest in learning the essential missing marketing skills.  [11:  Don Akchin. (2001). Nonprofit marketing: just how far has it come? Nonprofit World, Vol. 19. No. 1
]  [12:  Don Akchin. (2001). Nonprofit marketing: just how far has it come? Nonprofit World, Vol. 19. No. 1
] 

On the positive spectrum, “accidental” nonprofit marketers are beginning to embrace social media as a means to attract and retain their clientele. It was not until recently (the past two years) that we observed this acceptance of social media tools, such as Facebook as a means to market nonprofit organizations.[footnoteRef:13] To many individuals, including myself, when discussing social media, the first thing that comes to mind is Facebook. However, there are a number of social media tools that nonprofit organizations can use and means in which to measure their success and failures: Twitter, Blog, LinkedIn, etc.  [13:  Kanter, Beth (2009). 4 Wyas Social Media is Changin the Non-Profit World. , , . Retrieved from http://mashable.com/2009/05/22/non-profit-social-media/
] 


The use of social media
Facebook can be used by nonprofit organizations to “build awareness, community and fundraising.”[footnoteRef:14] Nonprofit organizations can use Facebook as a means to inexpensively connect with some of the 500 million active Facebook users to build relationships with potential supporters. According to Simon Mainwaring, Facebook allows people to be empathetic, “social technology is teaching us to be human again.”[footnoteRef:15]  [14:  Mainwaring, Simon (2011). How Non-Profits Use Facebook To Build Brand Awareness, Community And Fundraising. Fast Company Expert Blog,, . Retrieved from http://www.fastcompany.com/1758575/how-non-profits-use-facebook-to-build-awareness-community-and-fundraising
]  [15:  Mainwaring, Simon (2011). How Non-Profits Use Facebook To Build Brand Awareness, Community And Fundraising. Fast Company Expert Blog,, . Retrieved from http://www.fastcompany.com/1758575/how-non-profits-use-facebook-to-build-awareness-community-and-fundraising
] 

When expanding our discussion to include the internet as a whole, versus singling out social media tools, nonprofit organizations need to ensure that they deliver an effective and attractive website.[footnoteRef:16] The website not only needs to tell a potential client what the organization is about, it needs to show them how their contribution can help. It needs to be attractive in terms of colors, fonts, layout, and most importantly, because they do tell a thousand words, pictures. Another tool nonprofit organization can take advantage of is search engine marketing. Nonprofit organizations can go to search engine sites, such as Google or Bing, and search for their organization via keywords to determine what key phrases drive the most traffic to their sites.[footnoteRef:17]    [16:  Brooks, Rich (2009). Five Things Non-Profits Can do to Promote Themselves Online. Fast Company Expert Blog, , . Retrieved from http://www.fastcompany.com/blog/rich-brooks/social-media-strategies-small-business/five-things-non-profits-can-do-promote-thems
]  [17:  Brooks, Rich (2009). Five Things Non-Profits Can do to Promote Themselves Online. Fast Company Expert Blog, , . Retrieved from http://www.fastcompany.com/blog/rich-brooks/social-media-strategies-small-business/five-things-non-profits-can-do-promote-thems
] 

How do nonprofit organizations measure the success of social media efforts you ask? One of the easier ways to measure the success of their efforts is to monitor their website traffic. This can easily be done by using programs such as Google Analytics. If the organization is utilizing social media tools correctly, they should see a growth in site traffic. If not, it is back to the drawing board. Secondly, nonprofit organizations can ask their audience to subscribe to e-newsletters where they can monitor how many individuals have interest in their organization, and they can use this as an opportunity to keep their audience informed. Thirdly, online donations are a great measurement.[footnoteRef:18] Lastly, if nonprofit organizations use location based apps (Foursquare) to promote volunteer opportunities or events (silent auctions for example), the organization should see an increase in participants.[footnoteRef:19]  [18:  Nonprofit.org (2010). 10 Social Media Metrics for Nonprofit Organizations (and How to Track Them). , , . Retrieved from http://nonprofitorgs.wordpress.com/2010/03/24/10-social-media-metrics-for-nonprofit-organizations-and-how-to-track-them/
]  [19:  Brooks, Rich (2010). Six Ways Non-Profits Can Use Social Media to Grow. Fast Company Expert Blog, , . Retrieved from http://www.fastcompany.com/1659629/six-ways-non-profits-can-use-social-media-to-grow
] 


Google to the rescue
To make life a bit easier on nonprofit organizations, Google has stepped up to the plate to offer a wide variety of unique products/services to eligible nonprofit organizations; Google calls it In-Kind advertising. One of the many unique services Google offers is Google Grants. This program provides eligible nonprofit organizations the opportunity to apply for free Adware. What this means is that there organization will be placed on the right hand side of the Google search page when Google users search keywords that are relevant to that particular organization. This donation by Google is valued to be worth around $10,000 per month of free advertisement. Google also offers the eligible nonprofit organizations free and discounted apps to help nonprofit organizations operate more efficiently, and many more Google tools (Google.com). 

Relationship marketing
What’s the next big step for nonprofit marketers to take? Relationship marketing; which has a wide variety of definitions but is told best by Mishra and Liy (2008), “relationship marketing refers to all marketing activities directed toward establishing, developing, and maintaining successful relationship exchanges,” and Harker (1999) “an organization engaged in proactively creating, developing, and maintaining committed, interactive, and profitable exchanges with selected customers (partners) over time is engaged in relationship marketing.”[footnoteRef:20]  [20:  Alrubaiee, L., & Al-Nazer, N.. (2010). Investigate the Impact of Relationship Marketing Orientation on Customer Loyalty: The Customer's Perspective. International Journal of Marketing Studies, 2(1), 155-174.  Retrieved June 16, 2011, from Research Library. (Document ID: 2219802581).
] 

But why is relationship marketing becoming the so-called life support for the nonprofit world? Long story short, relationship marketing is what glues, or binds, clients to that particular organization. Relationship marketing is building trust and bonding with past and present clients so that they continue to return (donate or volunteer) year after year. While relationship marketing can be rather costly and time consuming, there are a couple of inexpensive tools nonprofit organizations can utilize: e-newsletters, magazines, face-to-face activities, etc. Despite the wide variety of tools nonprofit organizations can take advantage of, the face-to-face time is usually more beneficial to the nonprofit organization than other methods. Face-to-face opportunities not only allow the individuals to reconnect and bond with the nonprofit organization, but it provides an opportunity for individuals to network with others in their area that share some of the same passions (like the said nonprofit organization).     
With the significant increase in competition amongst nonprofit organizations, it is important to retain brand-loyal customers; and marketing scholars have been said to believe that there is a strong correlation between relationship marketing and an increase in brand loyal customers.[footnoteRef:21] And every business-savvy person knows an increase in brand loyal customers will increase the likelihood of long-term financial health. And although nonprofit organizations’ main goal is to not make a profit, available finances are what keep them alive. So how can nonprofit organizations go about incorporating relationship marketing into their strategic plan? First, it is important to note that men and women respond differently to relationship marketing. Secondly, there are a number of key points that nonprofit organizations must consider when partaking in relationship marketing. To begin with, commitment and trust are key elements to a successful relationship. “Communications, satisfaction, bonding, shared value, empathy, dependence and reciprocity have been considered as important components of relationship marketing orientation” as well. [footnoteRef:22] With the greatest emphasis on communication, as communication is a primary building block to increasing the levels of trust.   [21:  Alrubaiee, L., & Al-Nazer, N.. (2010). Investigate the Impact of Relationship Marketing Orientation on Customer Loyalty: The Customer's Perspective. International Journal of Marketing Studies, 2(1), 155-174.  Retrieved June 16, 2011, from Research Library. (Document ID: 2219802581).
]  [22:  Alrubaiee, L., & Al-Nazer, N.. (2010). Investigate the Impact of Relationship Marketing Orientation on Customer Loyalty: The Customer's Perspective. International Journal of Marketing Studies, 2(1), 155-174.  Retrieved June 16, 2011, from Research Library. (Document ID: 2219802581).
] 

Now, tying together both the social media aspect and relationship marketing, men and women tend to differ in the type of causes they support. A study conducted by Georgetown University’s Center for Social Impact Communication, survey around 2,000 participants; and according to this particular study, women are typically the more passionate of the two groups and will actively support causes via social media sites (Facebook, Twitter, Blogs, etc.). While on the contrary, the study finds that men seem to deem this type of social media support as a fad that will soon be gone.[footnoteRef:23]   [23:  Flandez, Raymund (2011). Men and Women Differ in Causes They Support on Social Media. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/prospecting/men-and-women-differ-in-causes-they-support-on-social media 
] 

The study reported that it is highly likely for both men and women to support causes such as “feed the hungry” or “support our troops”,[footnoteRef:24] both of which are very near and dear to many individuals because they can personally relate to it in one way or another.  Women however, are more likely than men to support youth-related causes like Recess Rocks!  Recess Rocks! is a nonprofit organization whose mission is to prevent and reverse childhood obesity; while males tend to support more political and environmental causes, such as global-warming groups.[footnoteRef:25] When the study asked survey participants how nonprofit organizations could attract more supporters; the female respondents suggested putting a famous person behind the brand, designating a particular month to supporting that cause, and/or an active participation with social networks (Facebook).[footnoteRef:26] It is important to distinguish that an active participation in social networks is much different than an active and almost bombarding email-campaign approach. Both male and female survey respondents were sure to make voice that charitable e-newsletters feel more like clutter than a useful means of marketing. Therefore, it is important for nonprofit organizations to have a target audience in mind, and be strategic in their marketing ways so that their audience does not feel attacked.[footnoteRef:27]  [24:  Flandez, Raymund (2011). Men and Women Differ in Causes They Support on Social Media. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/prospecting/men-and-women-differ-in-causes-they-support-on-social media 
]  [25:  Flandez, Raymund (2011). Men and Women Differ in Causes They Support on Social Media. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/prospecting/men-and-women-differ-in-causes-they-support-on-social media 
]  [26:  Flandez, Raymund (2011). Men and Women Differ in Causes They Support on Social Media. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/prospecting/men-and-women-differ-in-causes-they-support-on-social media 
]  [27:  Flandez, Raymund (2011). Men and Women Differ in Causes They Support on Social Media. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/prospecting/men-and-women-differ-in-causes-they-support-on-social media 
] 


the importance of storytelling
With that being said, it is harder for some organizations than others to recruit supporters. Storytelling can be a great marketing tool to by-pass some of the obstacles that nonprofit organizations face. In my personal experience, donors respond to storytelling and thank yous more positively than charts and figures. As Andy Goodman said, “numbers numb, jargon jars, and nobody ever marched on Washington because of a pie chart. If you want to connect with your audience, tell them a story.”[footnoteRef:28]   [28:  Bianchi, Alessandra (2011). A beautiful tale about the importance of storytelling for nonprofits & how to do it well. Green Revolution Radio, , . Retrieved from http://greenrevolutionradi o.com/content/beautiful-tale-about-importance-storytelling-nonprofits-how-do-it-well
] 

While the idea of storytelling is still rather new to the nonprofit world, nonprofit organizations are quickly catching on and implementing storytelling on their social media sties, their home pages, holiday cards, annual reports, and much more. The American Cancer Society started their “Join the Movement for More Birthdays” campaign, where celebrities sing the infamous happy birthday song, and individuals can log on to www.morebirthdays.com to share what more birthdays means to them. It is stories like these that capture the attention of potential donors and encourage them to help make a difference and an opportunity to add more birthdays to someone’s life expectancy. Not only are nonprofit organizations using storytelling to suck in potential donors, they are also using their storytelling skills on their new employees, they are calling it “Staff Told Stories.” These “Staff Told Stories” are used to familiarize new employees with the nonprofit’s culture and the day-to-day activities.[footnoteRef:29]  [29:  Bianchi, Alessandra (2011). A beautiful tale about the importance of storytelling for nonprofits & how to do it well. Green Revolution Radio, , . Retrieved from http://greenrevolutionradi o.com/content/beautiful-tale-about-importance-storytelling-nonprofits-how-do-it-well
] 

Although storytelling may appear to be the ever essential tool to nonprofit organizations’ long-term survival, nothing is ever as simple as it may seem. Nonprofit organizations have a set of unique obstacles that for-profit organizations have the luxury of avoiding. For starters, nonprofit organizations are in the public eye far more than for-profit organizations.[footnoteRef:30] Just last month (May 2011), a Seattle based charity turned down almost a 20,000 dollar donation from Comcast after one of the company’s representatives threatened to pull their donation out.[footnoteRef:31] What caused the threat? The Seattle based charity’s Tweet post. The charity had used Twitter (their preferred social media tool) to express their personal disapproval that Comcast’s most recent hire was a former Federal Communications Commission commissioner.[footnoteRef:32] It is small things like this that can hurt a nonprofit organization for a long time to come. It is crucial that nonprofit organizations use social media tools as a means to market their services, but it is even more vital that the nonprofit organization use social media tools in a neutral manner. This means personal opinions are out, especially when it comes to political views. Growing up, my parents always said there are two things you never discuss with a stranger that is politics and religion. The same holds true for nonprofit organizations, just with even more consequences.  [30:  Gallagher, Katherine, & Weinberg, Charles B.. (1991). Coping with Success: New Challenges for Nonprofit Marketing. Sloan Management Review, 33(1), 27.  Retrieved June 7, 2011, from Research Library. (Document ID: 812427).
]  [31:  Switzer, Cody (2011). Charity Turns Away Corporate Grant After Threat to End Support. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/social-philanthropy/charity-turns-away-corporate-grant-after-threat-to-end-support
]  [32:  Switzer, Cody (2011). Charity Turns Away Corporate Grant After Threat to End Support. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/social-philanthropy/charity-turns-away-corporate-grant-after-threat-to-end-support
] 


The Effects politics have on nonprofit organizations
Not only does a nonprofit organization face the challenge of loosing supported donors, there is also the constant fear of losing federal budgets. The new 2012 budget plan, announced by President Obama this past February (2011), means a significant decrease in funding, especially for nonprofit organizations. As President Obama put it, he is cutting “things that I care deeply about.”[footnoteRef:33] On the list for budget cuts are a number of nonprofit organizations whose missions are to provide energy assistance, community development programs, and social services. As Craig Jennings, director of federal fiscal policy for OBM Watch said, “For those hoping Obama would lead the way in enhancing or extending programs for those hardest hit by the recession…there’s a lot to be concerned about.”[footnoteRef:34] On a more positive note, funding will increase for organizations that help the homeless and provide rental assistance to lower income-families. [33:  Perry, Suzanne (2011). Nonprofit Groups Face Stiff Challenges With new Federal Budget Plan. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/article/Charities-Face-Challenges-From/126375/
]  [34:  Perry, Suzanne (2011). Nonprofit Groups Face Stiff Challenges With new Federal Budget Plan. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/article/Charities-Face-Challenges-From/126375/
] 

Another example of where politics can directly affect the outcome of nonprofits organizations’ success or failure is the nakedly political Citizens United decision. The nakedly political Citizens United decision makes it legal for corporations “to make unlimited and undisclosed contributions to independent organizations that directly call for the election or defeat of particular candidates.”[footnoteRef:35] It has been reported that more than $350 million contribution dollars were used for this year’s political campaigns. And the U.S. Chamber of Commerce (a nonprofit organization) plans to spend around $75 million to influence this year’s elections.[footnoteRef:36]  [35:  Stehle, Vince (2010). Nonprofits Should Rally Behind Efforts to Shed Light on Secret Donors. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/article/Secret-Donors-to-Political/125143/
]  [36:  Stehle, Vince (2010). Nonprofits Should Rally Behind Efforts to Shed Light on Secret Donors. The Chronical of Philanthropy, , . Retrieved from http://philanthropy.com/article/Secret-Donors-to-Political/125143/
] 

What harm will the nakedly political Citizens United decision cause for nonprofit organizations? Look at it this way; unanimous donations have always been highly respected in many religious traditions. It shows an act of selflessness on the donors’ part. But the nakedly political Citizens United decision will allow secret political contributions, which are intended to manipulate elections, “masquerade as selfless acts of charity are harmful and disingenuous.” It is funny how these new rules will make legal what sent a number of individuals to jail from the campaign re-election for Richard Nixon. 

How corporations perceive nonprofit organizations today
There are a number of potential benefits corporations can gain from participating in giving back their communities. There is the satisfaction of knowing you have done good for others, and there is the fact that CSR (corporate social responsibility) usually provides corporations with free promotional advertisements. Free advertisements comes in a variety of forms, be it by means of sponsorship advertisements, press releases, or making reference to the company via the nonprofit organization’s website or social media pages; either way the company is still getting their name out there in a positive light. Corporate social responsibility is a great way for companies to stretch their advertising budget and get positive results. 
A prime example of this is, the Pepsi Refresh Project. Pepsi decided to make a dramatic change in their investments. The company pulled their funding which had previously been used for the Super Bowl advertisements and instead decided to “award grants to people, businesses and non-profits with ideas that will have a positive impact.”[footnoteRef:37]  Another example would be from Disney. Disney began their Give a Day, Get a Disney Day program. The goal was to “inspire one million people to volunteer a day of service to a participating organization in their communities”. In return the participants would receive one free day pass to the Disney Theme Park, or the option to donate it to their selected charity.[footnoteRef:38]    [37:  Steele, Dayna (2010). Is Philanthropy the New Marketing?. Fast Company, , . Retrieved from http://www.fastcompany.com/blog/dayna-steele/find-your-inner-rock-star-building-stage-success/philanthropy-new-marketing

]  [38:  Steele, Dayna (2010). Is Philanthropy the New Marketing?. Fast Company, , . Retrieved from http://www.fastcompany.com/blog/dayna-steele/find-your-inner-rock-star-building-stage-success/philanthropy-new-marketing

] 

Has the economy effected company and individual donations? Yes. Of course it has. Everyone’s spending has declined and Americans are watching what they are spending their money on. Despite a decrease in donations, companies and individuals are still donating, and realizing the benefits of sponsoring nonprofit organizations.[footnoteRef:39] In conclusion, the interest to donate to a nonprofit organization is stronger than ever, but dollar amounts have shrunk and volunteer time has increased.     [39:  Korngold, Alice (2009). Business People Interested in Nonprofit Boards: Up or Down in this Economy and Post-Madoff?. Fast Company, ,. Retrieved from http://www.fastcompany.com
] 

Where nonprofit organizations are today
As I have been harping on, competition amongst nonprofit organizations are growing rapidly. Therefore, besides developing an effective and efficient marketing strategy (including the use of social media, storytelling and relationship marketing) nonprofit organizations need to be creative in the ways in which they entice their sponsors. Smile Train, a nonprofit organization which provides corrective surgery to children with cleft palates, has developed a rather unique marketing campaign. Smile Train sent out campaign letters reading “Make one gift now and we’ll never ask for another donation again.”[footnoteRef:40]  [40:  Hall, Holly (2011). Charity Wins Donors With Promise Never to Ask for Another Gift. The Chronicle of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/prospecting/charity-wins-donors-with-promise-never-to-ask-for-another-gift
] 

	Did this marketing approach really work you ask? According to Smile Train’s Chief Marketing Officer, Brian Dearth, this campaign is currently working rather well for them. Mr. Dearth claims, “Significant improvement over the charity’s previous approach to winning new donors.” “We provide free surgery to cure children of cleft palate that is permanent. So this is a way for us to convey that permanence. We provide donors with a similar opportunity to make a permanent change and be done with it.”[footnoteRef:41]  Donors that respond to the campaign mailing are given the opportunity to select whether they wish to never be asked for a donation again, have limited communication with Smile Train, or if they would like regular updates from Smile Train. After this, the donor who wishes to not be asked for a second donation is contacted once more. That donor will receive a thank you note, a receipt, and a photograph of the child they helped.[footnoteRef:42] [41:  Hall, Holly (2011). Charity Wins Donors With Promise Never to Ask for Another Gift. The Chronicle of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/prospecting/charity-wins-donors-with-promise-never-to-ask-for-another-gift
]  [42:  Hall, Holly (2011). Charity Wins Donors With Promise Never to Ask for Another Gift. The Chronicle of Philanthropy, , . Retrieved from http://philanthropy.com/blogs/prospecting/charity-wins-donors-with-promise-never-to-ask-for-another-gift
] 

	This is not to say that all nonprofit organizations should follow in Smile Train’s footsteps and create out-of-the-box marketing campaigns. In my personal opinion, I think Smile Train got lucky. Their campaign was something unusual that many were almost stunned by, which caused them to actually open the letter versus throwing it out. I would venture to guess that most of the donors did not select the option to never be contacted again. As, it is not that the donors were looking for an opportunity to clear their conscience once and then be done with their charitable contributions forever, but rather this campaign caught their attention and they acted upon it. The key to effective marketing for nonprofit organizations is the message. 
	This is where, once again, nonprofit organizations have greater challenges than for-profit companies, as their resources to create and distribute compelling marketing advertisements is rather limited. In following four guidelines to creating an effective and efficient marketing campaign, nonprofit organizations should begin to hopefully see more positive results. One: look good, but not too good. Two: show them with words. Three: Build a path. Four: Empathize, do not exploit.[footnoteRef:43] With Americans’ extra spending money declining, they want to know where every penny they spend is going. If nonprofit organizations distribute ads that look too good, or rather I say, too costly, their donors begin to questions just how much of their support is going to pay for advertisement versus helping fulfill the organization’s mission. Step two, showing them with words is reiterating how important storytelling is to the nonprofit world. Step three focuses on nonprofit organizations building positive and strong reputations. Step four is a guideline for storytelling. As storytelling is a very powerful tool to be used, it loses all of its value when the organization uses someone’s misfortune for the betterment of the organization.[footnoteRef:44] It is a fine line that nonprofit organizations must be careful not to cross.  [43:  Reed, Debbie.  (1996, March). Nonprofit marketing: Creativity 'unplugged'. Marketing News, 30(7), 6.  Retrieved June 7, 2011, from Research Library. (Document ID: 9365492).
]  [44:  Reed, Debbie.  (1996, March). Nonprofit marketing: Creativity 'unplugged'. Marketing News, 30(7), 6.  Retrieved June 7, 2011, from Research Library. (Document ID: 9365492).
] 

	Despite the many challenges nonprofit organizations face, two very powerful figures have chosen to not only do their part, but recruit those around them to help as well. Bill Gates and Warren Buffet have decided to cold-call a number of their billionaire friends and ask them to donate at least one-half of their fortune to charity. While this could lead to an abundance of charitable contributions, the money may not be seen for many years to come. More importantly, the wealthy tend to donate to a small group of charities such as, established colleges, hospitals, and arts and cultural organizations. But where the money is needed is, with organizations whose mission is to help the greater good. If this holds true, we will see the financial gap between large and small nonprofit organizations increase even greater than it is today. Currently, private organizations are raising funds for public schools, most of which are already in wealthy school districts. This alone creates a “mockery of the principle that all children in public schools deserve equal financial support.”[footnoteRef:45] In summary, both Bill Gates and Warren Buffet have great intentions, but the public needs to measure the potential for both the good and the bad consequences to come.[footnoteRef:46]  [45:  Eisenberg, Pablo (2010). The Gates-Buffet Giving Pledge Won't Do Much Good Unless It Changes Philanthropy. The Chronicle of Philanthropy, , . Retrieved from http://philanthropy.com/article/Philanthropy-Must-Change-for/123609/
]  [46:  Eisenberg, Pablo (2010). The Gates-Buffet Giving Pledge Won't Do Much Good Unless It Changes Philanthropy. The Chronicle of Philanthropy, , . Retrieved from http://philanthropy.com/article/Philanthropy-Must-Change-for/123609/
] 

Conclusion
	Nonprofit organizations face a number of challenges that for-profit organizations do not. Challenges and competition make it that more important for nonprofit organizations to take marketing strategies seriously.  Although most nonprofit marketers are what we call “accidental” marketers, if they are willing to learn the skills and tools they lack, then nonprofit organization can reap great benefits, with potential increase in donations and volunteer time. It is important for nonprofit organizations to use social media tools in a neutral way and to pay close attention to who their donors are, so that they may market in ways that interest their clientele. 
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