

[image: Cover: Do More Good, by Bill McKendry]




Worth®


Do More Good


Bill McKendry with Kathleen Sindorf


Moving Nonprofits from Good to Growth










[image: Do More Good, by Bill McKendry, Forefront Books]











Dedication


This book is dedicated to my Lord, wife, sons, family, friends, and cohorts. They all have inspired me to always strive to do more good.


Also, a special callout to my parents—John and Lois McKendry. They showed me that disabilities are only handicaps if you allow them to be. And they inspired me to be a voice for those who need help.










Foreword


I’ve been given a lot of business books—I mean, a lot of business books.


When you’ve been in the business and marketing world as long as I have, you work alongside many astute business minds. And it would seem they are all published and each has insights to share.


Many have original concepts to consider or catchy phrases to memorize. But I would argue that few books are as comprehensive as Do More Good. Soup to nuts, as they say, Bill has seen it, done it, and can write authoritatively about it. From asking hard questions to providing clear answers, Bill identifies what makes a nonprofit organization a unique animal and how a purposeful and best-practices approach works best when innovating. He not only provides a roadmap toward realizing what success looks like, he tells you how to recognize it when you get there. His IDEAS Process helps keep “the main thing the main thing,” as Stephen Covey so aptly said.


Bill and I first met in Grand Rapids, Michigan, in the early 2000s when I spoke at an event held at Cornerstone University. I was in C-level leadership in the corporate world then (Domino’s Pizza), and Bill had already made the transition from the for-profit to the nonprofit world. I quickly recognized his heart for service as well as his willingness to step out of the comfortable and into the meaningful. It was inspiring. With years of varied experience in the for-profit and nonprofit space, Bill comes to you as an award-winning and seasoned marketer. Do More Good truly speaks to his heart and passions.


I believe that it’s a privilege to work with others who see “need” as not just an academic exercise, but as a call for change. There are deeper truths to be realized in trying to reach the hearts of others. The best innovation, the kind that breaks through and breaks into our overly digitalized and fractured world, has to be based on these truths. Bill not only understands this, he lives and promotes it. I would argue there isn’t anyone who comes to this topic so well prepared and with so much personal experience. He doesn’t merely react to the cultural zeitgeist—he is and has been on the leading edge of real cultural response and change for years. I guess you could say he was doing good before doing good was cool.


I am honored to be included in his book, and I appreciate the opportunity to speak to my own experiences making the transition from the corporate space to the not-for-profit world. I never could have imagined the learning, the challenges, and the rewards that awaited me. I made the move to Compassion International in 2017, and in the span of these four years, the world has changed profoundly in so many ways. But I am grateful to be used by God to serve in this way, putting my own stamp on the ideas and practices of doing more good.


Martin Luther King Jr. famously said, “The time is always right to do what is right.” I couldn’t agree more. The times we live in cry out for a compassionate approach to growth and innovation. Change is inevitable. But meaningful and purposeful innovation can make change something to embrace, not to fear, something to lead people toward, not drag people into.


I congratulate Bill on writing such an important book. My wife is a writer, and I have seen how consuming and laborious the writing process can be. Writers pore over every word, phrase, and idea. And they personally put a lot of themselves into each process and project. I’m not sure I always understood that. I appreciate it all the more now.


My hope is that you appreciate the heart and effort that went into this book, and that you are encouraged by the stories within and inspired to “do more good,” however that looks for you.


Ken Calwell


Chief Marketing Officer, SVP Innovation


Compassion International


Colorado Springs, Colorado










INTRODUCTION How Bad Do You Want to Do Good?



Jimmy Smith is a highly accomplished advertising and marketing pro. As an African-American from a blue-collar community in Michigan, he’s had to work really hard and overcome a lot of obstacles to get to where he is today, which is working for the biggest and best-known brands and advertising agencies in the world.


When I invited him to speak at the first national conference for our nonprofit organization DO MORE GOOD, and then asked him if he’d do so for free, it seemed like a longshot. But truth be told, I did have a slight personal connection with Jimmy, so it was worth a try. We had been high school classmates, and though we’d never become close friends, I knew who he was and I had been following his career for several decades. So when we spoke (for the first time in thirty-nine years) and I asked him to be our keynote speaker for this inaugural conference, Jimmy was open about his desire to help, and I was open about being one of his biggest fans.


Jimmy’s presentation title was “How Big Is Your WHY?” (an inspiring topic I’ll cover later in this book). While I thought that sounded like great content to close our first-ever national conference, his speech, refreshingly, wasn’t a checklist of dos and don’ts about powerful storytelling and branding. Rather, it was about his personal journey to do good work, his passion to use his gifts to make lasting change and to do more good. His inspiring life story included many heartbreaking experiences of persecution and racism, but he never lost his desire to do more than just make a living with his talents. Those horrible things he endured fueled an inner burning passion to courageously pursue every opportunity to make a difference.


Jimmy ended his speech with a total “mic drop” moment when he asked our conference crowd of nonprofit executives, leaders, and communicators this profound question: “How bad do you want to do good?”


I’ve been challenged by that statement ever since.


That’s the purpose of this book—like Jimmy, I feel called to do more good with my talent and expertise. And I want to do good… really, really bad.


I’ve learned I can do this by combining my background and experiences in marketing and branding for some of the world’s biggest brands such as American Express, Target, Dodge, Kohler, and Taco Bell, and that I can use this knowledge and insights to help nonprofits compete better for people’s discretionary time and money.


I’ve also created several tools and concepts that can be uniquely deployed by nonprofits to help them generate more awareness and support. By following these methods, nonprofits will be armed with proven practices and processes to increase their returns and impact.


This book is structured in a way that it is both a blueprint to build and a roadmap to follow. In the first eight chapters, I outline some foundational concepts that nonprofits must understand and grasp to be more successful to gain the attention and support they need to grow audience consideration and their organizational resources.


Once this blueprint has been established, I then provide a roadmap to develop a stronger brand, which is pivotal to the success of any institution or organization. Throughout most of this book you will be guided through my proprietary IDEAS process where you’ll learn to start with (I)nsights to develop a (D)irection and formulate a stronger brand (E)xpression. This will lead you to taking new (A)ction in the market and using a variety of solid metrics to measure (S)uccess.


In each step of the IDEAS process overview, I will provide you with specific ways to analyze, create, and refine your brand and marketing efforts to develop breakthrough program elements and maximize success.


It’s taken me over thirty years in the marketing business and experience consulting with more than 300 nonprofit organizations to pull this book together. It’s not even in my best interest to share most of this with you in the detail I have. After all, I should just be using this information to grow my business and my client base. But it has been laid on my heart that this information is too important not to share.


So do you want to do good as bad as Jimmy and I do? Then please… do read, do understand, do follow, do challenge, do share, do create, do inform, do push, do forward, do whatever it takes to do more good.


~Bill McKendry










PART I GETTING ON THE SAME PAGE











CHAPTER 1 Homeless for a Day



Being a creative person at heart, I’ve worked with many renowned brands over my extended career in marketing, advertising, and communications. Some of them are surprised to learn that research and discovery are the first things I do when beginning work for any new client or initiative. One reason why I begin with these is because I earned my advertising degree through the business school of my college while also majoring in marketing. Most creative people in our industry get an advertising degree through the school of communication. As a result, they miss studying and understanding the strategic underpinnings that drive breakthrough communication and generate superior outcomes. What I’ve learned is to be disciplined about doing primary and/or secondary research before formulating any initial recommendations—even when immediate needs and solutions may seem like no-brainers.


In working with typical business clients, “discovery” can include a plant tour, working for a day with salespeople to understand how products and services are sold, or meeting with top executives to discuss their business model and vision for achieving success.


But for my first client in the nonprofit sector, a struggling 95-year-old homeless shelter, it meant living as a homeless person for a day, including spending a night sleeping on a cot at the mission. For full disclosure, I must admit this was my business partner’s idea and not mine! But it turned out to be one of the best and most memorable things I’ve ever done to get to know a client’s business and its impact on the people it serves.


After just one night at the rescue mission, my perceptions of what causes someone to be in a homeless situation dramatically changed. Frankly, I had often wondered how someone could possibly allow themselves to end up homeless. I used to wonder if it was because homeless people were lazy or simply preferred to drink and do drugs instead of working like normal people. I wrongly believed the homeless were responsible for putting themselves on the street by not being motivated enough to get a job and conform to the norms of society.


After that night at the mission, though, I was set straight forever. I discovered that homeless people don’t choose to be homeless; they’re victims of their circumstances. Maybe they lost a spouse, child, or family member. Maybe they served in the armed forces and were traumatized by what they experienced. Perhaps they grew up in a family of substance abusers or suffered through emotional, physical, or sexual abuse as a child. Maybe they are mentally ill and cannot afford treatment.


On that one, hot August night at the rescue mission I learned that homeless people likely suffer from not just one, but many of these life-altering issues—some of the people staying at this rescue mission I talked to seemed to suffer from all of them!


I also learned that homeless people often feel like they are drowning in circumstances beyond their control. They’ve burned through their support system or had no support system to help them—maybe even as a child.


I didn’t just learn about the causes of homelessness; I experienced the results of homelessness for the first time in my life. And that tiny, ridiculously small taste of it changed my perspective forever.


Ultimately we created a few campaigns that helped the rescue mission and the people it serves. I’ve helped many other rescue missions and people in homeless situations since then, though they’ve helped me a lot more than I’ve ever helped them. That one visit gave me insights and understanding that I could help other nonprofit organizations with my skills and expertise. In fact, it changed the trajectory of my entire career.


Long before there was success, there was the storyboard.


After my day of homelessness, I felt I had the insights needed to create an impactful ad campaign that would help bring the rescue mission greater awareness and support. My team determined that a television commercial would be the key element to launch the campaign. Before we could create a television ad, we first had to develop a storyboard as a tool to visually communicate the concept to our client.


Our concept was ambitious: The entire spot was to be filmed underwater. My partner assured me we could pull this off. He even promised to build the set we needed—an urban alley scene—in his garage. To top it off, we found a condo complex with an indoor pool that was willing to allow us to sink our set in their water-filled pool and give us a few days to shoot the spot.


We were nervous, but it wasn’t just the magnitude of the TV spot’s production that worried us. Even though my business partner and I had pitched thousands of campaigns to business clients, the pressure of doing something for an organization in such great need was more daunting than anything we had previously done. This wasn’t just about selling products—it was about changing lives!


Before we could begin our storyboard presentation, the mission’s executive director asked if we could pray. That was just the first thing that made this a different presentation from all the others in our corporate agency life. In fact, once the session was finished, I’ll never forget the executive director’s reaction to our work.



Then the pitch.


We presented the storyboard just as we had done for many for-profit companies in the past. We walked through the visual concept, explaining what would happen in the television ad, frame by frame.


My partner, the art and film director, explained the storyboard with great precision. He walked through how the spot would begin in an alley with just one homeless woman. Then three homeless men would drift into the alley from above, bubbles coming out of their mouths. At that point, the viewer realizes that the entire alley scene, and everyone in it, is underwater. My partner stopped short of revealing the final scene, covering the final frame on the storyboard with his hand. The executive director and his development director were on the edges of their seats.


Just before the last frame was revealed, it was my turn. As the writer, I read the narration copy: “The average American family is three paychecks away from being homeless.” My partner noted that those words would appear over the scene.


I continued reading: “Add to that substance abuse, mental illness, and the death of a spouse or family member…” My partner explained that those words would also appear over the imagery as more homeless men dropped into the scene.


I continued: “… and soon, you can find yourself in pretty deep water. At Mel Trotter Ministries, we not only help homeless people with food and shelter…”


My partner then revealed the last frame, explaining that at this point in the spot, a hand would come into the scene from above and pull one of the homeless men up to the surface and out of the alley.


I finished the script by reading the closing line: “… we help them find a way out.”


And then, the reaction we never expected (and will never forget).


The executive director looked at us, his eyes welling up with tears, and then he put his head down on the conference table. It was obvious he was trying to compose himself, but my partner and I did not fully understand why. We exchanged a few glances with the development director, and she seemed as confused as we were.


Once the executive director composed himself, he said, “Guys, I’m reacting this way for two reasons. The first is that you just showed me the power of a parable. Like Jesus did, you used a very compelling story to make a very powerful point. I’ve seen others do it—pastors, fundraisers, teachers—but I never expected it to come from a TV commercial… and from a couple of advertising guys.”


Then he said, “Come with me. I want to show you the other reason I reacted so emotionally.” The executive director led us outside to the back of the mission and pointed to a huge trash container. This was no ordinary dumpster; this was the kind you see at large construction sites. He then informed us that the container was one of the biggest monthly expenses for the struggling mission.


He asked us, “Do you know why we have to have a dumpster that large?”


We had no idea. He said, “We need it just to dispose of so many of the donations that get dropped off here.” He went on, “You see, people come here every day and give us their garbage. Clothes that are worn out, items that are broken, and things that are no longer useful. They convince themselves that they’re giving us a donation, but they’re just dropping off their trash. You guys, you guys [he composed himself again]… did not bring us your garbage. You brought us your best work. Thank you. Thank you!”


When good is not good enough.


I’ll never forget that day or that message. They have inspired me to want to do more good, but more importantly, to make sure I always do my absolute best when working with nonprofit clients.


Corporate clients, because they have big budgets, well-trained staff, and great research, just naturally demand the best out of you. However, sometimes it’s easy to let up and say, “This will do,” when you’re working with a nonprofit that has a tight budget and fewer resources. But frankly, “good enough” is just not sufficient when it comes to dealing with nonprofits that don’t have enough resources to do all the good that is needed.


Chances are, if you’re reading this book, you have a personal mission to do more good. And frankly, that’s a great calling.


Martin Luther King Jr. once gave a speech about how important it is to do the good work we’re called to do with uncompromising excellence. The famous excerpt is:




“Now the thing about the length of life: after accepting ourselves and our tools, we must discover what we are called to do. And once we discover it, we should set out to do it with all of the strength and all of the power that we have in our systems. And after we’ve discovered what God called us to do, after we’ve discovered our life’s work, we should set out to do that work so well that the living, the dead, or the unborn couldn’t do it any better… What I’m saying to you this morning, my friends, even if it falls on your lot to be a street sweeper, go on out and sweep streets like Michelangelo painted pictures; sweep streets like Handel and Beethoven composed music; sweep streets like Shakespeare wrote poetry; sweep streets so well that all the host of heaven and earth will have to pause and say, ‘Here lived a great street sweeper who swept his job well.’ ”1





I feel this same calling to do more good. In the process of using my gifts to help, I’ve learned the greatest satisfaction and results come not just from doing good… but by doing good to the greatest capacity I can.


If we’re working to the best of our abilities to understand and communicate with the people we serve, then we won’t be trying to grab the glory for ourselves or create a campaign just to get noticed or win awards. Part of doing more good means being willing to listen and respond, even if no one notices your good work. Approach your “discovery” phase with an open mind and prepare to be amazed at what you learn!










CHAPTER 2 Moving from Doing Good to Doing More Good



Imagine for a moment that you’re at a critical point in your life.


You’re jobless and your savings account is dwindling fast. Your wife needs you to find employment because you’ve got children to clothe and feed. To make matters worse, several elderly family members have come to live with you and are counting on you for support. And because of circumstances beyond their control, no one in your family is able to work—except for you.


Now imagine that your first response to this situation is to look for a new car to carry your bigger family. Then you begin looking for a larger home so everyone can live more comfortably. You also believe you need to hire a housekeeper to help your wife. Then you meet with an accountant to discuss your shrinking financial resources and work out a budget to help you carefully manage your remaining cash.


While all this is happening, you meet regularly with life coaches, friends, and consultants who counsel you on your priorities (but curiously, not on finding a job). You then have this sudden inspiration—you could throw a huge dinner party and invite friends and business owners to network with you, hoping someone will offer you a solution! During the gathering, you openly discuss your financial needs… but not the fact that you’re unemployed!


Deep down, you know that getting a job should be your highest priority, yet you haven’t even begun working on a resume. You haven’t filled out an application or done any online networking. You haven’t researched the job market. Even at the most basic level, you haven’t thought about, much less considered, how to articulate with any clarity what differentiates you from others looking for work.


Who would do something like this?


Unfortunately, this is exactly how many nonprofit organizations manage their marketing and branding efforts. They ignore them or, at best, put them on the back burner and hope the need for donors and volunteers will solve itself. Instead of putting time and thought into marketing, they form advisory boards, seek financial and legal counsel, manage and improve facilities, and even put together huge, expensive, and inefficient fundraisers in the hopes that all their financial problems will be magically solved.


Why Does This Happen?


For starters, spending money on marketing and branding isn’t exactly encouraged by the nonprofit community. Many charity-rating services frown upon dollars used for marketing, and they lower their approval scores accordingly. Some donors and board members see marketing efforts as an unnecessary expense for nonprofit organizations (though these same donors and board members likely have first-hand knowledge that branding and marketing play essential roles in the success of their own for-profit businesses).


Beyond that, most nonprofits see themselves as needs-driven organizations. Therefore, every dollar that doesn’t go to a need or population they’re serving is seen as a dollar diverted from doing good work.



What’s the Solution?


My work with nonprofits is all about changing that perspective. It’s about getting nonprofits to see marketing and branding as an investment—not an expense. It’s also about making fundraising more effective and efficient. And it’s about being more responsible, proactive, and wise in getting people to respond to your organization’s needs.


This journey to change perspectives and practices began long before there was a DO MORE GOOD movement or nonprofit organization. It began when I helped to start an advertising/marketing agency named Hanon McKendry. This agency’s vision and mission inspired much of what I do today.


Hanon McKendry began as a start-up firm in a small-but-growing city in the Midwest. My business partner, Jim Hanon, and I were at turning points in our careers. We had both worked at large, multinational agencies in much bigger towns and had built successful reputations, but we were left wondering if our occupations aligned with our vocations. In other words, were we just working for a living or doing what we were really destined and “called” to do?


While we loved being able to use our abilities to communicate artfully and persuasively, we were feeling unsatisfied and empty using our talents only to sell things that encouraged materialism in consumers. Jim and I had known each other for years and were both men of faith, but we each had the unsettling feeling that something was still missing, and that perhaps there was something more we were supposed to do with our lives.


One day during a lunch meeting, I asked Jim, “Did God create us to sell credit cards, burgers, tacos, and home-improvement merchandise… or does He want our talents to be used for other things instead?”


Jim said, “Hmmm… that’s interesting. Let me ask you this: What kind of agency do you think Jesus would want us to be part of?”


These two questions turned that lunch meeting into a discussion that stretched into dinner and then into an ideation session that lasted until the wee hours of the next morning.



A voice to advocate for those who need help.


We determined that Jesus would want us to be a purpose-driven voice for struggling people and causes that need help. He’d want us working at a firm where we could be a counterbalance to the selfish, materialistic world… to be an agent for charity, faith, hope, and human kindness.


The tagline we created for this breakthrough agency was: “Really good advertising for really good things.” If the Hanon McKendry agency were started in 2021, it would fit right in with the trend of businesses mixing their purpose and doing good to attract today’s more cause-concerned consumers. But that wasn’t our motivation, nor was it the market environment we were facing then. Frankly, in 1994, our new agency was seen by many of our peers and the business community as somewhat utopian and impractical.


Fortunately, we had a few clients who believed in us and a pack of employees who also wanted to make a difference—not just a living—and together we set out to do more good.


Because of that spirit and willingness to risk ridicule, revenue, and even careers in the pursuit of good, I believe that we have been given the grace to be part of many impactful opportunities that have gone well beyond our influence or control.


Be careful what you ask for.


One of those moments came in 1996 when we had the opportunity to film Mother Teresa, a year before her death. This came about, quite literally, as the result of a joke during a client meeting.


Our client was interested in creating short films and commercials to make a difference by influencing the perspectives of Catholic women. We were sitting at the table with several people, discussing possible approaches with the client, when I made a side comment to my business partner. I jokingly said under my breath, “Maybe we should get Mother Teresa as a spokesperson!” I was just being goofy to lighten the mood.


Somebody overheard me and asked, “What did you say, Bill?”


“Nothing,” I said. “I was just joking around with my colleague, Jim.”


Jim said, “Bill thinks we should get Mother Teresa as a spokesperson. Ha, ha, ha…”


And the client asked, “Are you serious about that?”


I said, “Well, about serious as I could possibly be. Because we have no connections to Mother Teresa. So, no…”


The client then went on to say, “Well, she’s coming to the United States in a few weeks to celebrate forty years of her work in Calcutta. She’s being honored with a dinner at the White House. So if you’re serious about wanting to film her, we can make that happen.”


And so our client set it up for us to film Mother Teresa!


Peter Drucker has nothing on this sister.


We found ourselves in Washington, D.C., standing outside a convent where Mother Teresa was staying for her engagement at the White House. The video crew, my business partner, and I were going through the normal preproduction protocols. One standard practice is to get a signed model release before filming.


While it seemed crazy to ask Mother Teresa to sign a model release, to legally protect everyone involved, it just needed to be done. Representing Mother Teresa was a younger nun, Sister Sylvia, who was acting as her handler.


Mother Teresa was eighty-six years old at the time, so Sister Sylvia was, my guess, about seventy-two years old. She and I reviewed the contents of the model release and other documents that needed to be signed to get our paperwork in order.


During our discussion, Sister Sylvia asked me to explain what I did, what Hanon McKendry was about, and how we worked for our clients. In a nutshell, I explained that we helped our clients, over 50 percent of which were nonprofits, to communicate more powerfully and persuasively—which then would help them raise the support they need so they don’t just do good—they can do even greater good.


I said, “Maybe you know, Peter Drucker says a nonprofit organization’s purpose isn’t just the cause it’s working for, but even more, its purpose is to raise the donors and funds needed to make the impact they are hoping to make. And like the business world, it takes resources to grow your impact, so communications and marketing provide the fuel needed to grow.”


At this point, I was sure I had lost this sprightly seventy-two-year-old nun with my diatribe. Instead she looked at me and said, “I get it, Bill.”


I responded, “Sister, I mean no disrespect, but I know a lot of really smart nonprofit CEOs who don’t get what I just said. Can you tell me, in your own words, your understanding of this concept? We’re a relatively new firm, and I’d love to know what I have said that might have resonated with you.”


She said, “Mother Teresa and I talk about this topic all the time. We use a different wording to describe our needed focus on getting support, and it’s this: ‘No margin, no mission.’ ”


She then went on to say, “Do you think Mother Teresa really wanted to come to America and speak at the White House? No, not really. She would prefer to be back in Calcutta, helping people. Do you think she really wants the attention that goes with accepting awards like the Nobel Peace Prize? No, she doesn’t seek any attention. She wants to stay in Calcutta and give her attention to the people there. But the reason she gets on a plane, comes to Washington, D.C., or goes to accept the Nobel Peace Prize in Sweden, the reason she does all this stuff at the age of eighty-six is because she understands, ‘No margin, no mission.’ If we don’t raise money and awareness, we can’t help the people we really want to help.”


No margin, no mission.


That statement “No margin, no mission” stuck with me, and it’s forever impacted the way I look at nonprofit organization marketing. Mother Teresa got it. And so did Sister Sylvia.


They understood why communicating your needs powerfully is so vitally important. If the Missionaries of Charity (the nonprofit Mother Teresa founded) didn’t have the public awareness and financial support it needs, it wouldn’t be able to continue its amazing work. It wasn’t Mother Teresa’s desire to be filmed or attend a fancy dinner in her honor. She much preferred to put on her sandals and serve the poor and sick and abandoned people of India, but she was wise enough to realize that she couldn’t continue to do that good work—as famous and admired as she already was—if she didn’t find ways to tell people about it! She wanted to do more good! And did she ever!


On the flight home from Washington, D.C., reflecting on all that transpired and feeling exhausted, I panicked for a moment and wondered if I’d remembered to get a copy of the model release with Mother Teresa’s signature. I dug hastily through my backpack and pulled out the model release. It read at the bottom, “God bless you” and her signature, “Mother Teresa.”


I don’t like to display many pieces of work I’ve helped to create over the years, partly because I’m critical of myself and believe I can always do better. But that model release is still displayed in my agency today. My purpose for doing so isn’t to showcase what I’ve done. Rather, I use it to remind and inspire myself and others what can be done when you believe strongly in the power and desire to do good.










CHAPTER 3 You Can Add or Multiply



Some nonprofits substitute the word “fundraising” when they speak of their marketing efforts. Many more nonprofits put all their marketing resources toward fundraising, and that practice, oddly enough, is limiting their ability to raise funds.


I say that because, at their core, fundraising tactics rely heavily on one-to-one personal selling. Marketing, on the other hand, is about one organization selling to many. Which means, fundraising is like addition while marketing is like multiplication.


They both have a goal to raise funds—and they’re both important. Yet marketing and fundraising are very different.


What Leads to Exponential Growth?


Most new and small nonprofit organizations have limited funds, so they naturally gravitate toward fundraising and development professionals as a way to create donor interest and bring in immediate dollars. While the initial investment may seem smaller than initiating a marketing program, many nonprofits fail to realize that there are significant uncalculated costs to deploying a development team, especially when it’s the only method that’s used.


The unanticipated cost of replicating and growing these efforts often includes hiring additional, experienced personnel. Because development is a very labor-intensive and highly skilled profession, nonprofits often need to add higher paid, more experienced development staff to grow the program. A development officer, or even a fundraising event, can only reach a limited number of people.


In short, development is about chasing a particular group of donors and asking them for gifts, while marketing is about creating considerable interest among broader audiences and giving everyone reasons to give.


Marketing Divides and Eventually Subtracts


A core marketing strategy is to segment (divide) and prioritize potential donors to maximize efforts and create compelling messages that connect with many different donors on many different levels. By doing this, an organization creates multiple revenue streams from a larger pool of donors.


Contrast that with development officers who only have so much time and as a result, tend to stay focused on larger gifts and wealthier individuals—a critically important, but very limited, crowd.


Plus, a primary objective of any truly successful marketing program is to decrease the cost of selling. The initial investments in a good marketing program have a return on investment (ROI) that continues to grow, and costs that continue to shrink over time. Let’s see how the math works!


You Need an Air Attack to Go with Your Ground Game


I’m not saying that organizations shouldn’t use or hire development professionals. Of course, most nonprofit organizations need strong advancement officers and should do all they can to support them.


Coming from the corporate branding world perspective, the marketing structure nearly always includes a vice president of marketing and a vice president of sales. And they are known to be separate functions with their own roles and responsibilities.


When I came into the nonprofit world, there were usually only titles such as “director of development” or “advancement officer.” In reality, all these titles essentially equate to some level of “personal selling.” In other words, this is really the sales force for a nonprofit.


Curiously, though, I’ve come across very few nonprofit organizations with a “vice president of marketing.”


When I’m asked to make a presentation to a nonprofit or its board of directors, it’s usually pretty obvious that I’m covering topics related to marketing and advertising. Yet during the introductions, I am often labeled as a “media guy,” or a “public relations guy,” or maybe a “communications guy.”


It’s as if words such as “marketing,” “branding,” and “advertising” are dirty, profit-focused words to be avoided in the nonprofit landscape.


The reality is, as in the corporate world, marketing and fundraising (personal selling) need to be a team—they are both responsible for maximizing potential and generating revenue for a nonprofit. But they can’t and don’t work well independently of each other.


A simple analogy I use to show how marketing and fundraising teams need to work together is to think of marketing as the “air attack” and fundraising as the “ground troops.”


When you’re going into the battleground of the marketplace, being prepared for the war for awareness demands an “air attack” that goes ahead of the ground troops to prepare the way. It softens the ground… it clears the trees… it lets people know that you’re coming.


You might say that an air attack creates the environment for success for the ground troops to come in and do their work. It takes care of the “top of the funnel” work so that a fundraiser doesn’t need to also carry the burden for making the organization known to its contacts. Instead, they can focus their efforts on what fundraisers are good at: developing relationships that create strong bonds with an organization, resulting in financial gifts.


If your organization does marketing right, the ground forces can come in and say to a donor, “You’ve obviously already seen or heard about the good that this organization does… now what kind of impact do you want to help us make?”


If you try to lead all donors through the sales funnel exclusively via fundraising, that’s the equivalent of a general trying to win a war with only a ground attack. Modern generals would never do that! That would be like using Civil War tactics in which soldiers were expected to win exclusively through man-to-man combat and walking up to people to stab them. Deploying a ground attack strategy exclusively is not only brutal and outdated, it’s also very inefficient—both in warfare and in revenue growth!


A few years ago, I told an audience at Cause Camp this analogy about the need for both “air attacks” and “ground troops,” and it made enough of an impact that Forbes magazine reported it in the article, “Twitter’s Top Four Nonprofit Takeaways From Cause Camp.”2


This concept, I’ve been told, sheds light on what many leaders within nonprofit organizations instinctively know, but often struggle to communicate to their boards—that the old ways of expecting the development team to create awareness and build/advance relationships just aren’t as effective as they once were. Certainly in this pandemic-impacted world, donors desire fewer in-person meetings, which makes using other methods to connect and communicate with your supporters a “must-have” going forward versus a “nice-to-have.”


Here are some of the distinctions between fundraising and marketing to clarify the orientations of each discipline:






	FUNDRAISING ORIENTATION


	MARKETING ORIENTATION







	Emphasis is on the individual


	Emphasis is on the market







	Adds donors through one-to-one or limited-reach efforts


	Multiplies donor opportunities through one-to-many efforts







	Focus is on organizational needs


	Focus is on donor desires, needs, and wants







	Management is sales-volume driven


	Management drives growth through reach and frequency







	Short-term for today’s needs


	Long-term planning for immediate needs and future goals







	Views donor as the last link in organizational success


	Views donor creation as the primary purpose of the organization







	Fundraising is marketing


	Marketing includes the fundraising discipline and creates the environment for its success
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