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“Levinson, Adkins and Forbes do a great job of pulling back the curtain to reveal the essence of successful marketing for nonprofits. They eliminate the mystery and provide very practical tools and insights to help an organization of any size maximize its mission.”

—Ken Winter, Vice President, Church and Partner Services, International Mission Board, Southern Baptist Convention

 



“Finally, a book on how nonprofits can benefit from the guerrilla marketing mind-set! This strategic approach, with 250 specific tactics, is custom-made to give nonprofits an edge—even with small budgets and no dedicated marketing staff. Whether you are focused on fundraising, member services, or changing the world, the tips in this book will help you succeed!”

—Nedra Kline Weinreich, President, Weinreich Communications and author of Hands-On Social Marketing: A Step-by-Step Guide


 



“At long last, nonprofits have access to guerrilla marketing thinking, strategies, and tactics! This book has everything a nonprofit needs to market itself so that it doesn’t just survive—it thrives—in today’s incredibly competitive and stressed marketplace.”

—Sandra Beckwith, author of Publicity for Nonprofits: Generating Media Exposure That Leads to Awareness, Growth, and Contributions, nonprofitpublicity.com


 



“I’m surprised by how many nonprofit professionals see ‘marketing’ as a bad word, a practice that is beneath them. For years, I’ve tried to be an ‘interpreter,’ communicating marketing principles in ways nonprofits could understand and accept. Now I can just tell people to get Guerrilla Marketing for Nonprofits! It is packed with useful ideas, detailed strategies, and helpful tips from experienced professionals. Guerrilla Marketing for Nonprofits clearly communicates ways to market your nonprofit and conduct effective fundraising initiatives. Read it yourself or buy a copy to give to your favorite cause.”

—Marc A. Pitman, CFCC, FundraisingCoach.com


 



“Within the first two chapters the authors have identified critical issues for nonprofits and ‘guerrilla methods’of approaching them that will peak the interest of any nonprofit leader.”

—Gayle Farley Community Programs Ɛt Grants, Oklahoma City Community Foundation

 



“Think you don’t have time, money, or skills for marketing? Think again. Guerrilla Marketing for Nonprofits will thrill you with how easy it can be. Devour Guerrilla Marketing for Nonprofits and you’ll never be hungry for creative marketing ideas for your good cause again!”

—Kivi Leroux Miller, founder of Nonprofit Marketing Guide.com and author of The Nonprofit Marketing Guide: High-Impact, Low-Cost Ways to Build Support for Your Good Cause


 



“Yay, and double yay! Finally, the definitive how-to, resource, and idea book for guerrilla nonprofit marketers. It’s all here: everything one needs to practice guerrilla nonprofit marketing—a resource you’ll want to keep nearby for regular reference. I found myself applauding internally with every page turn. Nonprofits that adopt even a fraction of the guerrilla marketing ideas and principles here will be further ahead.”

—Elaine Fogel, President and CMO, Solutions Marketing Ɛt Consulting LLC Chair, American Marketing Association, Nonprofit Special Interest Group

 



“Buy this book immediately if you are on a mission to do good in this world. It’s jam-packed with concrete ways to effect great changes—even if you have tiny staffs and itty-bitty budgets. Guerrilla Marketing for Nonprofits is a godsend to nonprofits and do-gooders everywhere.”

—Katya Andresen, COO, Network for Good and author of Robin Hood Marketing: Stealing Corporate Savvy to Sell Just Causes
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Preface


MARKETING HAS CHANGED SO MUCH SINCE I WROTE the original Guerrilla Marketing in l984 that now there are 60 guerrilla marketing titles in 63 languages and more than 20 million copies of the books in print. All their revelations are in this book. That means you’ve come to the right place to learn how to benefit from state-of-the-moment marketing for your organization and gain the most possible from your efforts.

All too often, in the life of a nonprofit organization, all the hard work goes for naught because the group fails to understand how marketing works in the 21 st century. It’s a lot different these days than it used to be. The way it is today is clearly explained in these pages. To begin with, the book starts out by being about you—because marketing is all about people. No matter how much you may know about  marketing, you’ve got to remember than nonprofit marketing is different than traditional marketing and guerrilla marketing is different still.

You’ll become an expert in both as you read this book. You’ll be brought up-to-date on the social media, on publicity, on the internet, on the free weapons of guerrilla marketing, and on recruiting volunteers. That’s just a sampling.

You’ll also be brought up to speed on your own organization and how it fits into the world of marketing today. We’ve tried to leave no epiphany unexplored as we’ve strived to give you the knowledge for your organization to achieve, then surpass its goals. Most of all, we’ve given you all the bare-bones, hardnosed facts about marketing, while steering you clear of the pitfalls. There are many to avoid.

Guerrilla marketing is merely the truth made fascinating, completely different from the marketing approaches of the past, which weren’t always true and were rarely fascinating. Marketing is also a process and not an event. For a process to be successful requires a plan and patience. This book takes you by the hand and guides you through the development of both—the plan and the patience.

No matter what cause or movement a person is involved in, that person is also and always in the marketing business. I’m talking about you. This book has been written for you.

If you get as much out of this book as we’ve put into it, the world will be a better place.

—Jay Conrad Levinson, DeBary, Florida






It has never been more strategic than it is now in the nonprofit sector to learn to think and act like a guerrilla.



CHAPTER 1

What Nonprofits Need Is Better Marketing


SO YOU WANT TO REVOLUTIONIZE THE WORLD and make it a better place? We have some good news that will help you turn your great ideas into the powerful results you are dreaming about. You are at the starting point of a journey in which we hope to change your thinking in ways that will help you take your organization to the next level. We want to take you on a guided tour of what guerrilla marketing can do for your nonprofit. Right now you are at the beginning  of your quest. Soon you will take charge yourself bringing your marketing plans to life. As your momentum builds, your voyage will get easier, but your marketing trek never ends until you completely accomplish your organization’s mission. So let’s get started.

Guerrilla marketing books have helped people all over the world turn their time, energy, and imagination into profitable results. With more than 60 titles and 20 million books sold in 63 languages, we know a thing or two about getting results. We want to help put the power of guerrilla marketing into the hands of you, the nonprofit leader. Guerrilla marketing isn’t designed for people who want to know everything about marketing. It is designed for people who want to grow their organization and get results. Though organizations of all sizes can benefit from guerrilla marketing, it is designed with the smaller nonprofit in mind. You may already have in mind what you think guerrilla marketing is all about. But take a second look. There’s more to it than a few attention-getting promotional tactics.

If you’re like most nonprofit leaders, you started your plans for changing the world with an ideal vision of how things ought to be. At first you may not have realized your decision to change the planet is also a marketing decision. If you are a leader in a small nonprofit, you are already wearing a lot of hats. It may not be encouraging to know that you also need to learn about marketing. Few nonprofit executives realize that marketing is not merely a promotions program. It is a process that can turn around a flagging nonprofit’s results. Marketing is people smart, and it can make your organization a more efficient and friendly place, too.

So even though your thoughts are crowded with all kinds of other pressing needs that demand your attention besides marketing, take the time to master guerrilla marketing. Marketing is everybody’s job in a small nonprofit, but someone in your  organization needs to take the reins and coordinate the messages, programs, and strategies into a cohesive brand. Your nonprofit needs a guerrilla who can lead the charge into the marketplace with a strategy for getting lasting results. Take charge now, so you can make your organization the best it can be. We are going to show you how adopting a marketing mind-set can help you improve your organization’s ability to influence others, expand awareness, increase recruitment, mobilize volunteers, enable advocates, and raise more money.




Why Nonprofits Should Embrace Marketing 

Changing the world comes with a lot of communication decisions. How will you get the word out about your ideas? How will you change the way people think, act, and believe? What can you do to attract more people to help you in your cause? How can you persuade people to part with their hard-earned cash to support you financially in your quest? All kinds of questions are swirling around your head demanding answers. In addition, you are not making your decision to get the world’s attention in a vacuum. There are hundreds of thousands of other organizations and businesses right now making their move to attract the eyes and ears of the people on planet earth, too. For-profit companies spend an average of $895 per year per capita on advertising to get the attention of the same people you want to reach. There is no way your organization can keep up with their spending. And, despite how you may feel about it, the people you want to reach are those same people that companies spend billions to market to.

The nonprofit sector has entered a new phase in the past decade. Nonprofits have increased so rapidly in recent years, that a new term has emerged to define the segment of the economy that is nongovernmental and not-for-profit social sector.  With a 65 percent growth rate in the number of nonprofits in the United States, the proliferation of new organizations has created more competition for attention. Social sector observers report that today, the greatest challenge facing nonprofit organizations is finding a way to compete in a complex and rapidly changing marketplace. There is a constant struggle today for a share of charitable dollars in a financial market that has not expanded as rapidly as the nonprofit sector has grown. Worse yet, economic problems have reduced the number of dollars people have and raised the stakes for convincing them to part with what cash they do have in the form of donations.


All organizations have to market themselves if they want to impact their communities for the greater good.



Nonprofits continually search for ways to recruit and mobilize a rapidly changing and fickle pool of volunteers. There are more organizations in the social sector trying to find workers at the same time your organization is seeking community-minded people to help you accomplish your mission. Some volunteers move from organization to organization in a search for new and more interesting experiences.

Many nonprofits have turned to revenue-generating models such as selling products and services that put them in direct competition with big-budget for-profit companies. Add to that the fact that many for-profit companies are discovering cause marketing, and you will appreciate how much the typical nonprofit has to maneuver to remain viable and competitive today. All these factors point out the need for nonprofit leaders to get a little more marketing savvy—and fast! With so much competition and media clutter in the environment into which you want to take your message, you would be foolish to enter without a  strategy, especially if you don’t have a lot of money. If you are reading this, there is a good chance that you are aware of your challenge. This book is dedicated to helping you make the most impact with your ideas by presenting to you the proven principles of guerrilla marketing.


FROM THE FRONT LINES

NAME: Katya Andresen

 



WEBSITE: NonprofitMarketingBlog.com


 



BOOK: Robin Hood Marketing (Jossey Bass, 2006)

 



“Many of us may wish marketing were not necessary and that people would pay our prices without expecting anything in return. ‘Why should we have to do this when our cause is so worthy?’ is a common refrain I hear from do-gooders. ‘If people would only listen, they’d see that (fill in the blank) is the right thing to do.’ We continue to operate under the assumption, conscious or not, that if people took the time to listen to us wax poetic about the urgent problems we are tackling—or if they just had more information—they would change their perspectives, embrace our world view, and take action. In our haste to pour our hearts into what we say, we forget to use our minds. We can’t market as missionaries—we must be marketers with a mission. And we do that by focusing on our audience and showing people how our cause aligns with the values they hold now.”






It’s Not Just Propaganda 

Marketing is a discipline, not a program for your nonprofit. All organizations have to market themselves if they want to impact their communities for the greater good. But many nonprofit leaders have mixed emotions when it comes to thinking about marketing. Some nonprofit organizations treat marketing as something that is beneath their dignity or even against their core values. But a greater understanding of marketing is really what they need most. If there is even the tiniest part of you that is still unable to embrace the idea of the benefit of marketing for your organization, we hope to help you get over it. You need to understand and apply good marketing to accomplish your goals.

If you have studied marketing at all, you know about the famous “Four P’s” of the marketing mix: product, price, place, and promotion. These are the basic elements of marketing strategy. Get the right mix of the elements and you have a great hit. Get it wrong and ... well, you know. Marketers dream of developing and promoting the right product at the right price, making it available through convenient distribution systems. Look at all the break-through products you personally like and you will see all these elements in place and firing on all cylinders.

What many people mean when they talk about marketing is promotion. But as you see from the “Four P’s,” promotion is only about one-fourth of the total marketing strategy picture. And considering promotion closely, you will find that advertising is just a small subset of the promotional picture. It’s no wonder many nonprofit marketing efforts fail; they are too limited in scope. If you are over-focused on the promotional side of marketing (as many nonprofit marketers are), you are doomed to fail. Some nonprofits treat marketing as merely putting your organization’s message spin into media channels and repeating  that message as much as you can afford. That’s not marketing, that’s propaganda.

The reason social sector marketing flops so often is because most nonprofit marketers function only as promotional people. Often the bulk of the typical nonprofit organization’s marketing activities center on promoting its program. In some cases, organizations spend more time planning the promotion than they do in developing the program to make it more appealing to the intended audience. There are many ways to make your organization the topic of word-of-mouth buzz besides grabbing their attention using some form of promotional media. If your program really scratches people where they itch, if it really benefits them, they can’t help but tell their friends about it. Much of what is done in nonprofit guerrilla marketing will never make it to the nonprofit organization promotional calendar and it won’t cost any promotion budget money.

As we think about nonprofit marketing, we need to think about more than program promotion. We need to have the full marketing mix, price, place, and product, too. Working with nonprofits, we have noticed them reading marketing books intended for the for-profit sector and scratching their heads wondering what all the good ideas mean for their work. You may be wondering how the “Four P’s fit into the social sector. Is marketing compatible with the nonprofit world?




What Do You Mean by Product? 

You are not merely product marketers in nonprofit work. Of course, you do have goods and services you exchange at times through your organization. For example, some organizations offer materials, books, supplies, and resources that help people. Some nonprofits provide low-cost meals, sell previously worn clothes, or offer various services. There are a lot of products in  nonprofit organizations. But how can the intangible things nonprofits do to help people and the world become appealing “products” in nonprofit work?

Nonprofit marketers step in with a different take on marketing than traditional marketers do. They have a new spin on the marketing mix. First, they expand the thinking of the marketing concept about products from being focused on goods and services only to include intangible things, too. In nonprofit marketing a “product” can be a good or a service, an idea, a behavior, a belief. Thinking this way, consider how many products your organization has. Your organization’s real products usually relate to one of the following:
• Programs

• Services

• Classes

• Relationships

• Sense of belonging

• Behaviors

• Actions

• Beliefs

• Attitudes

• Outcomes





How often do the programs of your organization ultimately point toward an expected behavior? Isn’t the awareness campaign you have truly about beliefs? When people visit your facility, what are they coming for? What is the outreach from your advocacy really doing? What is the ultimate product? Aren’t many of the things your organization does actually promotional tools to get people to adopt an idea as their own?

A training course about infant care for parents, for example, isn’t only about methods for caring for kids. It is ultimately about healthy and safe children. What are the core beliefs you expect a member of your association to articulate? When you  have that down and you know what the products of your organization really are, then the programs, services, classes all will be designed toward the goal of getting your target audience to adopt your nonprofit’s vision. Imagine everything you are doing working toward fulfilling your mission. Nonprofit programming ideas start to unfold as you thoughtfully engage the community in an educational campaign program with a clear purpose. Now you will no longer be tempted to treat your major community events as the products. They are a means to the end: to make your product appealing to the people you want to reach so they will move in the direction toward the change you are looking for.


Products, besides being the services and goods produced, can also be understood as behaviors and outcomes.




QUESTIONS TO ASK FOR NONPROFIT PRODUCT DESIGN


• What do you want people to know at each stage of your program?

• What are the beliefs you need to persuade people to hold if your plans are to succeed?

• What are the behaviors that lead toward the results your organization intends?

• What resources people need to use if your goals are to be met?





Questions to ask for nonprofit product design:
• What do you want people to know at each stage of your program?

• What are the beliefs you need to persuade people to hold if your plans are to succeed?

• What are the behaviors that lead toward the results your organization intends?

• What resources do people need to use if your goals are to be met?






Price can be more than the exchange of money. Many kinds of values are exchanged in nonprofit marketing, and cost could also be considered part of what people have to give up to adopt new ways of thinking.



Don’t pull out the marketing calendar yet. We hope to show you more about nonprofit marketing price, place, and promotion. Then we will unpack the rest of guerrilla marketing for nonprofits. You are already making progress!




Adding Price to the Mix 

The second element in the mix is “price.” We are not just talking about donating money or paying a fee for a service or program. Price can be anything from what other activity a person must give up to attend a free event to finding a stamp to mail a donation or making time for volunteering. Think of the ways people pay a price when they relate with your organization. What are the obstacles they have to overcome both physically and metaphorically to get involved? Below are a few ideas. This is not an exhaustive description, but  these questions will get you started thinking about the role price plays in your nonprofit work.


Clients 

Even the people who receive free services from your nonprofit pay a price for them in some way. What do they have to do or quit doing to participate? Do they have to give up or adopt a habit? Will they be embarrassed? How much bus fare or gas money will they have to spend to get to your facility to use your “free” services? Some people can’t afford even minimal transportation costs. Is a paid service from a for-profit company a better deal for them? What is the typical work schedule of the target audience? Will they have to miss earning some money at work to participate?


Community Awareness 

Costs may include overcoming whatever the prejudices may be about the central message or core values of your nonprofit organization. What are the community issues that impede acceptance? Does it take too much of people’s attention to grasp your message? Do you make it easy for people who cannot read? In some places in the United States 18 percent of the populace is illiterate. What are the other cultural and linguistic issues in your community that keep people from understanding your organization? Does your major event cause traffic problems and force them to drive out of their way to get home from work?


Donors 

Price for donors isn’t always about money. Is it easy and convenient to give money to your organization? Is it clear how they can make an impact on your cause if they give to your nonprofit? Are brochures or website too slick and make donors feel you are wasting their monetary gifts? On the other hand, do your organization’s  materials look too cheap and shoddy to donors so that they think giving to you is an unwise investment? Will another organization allow them to have more control of the money they donate?


Volunteers 

Volunteers give up more than time and energy when they work for your organization. What are the negatives volunteers experience by being identified with your cause? What does it feel like to be a new volunteer for your nonprofit? How much time does it take to take part in your program? Do the people believe they have the ability to do what you ask them to do? What will people have to give up to be involved? What training commitments do you expect from people who volunteer? Are the expectations so low there is very little perceived value in their commitment to volunteer for your nonprofit?

Questions about the price people pay to participate are often not considered closely enough by nonprofit organizations. Many nonprofits develop programs (and other products) without spending any time investigating what their intended audience thinks about what it takes for them to accept their offer. The more you get to know your audience, the better you will know how they perceive the costs of “doing business” with you.




Place Is More than Location 

In general marketing place refers not only to where a product or service is performed, but also how it is made available to customers through distribution channels. Companies have developed complex supply chain solutions to make their products available rapidly and at a lower cost. These have included creative solutions like drive-through windows, home delivery  systems, in-home demonstration parties, online shopping, and more. All these solutions have the same purpose, to give the company an advantage over its competition.

Your organization needs to find creative ways to get your message, goods, services, and programs to the people you want to reach. Place is more than the location where you have your offices; it includes any place where your organization makes contact with people. Even how clean your restrooms are can have an impact. The places you meet can have an effect on how your organization relates to people. Think of all the places your organization has, or can have, contact with people. Are you making most of the distribution channels available to you?


Place fits well with organizations that have locations where they perform their services, but place also refers to where people adopt their new behavior.






The Role of Promotion 

Promotion is anything you do to get the word out about your organization’s programs, products, or services. Promotion can include advertising, word-of-mouth, or publicity. We have already said nonprofits can be over-focused on the promotional side of their marketing. It is easy to get out of balance, especially if you have been given all the accountability for directing the communication for your organization and none of the authority to participate in the designing of the products being offered to the public. Nonprofit organizations tend to practice all the elements of the marketing mix separately. They do not integrate programming into their marketing planning. They make programming (product) plans without taking measures to understand price and turn to making promotion strategies with only a slight glance  toward place. Add to this the fact that hardly anybody in the organization has any idea about what is on the marketing calendar and you can see why it is hard to build momentum in nonprofit marketing.


Promotion is the area most obviously informed by guerrilla marketing. Nonprofits need to become effective reaching out to their communities, connecting with stakeholders, and communicating with volunteers.



Unfortunately, many nonprofit marketing people are not allowed to participate in the strategic planning of their nonprofits—they are simply asked to develop the media for whatever plans have been decided for the organization by the executives and board members. Often these people have little or no understanding of marketing. Sadly, very often the people who will evaluate the nonprofit communication leader’s marketing plans will use almost any other criteria except marketing to do so. By including the marketing mind-set in strategic planning, good plans can become better and communication can become more natural for the organization.

How can you pull off a stunning marketing promotional victory if you are not involved in how the products are designed, priced, or distributed? If you are not an executive leader in your nonprofit organization, you can help educate others in your organization about how much more effective promotion can be if the marketing plans are made considering the organization more holistically. This also puts a lot of responsibility on the communication leader to understand their organization at every level so they can know how to get the most impact out of how the organization relates to people.




Everybody Wins with Precise Marketing 

Everyone knows increasing donations, attracting volunteers, and creating demand for programs, services, and products can turn an organization around. But hardly anyone in the nonprofit world seems to realize the process to make that happen is found in marketing. Traditional marketing complicates the process. In guerrilla marketing, we take the mystique out of marketing and put it in the hands of energetic people who crave more impact for their organization. Organizations that become more intentional with their marketing find that not only are they communicating better, they are also becoming more efficient in their work and creating more demand for their programs and services. Guerrilla marketing can help you improve program quality, make it easier for people to access services, reduce barriers to adopting new behaviors, attract more donations—even make your board happier and more cooperative. Imagine that!





	
What They Say about Guerrilla Marketing 
	
What Guerrilla Marketing Really Is About 



	The tactics are too aggressive
	Not aggression, but consistent action



	There is too much time or energy wasted
	When you don’t have a lot of money, what you have left at your disposal is time, energy, information, and imagination



	We can’t afford to spend money on marketing
	There are 200 marketing tools in the guerrilla marketing arsenal; many of them are free



	Segments people into stereotypes
	Guerrillas are sensitive to the real lifestyles of the people they want to reach



	Gets people to buy things they don’t need
	Guerrillas link their message to the real solutions people need



	Intrudes into people’s lives
	Guerrillas use permission marketing



	Adds to the clutter of advertising out in the marketplace
	Guerrilla marketing isn’t just about advertising; it’s a mind-set that leads to results



	Manipulates people into doing things they don’t want to do
	Guerrillas meet people’s needs so well, they willingly give them referrals and spread the word





We have interviewed nonprofit leaders in preparation for this book and found some communication people who say they don’t use guerrilla marketing. Knowing what we know about the benefits of going Guerrilla, it’s hard to understand why anyone would resist the secrets that have helped so many. Apparently, some nonprofits fear they will lose some credibility if they use guerrilla marketing. The folks who feel this way tend to have a cartoon image of what guerrilla marketing is all about. Guerrilla marketing isn’t all about in-your-face media tactics. It is more about having an acute focus on excellence. Guerrillas don’t find a single marketing tactic and use it rudely to grab people’s attention unexpectedly. It’s about marketing combinations that work together for greater results.

Below are the answers to some common objections you may encounter to guerrilla marketing.


Marketing finds ways to link the message of the nonprofit to life solutions that attract their target audience.



Guerrilla marketing won’t lead you astray. If you stay focused on your original vision and stay grounded in your values, you can make the best use of marketing. Frankly, you don’t have much choice anyway. The marketplace is going to do what it does and it’s up to you and your organization to make yourself relevant if you’re going to maintain (or better yet, increase) your share. You can’t change people’s perceptions and behaviors if you don’t understand and use the one tool that serves you in getting your message out in the public forum.




Know Your Customers 

Guerrillas know that the intense competition in the nonprofit world means organizations need to become customer driven. Competition isn’t always a bad thing. It helps you to become aware of your market and forces continual improvement in your nonprofit. Organizations should stay mission focused, but the increase in competition doesn’t allow much room for error in knowing who your customers are. Though it may fly in the face of how you have been trained to think in your nonprofit work, if you can learn to be customer oriented, you can become more effective.





	
What Customers Want 
	
How Customers Help Your Organization 



	Consumers want value
	Shows you how to meet needs in ways that make people’s lives better



	Consumers are fickle and change their minds often
	Makes you understand the psychology and emotions of people better



	Consumers want what they want and they want it now
	Forces your organization to become more humble and service minded



	Customers want service
	Focuses your nonprofit on maintaining good relationships and valuing people



	Customers can leave you and change to the competition
	Helps you make your organization as appealing and innovative as it can be



	Customers want benefits
	Leads you to obsess about creating value-added programs, products, and services



	Customers demand to use current technology
	Causes you to get your message into new media expanding to a global scale



	Customers comparison shop
	Teaches you more about your community and competition and where you stand in the marketplace of ideas






BENEFITS OF GUERRILLA MARKETING


• Makes individuals partners in developing products, programs, and services

• Gives people more variety and personal choices

• Builds trust because guerrilla marketing focuses on fair exchange of values

• Enhances communication and uses communication networks efficiently

• Puts focus on meeting needs of niche markets that would otherwise go unserved

• Effectively disseminates information, services, products, and programs more broadly





The marketplace is changing. People today have a consumer mentality that makes them very tough to convince. You may feel that this consumeristic attitude is a negative development for society. Perhaps in some ways it is. But on the other hand, what idea isn’t made better when competing in a free marketplace? If you want to get your ideas out into the public forum, you are yourself trying to encourage consumption of your products, programs, or ideas. And even if you wanted to help people become less materialistic and consumption driven (that is a nonprofit product itself), at least it helps for you to understand the prevailing public attitudes about consumption. You can’t lose learning about your customers,  even when the thought of calling them customers concerns you.

For example, you may dislike the conspicuous consumption of the wealthy, but not realize that as a nonprofit leader you are a purveyor of the ultimate luxury item—philanthropy. As a fundraiser, you may have more in common with the Lexus dealer than you know. Some people are more comfortable with expressing disdain for the wealthy, but guerrillas know the truth that can help them raise more support and improve the life perspective of these donors who might otherwise have a shallow and selfish outlook on life if not confronted with human and environmental needs. Understanding consumers is a big part of what you do as a nonprofit marketer.

There are no promises that we can make you more effective in everything you do. But think of the countless nonguerrilla nonprofits functioning without a clue about marketing. They continue without the proper tools for evaluating their effectiveness and are continuing programs that are ineffective and wasteful. Waste of communication and program dollars is a bigger financial drain in the nonprofit sector than all the guerrilla marketing tactics combined.


Guerrilla marketing is not considered intrusive to people, it is rather anticipated and expected by the clients of the nonprofit who give their permission to be marketed by the organization.



That’s the problem with nonprofit work. Since effectiveness is not always measured by money or response, there is no standard metric you can use to tell if something is working or not. Guerrilla marketing can help you because it trains you to become more responsive to the people you want to reach. If you  do guerrilla marketing right, you can build a stronger position for your organization without breaking your bank account, or your back. You can ensure a brighter future like the one your organization is dreaming of.






Most people give up just before their marketing has a chance to work.



CHAPTER 2

Getting to Know Nonprofit Guerrilla Marketing


MARKETING IS EVERY CONTACT YOUR ORGANIZATION has with the public. Think for a minute what that means. Your organization has all kinds of points of public contact. Everything you do that touches people is part of your marketing effort, starting with the name of your organization and ending with the most seemingly unimportant e-mail. We are not trying to be dramatic and overwhelm you with concern about how your marketing might break  down. Instead, we want to point out the tremendous potential your organization has to improve your marketing. With just a few positive changes, you could be marketing better right away.

Think of a few examples. You already know it is important to select a name that reflects your goals and objectives. You realize the way people in your organization relate to those you want to reach makes a big difference in the success of your organization. Of course you also know that marketing includes all the brochures, business cards, websites, and social media profiles you post on the web. But often overlooked is that marketing also includes how you answer the phone, how clean you keep your facilities, and even how long it takes you to return an e-mail.

Your marketing includes:
• The name of your organization

• Your mission statement

• The people serving on your board of directors

• Your monthly and annual reports

• Awards and recognitions

• Services, programs, and products you offer

• Sponsoring individuals and groups

• The methods you use in developing programs, services, and products

• The use of color, shapes, and sizes in your materials

• How you package your products and programs

• The location of the facilities in your organization

• Advertising

• Public relations

• Training of staff and volunteers

• How you answer the phone

• What problems your organization solves

• Your long-range planning

• How your organization gets referrals for donations or clients

• How you follow up with contacts

• And more





Marketing isn’t simply a matter of getting the website up or dreaming up a great slogan. It is a complex process that requires your focused attention. Think of marketing as a circle that starts with your vision for making an impact in your community and completes itself when you have mobilized a loyal group of repeat donors, volunteers, and clients. Marketing is not a campaign you do once a year to generate donors or clients; it is an ever-present part of your organization’s daily routine.




Investing Your Resources for Maximum Impact 

If you are a nonprofit starting out in guerrilla marketing, you may not have much money for promoting your organization. What do you do when you don’t have the ability to spend money in a seemingly endless manner like larger nonprofit organizations apparently do? Well, market smarter of course. Your way of thinking, your mind-set, makes all the difference in the world when you are marketing on a shoestring. You don’t have the money to waste—you need all the marketing oars in your organization’s boat rowing in the same direction. Guerrilla marketing helps you reframe the issues you face in getting the word out about your organization in ways that make the most of your resources. It shows you the keys to marketing success that are hidden in the sometimes most obscure places.


Guerrilla marketing helps nonprofits invest time, energy, and imagination so that they make a greater impact on their community.



Guerrilla marketing is designed ideally for smaller nonprofits and startups that  don’t have a huge bankroll to back them up. But even if you do have money in the bank, the guerrilla mind-set can help you save money and improve your organization’s outreach. Even the largest organization can take advantage of guerrilla marketing. Think about it. If you don’t have a lot of money, what do you have that will replace the power of cold hard cash? Time, energy, imagination, and information are all resources that you can invest in an effective ongoing guerrilla marketing effort. The best form of stewardship of your organization’s resources is to maximize your use of these things that don’t cost money. Make the most of them!




What Is a Guerrilla Anyway? 

The word “guerrilla” comes from a Spanish word for a warrior with conventional goals that uses unconventional means to achieve them. We are all peace-loving people and maybe using an analogy from war is a little uncomfortable for some. But we can learn a lot from people who use creative strategies to compensate for being outnumbered. Many nonprofit marketers we know feel intimidated by the other organizations competing for donors. The attitudes in society that seem to exacerbate the problems nonprofits want to solve can discourage you. Nonprofits ask, “What can I really do to make a difference?” Rather than throwing in the towel, you can become a David to the Goliath problems you face in your outreach. You don’t have to have a fancy advertising strategy or a lot of money to throw at the problem, but if you can find the smooth stones and sling them in the right direction, you can make a huge impact for the better.




You Say You Want Revolution? 

A guerrilla marketer isn’t concerned about big budgets and big plans—she is concerned with big impact. It’s not the number of  hits on her website or the number of people signed up for her programs that make a guerrilla’s heart sing. Instead of looking at the organization and thinking how much better it is than last year, a guerrilla is looking for impact. There are a lot of organizations doing what appear to be a lot of good things, but when evaluations are made, no significant change has happened. Guerrillas ask, “What is it going to take to get the job done?” Conventional warriors try to impress others with their armaments and their massive strategies. Guerrillas are focused on achieving their goals and achieving their objectives! Don’t be distracted by the things that don’t really make a difference. Keep your eye on end results. If you gear all your efforts toward the outcomes you are looking for, you won’t have your attention diverted when it is time to make the right decisions. There are many other groups that may be able to show their glossy brochures and huge-budget balance sheets. You can show your donors results. You can recruit people to something bigger, something that is making a real impact. You can make your community better and achieve your organization’s vision.
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