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The Good Marketing Framework: 
An Approach That Builds 
Community and Funding Growth





Community is your most 
valuable growth⚡ lever

I N S I G H T 



Focus on relevancy⚡ > reach
I N S I G H T 



Measure success on 
connections⚡ > channels

I N S I G H T 



Most nonprofits rely 
on magic ✨ not marketing.

I N S I G H T



Typical marketing

➔Nothing  

➔ Everything

➔Ad Hoc

Good marketing

➔Audience-first

➔ Responsive

➔Omnichannel

➔MeasurableU N R E L I A B L E    M A G I C





IdenCfy

ConnecCons

CommuniCes

Conversions

The Good Marketing Framework

Known & Unknown

➔ CRM / Email Lists
➔ Website visitors
➔ Prospect lists
➔ Social / communiBes
➔ Event aCendees
➔ Members
➔ Volunteers
➔ Beneficiaries 
➔ Patrons

Membership, Dona5ons, 
Tickets, Signups, Etc.

Context & Intent

Email, Social, Mail, Retarge5ng, 
Search, Etc.

Ac.vate

Learn Cul.vate

Understand

Good

Mission, Advocacy, Community, 
Connec5on



➔ Word of Mouth

➔ Keyword Search

➔ Geofencing

➔ Lookalike Audiences

➔ Events

➔ Retarge5ng

➔ CRM / Email Mapping 

➔ Organic / Paid Social 

➔ Direct Mail / Offline

➔ SMS Messages

➔ Retarge5ng

➔ Intent-Based

➔ Smart Email

➔ Personal Outreach

Awareness Engagement Conversion

Marketing funnel



Identify

➔Who?
➔Context?
➔Intent?
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Awareness

Engagement

CulBvaBon

Image by rawpixel.com on Freepik



What you know about your 
community drives campaigns

R E M I N D E R



Ag
en
da

Example Segments / IDs
➔ AcCve supporters

➔ Members

➔ Website visitors (known + unknown)

➔ Event aLendees

➔ Target beneficiaries (based on prior engagement 
or target locaCons)

➔ Volunteers

➔ Patrons / visitors

➔ Lapsed supporters / parCcipants



Relevancy over reach 

R E M I N D E R



IdenCfy

ConnecCons

CommuniCes

Conversions

The Good Marketing Framework

Known & Unknown

➔ CRM / Email Lists
➔ Website visitors
➔ Prospect lists
➔ Social / communiBes
➔ Event aCendees
➔ Members
➔ Volunteers
➔ Beneficiaries 
➔ Patrons

Membership, Donations, 
Tickets, Signups, Etc.

Context & Intent

Email, Social, Mail, Retarge5ng, 
Search, Etc.

Ac#vate

Learn Cul#vate

Understand

Good

Mission, Advocacy, Community, 
Connection



Cultivate

➔Content
➔Channels
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➔ Word of Mouth

➔ Keyword Search

➔ Geofencing

➔ Lookalike Audiences

➔ Events

➔ Retarge5ng

➔ CRM / Email Mapping 

➔ Organic / Paid Social 

➔ Direct Mail / Offline

➔ SMS Messages

➔ Retarge5ng

➔ Intent-Based

➔ Smart Email

➔ Personal Outreach

Awareness Engagement Conversion

Marketing funnel







Community-first, not 
channel-based reporting 

R E M I N D E R



IdenCfy

Connections

CommuniCes

Conversions

The Good Marketing Framework

Known & Unknown

➔ CRM / Email Lists
➔ Website visitors
➔ Prospect lists
➔ Social / communiBes
➔ Event aCendees
➔ Members
➔ Volunteers
➔ Beneficiaries 
➔ Patrons

Membership, Dona5ons, 
Tickets, Signups, Etc.

Context & Intent

Email, Social, Mail, Retarge5ng, 
Search, Etc.

Activate

Learn Cul#vate

Understand

Good

Mission, Advocacy, Community, 
Connec5on



Activate

➔Measurement
➔Tes3ng Framework
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“It depends …”



Trying
***

Tes#ng new things (lack 
controls) to learn and 

benchmark results for future 
pilots or experiments.

Experiments
***

Variable tes#ng that includes a 
hold out or control group to 
determine if a specific test 

performs beCer.

Pilot
***

Organized tests of new things with 
clear hypothesis on expected 

results within a predetermined 
#me frame. 

Three (3) Types of Tests
E X A M P L E



Assume you’re wrong. Your 
goal is to find out how wrong 
as quickly as possible

R E M I N D E R



Identify

ConnecCons

CommuniCes

Conversions

The Good Marketing Framework

Known & Unknown

➔ CRM / Email Lists
➔ Website visitors
➔ Prospect lists
➔ Social / communiBes
➔ Event aCendees
➔ Members
➔ Volunteers
➔ Beneficiaries 
➔ Patrons

Membership, Dona5ons, 
Tickets, Signups, Etc.

Context & Intent

Email, Social, Mail, Retargeting, 
Search, Etc.

Ac#vate

Learn Cul#vate

Understand

Good

Mission, Advocacy, Community, 
Connec5on



Learn

➔New context & intent
➔Learning log
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Weekly
***

Monday Metrics

Priority Huddles

Weekly Wrap

Quarterly
***

PPP Review

Audience Feedback

POT Refactor

Monthly
***

Retrospec#ves

Priority Check-in

Responsive Rhythms
E X A M P L E

R E M I N D E R



PROGRAMS
reach, results, revenue

What’s working? Why?
What’s not? Why?

Impact vs. 5me-to-value

PROCESS
collaboration, cadence

Where are bottlenecks?
Manage work async?

Accountability rhythms
Tooling / SOPs needed?

Growth is a result of …

PEOPLE
fit, focus, future

Abili5es? Best work?
Align OKRs, remove 

distrac5ons
Develop growth plans



IdenCfy

ConnecCons

CommuniCes

Conversions

The Good Marketing Framework

Known & Unknown

➔ CRM / Email Lists
➔ Website visitors
➔ Prospect lists
➔ Social / communities
➔ Event attendees
➔ Members
➔ Volunteers
➔ Beneficiaries 
➔ Patrons

Membership, Dona5ons, 
Tickets, Signups, Etc.

Context & Intent

Email, Social, Mail, Retarge5ng, 
Search, Etc.

Ac#vate

Learn Cul#vate

Understand

Good

Mission, Advocacy, Community, 
Connec5on



Cultivation Campaign Examples

B O N U S



Retarget segments 
based on prior context 
and intent

1









Reactivate donor segments 
within your CRM

2



E X A M P L E

Supercharge your 
local giving day 

Email lists targeted:
➔ Recent & previous donors

➔ Former volunteers

➔ Previous event a5endees

➔ List of unsubscribers!



Reach audiences based on 
where your community 
lives, work, & play
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Equality Florida Ad Example



Essential 
Campaigns 



How To Apply the Good 
Marketing Framework 

W O R K S H O P



Photo by JESHOOTS.COM on Unsplash

Good Marketing 
Workshop Session

➔ Break into groups of 3-4 ppl

➔ IdenCfy one (1) audience

➔ What do you know about the 
audience (context + intent)?

➔ How should your 
understanding shape the 
content? Channels?

➔ What are you acCvaCng them 
to do?



IdenCfy

ConnecCons

CommuniCes

Conversions

The Good Marketing Framework

Known & Unknown

➔ CRM / Email Lists
➔ Website visitors
➔ Prospect lists
➔ Social / communiBes
➔ Event aCendees
➔ Members
➔ Volunteers
➔ Beneficiaries 
➔ Patrons

Membership, Donations, 
Tickets, Signups, Etc.

Context & Intent

Email, Social, Mail, Retarge5ng, 
Search, Etc.

Ac#vate

Learn Cul#vate

Understand

Good

Mission, Advocacy, Community, 
Connection



What did you learn about 
your own marketing during 
the workshop? 

A P P L I C A T I O N



Any questions?



4 Digital Marketing Trends 
Shaping 2023 

B O N U S



Attention is the most valuable 
currency in today’s economy.

T R E N D   # 1



Intent-based programs drive 
improved performance.

T R E N D   # 2



Multi-channel is a must, and 
increases ROI and LTV.

T R E N D   # 3



Nonprofits continue to invest 
more in digital advertising to 
reach their communities.  

T R E N D   # 4



IdenCfy

ConnecCons

Communities

Conversions

The Good Marketing Framework

Known & Unknown

➔ CRM / Email Lists
➔ Website visitors
➔ Prospect lists
➔ Social / communiBes
➔ Event aCendees
➔ Members
➔ Volunteers
➔ Beneficiaries 
➔ Patrons

Membership, Dona5ons, 
Tickets, Signups, Etc.

Context & Intent

Email, Social, Mail, Retarge5ng, 
Search, Etc.

Ac#vate

Learn Cul#vate

Understand

Good

Mission, Advocacy, Community, 
Connec5on



Take chances, make mistakes, 
get messy!

R E M I N D E R



Any questions?


