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PROJECT OBJECTIVES

The objective of this consultancy was to provide capacity
building to each participating BirdLife/EuroNatur partner in
marketing and fundraising, including:

 Trainings through marketing and fundraising workshops

« Mentoring  sessions  supporting each  participating
BirdLife/EuroNatur partner in the creation of a marketing and
a fundraising plan.

« Creation and publication of a handbook containing all the
content for fundraising and non-profit marketing.

This training In Fundraising and Marketing
for BirdLife and Euronatur partners are part of a bigger capacity
building program. Branded as ‘Hatch’ it comprises a simplified,
three-pronged approach emphasising Partner Development,
Innovation and Leadership as three main strategies to ensure
that BirdLife conservation organisations become secure, strong
and influential and able to deliver sustained conservation
impactsinthe long-term.
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CONTENT OF THE TRAINING SESSIONS

Fundraising Sessions:

Introduction to Giving and Private Sector Fundraising
Introduction to different fundraising streams

How to develop your first fundraising plan?

What internal processes are needed to support sustainable giving
and fundraising?

« Howto do a fundraising campaign?

Marketing Sessions :

Let's talk about marketing @nonprofit organizations (NPO)
Opening the marketing toolbox

What s the Marketing Mix in a nonprofit context?

Digital Marketing

Marketing plan

Final double session: membership strategy and web shops




)A\
BirdLife

NNNNNNNNNNNNN

A for marketing and
fundraising for non-profit nature
conservation organisations

Learnings and Practical examples
January 2023

HANDBOOK OBJECTIVES

This practical handbook shows how you can use some of the
existing marketing and fundraising tools and methodologies.

The aim is to focus on tools useful for nature conservation
organisations like BirdLife and EuroNatur partners, working
with small teams that are simultaneously in charge of
fundraising, communications, marketing, or membership.

This handbook will guide you through the essential steps in
building effective marketing and fundraising strategies and
plans.

It will also present real examples of organisations that have
built effective solutions to the challenges they faced - some
maybe like those your organisation faces.
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HANDBOOK STRUCTURE

Despite the fact that there are similar methodologies and tools
in both fields, like the SWOT analysis or the donors’ journey, we
separated marketing and fundraising into two chapters for
explanatory and clarity purposes.

Each part is composed by a summary of the training sessions
and a practical toolbox.

We included a section called “Dive deeper” for in-depth
learning about a topic:

=  What Is the marketing mix In a non-profit context? in capacity building

materials.

= Let's talk about marketing for non-profit organlsatlons in capacity bullding

materials.

Each tool presented in the toolbox section is rated by difficulty
and showsthe expected results:

How easlly can you Expected results:

Implement this In your

non-profit organisation? 7 Understand preferences of key
% target groups

) & & & §ii

1
_'“@"_ Improve your communications

to key target groups
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Definition of a marketing plan To O L B OX

l.Assessment

« Each marketing or fundraising tool used during the training
and/or mentoring session is described in a section of the
SWOT Analysis: marketing/fundraising toolbox

A SWOT analysis is a framework/tool used to identify and analyse an organisation's
current strengths (S). weaknesses (W), opportunitias (O), and threats (T). In market-

Mg e i 1 reato awarensss of e Ml exterland mal factors it -  Visually, the reader can understand quickly where the tool fits
p . in the whole process (here: 1. Assessment and 3. Market
Strengths Opportunities S e g m e ntati O n) .

SWOT

3.Market

Segmentation

Weaknesses Threats

\. v
Stakeholder mapping:
How easlly can you Expected results:

Implement this In your
non-profit organisation? Identify the current present sltua- This visual process maps out all the target groups the organisation interacts with.
; The main benefit is to get a clear representation of all power relationships within the

= tlon of the marketing process
* * * * * EP organisation and the risks invalved.

L ’
={s )= ldentify future opportunitles for the Stakeholders can be classified according to different criteria: internal or external;
(= marketing process

primary, or secondary and marginal - differentiated by the greater or lesser degree
of relevance they have for the organisation. Itis important to create a visual map to
represent all the intricacies of these relationships.

How easlly can you Expected results:
How to Conduct a SWOT Analysls In 5 Steps in us Implement this In your
:' non-profit organisation? {= Improve the [dentification of tar-
o get groups

1L 8.0 6 6 ¢

(\7 Improve understanding of key
%/ target groups

* Opening the marketing toolbox in ¢ i lding materials
* Complete stakeholder mapping gu




ASE STUDIE

« The handbook features real Ilife case studies from

Case Study

tin, T. Throughout th

BirdLife/EuroNatur partner organisations.
Protectlon and Preservation of Natural Environment In Albanla (PPNEA), Al-
- These are good practices that are worth sharing with other _ _
organisations: e FENEA e R

- Description of the project / activity
- Actors(internal / external)

- EXxecution

- Results

- Resources

- Lessonslearned
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« The handbook also feature boxes to highlight techniques or
concepts (for instance here: the best available fundraising
techniques for individual donors).
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1.Assessment

MARKETING

The handbook covers the following topics for marketing that go
through the different key stages of a marketing plan:

2.Create
Objectives
and Goals

- Whatis marketing?

- Whatis non-profit marketing?

- Whatis a marketing strategy?
3.Market : Ta rget groups .

Segmentation - Whatis a marketing plan?

Key Stages of a Marketing/Plan ;

Build
Persona

Thetoolsdescribedin the Marketing Toolbox are the following;

oot - Creating a marketing strategy: Marketing mix, Branding

- Definition of a marketing plan: SWOT Analysis, Surveys and
interviews, SMART objectives and targets, Stakeholder
mapping, Empathy map, The journey map, Uniqueness
exercise, Data analysis, A/B testing, Brainstorming

5. Choose
Your
Channels

Continous
Prototype

6.Define
Objectives,
Priorities &

Budget

Measure,
Review &
Reassess
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MARKETING

Three crucial lessons before building or following a marketing plan:

1. There are different ways of achieving the desired results within the field of
marketing. It is important that an organisation is always open to testing, and for
this, it needs to collect data, measure its results and analyse data on marketing
tools, messages and channels.

2. Every best practice becomes part of the status quo in the industry. Creativity and
innovation are very important in differentiating your organisation from others,
attracting the necessary initial attention from the general public or individual.

3. The process of building a good marketing strategy, and respective plans, depends

on hard and continuous work. Results are not immediate, so patience and
consistency are required in every marketing effort.

11



TIPS FOR MARKETING

To conclude the marketing section, we wanted to highlight the following advice :

1.

2.

Understand your audience above all. Adapt visual and textual language according
to your goals and target groups.

Testing and monitoring will allow your organisation to understand the context, the
channels, and your target groups. Your marketing activities should be informed by
previous data analysis through a continuous testing process.

Deploy and repeat call-to-actions (CTAs). Almost every message should have one
practical, actionable, and engaging key ask.

Best practices can be inspiring, but creativity brings unigueness. Brainstorming is
therefore essential to the marketing process.

12
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FUNDRAISING >

Similarly, the handbook covers the following topics for fundraising that go
through the different key stages of a fundraising plan:
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Fundraising cycle

- Whatis fundraising?

- Fundraising for nature conservation —

- Whatis a fundraising strategy for a non-profit organisation?

- Setting up strategic goals for fundraising

- Understand your funders: Individuals, Corporate giving, High-net- 143
worth individuals, Foundations s

- Howto reachdonors? i )

- Main steps towards creating a fundraising ask / = . DOsOn

- Building a lasting relationship with donors ' '

- Financial sustainability - +

- Moretips for financial sustainability (dos and don'ts) \

Return

:“v -

Time

"-,Ri-sinp_ Star -1 Problem Child
% .« t.

Y

The tools describedin the fundraising toolbox are the following: h Cov Decaying Dog

v

- Assessing the fundraising situation: SWOT analysis focused on
fundraising, Boston matrix for fundraising

- Strategic planning: Fundraising plan/ roadmap

- Raising Funds: The donor's journey, Fundraising campaign, Corporate
giving: definition of a partnership offer

+ Return -




OO0
D

= -

TIPS FOR FUNDRAISING >

Keep in mind these key messages on fundraising:

-
ZUmMm

1. Fundraising is a process that should be based on ethical principles, due diligence, and
building trust-based relationships with donors. This takes time, but your efforts will
most probably pay offinthe long run.

2. Raising short term funds to finance a project is just the beginning. With continuous
engagement, non-profit nature conservation organisations may end up finding
something even more valuable like unrestricted funding, technical support, capacity
building programmes, networking opportunities, etc.

3. Always be ready to pitch! Have your organisation’s main activities, results and key
projects in mind and train yourself/your team to share it in a compelling and attractive
way.

4., Communicate the on-the-ground impact your organisation creates thanks to the
donation and the donors' support. Engage in meaningful and transparent relationships
with your donors.

5. Always monitor your fundraising campaigns and use their results as a learning
opportunity. Do not decrease your overheads if you want to reach financial
sustainability, and always justify how you will spend these to your donors.

6. Finally, value the importance of being within a network of non-profit nature
conservation organisations as it allows for mutual and constant knowledge-sharing as
well as the jointimplementation of projects which will contribute to systemic change.

14




CRUCIAL LESSONS FOR
FUNDRAISING

Strategy / proactivity Emergency / reactivity

Routines and entrepreneurial culture Inconsistent ideas and top down culture
Mot having +40% revenue from a funder Being overly dependent on one funder

FPartnership relationship (win-win) And not "only" donors (win-lose)

Absence or excess of quality data

1 to 3 very good outcomes (impact data) : .
yE IME g and information

Maintain and improve  partnerships Forget that funders exist after
(cross-selling and up-selling). CRM mentality first contact/involvement

Test and validate. Diversify to narrow it down Fell TC,” ez |+.::ng1term only Dn. the

' basis of theorical assumptions
Engage specialists in areas such as digital market-
ing (mentoring, probonos, consultants, staff)

Doing without knowing
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Financial sustainability for non-profit organisations means
getting enough fundingto be ableto cover current
programmes, without jeopardising long-term financial security.

The ability of an organisation to raise funds through different
funding streamsis keyto creating more resilient, and more
financially sustainable non-profit organisations.

In practice, this means developing fundraising routines to
manage and monitor your relationships with your existing or
potential donors through:

- Strategicalignment

- Trust

- Engagement

- Feedback & reporting (accountability)

- Transparency

- A database/ customer relationship management (CRM) tool

15
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To concludethis handbook, it isimportant to remember that here we present only an introduction of the
above-mentioned tools. Their practical use should be accompanied by further theoretical reading and testing
inside your organisation.

You may check recommendations provided within the Appendix session, which includes:
1) StoneSoup's training and capacity building materials

2) Furtherreading materials
3) Usefullinksto external resources.

This practical handbook
shows how you can

use some of the
existing marketing and
fundraising tools and
methodologies.

16



APPENDIX

Appendix

Let's talk about marketing for non-profit organisations (NPO); main themes: cre-
ativity, branding and marketing.

Cpening the marketing toclbox; main themes: Market oriemtation, market seg-
mentation, value exchange marketing, positioning.

What is the marketing mix in a non-profit context?, main theme: the marketing
mix.

Digital marketing; main themes: digital marketing, website, social media, copy-
writing.

Marketing plan; main themes: strategy and planning, marketing plan, templates.

Introduction to giving and private sector fundraising; main themes: Fundraising:
transaction or relationship?

Introduction to different fundraising streams; main themes: fundraising tools and
channels of giving.

How to develop your first fundraising plan?; main themes: fundraising plan step-
by-step

What internal processes are nesded to support sustainable giving and fundrais-
img?, main themes: strategies to achieve financial sustainability, donors’ lifecycle,
overheads

How to do a fundraising campaign? main themes: the basics of fundraising cam-
paigns, pitch and testing

Double session; main themes: membership strategy and web shops.

Other useful links:

AlDA Model;

What is Market Orientation?;

How To Conduct a SWOT Analysis in & Steps;
Complete Stakeholder mapping Guide;

The human challenge in designing for sustainability;
The Communications Network;

Think With Google - Decoding the Messy Middle;

= The Field Guide to Human-Centered Design - IDEQ.org;

= What is A/B Testing? Use Data to Make Decisions;

= Seth Godin on Successful Fundraising - Ask the Fundraising Expert;

= Are emotive appeals effective in persuading people to give to charity?;
*  Preferences for different flagship types for nature consenvation;

Book references:

= The Misfit Economy: Lessons in Creativity From Pirates, Hackers, Gangsters,
And Other Informal Entreprensurs. Alexa Clay, Kyra Maya Phillips. 2015.

= Creative Confidence: Unleashing the Creative Potential Within Us All. Tom
Kelley, David Kelley. 2013

= Change by Design: How Design Thinking Transforms organisations and In-
spires Innovation Hardcover. Tim Brown. 2009.

= 4D Branding: Cracking the Corporate Code of the Metwork Economy. Thom-
as Gad. 2000,

= The Brand Gap. Marty Neumeier. 2005

= Let My People Go Surfing: The Education of a Reluctant Businessman. Yvon
Chouinard. 2016.

= Design for the Real World: Human Ecology and Social Change. Victor Papa-
nek. 1972

= Thisis Marketing: You Can't Be Seen Until You Learn To See. Seth Godin. 2018.

= Blue Ocean Strategy: How to Create Uncontested Market Space and Make
the Competition Irrelevant. W. Chan Kim, Renée Mauborgne. 2015,

=  Ottoni-Wilhelm, M., Vesterlund, L., & Xie, H. [2017). Why Do People Give?
Testing Pure and Impure Altruism. The American Economic Review, 107(11),
3617-3633.

= Purple Cow: Transform Your Business by Being Remarkable. Seth Godin.
2003.

+ Massive Change. Bruce Mau, Jennifer Lecnard, Institute Without Boundaries.
2004.

= The Artof Innovation: Lessons in Creativity from IDEC, America's Leading De-
sign. Tom Kelley, Jonathan Littman. 2001,

= Relationship-Based Fundraising Field Guide: https//www.fundraisingfield-
guide.org/

= Relationship Fundraising: A Donor-based Approach to the Business of Rais-
ing Money. Ken Burnett.

=  Mobile for Good: A How-To Fundraising Guide for Nonprofits. Heather Mans-
field. 2014
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LINK TO THE HANDBOOK

https://www.birdlife.org/wp-content/uploads/2023/02/A-Handbook-for-marketing-and-fundraisino-
for-non-profit-nature-conservation-organisations-BirdLife-Hatch.pdf
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This practical handbook
shows how you can
use some of the

existing marketing and
fundraising tools and
methodologies.
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