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1. Request


This document is intended to support my request for a total of four – six credit hours for life learning that is equivalent to or exceeds that which I would have acquired in an advanced college-level course covering Non-Profit Marketing.

2. Sources of Learning


My sources of learning the special marketing needs of a non-profit organization are the following:


I am founder of GMS Production. This 20-year-old company had its roots in filling the needs of audio reinforcement for non-profit organizations but GMS has now evolved into a consulting resource for non-profit events. I have learned valuable techniques and skill in promotion and fund raising through both GMS’s successes and failures.


As General Manager and chief Technical Officer for Swyers Printing I also took on the responsibility of working with and consulting for some of the larger non-profit organizations in Western New York. I help design direct mail promotion for the City Mission, The Tabernacle of Orchard Park, and Resurrection Life Fellowship.

The skills that I used in marketing non-profits for GMS production had its foundation in my Volunteer work. I served as Senior Commander for Outpost 249 of the Royal Ranger scouting program for 5 years. This program is very similar to the Boy Scouts of America. As Senior Commander I attended seminars and traveled to receive advance training in the areas of leadership in a volunteer organization, fund raising, and legal issues as it pertains to non-profit groups. 


I am part of the Volunteer Staff Representative (VSR) program for Promise Keepers USA. As a VSR I have attended advance-training seminars in the area of recruiting and managing of volunteers for non-profits groups. Last year I served as EV Manager leading a team 12 Supervisors and 300 volunteers at 2 arena events. Jackson MS and Orlando FL had a combine attendance of these events was 17,000. I first started working with Promise Keepers Nationally during the 1997 Buffalo Conference at what is now called Ralf Wilson Stadium. During the Buffalo Conference I worked with the National team and received advanced training in the areas: how to market an event with no advertising budget, the proper use of PSAs, radio and television interviews, and maximizing your newspaper coverage. 


In fall of 1997 thru 2001 I served on the board of Sundoulos with the responsibilities of marketing. Sundoulos was birth out of the Buffalo Promise Keepers conference and is a non-profit organization committed to breaking down denominational and racial barriers thru quarterly meetings and work projects. Working with this organization I further learned the value of press releases and non-profit marketing. I was successful in getting newspaper coverage for our events and getting multiple television stations to help tell our story on the six o’clock news. 


Hurricane Mitch hit the county of Honduras in October 1998. In response to the loss of 10,000 lives and utter devastation to this small country  - Hope for Honduras was born. I served in the role of marketing and media relations’ spokesperson for this effort here in Western New York. Working in a mentoring relationship with a professional media consultant I learned proper radio and television interview techniques.  In the end we shipped 160,000 pounds of humanitarian aid.  


In spring of 1999 I was recruited to be on the board of directors for the Miles Ahead Crusade and served as part of the marketing sub committee. This two-day event at HSBC Arena held over Columbus Day weekend of 1999 saw an attendance of 36,000 and was completely paid for by donations with a budget just under a quarter of a million dollars. We disturbed 250,000 “trading cards” which were really the advertising flyer for the event (samples provided).


In 2001 I was given the honor of being on the start up team for the Joshua Revolution. Joshua Revolution is the city reaching event division of Western New York Youth for Christ (YFC). Serving as the Marketing Director on a 1-year commitment I brought the concept of synergy to this non-profit organization. Some of my duties included telemarketing, weekly radio talk show, one on one meetings, public speaking, broadcast emails, marketing budgets, market research, data mining, corporate identity, Internet presence and volunteer recruiting. The origin organization structure could only handle 1 event at a time. I was successful in growing the marketing department to handle 3 national conferences, a weekly radio talk show, monthly rallies, monthly support appeal, vending for the events, secure web based group registration system and media relations. During Niagara 2001 I was successful in getting our conference on the front page of the Buffalo News 3 out of the 4 days of the event, all 3 local network affiliates did spots on their 6 and 11pm news, and we broadcasted our Saturday Night radio show live from the event.

3. Learning


When determining if I had already learned the equivalent of 4 to 6 advanced credit hours of learning in the area of Non-Profit Marketing I researched an advance level textbook. I was able to find and purchase “Strategic Marketing for Non Profit Organizations by Philip Kotler and Alan R Andreasen. Philip Kotler received his PhD from MIT and this text is used at Kellogg School of Management as well as being recommended by Leader-to-Leader Institute formerly the Drucker Foundation.


In the First section of the text Kotler is setting up the justification for applying marketing principles to the non-profit organization. I learned from first hand experience the successes of properly using marketing techniques in a non-profit world. I unfortunately can relate to the authors frustration of having to sell the concept to sometimes a non-receptive audience. The key-learning item from the first section in my opinion is that Marketing in a non-profit environment is not manipulative but informative. A concept I lived on a daily basis at YFC. 


The Second section concentrates on Planning and Organization and is broken down into 5 parts.


Part 1 – The Strategic Marketing Planning Process. The concept of establishing who you are, analyzing your weaknesses and strengths that the organization brings to the market places are all items I had already learned first hand. At the creation of the Joshua Revolution we spent months refining these items even before I took on the full time directors position. 



Part 2 – Understanding Consumer Behavior. The ultimate goal of any marketer is to create some kind of exchange. In a non-profit situation a party gives up some cost in “exchange for some positive consequences.” Thru my experience at Miles Ahead and YFC if you want a person to part with their time or money it is best you understand why they should or could be willing to do so. My experience and advanced training at Walt Disney World in Market Research was a valuable tool in learning how consumers think.


Part 3 – Developing a Core Marketing Strategy: Segmenting the Market. This involves selecting key target segments you are choosing to serve. Once this has been defined you have four marketing options mass, differentiated, target and niche. At YFC I used mass marketing (cold list) technique to generate my warm contacts. I then target marketed that warm list to reach my hot list prospects and if necessary niche marketed them to complete the sale. 


Part 4 – Positioning the Organization – The art of setting your organization apart from competitors while establishing both long-term relationships with your clients and defending your purpose. I learned in the world of non-profits it is not as easy as in the traditional business world to set your self a part. Pepsi can trash Coke but it is not befitting a Christian ministry to be trash talking the competition. I learned by doing market research surveys I could objectively find out what our perceived position in the market place was. Then use that information to better educate our clients.


Part 5 – Acquiring and Using Marketing Information. This section reinforces the need for the customer to call the shots. In order for the customer to call the shots they need to be asked. The best way to do that is through proper market research. My advanced level training at Walt Disney World again played a major role in learning these facts. The author points out a fact that I can prove with first hand experience – market research is not just for the “big things.” An example – We data mined thru past surveys and found that on average each student spent $20 in souvenirs at each conference. At Niagara 2001 and South Florida 2001 we had record profit in the “Power Store” because we had almost zero waste because we matched inventory to projected attendance.


Section 3 Developing and Organizing Resources.


Part 1 – Fund-raising – I have learned the four basic types of groups in the donor market - foundations, corporations, government and individuals. It is key to understand the needs of each of these groups and develop a “customer” mind set when approaching them. Small contributions can be obtained thru direct mail pieces but the larger the gift the more personal contact is expected. In the end careful analysis should be done on your fundraising at the Macro and Micro levels.


Part 2 – Acquiring and Managing Volunteers – The Gallup Organization has done studies about the typical volunteer. They tend to be highly educated, 35-55 years old, income over $30m, have an occupation considered to be Professional or business owner, have 4 or more in there household and there children are still in school. I have learned that you must continually monitor and measure volunteer satisfaction in order to retain these individuals. Most volunteers are giving up their time and money to be apart of something they believe in and to make a difference. It takes about 500 people to run a Promise Keepers conference with 94% of the staff being volunteers. While at YFC I worked with the Director of Volunteers and developed a formal marketing program for this department. 


Part 3 – Working with the Private Sector. This is by far the new growth sector for non-profits. A great place to start is the Advertising Agency. Some agencies, which may not be able to give financial support, but can give a highly creative ad campaign that in turn will generate more exposure than you thought possible. American Express example of donating part of the sales back in 1982 was revolutionary. This marketing is now called “cause-related marketing” and is estimated to be worth over $2 billion each year.


Part4 – Organizing for Implementation. The big debate in most non-profits is no longer if we need an in house marketing department but how should it be organized. Some believe it should be just a staff function. This technique is less obvious to the public and is “less threatening” to the existing staff members. I have found that this is a good place to start but as the needs of the organization grow and the competition for volunteers and dollars increase a full line function is necessary. I have learned it is important that the marketing person needs direct access to top-level management in order to maximize effectiveness. 


Section 4 Designing the Marketing Mix.


Part 1 – Planning and Budgeting the Marketing Mix. I have learned the 4 steps in developing and choosing cost-effective marketing mixes. 1 – estimate current demand and determine its market share.  2 – estimate future demand. This may require outside help from other professional organizations or your own survey research etc. 3 – Choose your program. A careful cost benefit analysis should be done before this decision can be made accurately. 4 – Decide on the total marketing budget for the campaign. This may be a factor of affordability, percentage of sales, what the competition is doing or estimating the response margin. 


Part 2 – Managing Product and Services. The product and services of a non-profit is really their “offering” to the market place. It is what sets them apart from the competition. I have learned about the three concept levels of a product offering. The “core product” which establishes the need that the offering is designed to meet. The “tangible product” the form that the product takes on, its features, style, packaging and brand name. The “augmented product” the extras such as delivery, warrantee and other after sale services. Since most non-profit are delivering a service related product it is impossible to separate the product form the people in the organization. This makes it vital that the entire organization is customer service minded. 


Part 3 – Social Marketing – Once a revolutionary idea social marketing is now very commonplace. Success stories in the area of AIDS awareness and birth control has given validity to this form of marketing. Keys to these successes are the reliance on other disciplines such as anthropology, education mass communication and behavioral analysis. Working with Promise Keepers I have learned how successful social marketing can and is saving marriages and men’s lives. 


Part 4 – Developing and Launching New Offerings. I have learned the new offering of services is the lifeblood of a non-profit. When developing these new offerings it is important to be both innovative and intentional. It is never wise to just trust your own feeling or judgment. New offerings should be tested in the marketplace for acceptance and usefulness. When releasing a new product I learned to be aware of the normal produce cycle.  It is also important to note there are 5 main people groups: innovators, early adopters, early majority, late majority, and laggards. I have found the best resource for feedback is the early adopters.


Part 5 – Managing Perceived Costs. The dirty word in non-profits is revenue. The battle over the price level that should be charged for a product is tricky at best. The higher the actual price for a good or service usually results in a higher perceived value for the item, but also tends to reduce the potential market size. If you set the price too low not only do you reduce revenue but your good or service has no value. In economics I have learned the to use the concept of surplus maximization thru price discrimination. 


Part 6 – Managing the Marketing Channel. “A channel is a conduit for bringing together a marketer and a target customer at some place and time for the purpose of facilitation a transaction.” When creating these channels it is best to use positive motivational techniques. You can get someone to help or comply in the short run thru negative reinforcement but long-term changes or compliance requires the person to view the relationship as a win – win. 


Part 7 – Formulating Communication Strategies. I have learned that you never stop marketing because the public never stops watching. To effectively use each opportunity you have to promote your ideas you must have a clear understanding of the “influence processes.” If you are not meeting face to face where you can get instant feedback on the clarity of your message, you must consistently monitor and measure your audience understanding of your ad campaigns and communications. I have learned the six steps for effective messages. 1 - Determine your communication objectives; 2 - Generate your message; 3 - Consider tone, wording and format in relationship to how it will create the response requested; 4 - Consider how your message can be misunderstood or turned on you; 5 - Choose your medium and spokes person carefully; 6 - Look over all the possible messages you can promote and only choose the most “desirable, exclusive, and believable.  


Part 8 – Managing Advertising and Sales Promotion. Advertising can take on some of the following forms – paid, unpaid, sales promotion, publicity, personal selling. A key battle that I have fought over the years is marketing is not advertising. Many non-profit organizations relay very heavily on advertising alone and it has proven to be a mistake. When deciding on the advertising plan for your non-profit items such as seasonal timing, continuous vs. preplanned burst, audience turnover, and forgetting rates all come in to play. Here again you should not just trust your personal taste. Proper pre and post measuring techniques need to be used to establish priorities and effectiveness.


Part 9 – Managing Public Media and Public Advocacy. In order to effectively communicate the image of your non-profit considerable effort should be placed in the area of public relations. The past successes of non-profits in the area of public relations have opened up a new platform in the form of public advocacy. This new platform comes with a higher level of ethical responsibility.  We all must be careful not to demonize our competition / enemies, or patronize our target market. When working on the Hope for Honduras project it would have been easy to over motivate by guilt and shame but I learned that my key role was to educate the public and they did respond appropriately. 


Part 10 – Managing Person Influence. People don’t buy from organization they buy from people. To apply that to a giving campaign – people don’t give to organization they give to people. All the advertising in the world does not come close to the effectiveness of a properly motivated and trained sales person making an appeal. In the arena of non-profits you cannot underestimate the importance in relationships, which includes friends, relatives and co-workers. 

4. Supporting Documentation.

Strategic Marketing for Non Profit Organizations 5th edition, Philip Kotler and Alan R Andreasen, Prentice-Hall Inc. Upper Saddle River, NJ

Royal Rangers Leadership Training Program

Promise Keepers VSR Training Program

Various Internet Sources

Copies of the following items


Press release

Trading Card Promotion for Miles Ahead Event – note we used corporate sponsors to help defer to the cost of event.

Organization Flow Chart of a Non-Profit Organization

Ad campaign designed for cultural diversity and maximum market acceptance

Travel Memo for advanced training in Denver

Certificate of Completion and acceptance into the Promise Keepers Staff Program and others

