




You Will Receive:
• Today’s Webinar Recording

• CAE Credit Certificate



ATTRACTION ACTION



If you keep making withdrawals 
without making any deposits, 
you’ll eventually hit zero.

Anne Samoilov
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The problem with marketing 
is content not frequency —
It’s too much conversion and 
not enough conversation.



RELATIONSHIP
MARKETING

• Awareness

• Value

• Engagement 

• Responsive

VS
• Direct Sales

• Action Focused

• Transactional

• Outcome Driven

CONVERSION
MARKETING



CONVERSION
MARKETING
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HEALTHY MARKETING CYCLE
EVENT EVENT
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INTEREST
INSPIRATION
EDUCATION
GRATITUDE
FUN
IMPACT

SURPRISE
AMAZE
DELIGHT



YOUR GOAL IS TO 
MOVE YOUR AUDIENCE 
FROM INFORMATION 
RECIPIENT

TO ENGAGED 
ACTION-TAKER 



KNOW

FEEL

DO

AWARENESS
Becoming 
informed/educated 

RELATIONSHIP
developing an emotional 
response or connection

CONVERSION
Taking a desired action

TOP VS 
BOTTOM OF 
THE FUNNEL



MAP YOUR CYCLE: Identify peaks and valleys



What does the word participation 
mean to you? What matters in a way 
that helps your organization thrive?



LEADERSHIP BUY-IN

Photo Source:  George Alexander Ishida Newman/Flickr
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If you want people to value 
membership, you need to 
rally your community 
around SHARED VALUES and 
become their CHAMPION. 



Pay What You Can 
Membership Level

In less than six months it more than 
doubled the size of our membership 
base with out cannibalizing the more 
expensive levels. 
— Jen Martindale, CMO, YBCA



KNOW YOUR AUDIENCE2



WHO ARE YOUR AUDIENCES?



UPON WHOM IS YOUR 
FUTURE DEPENDENT? 

— Cynthia Round, Former EVP Brand Strategy, United Way Worldwide,
Creator of the LIVE UNITED campaign



LOVERS LIKERS HATERS UNAWARE

HOW TO CHOOSE?



LOVERS LIKERS HATERS UNAWARE

HOW TO CHOOSE?



LOVERS

UNAWARE

LIKERS

HATERS and OUTLIERS



FIND AND KEEP THE 
PERFECT PEOPLE 
The more people you try to 
please the more you 
“genericize” your message, 
the more you miss the target.



GETTING FOCUSED GETS RESULTS

100
BEAT THE GOAL BY

NEW STUDENTS



BE THE FACILITATOR

Photo Source:  Glenn Beltz/Flickr
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It’s not about you. It’s about how you 
can help people reach their dreams. 

Become the conduit through which 
people find what they are looking for. 

Look for WE, US, and OUR in your 
copy and change it to YOU

WHAT DOES IN MEAN TO 
BE MEMBER-CENTRIC?



How do we get people to WANT
to do what we want them to do? 

— Everyone Ever



EMBRACE COLLABORATION4



COLLABORATION brings 
together a powerful 
group of people all 
working toward similar 
goals…this multiplies 
everyone’s effectiveness 
exponentially.



BUILD YOUR SHARED 
VISION INSIDE & OUT

Gather insight from 
key stakeholders, 
lovers and likers



The Histiocytosis Association of America

Members only wanted to give to fund 
research. They didn’t value the 
relationship among the organization’s 
services. 

Competitors were beginning to draw 
money away from the Association. 

TURNING “RARE” INTO “DISTINCTIVE”



Histiocytosis Association

POSITIONING STATEMENT:

The only place where 
patients and practitioners 
come together to fund and 
find a cure.

REBRAND



DELIVER ON EXPERIENCE

Photo Source:  US Navy/Flickr
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50%
INCREASE IN 

PARTICIPATON



Do you have a 
retention 
rate of at 
least 60-75%?

Do your 
events and 
programs sell 
out quickly?

Are your 
inquiries 
coming from 
the perfect 
people?



If not, then your message 
isn’t driving participation…

A new logo, website or 
program won’t fix that. 



1. LEADERSHIP BUY-IN
2. KNOW YOUR AUDIENCE
3. BE THE FACILITATOR
4. EMBRACE COLLABORATION
5. DELIVER AN EXPERIENCE

THE
SHIFTS
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That turn 
engagement 
into action



SHIFT YOUR THINKING BEFORE 
SHIFTING YOUR TACTICS



QUESTIONS? 
nonprofittoolkit.net
Marketing training designed for 
nonprofit marketers

drivingparticipation.com
200 conversations with nonprofit 
marketing leaders

FocalPoint
LinkedIn newsletter about navigating 
the process of creating an audience-
centered brand

Beth S. Brodovsky, President
Iris Creative Group, Inc

267.468.7949
beth@iriscreative.com

Connect on LinkedIn
https://www.linkedin.com/in/
bethbrodovsky/

https://nonprofittoolkit.net/
bit.ly/DPpodcast
https://www.linkedin.com/newsletters/focalpoint-6911767561441263616/
mailto:beth@iriscreative.com%20%20?subject=From%20GrowthZone
https://www.linkedin.com/in/%20bethbrodovsky/

