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Introducing Your Speaker: Jason Karpf

» Donor Relations Director, Salvation Army
Northern Division

* Former Fundraising Director, The
American Red Cross, Central California
Region

* College Instructor—Marketing,
Communication, Fundraising

 Four-Time Jeopardy Champ
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Stakeholder

/,

Those persons and organizations that have an
interest in the strategy of the organization.
Stakeholders normally include shareholders,
customers, staff and the local community.

* They are affected by, and feel they have a right
to benefit or be pleased by, what you do.

—The Chartered Institute of Marketing (CIM)
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Marketing

.

...the activity, set of institutions, and processes
for creating, communicating, delivering, an
exchanging offerings that have value for
customers, clients, partners, and society at
large.

—American Marketing Association (AMA)
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Nonprofit

Nonprofits are voluntary organizations. They
are an expression of our voluntary will, of the
communities we want to see, of the change
we want to be able to deliver...It’s the
people’s sector...

—Shena Ashley, VP, Nonprofits and Philanthropy, Urban Institute
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Stakeholder Marketing for Nonprofits



Begin at the Beginning

American Red Cross Mission Statement

American
Red Cross




Stakeholder Identification

Target Public

* A collective of individuals who have an
interest in or concern about an organization,
product, or social cause

Client Publics

 Direct consumers of a product of a nonprofit
organization

General Publics

* Indirect consumers of a product of a
nonprofit organization

— Pride & Farrell, Marketing



Nonprofit Marketing Objectives

Desired Response from Public
« Change values
 Financial contribution
« Time contribution
 Services alignment
 Use of products/services
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Target Public: Volunteers
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Target Public: Blood Donors

ed Cross 1 . 0 .
e provides approx. 40% of nation’s blood

2/5 ;?//f’
7
?// i cells
lasma

-+ Platelets
80% of donations collected at mobile blood

/ drives
/ « Community organizations

» Company sites
* Schools

* You get cookies.
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Client Publics
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Supply Chain/Marketing Channel
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Stakeholder Marketing Process

Embrace the Current State
of Marketing:

 Relationship Marketing

« Latest era, marketing evolution
emphasizing long-term connection
and mutuality

» Opposite of transactional marketing

 Value-Based Marketing

 Focus on customer’s determination
of exchange worth

 Value = benefits — costs

Sales era

Marketing concept era

Customer relationship era

1860 1880 1900 1920 1940 1960 1980 2000




Stakeholder Marketing Process

Begin at the Beginning:
« Mission Statement
» Dissect for stakeholder and marketing clues

* Vision Statements
» “Path to the Promised Land”
» Dissect for stakeholder and marketing clues
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Stakeholder Marketing Process

//// Stakeholder Audit:

* List every stakeholder group
» Assign: Target, Client, General Publics
» Subdivide publics as needed (donor types)

* |dentify possible “pressure groups”
» Turn opponents into stakeholders







Stakeholder Marketing Process

Build Marketing Plan Around

Exchanges:

« Determine strategy to realize exchanges

* Formulate objectives: measurable with
timeframe

» Develop core messages; modify for each
stakeholder as needed

» Develop marketing mix; modify for each
stakeholder as needed




Ready 365 Program

$2,500+ $5,000+ $10,000+ $25,000+ $50,000+ $100,000+

Small Medium Large

Name Logo & Link Logo & Link Logo & Link

X X X

X X
X X
X X
X X
X X
X X
X X
X X
X X

X X X X X X X X X

X

Tiffany/

Clara Barton Society Clara Barton Society Humanitarian Circle

Leadership Society Leadership Society President’s Council




Message Adaptation for Stakeholders

Master Key Messages

Who

The Marin County Humane Society serves
domestic pets in need. the people who love
and care for them and the people who no
longer can.

What

We transform lives through exceptional
animal care, humane education, adoption
services and advocacy. Every day, we inspire
compassion and positive relationships
between pecple and animals.

Why

Because we believe every animal in Marin
County deserves to live in 2 humane world,
and every human deserves to experience the
joy of animals.

Where

We serve the entire Marin County area, as
well as the southeast corner of Washburn
County.

To What End

The bond we foster between humans and
animals doesn't just impact our homes and
families; it makes our entire neighborhood
and entire county happier and healthier.

Target Stakeholder 1.:
Adoption Customers

The Marin County Humane Society serves
prospective pet parents with a lot of love to give
and the pets who need a family to call home.

We transform the lives of pets and families like
yours by fadilitating the process of fostering and
adoption and making a match that will result in a
positive relationship.

Because we believe you deserve to experience the
joy of a pet, and an animal in our shelter deserves
to experience the love only you can give.

We have all kinds of critters at our main campus in
Nowvato, cats available for adoption at Kitty Corner
in San Anselmo, and trinkets and treasures to buy
that will support our Spay/Neuter Clinic at our
Thrift Shop in San Anselmo. We serve pets and
families throughout Marin County and the
southeast corner of Washburn County.

The bond we foster between you and your future
pet will positively impact not just your life and
theirs, but also make your home, family,
neighborhood and entire community happier and
healthier

Target Stakeholder 2:
Staff

The Marin County Humane Society serves domestic pets
in need, the people who love and care for them and the
people who no longer can. As a result of that work, we

serve our entire local community.

We transform lives through exceptional animal care,
humane education, adoption services and advocacy.
Every day, we inspire compassion and positive

relationships between people and animals. We are the
main advocates for the animals in our care if or until they

are adopted.

Because we know animals are essential to individual and
community-wide health and happiness. We believe every

animal in Marin County deserves to live in a humane

world, and every human deserves to experience the joy

of animals.

Because we believe every animal in Marin County
deserves to live in a humane world, and every human

deserves to experience the joy of animals. Each of cur
locations (Novato, San Anselmo and the Thrift Shop) play

an essential role in our impact.

The bond we foster between humans and animals makes
our entire neighborhood and entire county happier and

healthier.

Target Stakeholder 3:
Foundations and
Grantmakers

The Marin County Humane Society serves our entire
community and all its people. beginning with domestic
pets in need. the people who love and care for them and
the people who no longer can. Each year, we help over
100,000 pets and 90,000 families.

We transform lives and neighborhoods through
exceptional animal care, humane education, adoption
services and advocacy.

Because we know our community is stronger, happier
and healthier when every animal within it lives a humane
life and every human has the opportunity to experience
the joy of animals.

We serve the 48 communities and 312 neighborhoods in
Marin County, as well as 12 communities and 47
neighborhoods in the Southeast region of Washburn
County. Not a single neighborhood in this region has
been left untouched by our work.

The bond we foster between humans and animals
doesn't just impact our homes and families; it makes our
entire neighborhood and entire county happier and
healthier.




Your Turn
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Thanks to you and
Minnesota Council of
Nonprofits



