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Marketing theories




What even is marketing?



Why do organizations

engage in marketing?



Purpose of marketing

Research, persuade,

and change behavior



Theories of marketing

Marketing is all about changing people’s behavior...

...so what do people want?
...and why do people behave they way they do?

...and why do people change?

Psychology!
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Theories of marketing

Change theory
Social cognitive theory
Exchange theory

Stakeholder theory
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Change theory

People act based on their current level /stage of change

Pre-con'l'emplal'ion (Aware of new behavior but not interested in changing)
Con'l'emplai'ion (Consciously evaluate personal relevance of new behavior)

Prepara'l'ion (Decided to act and are trying new behavior)

Action (Doing the new behavior)

Confirmation (Committed to new behavior; no intention to regress)
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Change theory

How to use the theory

Cultivate relationships with donors

Help people move along these levels

Tailor messages and campaigns

to people at different stages
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Social cognitive theory

Our behavior is based on our
views of the social context we live in

The social behavior of people
around us influences our behavior
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Social cognitive theory
How to use the theory

Create marketing strategies that show good behavior

"Most people do X"

"It is important/good/socially acceptable to do X"
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Exchange theory

People want to make
mutually beneficial exchanges with others

Getting a good deal 8 Feeling connected to others
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Exchange theory

How to use the theory

Create marketing strategies that

show the benefits of the behavior

Emphasize mutual relationships and connections

between donor and organization and recipients
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Stakeholder theory

Lots of people and groups are key to the success of

a nonprofit and have different needs and preferences

Staff Board Donors Regulators

General public
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Stakeholder theory

How to use the theory

Create marketing strategies that

cater to each group’s needs
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Marketing tools




General tools

Strategic marketing plan
Marketing mix
SWOT analysis

Personas

Communications and public relations
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Strategic marketing plan

General plan for overall marketing strategy

Table Of zusfness ISLi:'nr:ary
Contents

Target Market
Market Strategy
Budget

Marketing Channels

Marketing Technology
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Marketing mix

Characteristics of the products/services you offer (5Ps)

Product or service (Thing you want people to consume or do)

Price (Amount people "pay” for thing)
Place (Where the thing will be consumed—in-person, online, etc.)

Promotion (How you'll publicize the benefits of the thing)

Policy (What regulations or institutional changes are needed to allow people to use the thing)
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Environmental analysis (SWOT)

Understand how the organization
fits in and interacts with its external environment
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Personas

Profiles of fictional (but typical)

donors / customers / recipients

Each persona represents a segment of the market

Tailor your messaging to their needs
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Persona characteristics

Demographics Pscyhographics Behaviors

preferences
Eavotor | e I oo
Relationship to nonprofit
Donation history
Marital status m m
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EXAMPLE: MOLLY THE MILLENNIAL

Age: 28

Education Level: Bachelor’s Degree
Marital Status: Single

Preferred Media: Instagram, Medium
Preferred Format: Smartphone

Income Level: $45k

BEHAVIORS FRUSTRATIONS
¢ Easily distracted ¢ Inauthenticity, sales and classic advertising
e Technology Early Adopter o Delayed gratification - waiting for anything
¢ Juggles Multiple jobs with active social life ¢ Difficult-to-comprehend websites or con-
and an active lifestyle tent, needs things to be easy and fast
¢ Prefersto rent and share (home, movies, mu- e Social injustice
sic, car) over ownership + Poor customer service

¢ Frequently checks social media

MOTIVATIONS

« Contribution and meaning, rewarding experi- ¢ Being an influencer/looking good in front of
ences peers
o Creative fulfillment ¢ Being unique
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e James is a 30-year-old police officer who has

been working for 4 years. He's

interested in public service in general and is working on his master’s degree in

public policy (MPP) so that he can improve policing in Atlanta.

e He's familiar with Excel and has taken two MPP classes on statistics with Stata,

but wants to be able to use statistical tools in
program, so he’s interested in R. He also real
e James needs help with programming, since a

nis job after he finishes the MPP
y likes data visualization

| his training so far has been with

GUIs like Excel and Stata. He isn't especially familiar with any programming

language and is scared of things like the terminal console, but he's willing and

excited to learn



Communications & public relations

How the organization
communicates with the public

More on this next week!
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Communication methods

Media

(commercials, op-eds, letters to editor)
Direct mailers
Social media

Sponsorships and event marketing

Websites
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The organization's total image

Logo | Fonts | Calors
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Dignity and
poverty porn




Marketing and emotions

The goal of marketing is to persuade behavior

Strong emotions — faster, more forceful,
more lasting behavioral change

Evocative images and photographs create strong emotions

That's not necessarily bad!
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Earthrise (1968) The Blue Marble (1972)




The allure of suffering

Nonprofits often deal with human suffering

Suffering naturally creates curiosity

"If it bleeds, it leads”

"Poverty porn” can raise more money
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<
WHOEVER ‘ arrty Do
~EARSTO | -~ BUT SEEK FIRST |
THE CRu L THE KINGDOM OF
& GODANDHIS
“RIGHTEOUSNESS

(Matthew 6:33)

(f)

Famine, starvation
and death.

Over 1 milion chidrenin ¢,
South Sudan are suffering
from malnutrtion.
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https://www.youtube.com/watch?v=xbqA6o8_WC0

Beware of the allure of suffering

Nonprofits often fail to emphasize the dignity
of the people they serve when they fundraise

Children are especially taken advantage of

Every person depicted in a
fundraising campaign is a real person

Don't sacrifice dignity for impact
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A child dies
every 20
seconds from
water-related
diseases.

A child dies
every 20
seconds from
water-related
diseases.

RADI-AID

[ reci ioz omuar -}

A child dies
every 20
seconds from
water-related
diseases.

RADI-AID




The majority of respondents thought
that the images in the adverts offer
an accurate representation of the
situation in Africa.

Most respondents demonstrated a
high level of media literacy and under-
stood that fundraising campaigns are
strategic and developed to raise funds.

When asked to select imagery for a
charity advert, 38% of respondents
said they would show the problem,
18% the outcome, 27% the root cause
and 18% a combination of all three.

The vast majority of respondents said
they would choose negative imagery
for a fundraising advert in order to
inspire donations.

The images and adverts mostly made
respondents feel sad.

The respondents felt that the images
generally portrayed Africa as inferior
and a continent in need.

Respondents emphasized that dignity
and respect must be underlying
elements in the portrayal of people in
INGO imagery.

Most respondents said they were OK
with the use of children in adverts,
recognising that this is a deliberate
tactic by INGOs to attract potential
donations.

However, they highlighted the need
for more diversity by for example
using images of people of all ages and
different races, and generally showing
that people have something to offer.

Respondents felt that explicit images
involving nudity or bloodshed should
never be used.

The vast majority of respondents said
it is fundamental to use images in the
adverts.

38 /45



Do not treat those you serve as

helpless, incapable, opinion-less objects
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Treat people with dignity




QUESTIONS TO CONSIDER
WHEN USING IMAGES OF PEOPLE

1. DIVERSITY 2. LOCAL
MEASURES

3. IMAGE AND TEXT 4. EMOTION




5. CONNECTION
TO REALITY

7. RELATION

9. PROBLEM OR
SOLUTION?

6. VISUAL
COMMUNICATION

8. BEHIND THE
IMAGE

10. DIGNITY
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https://www.youtube.com/watch?v=OXnxFjT-4mg

Dignified Storytelling

dignifiedstorytelling.com

It's not my story.

Amplifies contributors’ voices and
experiences, honouring their wishes on
‘what story is told and how it is told.

->READ MORE

| am biased (repeat).

Acknowledges and mitigates biases,
stereotypes, social stigmas, and power
differences.

->READ MORE

| do no harm.

Applies a “do no harm”
ethic to all actions.

->READ MORE

I do my homework.

Values local social, moral, and cultural

norms.

->READ MORE

Truth over headlines.

Depicts realities and change prospects with
accuracy and authenticity.

->READ MORE

We are all multi-
dimensional.

Treats each individual as a whole and every
community as dynamic and multi-

dimensional.

->READ MORE

| am empathetic.

Considers the impact of stories on
individuals, communities, and the natural
environment.

“>READ MORE

A story can change
the world.

Empowers and inspires both contributors
and audiences to work towards positive
change.

“>READ MORE

Consent is more
than paperwork.

Obtains informed, full, and freely given
consent from contributors.

->READ MORE

| protect others’ data
like it's my own.
Processes and manages content responsibly
in line with existing data protection

guidance and laws.

“>READ MORE
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