
Communicating the Cause

Marketing Strategy for Non-Profit Organisations



Who are you targeting?

What are you promoting?

Overview of traditional marketing methods

Online Marketing

Social Media



Funding 
Agencies

What groups 
are you 

Targeting?

Potential 
Sponsors

Clients/Customers Volunteers



Who are you targeting within each category?

Identify the 
key people

How well do you 
know them?

Understand 
their needs

How best to 
target them? 

What will they 
respond to?

What is the 
message?



 New Programmes Services and Supports

 Sponsor Opportunities Products

 Success Events

 Evaluations Fundraisers

What are you Promoting?



What is your message?

What do your stakeholders need to or 
want to know?





PricingTimesServicesFacilitiesClients

Subsidised meals
Free
Free

Tue, Wed, Thurs
Various
Every 2nd wed

Meals
Social Events
Public Health

Day CareOlder People

Free
Ticketed events or 
sponsored

Friday Evening
Various

Sports and activities
Social Events

Hall, Meeting RoomYouth Club

Rental to school3 times per week
Every afternoon

Sports, Drama
After School

Hall
After School Room

National School

Monthly rental2 nights per week

Various

Training
Training
Meetings

Hall
Gym
Meeting Room

Local Clubs

Hourly Rental
Hourly Rental
Membership or pay 
as you go
Hourly rental

Mondays
Tuesdays and Thursdays
Monday, Wed Fri morning
Various

Meetings, Tea/Coffee
Meetings, Tea/Coffee
Classes
Meetings, Events 

Meeting Room
After School Room
Hall and Gym
Meeting Room/Hall

Local Groups
• AA
• Parent and Toddler
• Keep Fit
• Others

Monthly or pay as 
you go membership

Everyday accessOffice Space
Meetings
Coffee Dock

Office Hub
Meeting Room

Remote workers

Community Centre – Service Users Segments



Target Market

Targeting is based on reaching a group 
or less of customers with similar 
characteristics or needs

Targeting helps you aim or focus your 
marketing activity and allows you 
develop more precise strategies

Targeting is more effective in terms of 
impact and cost



Traditional 
Marketing 









Traditional 
Marketing 

Local Source of 
Information

Target people 
without internet 
access

Physical Evidence of 
work completed

More Exposure 
Locally

PROS

Design Problems

Cost of Printing

Cost (time) to 
distribute

Prone to errors and 
misinformation

Can get outdated 
quickly

CONS



Online Marketing



Online Marketing
 Brochure Website

 E-commerce

 Forum

 Contact Form

 Web Tools

 E-Marketing

 Online Donations



Hiring a Web Designer

• Be Clear on your online and website objectives

• What are you trying to achieve

• What are the most important elements

• Develop a brief for the designers to quote against

• Review the designers portfolio – content, look, navigation, SEO

• Talk to their clients

• Finalise brief – agree fixed fee and time frame



DIY Website Builders



ONLINE FUNDRAISING

Mycharity.ie idonate gofundme



WEB BASED TOOLS

Cloud 
Services



SOCIAL MEDIA



Creating Your Social Media Marketing Strategy
It is important to create a strategy before jumping into the practical details of engaging 
prospects on social media. This involves taking the time to understand your audience 
and what they care about. That way you can:

• Determine what kind of content will work, whether it’s video, graphics, images, or 
text.

• Establish the tone, style, and even the repetition of the content.

• Figure out what topics will resonate with your audience. You may know your 
audience likes video but you might not know what kinds of videos will keep them 
engaged.

• Understand how they consume content. Do they like deep dives into long white 
papers or just quick-hits? Demographic information will help you focus on the types 
of content that will lead to the best results.



Policies

 Be aware of what is posted by your staff,
volunteers online (facebook, twitter, you
tube, linkedin, blogs, forums etc.)

 Be aware of what is being posted about
your organisation

 Develop best practice policies on social
media use and online activity and
implement them as part of overall good
corporate governance

 Provide training to staff on
communications and proper use of social
media

 Comply with data protection guidelines
and policies in relation to client data and
information and unsolicited emails


