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“f don 't kaow who you are.

Susan Cowley Nonprofit Network 2.19.15

{ don 't know your company.

I don 't know your company s product.
I don't know what your company stands for.
I don 't know your company 's customers.
Idan 't know your company s record.

I don’t know your company's repulation.
Now-—what was it you wanted to sefl me?”

Do your organization’s messages connect
with your target audiences?
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What is the single greatest barrier to
developing more effective messages
for your organization?

= Low priority/Too busy with
existing tasks (28%)

Don't know the process/Lack
of expertise [27%)

“ Other (21%)
* Concerned about the
expense [11%)

* Lack of leadership support
{107%)

= N/A, we have an eflective
message platform. (5%)

Source: Gething AZtenton NOAOCORT Meisages Surfvey 1012
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“You cannot bore le
into buying your product.”

il Uiy
Vacwen
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If you want to bore people, do and say
what they anticipate.

So, find the cliché and throw it away.

MIOVE THE

"WHO CARES
METER!

HoHum Whoopee!

Disneyland does not offer “Family Fun.”
Disneyland calls itself,

“The happiest place
on earth.”
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Nonprofit Network

audience a
will follow.

MESSAGIN
CESS.

[

He beat her 150 times.
She only got flowers once.
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CHOOSE WH
TO LOSE.
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A lost cat

wanders the street
and the neighbourhood
isalerted

A homeless 16-year-old
wanders the street
and people really hope
they find that cat.

s

|
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PERSONAS help you to craft your message for
real people. Identifying the personas of your
donors enables you to engage them on the basis
of the psychological and social reasons they
contribute.

Bottom line: figure out which people could be
your donors or volunteers based on what they
believe, value, think and feel. And pay special
attention to how they behave.
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Example Persona: VP/Director IT ‘

General Information

mud 305, usualy maic

Ags

.
Education 85CE p
Skalls Whilenotas savvy as the CXG, hedaes pigy the roie af o business P 8
¥ Sggdct ;
: "
Experence usually promoted from a netviork menagerct the company iscoal!

Attitude Ungerstand: h but thatd, 't mean ne worry about the details. Wants to pioy with the
latest technology from tne leoders (Wicrcsoft, Lisca, Google); sany odopter

Recputation A problem solvzrwha con bridge tecknalogyand businessissues

e
Job Objectives Keep the netwerk upand running (telecom cata Intemeti
Work Chellznges Fudyel rrmnogement. with budgets being oo, e s5i s o rmonoge network perfurrnunce especiaily in fyfilof

thz contiruous cnenges toking place due tc locoticns, maves, ocquisiticns, zte. Meeds to negctfiote sormier
ggreements. He nezds tc tansiote tech ta'k " into businessionguage. He'saverwhelmed and nzeds help.

Affinity e meynotbe comfortoble with cutsourcing: however, he opprecictes anvthingthat reduces eclls to him
PetPeevas Vendor iype, unpraven iechinolugies thal woste bis line

NOTInterested In \anaging and nagotioting with multipie vendars

Expectations Uuick time o deployment; guick tme to KUY no headaches

Information sources: Peers/fcolicagucs, Analyst Reports (Gariner & IDG): uses Google a5 a first linc of scoren rosouree, out trusts

swndicated content websites like CFOMagazing. FizrceTelecam. Tne VoiceRepcrt. Netwerk Warld whan
conduciing werdarcompari=ais.

ﬁ KickStart
niiaes Copyright 2008 Kizkstartalliance
S Cow

.V“ Lid
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The Message Box: a tool for telling your story

Target Persona

1- Engagement Message

/ = What issue of theirs will get their attention? \

= What problemoftheirs can you solve?
4 - Value Message 2 - Solution Message

5 = What are the criteriathat
Your Offering mustbe metto best
addressthe persona's
problem?

* As a result ofimplementing
your offering, how will their
life be befter than before?

= What mefrics can the
customeruse to prove the
value of your offering?

3 - Reinforcement Message

\ = Describe your solution andhowand why itis the
best option for addressing the solution criteria.

* Highlightkey points of differentiation (as it relates
J KickStart tothe ”&@5933&9{%8%&%%%{”5’0\195)

Alkiane

< 2:49:5 Copyright 2009 KickStart Alliance

Engagement Message
v * What issue of theirs will get their attention? A
= What problem of theirs can you solve?

Value Message

= Ag a result of

implementing your Solution Message
offering, how will their - « Regardless of vandor,
:Iafgf:ri?e AR Yo u r Oﬂe rl ng what is the criteria that
i must be met to best

= What metrics can the address the persona’s
customer use to prove problem?
the value of your
offering?

Reinforcement Message

v » Describe your solution and how and why it is the A
best option for addressing the solution criteria.

= Highlight key points of differentiation (as it relates to
the nearest competitive alternatives).
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salience x repetition
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NDTOENTIN. 36

¥ Alternatives For Girls

HOME  DORATE W GITRACIVID GITIOP MOWS&DMRTS ADOUTLS CARCIRS OUR|MPAT

GET UPDATES fly = VOLUNTEER

kzap in cuch

GET HELP

121N o

LI HGE-AS

j?' Alternatives For Girls

HOME DOMATE WHATWEDO C D GETHELP NENSEEVENTS ABODUTUS CAREERS OURIMPACT

—
1 0on't have 80 be 3 fallure my whale ife. it .x,"n/u hokcaNand f plan to
makn the right anes from new on, | doseree bottge | am betier

Susan ngley INEo
imiblei 21915
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:*‘ Alternatives For Girls

HOEME DOMATE  WHATWEDD  GETNVOLVED  GETHELP  NEWS R EVENTS

PREVENTION

pm—

o are eligiiSoisan Cowley
g 2197

AQOUTUS  CAREERS  OURIMPALCE

J:F“ Alternatives For Girls

[IOME DONATE WIWTWLDD G0 BVOLICD GOTELS 9D

VOLUNTEER

maka A Bfferanca

TR5  OURIMPAIT
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“The extent to which a brand can convince
the customer that this brand provides more
meaningful tangible and intangible benefits
than competing brands determines the overall
strength of the brand.”

~ Anne Simons of Brandeo, a strategic brand consultancy
serving Fortune 500 companies
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TEAM CHARITY: WATER

ng clean an o £Very person

SAY HELLO TO THE PECPLE OF CHARITY: WATER

DOLLARS = = e
@ prons )

Susan Cowley Nonprofit Network
We track every dollar you raise, and We'lve mnsisfn,f]é’ cfgti\-cd the Private donors eover our operating

show the prajects you helped fund highest grades availahle for csts S0 100% of your money can fund
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Ay
bUIp. ey

chafity™Water Is a non-profit organization bringing clean
and safe drinking water to people in developing nations.

&

Tr'a hard ot wa think ahont waker today. Trthe western world, we face growing eancarns ahant ont
slevandship of Ue wurld's imosl precious resource, Thers s lalk of shorlages, svadence ol reservaics
and aquifars drving up, and of course, plenty of pecple who simply don't care.

Lt forget about s

Bost of us heve never really been thissty. We've mever had to leave our houscs and walls five miles
te fateh water. We simply torn an the tap, and water comes mr. Cleen. Yet there are 745 million
people o e planet wlho don’Lhase Qean weter.

Tr'a hard toimapgine what 748 millinn paople lanks lite realky, but one i nine might he sazier. One
dn inee people wear world docsn L lave seeess (o e musl s ol buman zeeds, Somethiog we
can't imagine going 12 hours without.

Lhere, we'd Tike Lo inbroduce you woa few ol those 728 ollion, ey ace very real, and Uiey need cur
help. They didn't ehoose to be bom into a village where the only source of water is & pollubed
siurmp. And we dizn't chanze 7o he harn @ a ponntry where svan the hamelass have aeeess fo clean

wiler el a Ludlel.

We inwite yoar to ot venrsaltin thaie shnes, Follew them on their daily joorrey. Carry Ba ponmds of
wales i yellow el cens, Doy wilh reie childeen o saod foe wales, Line up ol vl god wail eighl
hours tor a .

Mo, make o decision o belp We're nol oflerog grand soluboos and billon Jellar schenes. bul
instcad, simple things that work. Things lilke fresk wells, rai I and sand.
tilrera. For abont &:50a persan, we know hony toe help millions.

GIVE TO CLEAN WATER

is Needed!
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Akout Us

Wihal Makes L Dtsfime,
R [Invnianment Madn|
Board and Exec.oves.
Finarciad 1isgrity

Giersl Pannat Ofices
Luatership Frindples
Fress Center

For ke Speneots
Compassion Magazing

Gkl Miristvy eantes
TouTs

Fmpilngmant
Croam riies

Compassion FAD

Sponsoring children in need is breaking the %’:‘Nﬁatﬁ
cycle of poverty Compassion?

Camoassion IntemalicTareeTs a5 g onrsuan chid advecacy

Founced by tve Rey, Everad Swargon In 1952, Comgaisan
began cogviding Kongan War orphans with food, 5 helbé:,
e nalio e sl | i

Teday, Compassion bains mare tan 15 millicn childeen in 26

ceunines Susan Cowley Nonprofit Network

A passion Tor ehildren 2.19.15
Blua Corner?

BeiTaET

Emotionally engaging experiences must be:

poignant, soulful, rich, psychologically layered,
emotionally complex

INTERESTING

original, fresh, unique, imaginative

and

DEEP
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A brand should be
INTERESTING!

If it's not REMIARKABLE, it’s invisible.
Say & design what is not predictable.
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I stay with problems

longer.
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