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Welcome to the 2023 Nonprofit 
Communications Trends Report, the 13th

edition of this annual report. 

Every year, we update some long-term 
trends data, but also add new questions 
that dig to the roots of what nonprofit 
communications staff are thinking, 
feeling, and doing at work.

It’s Time to Address These Five 
Themes in 2023
As we reviewed the data from this year’s 
survey of 522 nonprofit communicators, 
several themes emerged. We believe it’s 
time – indeed, past time in some cases –
for strategic discussions within individual 
nonprofits and within the sector more 
broadly about these five themes.  

It’s Time to Find Your Voice and Role in 
Your Larger Community and to Use It 

Speaking up and out 
during crises is an 
important role for our 
sector, but a 
responsibility that many 
nonprofits are unsure 
how to handle in their 
own communications. 

It’s Time to Fully Reevaluate Your Use of 
Social Media Including Video Content 

Much like the traditional 
media landscape, the 
social media landscape is 
fractured. We don’t 
believe you have to use 
any particular social 
media platform any 
longer.  

(And, yes, we are looking at you, 
Facebook.)

Instead, it’s time to take a hard look at 
your options and make the choices that 
work for you now and are most likely to 
work in the coming years.  This applies to 
your approach to video too.

It’s Time to Reinvest in Email Which 
Requires Addressing Your Larger 
Technology Integration Issues

Email is the best direct 
channel for nonprofits to 
connect one on one with 
participants, supporters, 
and influencers – and yet 
many nonprofits can’t 
capitalize on the benefits 
of email. 

That’s because they aren’t managing 
their mailing lists for engagement and 
because their data is scattered in too 
many pieces of software that don’t talk to 
each other. 

It’s Time to Set New Norms Around 
Communications Work Requests and 
Internal Collaboration

Not yet. Not unless . . . 
No. 

We’ve been coaching 
nonprofit comms staff 
for years on how to say 
No to certain work 
requests for good reason. 
It’s strategic. 



4

2023 Nonprofit Communications Trends Report | Nonprofit Marketing Guide

The inability of nonprofit communicators 
to better control their workloads and 
nonprofit managers’ refusal to insist on 
better collaboration between the 
communications team and others is 
holding our sector back.

It’s Time to Plan Now for Comms Team 
Growth Even If It Will Take Time

Implementing a strategic 
communications plan 
that achieves multiple 
goals and objectives 
requires more than one 
person assigned to 
communications. It 
requires a team. 

Nonprofits must also do a better job at 
retaining the marketing and 
communications talent they do have. 

Finding Help with 
Implementation
At Nonprofit Marketing Guide, our mission 
is to help you learn your job, love your 
work, and lead your team. We provide live 
trainings, a self-paced learning center, a 
robust private community, and a blog all 
designed just for nonprofit 
communications professionals. 

We’ve compared the five themes identified 
in the report with our training schedule for 
2023, including webinars and master 
classes open to everyone and our Jump 
Starter workshops exclusively for All-
Access Pass Holders.

Finding Your Voice and Role in Your 
Larger Community and Using It 

• Jump Start Your Brand Audit
• Jump Start Your Newsjacking and Rapid 

Response Plan
• Conveying Your Nonprofit’s Personality 

on Social Media
• Sharing Is Caring: How to Curate 

Content to Engage Followers (and Save 
a Ton of Time)

Fully Reevaluating Your Use of Social 
Media Including Video Content 

• Social Media Trends Nonprofits Need to 
Know in 2023

• Jump Start Measuring Your Nonprofit’s 
Social Media Marketing

• Keep It, Try It, or Dump It? How to 
Choose the Right Social Media Platforms 
for Your Nonprofit

• Video Trends for Nonprofits in 2023
• Stepping Up Your Instagram Content 

Strategy

Reinvesting in Email Which Requires 
Addressing Your Larger Technology 
Integration Issues

• Jump Start Measuring Your Nonprofit’s 
Email Marketing

• Email Marketing Trends for Nonprofits in 
2023

• How to Create an Email Welcome Series 
That Will Engage and Retain Your 
Subscribers

• Getting People to Click: How to Write 
(Ethically!) for Opens, Clicks, and 
Conversions

• Understanding Your Subscribers and 
Followers: Zero-Party and First-Party 
Data for Nonprofits

Setting New Norms Around 
Communications Work Requests and 
Internal Collaboration

• Jump Start Setting Boundaries with Co-
Workers and Managers

• Jump Start Taking Charge of Your Work
• Jump Start Internal Communications 

Collaborations
• Jump Start Your Content Creation 

Workflows

Planning Now for Comms Team Growth 
Even If It Will Take Time

• Jump Start Growing Your Nonprofit 
Communications Team

Titles subject to change. For a complete 
schedule of all trainings, see 
http://npmg.us/schedule

https://www.nonprofitmarketingguide.com/live-webinars-and-workshops/
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Finding Your Voice and 
Role in Your Larger 

Community

It feels as though we are living in a time 
with an extraordinary number of crises, 
often happening one after the other. 
Some, like the pandemic, make just about 
everything else feel even worse. 

While the frequency and intensity may 
feel new, even to those of us who have 
worked in the nonprofit sector for a long 
time, the need for a response is at the 
heart of the nonprofit sector’s work. 
Nonprofits exist to make changes for the 
public good and to solve problems that are 
not being adequately managed, or 
addressed at all, by other parts of society.  

That’s why it’s so important, especially 
now, for nonprofit leaders – with the help 
of their communications staff – to find 
their voices. Nonprofits should speak truth 
to power, shine light in the darkness, and 
help people individually and collectively 
find a better, more hopeful way forward. 

This is true whether you consider yourself 
an advocacy organization or not. If you are 
a nonprofit, you should be a trusted source 
in your community – whether that 
community is defined by geography, 
mission, demographics, or some other 
quality.  

You can’t do any of that by sitting quietly 
and not engaging with your community, 
especially when people feel so uncertain 
and anxious about the future.

This year’s survey data suggests that 
many nonprofits struggle with the idea 
of knowing when to speak out in times 
of crisis and knowing what to say when 
they do. 

• Nonprofits include changes in 
knowledge and understanding and 
increasing levels of influence (i.e., 
thought leadership) in their top three 
social media objectives, along with 
increasing participation levels.

And yet . . .

• Less than 20% of nonprofits have crisis 
communications plans or responses in 
writing.  

• Nearly two-thirds of nonprofits (64%) 
only send an email referencing the crisis 
when it directly relates to their own 
work or community.

When you aren’t sure what to say, one 
excellent approach is to amplify the 
messages of other nonprofits who are 
working directly on the crisis at hand. 

• Yet less than a third of nonprofits say 
they frequently share content from 
other nonprofits through their own 
communications channels. 

Let’s look closer at the data from this year’s 
survey. 
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It’s Hard to Know When to Speak Up

We’ve all been through these hard decisions 
countless times in the last several years: Do we 
send out an email or post to social media after 
something horrible has happened? How long 
do we wait? Do we need to change the 
content entirely or just tweak it? 

Of course, the answer is very specific to the 
issue and your relationship to it and the 
affected communities. 

You are much more likely to know if you 
should say something and what you should 
say if you have a crisis communications plan in 
writing. 

While larger teams are more likely to have 
crisis communications plans in place than 
smaller ones, only 17% of nonprofits have a 
crisis communications plan in writing. This 
increases to 21% for teams of two-three and to 
31% for communications teams of four or 
more. It falls to just 9% for teams of one.

In today’s environment, a “rapid response 
plan” is a better name than a crisis 
communications plan. Crisis communications 
plans are often associated with responding 
when the organization or related people or 
partners do something bad. 

But what we are talking about here is when 
bad things happen in the world. With a rapid 
response plan, you can quickly make decisions 
as to whether you should respond to those 
events and what you should say and do.

Does Your Nonprofit Have a 
Crisis Communications Plan 

in Writing?

17% Yes

25%
Yes, in 
theory, 
but not 

in 
writing

54% No

One 
Person

Small 
Team

Large 
Teams

Response Levels 
in Writing for 
Crisis 
Communications

9% 21% 31%

Team Size Influences the Presence of 
Crisis Communications Plans

Based on 467 responses. Excludes participants with 0.5 
FTE on communications. One Person is 1 FTE. Small 
Teams includes 1.5 – 3.5 FTE. Large Teams are 4+ FTE
95% confidence level for significant differences.

If you have been communicating consistently 
and have built strong relationships in your 
chosen communities, you are more likely to be 
seen as a trusted leader. Therefore, your 
community may expect you speak out on an 
issue, even if you don’t work on it directly. 

But this year’s data says nonprofits are 
struggling with this. We asked specifically 
about responding on email. That’s because 
sending an email typically requires more 
planning and approval than tweeting, for 
example. 

About two-thirds (64%) of nonprofits said 
they typically send an email after a natural 
or manmade crisis only when the situation 
directly relates to their work and 
community. This was especially true for 
organizations with larger communications 
teams. Seventy-four percent of large team 
leaders (4+ comms staff) and 69% of small 
team leaders (2-3 comms staff) would only 
email if the crisis was directly related. 

Nine percent of nonprofits would typically 
acknowledge the situation, but only after 
some time had passed. 12% said they typically 
stay silent during and about crisis situations. 

Only 10% say they often send an 
acknowledgment or solidarity email even if 
the topic doesn’t directly affect their work or 
community.  
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Think about recent crises, natural or man-made (e.g., the start of the pandemic, 
natural disasters, racially-motivated attacks, war, terrorism). Which statement 

best characterizes how your nonprofit is likely to respond on email?

5% Other (please specify)

12% We typically stay 
silent during and about 

crisis situations.

9% We typically 
acknowledge the 

situation, but 
usually after 

some time has 
passed.

64% We typically 
send an email only 
when the situation 
directly relates to 
our work or 
community.

10% We often send an acknowledgment or 
solidarity email even if the topic doesn’t 
directly affect our work or community.

Solo Comms 
Staff

Small Team 
Leader

Large Team
Leader

We typically send an email only when the 
situation directly relates to our work or 
community.

58% 69% 74%

Based on 437 responses. 95% confidence level for significant differences.
Solo Comms Staff: You are the only one whose primary job is communications.
Small Team Leader: Up to three people including yourself work on communications with you in the lead. 
Large Team Leader: Four or more people including yourself work on communications with you in the lead.
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We Encourage Acknowledgment of 
Issues and Expressions of Solidarity

We know that many more nonprofits are 
comfortable doing this via social media 
than with email. That’s because it’s easier 
to at least go “on the record” with a 
general statement to the masses than it is 
to compose an email that directly 
communicates to specific people on your 
mailing list. 

But it doesn’t have to be a separate email 
dedicated to the issue. Even a few lines in 
an otherwise regularly scheduled email 
can demonstrate that you understand 
what else is on your community’s mind. 
Simple acts of acknowledgement and 
solidarity can mean a great deal. 

You can do so by sharing resources or 
amplifying messages from other 
nonprofits which is much easier to do if 
you are already in the habit of curating 
and sharing content. 

If it’s not clear by now, we believe 
nonprofits should be much more 
generous in both reading what their 
nonprofit colleagues create and in sharing 
that relevant content. This applies to 
times of crisis but also to everyday 
communications. 

Unfortunately, less than 20% of 
nonprofits say they frequently curate or 
share content from other organizations 
in their nonprofit’s communications 
channels. In fact, they are more than 
twice as likely to say that they never or 
rarely curate or share content. 

When nonprofits do curate or share 
content from others, they are most likely 
to do it via social media, especially 
Facebook, Twitter, and Instagram. Next 
most likely are via email, their website or 
blog, with LinkedIn last.  

24%

40%

43%

47%

56%

59%

53%

31%

41%

37%

35%

30%

23%

28%

16%

16%

10%

11%

Facebook

Twitter

Instagram

Email

Blog or Website

LinkedIn

How often do you curate or share content from other 
organizations on your nonprofit's communications channels?

Rarely/Never Sometimes Frequently
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Fully Reevaluating Your 
Use of Social Media 

Including Video

Over the last twenty years, we’ve witnessed  
the fragmentation of the mainstream 
media. Consumers used to choose between 
a handful of national news sources; now 
they have hundreds – even thousands – of 
outlets to choose from. 

The same kind of fragmentation is now 
happening within social media. Your 
experience with social media varies greatly 
based on which platform you frequent 
most. Even within a single platform, we 
each have a different experience based on 
how the algorithms interpret our interests. 

To put it simply, Facebook isn’t what it used 
to be. Neither is YouTube, and neither is 
Twitter. 

It’s time to stop focusing so much energy 
on any particular social media platform 
just because “you’ve always done it that 
way.” It’s time to reevaluate why you are 
using social media – to share what kind of 
content with whom and for what purpose?  

And why do they think certain social media 
channels have the most potential to achieve 
those objectives? Since video is such an 
integral part of social media now, we also 
asked several questions about nonprofits’ 
use of video. 

What we learned from this year’s data:

• Nonprofits are mostly using social media 
to increase participation levels and to 
change knowledge or understanding.

• Teams are more likely to use social media 
for thought leadership than a solo comm 
staffer.

• Facebook was most helpful when it came 
to achieving objectives in 2022, but 
nonprofits think Instagram has the most 
potential to help in 2023. 

• Nearly all nonprofits, 95%, now create 
some type of video content. 

From past Trends Reports, we 
know that nonprofits rank 
social media as the third most 
important communications 
channel after email and their 
website. We also know that 
nonprofits post to social media 
more often than any other 
channel including email, and 
that they wonder whether the 
time spent on creating 
content for social media is 
worth it. 

So, this year, we asked 
participants to explore their 
objectives for using social 
media. What are they really 
trying to accomplish?

• Videos are most likely 
posted to Facebook and 
YouTube. 

• Nonprofits tend to share 
videos with stories about 
one person or subject, with 
very few using it to 
participate in social media 
challenges or memes.

• Teams are more likely to use 
a social media management 
tool to post content while 
teams of one were far more 
likely to post directly to each 
platform.

• Most nonprofits had a 
budget for social media ads 
or boosts even if they were 
only a one-person team.
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Why Nonprofits Use Social Media

We asked nonprofits to pick their top three 
objectives for social media as well as which 
platform most helped them achieve those 
objectives.

Overall, the most popular objectives were

• Increasing Participation Levels (57%) 

• Changes in Knowledge or Understanding 
(52%) 

• Increasing Levels of Influence / Thought 
Leadership (40%)

Larger teams were more likely to prioritize  
increasing levels of influence / thought 
leadership than smaller teams. Smaller 
teams, especially teams of one, were more 
likely to prioritize increasing participation 
levels.

We also asked which platform most reliably 
helped them achieve these objectives in 
2022. Just over half of nonprofits (52%) 
named Facebook. Instagram followed in 
second place with 22% and LinkedIn with 
15%. Only 7% named Twitter as the social 
media platform that most reliably helped 
them achieve their objectives.

Why Nonprofits Use Social Media

57% Increasing 
Participation 
Levels

52% Changes in 
Knowledge or 
Understanding

40% Increasing Levels of 
Influence / Thought 
Leadership

34% Encouraging 
Loyalty / Donor 
Retention

34% Increasing 
Subscribers or 
Followers

34% Financial Gains / 
Fundraising

31% Increasing Demand or 
Desire for Services

Survey participants were asked to pick their top three objectives for social media use.

Larger Comms Teams Are Less 
Enamored with Facebook Than 
Smaller Ones

Larger teams with four or more 
communications staff were less likely to 
be enamored with Facebook. Only 43% 
said it was the most reliable platform 
compared to 50% for small teams and 
59% for one-person teams.  Twenty-two 
percent of larger teams would like to 
drop Facebook, whereas only 11% of one-
person teams would. 

Will Nonprofits Leave Twitter? 

We also wanted to know which social 
media platform nonprofits would get rid 
of if they could. Overwhelmingly, they 
chose Twitter (43%). That doesn’t come 
as a surprise considering the turmoil at 
Twitter in 2022 with Elon Musk’s 
takeover. 

In the 2021 Trends Report, Twitter ranked 
third among social media channels in 
importance to nonprofits, following 
Facebook and Instagram. It appears 
that LinkedIn is now eclipsing both 
Twitter and YouTube for nonprofits. 
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52%

22%

15%

7%

2%

19%

37%

25%

2%

7%

9%

Facebook

Instagram

LinkedIn

Twitter

YouTube

TikTok

How Nonprofits Feel Social Media Helps Achieve Their Objectives

Helped achieve objectives in 2022 Most potential for 2023

Snapchat, Pinterest, and WhatsApp were included in the survey but had negligible responses.

Which Social Media Sites Nonprofits 
Say Hold the Most Potential in 2023

We asked nonprofits which social media 
platform they believed had the most 
potential to help achieve their objectives 
in 2023. 

It’s here that we see Instagram at 37% and 
LinkedIn at 25% overcome Facebook at 
19%. TikTok was next at 9%, followed by 
YouTube at 7% and Twitter at just 2%. 

Why Nonprofits See Potential in 
Each Social Media Channel 

We asked survey participants to explain in 
their own words why they thought their 
selected social media platform had the 
most potential to help them achieve their 
objectives in 2023.  

Most explanations related to the types of 
target audiences they believe they can 
reach there.

Instagram

Most selected Instagram to reach a 
younger demographic. Many also saw the 
growth potential there due to higher 
engagement than on other channels and 
the success of videos/reels.  

“Most of our Instagram followers are 
younger and an untapped source of 
donors.”

“This platform's engagement has been 
growing among our younger 
demographic.”

“We have seen growth via Instagram, 
and an opportunity to craft dynamic 
visual content that will be accessible to 
lay people.” 

“It seems to be the only social media 
platform we are consistently growing in.
We saw our Instagram accounts grow in 
2022. Our other social media accounts 
did not.”
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LinkedIn

The ability to reach target audiences 
based on their professions or professional 
communities made LinkedIn a favorite. 

“We can target the industries and 
professions we most want to influence.”

“Ability to engage with thought leaders 
directly.”

“This is the platform most likely to receive 
engagement from our board, event 
committee members and sponsors. In a 
survey [we did] the majority said this is 
their primary or only social media 
platform.” 

Facebook

Most cited their current audiences being 
on Facebook. 

“Most of our audience is there and it's 
simpler to engage.”

“It’s a platform best suited to the 
demographic we’re trying to reach.” 

“This is where we have the strongest 
following by far.”

TikTok

Reaching a younger demographic was 
the main draw for TikTok. 

“TikTok is the preferred platform of 
younger people, who will grow up to be 
our adult donors and employees in the 
future.”

“We want to engage younger 
generations to balance our donors' 
demographics.”

“Popularity and the younger 
generations.”

YouTube

Those selecting YouTube chose it 
primarily because it best matches the 
types of content they are creating. 

“Our educational content is best suited 
for demonstration - so video is a good 
means for that.”

“We are developing more videos to tell 
our story.”

“I think videos are more desired with 
what we do (mental health recovery 
stories).”

78%

71%

57%

48%

31%

25%

11%

5%

Facebook

YouTube Long Video

Instagram Stories

Instagram Reels

LinkedIn

YouTube Shorts

TikTok

We did not post any
video content

Where Nonprofits Post Video Content

Survey participants were asked to select all social media channels where they posted video in 2022. 



13

2023 Nonprofit Communications Trends Report | Nonprofit Marketing Guide

Nearly All Nonprofits Now Use 
Video

In our 2018 Trends Report, almost 20% of 
nonprofits weren’t creating video of any 
kind. That number is now down to just 
5%.

Overall, nonprofits are most likely to post 
videos to Facebook (78%) followed by 
YouTube (71%). Instagram Stories (57%) 
and Reels (48%) were also popular places 
to share videos. Only 25% of nonprofits 
use YouTube Shorts and only 11% posted 
to TikTok in 2022.

We know from previous Trends Reports 
that the use of video does increase as 
communications team size grows. The 
diversity of where nonprofits post videos 
also increases with team size. 

For example, 85% of nonprofits with 
large communications teams use 
YouTube, compared to 55% of one-
person teams. Similarly, 46% of 
nonprofits with large communications 
teams post videos to LinkedIn, with just 
26% of one-person teams doing so. 
Similar gaps also exist with posting video 
to Instagram Stories, YouTube Shorts, 
and TikTok. 

Nonprofits Are Making 
Conservative Content Choices with 
Video, However

While nearly all nonprofits are using 
video now, the types of videos they are 
regularly sharing are fairly limited 
compared to the variety we see in other 
sectors. 

Storytelling about one person or subject 
was by far the most popular type of 
video produced with just over half of 
nonprofits using that format. Talking 
head / direct to camera videos and 
interviews or Q&A were next most 
popular, with about a third of nonprofits 
using these formats. 

We don’t expect the number of 
nonprofits participating in social media 
challenges or trending memes to 
increase significantly.  But we do 
encourage nonprofits to look at other 
popular formats in other sectors, 
including show-and-tell, tours, and 
behind-the-scenes videos, which all have 
great potential for nonprofits. 

4%

4%

5%

8%

15%

17%

23%

25%

30%

32%

52%

0% 10% 20% 30% 40% 50% 60%

Before/After

Social Media Challenges or Trending Memes/Audio

We did not post any video content

Demos/How Tos

Other (please specify)

Behind the Scenes

Show-and-Tells or Tour

Clear and Focused Call to Action

Interviews or Q&A

Talking Head / Direct to Camera

Storytelling about One Person or Subject

Which Video Content Types Nonprofits Post Most

Survey participants were asked to choose up to three types they posted most in 2022.
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One Person Small Teams
(2-3 Staff)

Large Teams
(4+ Staff)

In Top Three Social Media Objectives

Increasing Participation Levels 64% 56% 46%

Increasing Levels of Influence / Thought 
Leadership

33% 45% 51%

Has a Budget for Social Media Ads or Boosts 64% 75% 89%

Most Popular Social Platforms for Ad 
Spending*

LinkedIn 18% 28% 45%

Twitter 12% 10% 29%

Which Social Platform Most Reliably Helped 
Achieve Your Objectives in 2022

Facebook 59% 50% 43%

LinkedIn 11% 15% 22%

Would Most Like to Drop Facebook if They 
Could

11% 20% 22%

Where They Post Video Content

YouTube 57% 76% 84%

Instagram Stories 55% 58% 73%

LinkedIn 26% 34% 46%

YouTube Shorts 21% 27% 35%

TikTok 8% 12% 19%

Types of Video Content

Storytelling about One Person or Subject 42% 55% 70%

Interviews or Q&A 23% 33% 44%

How Nonprofits Post to Social Media

Directly within Each Platform 44% 36% 21%

Using a Social Media Management Tool 39% 53% 70%

Where Team Size Affects the Use of Social Media 
(Significant Differences Only Between One-Person, Small, and Large Nonprofit Comms Teams)

Based on 467 responses. Excludes participants with 0.5 FTE on communications. One Person 
includes 1 FTE. Small Teams includes 1.5 – 3.5 FTE. 95% confidence level for significant differences. 
*Based on 337 responses; excludes participants with no social media ad spending
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Solo Comms 
Staff

Small Team 
Leader

Large Team 
Leader

Top Three Social Media Objectives

Increasing Levels of Influence / Thought 
Leadership

31% 49% 50%

Financial Gains / Fundraising 40% 30% 35%

Has a Budget for Social Media Ads or Boosts 59% 77% 90%

Most Popular Social Platforms for Ad 
Spending*

LinkedIn 16% 28% 48%

Twitter 7% 11% 32%

Where They Post Video Content

Did not post any video content 9% 3% 0%

Instagram Stories 51% 57% 71%

LinkedIn 22% 35% 47%

YouTube Shorts 18% 29% 41%

TikTok 7% 12% 18%

Types of Video Content

Storytelling about One Person or Subject 45% 61% 53%

Interviews or Q&A 22% 40% 26%

Demos / How-tos 6% 10% 24%

How Nonprofits Post to Social Media

Directly within Each Platform 45% 35% 26%

Direct to One Platform, Then Reshared to 
Others

19% 9% 9%

Using a Social Media Management Tool 36% 56% 65%

Where Team Role Affects the Use of Social Media 
(Significant Differences Only Between Solo Communicators, Small Team Leaders, and Large Team Leaders)

Based on 437 responses. 95% confidence level for significant differences.
Solo Comms Staff: You are the only one whose primary job is communications.
Small Team Leader: Up to three people including yourself work on communications with you in the lead. 
Large Team Leader: Four or more people including yourself work on communications with you in the lead.
*Based on 302 responses; excludes participants with no social media ad spending
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Total Budget for Social Media Ads or 
Boosts in 2022

31%

12%34%

17%

4%

2%

No budget / Zero Up to $100

Up to $1,000 Up to $10,000

Up to $100,000 Over $100,000

Percentage of Nonprofits with Social Media Ad Budgets That 
Purchase Ads or Boosts on Each Platform

8%

14%

28%

61%

97%

0% 20% 40% 60% 80% 100%

YouTube

Twitter

LinkedIn

Instagram

Facebook

% Sample SizeSample Size=337

Social Media Budgets for Ads and 
Boosts Are the Norm

More than two-thirds of nonprofits (69%) 
are spending money to purchase ads on 
social media or to boost posts. About a 
third (34%) are spending up to $1,000 
annually, with another 17% spending up 
to $10,000, and only 6% spending more 
than that. 

Not surprisingly, of those nonprofits 
with an ad budget, 97% are spending 
that money with Facebook, and 61% are 
spending it with Instagram. 

About a third, 28%, are spending ad 
funds with LinkedIn. Twitter is receiving 
ad funds from 14% of nonprofits with an 
ad budget, followed by 8% of nonprofits 
buying ads on YouTube. It’s notable that 
nonprofits with larger communications 
teams are much more likely than 
smaller teams to be spending ad funds 
with LinkedIn and Twitter. 

Most nonprofits understand that ad 
spending is an important part of their 
social media strategy, even smaller 
teams. While 89% of nonprofits with 
communications teams of 4 or more 
people have ad budgets, a still 
respectable 64% of one-person teams 
do as well.  
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Participation in Giving Tuesday 2022 Overall One 
Person

Small 
Teams

(2-3 Staff)

Large Teams
(4+ Staff)

Integrated as annual campaign kick-off 17% 16% 16% 30%

A full stand-alone Giving Tuesday campaign 21% 22% 21% 25%

A few mentions, but no major campaign 31% 30% 33% 19%

Did not participate 31% 31% 30% 25%

Pink shading indicates a significant difference based on team size, 95% confidence level

Finally, we asked two social media 
questions submitted by our community 
members. 

Nonprofits Split on Using Social 
Media Management Tools

About half of nonprofits (48%) are using a 
social media management tool (e.g., 
Hootsuite, Buffer) to post content to social 
media. Another 37% are posting directly 
within each channel. Only 15% are relying 
on the sharing tools between platforms 
(e.g., posting to Instagram and sharing 
from Instagram to Facebook). 

The larger the communications team, the 
more likely they are to use a social media 
management tool and the less likely they 
are to post directly within each platform. 

Most Nonprofits Don’t Go All in on 
Giving Tuesday

We also asked about Giving Tuesday 
participation, which started primarily on 
social media, but has matured into a 
multi-channel campaign for some 
nonprofits.  

According to our survey, in 2022, 61% 
either did not participate or made only a 
few mentions without a real campaign. 
Another 22% built a full stand-alone 
campaign, and 16% integrated Giving 
Tuesday into their annual campaign as a 
kick-off event. 

How Nonprofits Post Content to 
Social Media

48%

37%

15%

0%

10%

20%

30%

40%

50%

Via a social
media

management
tool (e.g.

Hootsuite,
Buffer, etc.)

Direct in each
platform (e.g.
separately on

Instagram and
Facebook)

Direct to one
platform and

then reshared to
other platforms
(e.g. Instagram

content reshared
to Facebook)

Nonprofit Participation in Giving Tuesday 2022

Large communications team of four or 
more are significantly more likely to either 
integrate Giving Tuesday as the annual 
campaign kick-off or to develop a full 
stand-alone campaign. 
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Reinvesting in Email and 
Addressing Technology 

Integration Issues

In the 2020 Nonprofit Communications 
Trends Report we warned of a looming 
email apocalypse if nonprofits didn’t start 
actively managing their email lists for 
engagement. This includes removing 
people from your regular mailings who 
haven’t opened or clicked on any of your 
emails in the recent past. 

This apocalypse won’t be a sudden event, 
but a slow but steady degradation of your 
ability to deliver email to the inboxes of 
those on your mailing lists. Once you reach 
the point where you notice the problem, it 
will be too late for any quick fixes. 

We also see that most nonprofits aren’t 
actively building their email lists. This also 
damages your potential to maximize email 
as a robust communications channel. 

What we learned from this year’s data:

• Nonprofits are starting to understand 
they should not mail unengaged contacts 
indefinitely. In 2020, 69% said they never 
stopped emailing contacts and that has 
dropped to 61% in 2022. We still have a 
long way to go, but we see this as a 
positive step forward.  

• But for those who do stop emailing, most 
are still waiting too long with 27% waiting 
until a year or more with no engagement. 

• One-person teams were more likely to 
never stop emailing than bigger teams 
were.

• Customized forms were the top way to 
collect email addresses followed by 
lightboxes or popups. But nonprofits 
aren’t really going for quizzes or polls with 
only 7% using this engaging and 
successful option. 

• Bigger teams were more likely to use 
gated content requiring registration to 
collect email addresses than one-person 
teams.

• When it comes to engaging email 
content, buttons were used the most 
followed by video. Again, polls were 
underused along with countdown timers.

• Almost half of nonprofits must manually 
integrate their email data with their 
donor database.
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Nonprofits Still Largely Ignore Email 
List Management Best Practices

A basic tenet of email engagement and 
deliverability is to only email people who 
continue to open and click on your content 
over time.  When they have clearly stopped, 
so should you. 

It doesn’t take much to be considered 
“engaged.” While there isn’t a hard and fast 
rule at this time, most email service 
providers consider a subscriber engaged if 
they have opened at least one email in the 
last three to six months.

When we first asked in 2020 how long 
nonprofits kept emailing unengaged 
contacts, the results were terrible. They are 
still not great, but the trend is improving,  
albeit slowly. Now 61% of nonprofits say 
they never stop emailing, even if the 
subscriber is clearly no longer engaged, 
an improvement over 69% in the 2020.

3 mo.
3% 6 mo.

7% 9 mo.
2%

12 mo.
14%

2 yrs.
9%

3 yrs.
4%

We never stop emailing, even if not 
engaged, 61%

3 mos., 2% 6 mos., 2%

12 mos., 11%

18 mos, 4%

2 yrs., 7%

3 yrs, 5%

We never stop emailing, 
even if not engaged, 69%

When do you stop emailing
people entirely? When they haven’t engaged in . . . 

THEN . . .
2020 Trends Report

NOW . . .
2023 Trends Report

Just as important as stopping the email to the 
unengaged is when you stop. In the 2020 
Trends Report, only 15% set the mark at 
engagement within the last year or less. In this 
year’s report, that has increased to 26%. 

Again, while nonprofits are trending in the right 
direction, we still have a very long way to go as 
a sector. Only 10% of nonprofits are removing 
people from their active email lists after six 
months of no engagement, which is closer to 
the email industry’s recommendations. 

You must stop emailing people who never 
open your emails.  Otherwise, you have no one 
to blame but yourself when your emails end up 
in spam or undelivered entirely.
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Nonprofit Are Not Using Standard List 
Building Techniques

Every year you lose subscribers due to 
emails bouncing, addresses becoming 
undeliverable, or subscribers opting out.

Nonprofits need to constantly add new 
subscribers to run a successful email 
program. But other than sign-up forms, 
nonprofits aren’t doing much else to keep 
their email lists growing.

4%

6%

12%

18%

35%

41%

57%

83%

None of the above or not sure

Countdown Timers

Polls

Animated GIFs

Emojis in Subject Lines

Text only designs with little to no graphics

Video

Buttons

Email Content Types Used by Nonprofits in Email Newsletters or 
Single-Topic Emails in 2022

7%

13%

17%

30%

38%

38%

Quizzes or Polls

Gated content (downloads requiring registration)

Pledges or Petitions

Website lightboxes or pop-ups

Customized sign-up forms that allow people to
pick topics of interest

None of the above or not sure

Tactics Used in 2022 by Nonprofits to Collect Email Addresses

Gated content (13%) and quizzes/polls (7%) 
are successful list builders but underused by 
nonprofits.

With changes in the way email 
engagement is measured, nonprofits need 
to focus less on open rates and more on 
what subscribers do after opening their 
emails. 
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One Person Small Teams
(2-3 Staff)

Large Teams
(4+ Staff)

Email Content

Including Video 48% 61% 75%

Including Animated GIFs 14% 19% 35%

Emojis in Subject Lines 43% 31% 37%

Email List Building Tactics

Website Lightboxes or Pop-Ups 33% 29% 43%

Gated Content Requiring Registration 9% 17% 17%

How Significant Differences on Email Management Vary by Team Size 
(One-Person, Small, and Large Nonprofit Communications Teams)

Based on 467 responses. Excludes participants with 0.5 FTE on communications. One Person 
includes up 1 FTE. Small Teams includes 1.5 – 3.5 FTE. 95% confidence level for significant 
differences.

Solo Comms 
Staff

Small Team 
Leader

Large Team
Leader

Email Content

Including Video 48% 65% 68%

Including Animated GIFs 13% 21% 41%

Countdown Timers 3% 9% 15%

Email List Building Tactics

Customized Form That Allow People to Pick 
Topics of Interest

31% 43% 38%

We Never Stop Emailing, Even If Not Engaged 57% 47% 35%

How Significant Differences on Email Management Vary by Role
(Solo Comms Staff, Small Team Leader, Large Team Leader)

Based on 437 responses. 95% confidence level for significant differences.
Solo Comms Staff: You are the only one whose primary job is communications.
Small Team Leader: Up to three people including yourself work on communications with you in the lead. 
Large Team Leader: Four or more people including yourself work on communications with you in the lead.
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Software Integration is a Time-
Consuming Nightmare Also 
Holding Nonprofits Back from 
Effectively Using Email
A huge part of increasing email 
engagement is sending the right content 
to the right people at the right time. To 
do that, you must segment your mailing 
list. But to trust that your segments are 
meaningful, you need to trust the data 
you are using to create them.  

You want to know not only what people 
are doing in their inboxes (did they click 
on emails about certain topics?) but also 
what they are doing as donors, 
volunteers, advocates, program 
participants, and more. 

In most nonprofits, this data is in several 
different places. That isn’t inherently bad, 
if you have integrations between those 
different places to keep the data in sync. 

However, the lack of integration 
between the systems most nonprofits 
are using is a major barrier to more 
effective communications for 
nonprofits. 

We asked survey participants to identify 
their biggest technology integration 
problem in their own words. 

The responses fell into five categories. 

1. Multiple systems with integration 
problems (e.g.,  donor database doesn’t 
sync with email software) 

“The email client with our CRM is very 
limited and we would like to move to 
another email communication tool, but 
integration is not available.”

“We use different systems for 
EVERYTHING. Email, donor database, 
web-based donation platform, finance 
software, etc. All data is transferred 
manually which creates lots of room for 
error.”

2. General lack of tech support and 
time for building tech expertise on staff

“Still using the same email service 
because that's what we have historically 
done, but we need to find the time to 
figure out how to move over to the email 
service integrated into our newly 
adopted donor database.”

“This year we started integrating the 
donor database with the email platform 
and it was a ton of work.”

“We don't have a great understanding of 
all the things we can do with our tech 
yet - or the capacity to implement all of 
the good ideas we do have.”

“Currently working to transfer data to a 
new system, but because we are a small 
team, it will take a while.”

3. Struggles with the data itself (bad 
data in one system but not others, 
keeping data clean over time)

“Keeping non-relevant contacts out of 
the database”

“Our donor database has required tons 
of clean up after years of people using it 
in inconsistent ways.”

4. Staff’s inability or unwillingness to 
use the technology

“Limited staff knowledge of some 
platforms, not enough shared usage.” 

“Getting colleagues to use the software 
we have.” 

“Implementation across the 
organization. Staff refuses to learn how 
to use our primary technology.”
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How well does your email platform integrate with your donor database by 
organization budget?

12% 18%

42%

12% 9% 7%

13%
12%

36%

21%
8% 10%

14%
14%

34%

19%

10% 9%

Up to $500,000 $500,001 - $1 million $1 - 5 million $5.1 - 20 million More than $20
million

Not Sure

Manual integration only (e.g. must download and upload data to sync systems)

Partially integrated (e.g. data moves in one direction, but not both ways)

Fully integrated (same platform or the data moves back and forth between systems easily)

How well does your email platform integrate with your donor database?

26%

28%

46%

Fully integrated (same
platform or the data
moves back and forth
between systems easily)

Partially integrated (e.g.
data moves in one
direction, but not both
ways)

Manual integration only
(e.g. must download and
upload data to sync
systems)

5. Differing data needs and priorities 
within the organization 

“Our advancement and marketing / 
communications departments are on 
different systems. Website is part of 
national online network run by 
marketing / communications. Events 
and email are on a different platform 
run by advancement. Very confusing 
and makes it extremely hard to manage, 
monitor, and report.”

These are not the kinds of problems 
that nonprofit communications 
directors should be expected to 
manage on their own. These are 
complicated systems that require 
leadership attention, team collaboration, 
and adequate technology support and 
software budgets to address. 



24

2023 Nonprofit Communications Trends Report | Nonprofit Marketing Guide

Setting New Norms 
Around Communications 

Work Requests and 
Internal Collaboration

“The essence of strategy is choosing 
what not to do. You must set limits on 
what you're trying to accomplish.”  

~ Michael Porter, the founder of the modern 
strategy field and one of the world's most 
influential thinkers on management and 
competitiveness.

After coaching nonprofit communicators 
and publishing this Trends Report for 
thirteen years, we can say with complete 
confidence that the nonprofit sector has a 
serious problem with understanding and 
implementing marketing and 
communications strategies. 

At Nonprofit Marketing Guide, we’ve worked 
very hard over the last several years to 
improve the understanding of the choices 
to be made, by defining the most common 
marketing goals, strategies, objectives and 
tactics based on data collected through 
previous Trends Reports. This information is 
available on our blog and via tools like our 
Nonprofit Communications Strategic 
Planning Card Deck.

But understanding the different
choices is not enough. Leaders must 
choose. The choosing – saying Yes to
a few things and No to all the rest  –
is the essence of strategy.   

Setting New Norms Around 
Saying No: It’s Extraordinarily 
Hard for Communications Staff 

Yet we have a tremendously hard problem 
with saying No in the nonprofit sector –
there are so many problems to solve, so 
many people to help, and so many possible 
ways to do it.

But this inability to say No is even harder for 
nonprofit communications staff. 

Nonprofit communicators are overwhelmed 
with too much work, too many possible 
tactics and messages, working on things 
they shouldn’t be, and wasting time on last-
minute requests that aren’t urgent, even if 
someone else on staff thinks so. 
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In the 2022 Nonprofit Communications 
Trends Report, we asked participants to 
identify the time management and 
productivity tactic they felt was most 
important. The top choice was “being 
comfortable saying No or Not Yet to 
incoming requests.” 

At that time only 8% said they were 
comfortable saying No very often or 
always, with another 23% saying they felt 
comfortable often. The majority, 68% said 
they felt comfortable only sometimes, 
rarely, or never.

So, this year, we wanted to know why it’s 
so hard to say No, even when it’s the 
most strategic option. 

First, we asked nonprofit communicators 
about who it is hard to say No to.  Three-
quarters (74% of survey participants) said it 
was difficult or very difficult to say No to 
their supervisors when they make a work 
request. It’s only slightly easier to say No to 
work requests from colleagues in other 
departments, with 65% saying it was 
difficult or very difficult. 

Nonprofit communicators want nothing 
more than to be strategic – we hear this 
from them over and over. But the 
consequence of not being able to say No is 
that they can’t be strategic. (If you are 
wondering whose decision it is about 
whether something is strategic or not, we’ll 
get to that shortly.)

Other real consequences come with these 
statistics. For example, about a third of 

survey participants plan to look for new 
employment this year. We found only two 
significant differences between them and 
those not seeking new work: the lack of 
opportunities for advancement (covered in 
the next major section) and the inability to 
say No to supervisors. 

Why Nonprofit Communicators Can’t 
or Don’t Say No More Often

We asked those who said it was difficult to 
say No to either supervisors or colleagues 
in other departments -- 313 survey 
participants or 60% -- to explain why in 
their own words.  We found seven themes 
in this order of frequency.

1. People-Pleasing Nature 

“I personally have a hard time saying no. I 
place a great deal of self-worth on my 
productivity and ‘usefulness’ in a 
workplace.”

“I just simply never learned to say no in 
any situation, work-related or not.”

“Personally, I struggle with setting 
boundaries when there is a need. I am 
currently working on this, but I have a long 
way to go since it has been my M.O. 
throughout my career.”

“I'm a people-pleaser who almost always 
puts others' needs and requests before 
mine.”

“I think that's more of a me problem than 
an organization problem.”

4%

6%

23%

30%

52%

52%

22%

13%

When your supervisor makes
a work request, how easy is it

for you to say no?

When your colleagues from
other departments make a
work request, how easy is it

for you to say no?

How easy is it to say no to work requests?

Very Easy Easy Difficult Very Difficult
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2. Organizational Cultural Norms and 
Expectations

Just about the same number of “people 
pleasers” pegged organizational cultural 
norms and expectations as the culprit. It’s 
important to note that this was the top 
concern for people who said it was “very 
difficult” to say No to a supervisor – again 
the people most likely to be searching for 
new employment this year. 

“Our office culture places high emphasis 
on hierarchy, taking on work outside the 
scope of responsibilities, and always 
saying yes to our nonprofit's leadership.”

“I've received feedback that if I say no to 
requests, it makes me unapproachable 
and a poor team player. The rest of the 
staff are Program Managers, and since 
they are the ‘feet on the ground’ their 
requests and needs are often 
immediate/emergency, which takes 
priority over my precisely planned project 
timelines.”

“In the case of a coworker asking me to 
complete a task, it is unlikely my boss will 
have my back if I say my workload is 
already too high. Similarly, my boss is 
likely to say my work ethic is 
unprofessional if I decline to take on 
additional work from her. This is one of 
many reasons I am seeking new 
employment in 2023.”

“My supervisor is the Executive Director 
and there is a political calculation 
involved in saying no to his request.” 

3. If I Don’t Do It, Nobody Will

While People-Pleasing and Organizational 
Culture were by far the top two responses, 
the next most common reasons were “if I 
don’t do it, nobody will” and “a lack of 
understanding about the strategic value of 
communications work.”

“Because if I don't do it, it won't get done. 
And sometimes my coworkers are coming 
to me because they're stuck, feeling 
helpless, or under a serious deadline that 
would benefit/harm the larger 
organization.”

“I am the only person who can help with 
communications-related requests.”

“Because we have limited staff so if I don't 
do it and it's important, it might not get 
done.”

Most of these answers were expressed by 
communications team of 1.5 FTE or less.  

4. Lack of Understanding About the 
Strategic Value of Communications 
Work 

Related to the organizational culture 
response is how others in the organization, 
from leadership on down, perceive the role 
of communications.

“Everyone is an expert about marketing 
and has ideas about what should be 
done.” 

“People who aren't communicators or 
marketers often think they have great 
ideas that really aren't and it's hard to 
dissuade them.”
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“Our executive director considers us a 
‘concierge service’ for our ‘clients’ 
(colleagues) and strongly discourages ever 
saying no, which obviously hurts our 
ability to work strategically and serenely.”

“My colleagues don't understand the 
nature of marketing communications 
work. I am also a one-person department 
supporting five other departments in the 
org. At times, it feels like educating my 
colleagues on the work I do takes more 
energy than just completing the task.”

“Communications is seen as support to 
programs so it feels like there is an 
assumption that program staff's requests 
will be met.”

“Upper management expects 
communications staff to meet 
departmental needs as departments 
define them.”

“My position is seen as a catch-all for any 
tasks that don't clearly fit into other 
categories.”

The larger the team, the less this reason 
was cited. It’s also important to note that 
this reason for not being able to say No 
was the top explanation for those saying it 
is “very difficult” to say No to colleagues.

5. It’s My Job

Akin to the “if I don’t do it, nobody will” 
response, a smaller group, most working in 
teams of 1.5 FTE or less, simply said it’s their 
job to do the requested work. 

“Because my job description indicates 
that I need to respond to requests.”

“I see it as my job to support the team.”

“Expectation is anything that is asked of 
you is your job. When you decline 
something that is asked of you, you are 
not doing your job.”

6. Because I Am Committed to the 
Mission

Finally, about a dozen people listed two 
other reasons: commitment to the mission 
and lack of strategy. 

“The work goes beyond me and tends to 
relate to sharing something to the greater 
community.”

“Small teams, big needs, use of mission to 
guilt.”

“Because I want to further the mission of 
the org and don't want to let them down.”

7. Not Knowing What Is Strategic and 
What Isn’t

“Lack of strategy from the top to better 
define priorities.”

“My manager doesn't have a priority 
action plan for myself or the team.  
Everything is important all the time.”



28

2023 Nonprofit Communications Trends Report | Nonprofit Marketing Guide

BY TEAM SIZE One Person Small Teams
(2-3 Staff)

Large Teams
(4+ Staff)

Response Levels in Writing for Crisis 
Communications

9% 21% 31%

Response Levels in Writing for Everyday 
Communications

4% 7% 16%

Ease of Saying No to Work Requests from 
Your Supervisor

Easy/Very Easy 30% 23% 32%

Difficult/Very Difficult 70% 77% 68%

Ease of Saying No to Work Requests from 
Colleagues from Other Departments

Easy/Very Easy 38% 33% 28%

Difficult/Very Difficult 62% 67% 71%

How Team Size Affects the Answers to Questions on 
Response Levels and Ease of Saying No to Work Requests

Based on 467 responses. Excludes participants with 0.5 FTE on communications. One Person is 1 
FTE. Small Teams includes 1.5 – 3.5 FTE. 95% confidence level for significant differences.

BY ROLE Solo Comms 
Staff

Small Team 
Leader

Large Team
Leader

Response Levels in Writing for Crisis 
Communications

9% 25% 24%

Response Levels in Writing for Everyday 
Communications

4% 9% 11%

Ease of Saying No to Work Requests from 
Your Supervisor

Easy/Very Easy 29% 25% 38%

Difficult/Very Difficult 71% 75% 62%

Ease of Saying No to Work Requests from 
Colleagues from Other Departments

Easy/Very Easy 35% 40% 38%

Difficult/Very Difficult 64% 61% 62%

Based on 437 responses. 95% confidence level for significant differences.
Solo Comms Staff: You are the only one whose primary job is communications.
Small Team Leader: Up to three people including yourself work on communications with you in the lead. 
Large Team Leader: Four or more people including yourself work on communications with you in the lead.
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Why Communications Staff Need the 
Ability to Say No

You may be wondering why we believe 
that communications staff need some 
level of agency to say No (or Not yet, or not 
until . . .)  to work requests. 

You may be thinking, what’s wrong with 
executives and programmatic leaders 
setting communications and marketing 
priorities? They are the bosses and comms 
is a just a service! 

While this may be true in idealized 
situations, it is far from reality in the 
nonprofit sector for four reasons: 
Conclusions, Capacity, Conflict, and 
Confusion. 

Conclusions: Leaders and other staff often 
reach their own conclusions about what 
communications work is needed without 
understanding best practices. Instead of 
coming to communications staff with 
goals to implement (“increase 
attendance”) they come with conclusions 
(“we need a flyer”). Those ideas are often 
misguided and wasteful. 

Capacity: When everyone can ask for 
whatever they want, whenever they want 
it, there is no check on the capacity of the 
communications staff to meet those 
needs. They are left to choose between 
sacrificing quality, working overtime, etc. 
Non-communications staff grossly 
underestimate how long good comms 
work takes to produce.

Conflict: Program leaders focus on their 
own programs and rarely have the big 
picture of what all the other programs are 
also asking for. This leads to conflict, 
because you only have so much space on 
the home page, in the email newsletter, 
etc. Comms staff are often expected to 
“just make it work” instead of executives 
making strategic choices between 
programs.

Confusion: Many programs within a 
nonprofit have the same or overlapping 
target audiences. Without coordination 
and appropriate timing of messaging, the 
people you are communicating with will 
be confused by too many messages and 
even conflicting messages received at the 
same time from your organization. 

When communications teams are 
expected to take direction from others in 
the organization with little to no say, other 
than perhaps on branding guidelines, we 
call that model an internal agency team.

Communications teams that act as 
internal agencies are also less effective 
according to our research. 

Teams that operate in more collaborative 
functions (what we call integrated teams) 
or in a more strategic capacity (what we 
call centralized teams) tend to be much 
more effective. The staff on those teams 
also enjoy their work more.

You can find more information about 
communications team models and 
effectiveness in previous Trends Reports 
and our website. 
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The reality is that most of the day-to-day 
work of nonprofit communicators should 
follow some consistent, pre-defined 
routines or workflows. Marketing one 
programmatic event should not be 
significantly different from marketing a 
similar event a few months later. 

That’s where default levels come in as a 
starting point for conversations. Here’s an 
oversimplified version of what this might 
look like just including social media and 
email. Imagine there’s some announcement 
coupled with a call to action.  What’s the 
right level of response? 

Level 1: Up to a few social media 
mentions, mention in the email 
newsletter
Level 2:  Up to half of our social media 
posts will be related, two stand-alone 
emails, lead article in the newsletter.
Level 3: Blog post, lead article in two 
newsletters, three or more stand-alone 
emails, three-quarters of our social 
media posts.

In practice, these response levels would be 
more detailed. For example, when is a 
creative brief required? Is this request 
something that can be worked on over days 
or weeks with multiple rounds of review? Or 
is this truly a drop-everything-now request 
that must go out the door tonight, 
regardless of how late we must work? 

Response levels can also take a variety of 
factors into account, including the rareness 
of the opportunity (“The New York Times is 
on the phone . . .”), how important it is to the 
larger mission of the organization (“This 
implements the top goal in the new 
strategic plan”) and more. 

We also recommend that capacity is part of 
the response levels framework: Just how 
many Level 3 (or higher) events can you 
expect the communications team to take 
on each quarter or year? 

Setting New Norms About 
Communications Requests: Few 
Requests are That Special or That 
Urgent

The best strategic leaders balance 
agility and consistency. 

~John Coleman, author of the HBR Guide to 
Crafting Your Purpose

We agree with John Coleman: Consistency 
and Agility must go together, even though 
they may seem at odds. Our CALM 
framework pairs Collaboration and Agility 
with Logic and Methodology. 

If communications teams are constantly 
responding to whatever is thrown at them 
day in and day out – especially with little 
ability to say No – agility always reigns over 
consistency. At the same team, 
communications teams must be given 
enough breathing room in their consistent 
workloads to be agile when truly required, 
lest they be too rigid. 

We believe “response levels” are a big 
part of the solution. 

Response levels are a shorthand for the level 
of effort that will be applied to new 
communications team projects. Instead of  
requiring a yes or a no, response levels 
require a “let’s talk about it.” 
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As discussed previously with crisis 
communications plans, we surveyed 
participants about whether they have 
response levels in writing to help 
manage everyday decisionmaking. 

Two-thirds said no. Only 7% of nonprofits 
said yes, with another 25% saying in theory, 
but not in writing (which might as well be a 
no in terms of being a real aid for internal 
collaboration). 

Default response levels bring more  
consistency to the everyday work of 
communications teams. The predictability 
they offer also frees up communications 
teams to be more agile when genuine 
emergencies and rare opportunities 
present themselves. 

Where Working Remotely 
Presents Challenges to 
Communications Teams

In last year’s Trends Report, we saw that 
most nonprofit communicators said the 
pandemic increased the amount of 
planning (63%) and collaboration (57%) on 
communications in their organizations, 
which was positive.

However, the pandemic was more likely to 
strip away a sense of control over the 
workload (39%) than to increase that level 
of control (just 21%). 

While some of this was due to the 
uncontrollable nature of the pandemic, 
many of these problems remain even as 
the pandemic is waning. That’s because 
where people work has been completely 
upended. 

Pre-pandemic (March 2020), 67% of 
nonprofit communicators worked in an 
office or work site environment, with the 
rest split equally between home/remote or 
a hybrid of the two.

Now, as of December 2022, only 5% report 
working in an office or work site 
exclusively. Over a third (35%) are working 
from home or remotely, and a whopping 
60% are working hybrid (some home, some 
work site/office). This represented a shift in 
working locations for 64% of nonprofit 
communicators.

While many people love working at home 
for a variety of important reasons, some 
serious drawbacks hit nonprofit 
communications staff hard.

Communications Staff Are Left Out or 
Brought into Conversations Too Late

Many nonprofit communicators relied on 
“water cooler” talk and other in-office 
casual conversations to learn what was 
really going on in their organizations.
Nonprofit leaders at executive and 
programmatic levels are notoriously bad 
about looping their communications teams 
in early enough. Communications directors 
need a heads-up much earlier than most 
people think. It’s impossible to produce 
excellent, strategic work at the last minute. 
Your communications staff cannot shine 
a light on your organization when they 
are working in the dark.

Ideally, leaders would loop comms staff in 
much sooner across the board. But at least 
in the office environment, there was a 
much better chance of hearing updates 
through the office grapevine, impromptu 
conversations, and simply overhearing 
others talk. All of these are now mostly 
gone.

Do you have default communications
response levels in writing for everyday 

communications decisionmaking?  

7% Yes

25% Yes, 
in theory, 
but not 

in 
writing

66% No
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There are also fewer opportunities for 
creative thinking and problem-solving 
with colleagues when you are working at 
home alone. Nonprofit communicators 
miss the ability to casually bounce ideas 
around with others, to get quick feedback, 
and to dream out loud with their 
colleagues.

Storytelling Work is Especially 
Difficult from Home

Collecting front-line stories is much 
harder for nonprofit communicators 
working from home. Storytelling that 
illustrates the nonprofit’s work is an 
essential tool for nonprofit 
communicators. Yet, stories can be tough 
to obtain from nonprofit staff for various 
reasons, even when you work in the same 
physical space.

When you, as a communications 
professional, can’t see the story 
happening with your own eyes, you are 
dependent on the eyes and ears of others. 
If you don’t see those colleagues regularly, 
it’s easier for them to forget that they 
should relay the stories back to you.

It’s doubly hard to get them to take videos 
or photographs that you can use without 
being there in person to reinforce what 
you need and to offer video and 
photography ideas and tips.

Does this mean that nonprofit 
communications staff should be forced 
back into the office? No, it absolutely does 
not.

Executives Need to Manage for More 
Staff Collaboration with a Remote 
and Hybrid Workforces

Instead, nonprofit leaders should talk to 
their communications staff about these 
concerns and address them if they are 
happening. 

It means nonprofit leaders need to 
establish expectations for internal 
communications, especially between your 
communications staff and programmatic 
departments. 

It also means nonprofit leaders must 
make themselves more — not less —
available to the communications staff. 
That’s what will enable communications 
staff to do the best job possible for the 
mission of the nonprofit.

It’s important to note that these changes 
and concerns are happening across team 
sizes. In fact, changes in work locations 
are even more significant for larger teams. 

67%

5%

16%

35%

16%

59%

Pre-pandemic (March
2020), where did you

work?

Where do you work now?

Work Environments Pre-Pandemic and Now

In an office or other designated work site

From home or remote

Hybrid (some work site, some remote)
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BY TEAM SIZE One Person Small Teams
(2-3 Staff)

Large Teams
(4+ Staff)

Change in Regular Work Location Between 
March 2020 and Now

March 2020: Worked in the Office 68% 69% 76%

November 2022: Working in the Office 8% 4% 4%

March 2020: Worked Hybrid 15% 16% 17%

November 2022: Working Hybrid 62% 61% 50%

March 2020: Worked at Home 17% 15% 6%

November 2022: Working at Home 29% 35% 46%

Work Location Has Changed (3/30 – 11/22) 64% 65% 76%

Nonprofit Communicators are Experiencing Major Changes 
in Their Work Locations, Regardless of Team Size 

Based on 467 responses. Excludes participants with 0.5 FTE on communications. One Person is 1 
FTE. Small Teams includes 1.5 – 3.5 FTE. 95% confidence level for significant differences.
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Planning Now for 
Communications Team 
Growth and Retention

While many communications directors 
are working alone, and can be 
successful doing so, we know that 
bigger teams are more likely to 
effectively meet the communications 
needs of their organizations. We can all 
agree there’s only so much one person 
can do alone.

Even if your nonprofit cannot afford 
more than one person on 
communications now, you cannot afford 
to keep your communications team that 
small indefinitely. 

It’s time to start planning for 
communications team growth now, 
even if it takes a year or two to get there. 
Just like donor retention is easier than 
new donor acquisition, it’s also time to 
think about what it will take to retain 
the communications staff you have now.  

What we learned from this year’s data:

• Almost half of nonprofits surveyed 
(46%) have two or more FTE on their 
communications teams.

• Communications teams with two or 
more staff are more likely to consider 
themselves very or extremely 
effective. 

• Almost half (45%) said their teams 
grew since March 2020, the start of 
the pandemic. Only a third (32%) 
expected their teams to grow in 2023. 

• Teams that grew during the 
pandemic were slightly more likely to 
say they would be growing again in 
2023 compared to those who didn’t.

• Almost half of nonprofit 
communicators have received a 
promotion or significant raise in the 
last two years. For the first time in 
several years, we saw significant 
growth in salaries, especially in areas 
with high costs of living. This is 
consistent with larger economic 
trends nationwide. 

• Half (50%) also believe they have the 
opportunity for advancement at their 
current organization. Of course, that 
means half do not.
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36% 34%

10%
13%

6%
0% 1%

20%

47%

16%
13%

3%

1% 0%

5%

30%

17%

28%

16%

4% 1%

20%

15%

26%

18%

15%

5%

6%

8%

21%

13%

21%

31%

0.5 FTE 1 FTE 1.5 FTE 2-2.5 FTE 3-3.5 FTE 4-5.5 FTE 6+ FTE

Communications Team Size

Up to $500,000

$500,001 - $1 million

$1 - 5 million

$5.1 - 20 million

More than $20 million

Nonprofit’s Annual Budget

Communications Team Sizes in FTE, 
by Organizational Budget Size

11% of
nonprofits

29% of
nonprofits

15% of
nonprofits

22% of
nonprofits

12% of
nonprofits

7% of
nonprofits 5% of

nonprofits

How To Read This Chart: Find the color that represents 
your nonprofit’s total budget size in the key. Then look 
at that color across the various team sizes to see what is 
typical for organizations at that budget size. 
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• Only a third of nonprofit 
communicators will be looking for a 
new place to work in 2023,  and more 
than half (55%) have been in their 
current jobs since before the start the 
pandemic in March 2020. That means 
45% of nonprofit communicators are 
still relatively new to their roles. 

While we see these trends as generally 
positive news for nonprofit 
communicators, it’s also a warning to 
nonprofits who are not growing their 
teams, compensating team members 
well, or providing collaborative 
workplaces. Your staff have options.

Let’s look closer at the data. 

Communications Team Sizes and 
Growth Remain Steady

The average size of a nonprofit 
communications team hasn’t changed 
much, even though 45% of nonprofits 
said their team grew since March 2020. 
Almost a third, 32%, expected their teams 
to grow in 2023.  

Larger teams (4+ staff) were much more 
likely to grow, with 75% saying their team 
had grown since 2020 and 43% expecting 
growth in 2023. That compares to just 56% 
of smaller teams (2-3 staff) growing 
during the pandemic, with 32% expecting 
growth in 2023. 

What Will Keep Nonprofit 
Communicators on Staff at Their 
Current Jobs

A commitment to growing the 
communications team may help 

nonprofits retain employees. Forty-one 
percent (41%) of survey participants on 
small teams of two-three staff said they 
would seek a new job in 2023. A 
whopping 80% said they want to leave 
because they have no room for 
advancement with their current 
employer. 

Compare that to larger teams, where only  
24% said they would be seeking a new job 
in 2023, even though 50% don’t see room 
for advancement.

45%

32%

55%

68%

Since March 2020 (the start of the pandemic), has
the size of your communications team at your

current nonprofit grown?

Do you expect your comms team to grow in 2023?

Comms Team Growth During the Pandemic and into 2023
Yes No

0.0

1.0

2.0

3.0

4.0

5.0

2020 2021 2022

Average Communications 
Team Sizes 2020-2022

Up to $500,000
$500,000 - $1 million
$1-5 million
$5.1-20 million
More than $20 million

By organizational annual budget
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BY TEAM SIZE One Person Small Teams
(2-3 Staff)

Large Teams
(4+ Staff)

Communications Effectiveness in 2022

More Effective (Very, Extremely) 36% 49% 56%

Less Effective (Somewhat, Slightly, Not At All) 64% 51% 44%

Comms Team Has Grown Since 2020 23% 56% 75%

Expects Team to Grow in 2023 28% 32% 43%

How Long at Current Nonprofit in Comms 
Role?

46% 59% 60%

Started Before March 2020 (Pre-Pandemic) 34% 30% 25%

Started Between March 2020 and March 2022 
(Early-Mid Pandemic)

19% 11% 14%

Is Planning to Seek New Employer in 2023 29% 41% 24%

Seeking Employment and Has Room for 
Advancement with Current Employer

26% 20% 50%

Seeking Employment and Does Not Have Room 
for Advancement with Current Employer

74% 80% 50%

How Team Growth and Retention Varies by Team Size
(One-Person, Small, and Large Nonprofit Communications Teams)

Based on 467 responses. Excludes participants with 0.5 FTE on communications. One Person is 1 FTE. Small Teams includes 1.5 –
3.5 FTE. 95% confidence level for significant differences.

BY ROLE Solo Comms 
Staff

Small Team 
Leader

Large Team
Leader

Communications Effectiveness in 2022

More Effective (Very, Extremely) 37% 45% 62%

Less Effective (Somewhat, Slightly, Not At All) 63% 55% 38%

Comms Team Has Grown Since 2020 22% 55% 71%

Expects Team to Grow in 2023 29% 32% 38%

How Long at Current Nonprofit in Comms 
Role?

46% 59% 60%

Started Before March 2020 (Pre-Pandemic) 46% 60% 76%

Started Between March 2020 and March 2022 
(Early-Mid Pandemic)

35% 29% 15%

Started April 2022 or Later (Late Pandemic) 18% 12% 9%

How Team Growth and Retention Varies by Team Role

Based on 437 responses. 95% confidence level for significant differences.
Solo Comms Staff: You are the only one whose primary job is communications.
Small Team Leader: Up to three people including yourself work on communications with you in the lead. 
Large Team Leader: Four or more people including yourself work on communications with you in the lead.
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Between March 2020 and today, have you 
received a promotion or significant raise at 

your current nonprofit?

47%
53%

Yes No

Do you believe you have the opportunity for 
advancement (better position, significant raise) at 

your current organization in 2023?

32%

50%

18%

Yes No I have no idea.

As of today, do you plan to seek employment 
with a different organization in 2023? 

34%

66%

Yes No

How long have you worked at your current 
nonprofit in a communications role?

55%31%

14%

Pre-pandemic - started work before March 2020

Early-mid pandemic - started work between March 2020 and March 2022

Late pandemic - started work April 2022 or later
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Why Nonprofit Communications 
Staff Say There’s Little Opportunity 
for Advancement

Half of survey participants believe there is 
little to no room for advancement in their 
current positions. We defined 
advancement as a better position or a 
significant raise. 

We wanted to know why they thought 
that was true and their responses fell into 
two major categories.  

Funding is the Primary Barrier

Not surprisingly, the majority referenced 
their organization’s budgets and 
specifically budgets for their work. 

“There is no budget for that, no matter 
what I do.”

“There’s nowhere to go.”

“The CEO would have to leave - which is 
definitely not happening for at least 5 
years.”

“I work for a small organization and have 
reached the top dev comms position; plus 
my salary is competitive.”

The Need for More Time or Experience in 
the Role

Several referenced they either needed 
more experience, more time in their role, 
or to reach specific outcomes. Remember, 
45% of survey participants were hired 
since March 2020. 

“Show that I am capable of more strategy 
and less tactical outputs.”

“Increased responsibilities (i.e. performing 
the role of a promotion before receiving 
the promotion)”

Career Goals for Today’s Nonprofit 
Communicators

When asked to share their career goals in 
their own words, we heard a great deal of 
variety, including a few repeated themes. 
Nonprofits take heed: providing support 
for this kind of career growth will help you 
keep your staff longer. 

Advancement to Next Level or 
Expanding the Current Role

Coordinators want to be managers, and 
managers want to be directors. 
Regardless of the job title, they want a 
seat at the management table.

“Expand my role as a director, less hands-
on and managing several full-time and 
contract employees.”

“Shift toward more strategy and planning 
role - less of a hands-on creation role”

“I would like to level up from Manager to 
Director and have more time for strategic 
work.”

Moving to a Larger Nonprofit with More 
Growth Opportunities

Increasing Effectiveness and/or Building 
Skill Sets

“To master my job and be a calm, 
trustworthy leader.”

“I'm happy in my current role for now so 
hope to spend the next 1-2 years refining 
our communication strategy where I am.”

Moving to a More Focused Role

“I would like to be able to focus exclusively 
on communications (rather than 
communications and development) as 
part of a team at a larger organization.”

Consulting or Retirement

Several mentioned interest in becoming 
freelance consultants while others are 
ready to retire. 
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Which Nonprofits Should Be Most 
Concerned About Losing Their 
Communications Staff

About 1/3 of nonprofit communications 
staff plan to look for new jobs in 2023, and 
we suspect that a much larger 
percentage are open to opportunities, 
even if they are not actively looking. That 
means they could be attracted away from 
you.  

When we looked at who was most likely 
to leave, as we previously reported, 
members of smaller teams are more 
likely to be looking than members of 
larger teams. 

But what really stands out as the 
differentiator isn’t team size or whether 
they received a raise in the last two years. 
It was (1) whether they believe there is 
and opportunity for advancement, 
defined as either a better position or a 
significant raise and (2) how difficult it is 

to say No when a supervisor makes a 
work request. 

Compensation is important, especially 
now in the post-pandemic economy. But 
in our experience coaching hundreds of 
communications directors, we can 
anecdotally but confidently say that a 
seat at the management table, including 
a better title, is incredibly meaningful. 

Communications directors who feel like 
they are guiding the marketing strategy 
of the organization and not subject to the 
whims of other senior leaders are much 
more likely to love their jobs. When they 
are given professional development 
opportunities to grow in their work, they 
are also much more likely to love their 
jobs. 

Don’t blame staff retention problems on 
money alone. For nonprofit 
communicators, much more goes into 
their decisions about whether to stay or 
go.

Do you plan to seek employment 
with a different organization in 2023? 

Yes No

Overall 34% 66%

Between March 2020 and today, have 
you received a promotion or significant 
raise at your current nonprofit?

47%
Yes

53%
No

47%
Yes

53%
No

Do you believe you have the 
opportunity for advancement (better 
position, significant raise) at your 
current organization in 2023? 

20%
80%

No or 
No Idea

39%
Yes

61%
No or 

No Idea

Percentage Working in Current Role as 
of March 2020 (pre-pandemic) 61% 52%

It’s difficult or very difficult to say no 
when a supervisor makes a work 
request

78% 70%
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Median Communications Team Salaries

National Median Under 
$1 million $1-5 million $5-20 million $20 million or 

more

Communications Executive

$75,000 $65,000 $86,000 $112,000 $109,000

Communications Director 

$60,000 $54,000 $73,000 $87,000 $80,000

Communications Coordinator

$42,000 $43,000 $48,000 $53,000 $54,500

U.S. Median Communications Salaries 
by Organization Budget Size, 2022

Data includes communications and combined communications/development staff only.

National 
Median

Very High 
(NYC, SF)

High 
(Boston, DC)

Moderate 
to High 

(Pittsburgh, 
NOLA)

Affordable to 
Moderate 
(Orlando, 
Omaha)

Affordable

Communications Executive

$75,000 $111,000 $97,000 $85,000 $78,500 $73,000

Communications Director 

$60,000 $87,000 $69,000 $70,500 $64,000 $57,000

Communications Coordinator

$42,000 $56,000 $57,000 $44,000 $47,000 $44,000

U.S. Median Communications Salaries
by Position and Cost of Living, 2022

Overall, salaries grew from last year’s data in every category.  We saw the most growth 
at the communications executive level, especially in the $5 million to $20 million budget 
range. 
How much should you be making in nonprofit communications work? So many factors 
come into play in any particular organization that it’s impossible for us to say. However, we 
encourage you to use the following data in your conversations about compensation, 
especially if your salary is significantly lower that what we are reporting here, which are the 
medians reported to us by survey participants. 
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Data on this page includes Communications Directors/Managers only. 
Includes communications and combined communications/development responsibilities.

National 
Median Very High High Moderate 

to High

Affordable 
to 

Moderate
Affordable

National 
Median $60,000 $65,000 $70,500 $59,000 $55,000 $50,000

$20 
million or 

more
$73,000 $104.300 $97,000 $72,000 $77,500 $49,500

$5-20 
million $80,000 $104,000 $101,000 $78,000 $72,000 $72,500

$1-5 
million $60,000 $87,000 $72,500 $76,000 $61,000 $64,000

Under $1 
million $50,000 $75,000 $42,000 $51,000 $58,000 $52,000

2022 U.S. Median Nonprofit Communications Director Salary
by Organization Budget Size and Cost of Living 

This year we saw salaries in areas with high to very high costs of living rise the most. 
Salaries regardless of location rose at organizations with budgets of $5-20 million. 
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About the Trends Survey
This report is based on an online survey by 
Nonprofit Marketing Guide in December 
2022. The survey was administered using 
SurveyMonkey.com, with additional 
statistical analysis by MarketSight.com. 

Participants were recruited primarily 
through email and social media requests 
by Nonprofit Marketing Guide and 
colleagues in the sector. As such, it is not 
based on a random probability sample 
where all members of a population have 
an equal or known chance of being 
selected.

The full survey was completed by 522 
participants. All 522 participants said they 
spend at least 50% of their time on 
communications or marketing work at 
their nonprofit organizations. 
87% of participants are in the United 
States, 9% are in Canada, and the 
remainder are from other nations around 
the world. 

Participants work for organizations of all 
sizes: 27% have annual budgets up to $1 
million, 37% have budgets between $1 
million and $5 million, and 27% have 
budgets over $5 million.  The others were 
unsure. 

More about the 522 participants who 
fully completed the survey . . . 

Job Levels and Responsibilities

• 44% are Communications Directors or 
Managers

• 12% are Communications and 
Development Directors or Managers

• 9% are Communications Executives, C-
Suite, or Senior Managers

• 12% are Communications Coordinators
• 4% are Communications and 

Development Executives, C-Suite, or 
Senior Managers 

• Combined, these positions represent 

80% of participants who completed the 
survey. 

Personal Level of Communications 
Expertise and Capacity in the Current 
Position

• Beginners – 1%
• Capable – 8%
• Skilled  – 37%
• Advanced – 43%
• Expert  – 11%

How They Rate the Overall Effectiveness 
of Their Nonprofit’s Communications in 
2022

• Not at All Effective – 1%
• Slightly Effective – 6%
• Somewhat Effective  – 50%
• Very Effective – 40%
• Extremely Effective – 3%

In the report, less effective nonprofits refer 
to those reporting their communications 
to be not at all, slightly, or somewhat 
effective. More effective nonprofits refer to 
those reporting their communications as 
very or extremely effective. 

All conclusions and commentary are by 
Kivi Leroux Miller and Kristina Leroux.

Melissa Howard joined us to analyze the 
data, wrangle meaning out of open-ended 
responses in Excel, and help draw early 
conclusions for this report. 

Special thanks to Bloomerang for 
sponsoring this year’s report, allowing us to 
expand our data analysis team. 

Bloomerang is the community-focused 
nonprofit donor management software 
built to deliver a better giving experience 
and help organizations thrive. Learn more 
at Bloomerang.co. 
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Where to Find Additional Research

In the 2022 Report . . .

• How nonprofits are 
implementing DEI policies

• New insights on what to expect 
from your communications 
team as it grows

• New data on strategic use of 
communications

• Updated data detailing how 
often nonprofits use 15 different 
communications channels

• New data on how nonprofit 
communicators can build 
healthier habits around time 
and productivity

In the 2021 Report . . .

• Impact of the pandemic on 
nonprofit communicators

• New data on managing time 
and boundaries

• Relative importance of various 
communications channels

• Adoption of various email, social 
media, and messaging best 
practices 

• Updated data on 
communications team salaries 

In the 2020 Report . . .

• New data on nonprofit 
communications objectives

• New data on how nonprofits 
manage their email lists

• New data on how nonprofits are 
engaging supporters on social 
media

• Updated data on effective  
communications team models

• The types of skills nonprofit 
communicators want to develop

In the 2019 Report . . .

• New data on priority level, 
experience and effectiveness for
12 marketing strategies

• Updated data on 
communications team sizes, 
structures, and budgets

• Updated communications team 
salaries, including regional 
differences

• New data on writing skills, 
annual report formats, and the 
use of video

In the 2018 Report . . .

• Effectiveness on 12 specific 
communications goals

• How much content teams 
typically create

• How staff rate their levels of 
expertise on a dozen 
communications skills

• The types of training 
communications staff get and 
who pays for it

• Demographic data for nonprofit 
communications staff

In the 2017 Report . . . 

• The four most popular models of 
nonprofit communications 
teams and how they are 
structured, including important 
differences 

• Extensive data on how nonprofit 
communications teams can 
measure their own 
effectiveness

• Important differences in how 
communications directors, 
development directors, and 
executive directors view and 
approach communications work 

If the data you are seeking isn’t in this year’s report, it’s likely in reports from recent years. 
Register for a free membership at NonprofitMarketingGuide.com to access these reports. 
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The 10 Keys to Nonprofit 
Communications Success

Where do nonprofit communications teams 
need to focus to be successful? After more 
than twenty years of working in nonprofit 
communications and marketing, we at 
Nonprofit Marketing Guide believe it comes 
down to what we call the 10 Keys to 
Nonprofit Communications Success.

These are the guiding principles for how we 
organize our work and how we suggest 
nonprofit communicators think about their 
own professional development.  

1. Marketing Plans and Strategies. Defining 
your goals, strategies, objectives, and 
tactics. This includes multi-year strategies, 
annual communications timelines, editorial 
calendars, and other planning documents. 

2. Understanding Your Community and 
Prioritizing Targets. Knowing your 
communities and target audiences so you 
can better serve them. This includes 
building personas, surveys, and email list 
management and segmenting.

3. Creating Relevant Messaging and 
Engaging Content. Attracting and then 
keeping your participants, supporters, and 
influencers engaged in your work. This 
includes focused messaging such as donor 
communications (e.g., annual reports and 
thank you notes) and messaging 
campaigns to raise awareness of issues.

4. Communications Channel 
Management. Understanding and 
following best practices for the use of 
various communications channels, 
including email, websites and blogs, social 
media, media relations, print, etc. 

5.  Brand Consistency and Reputation 
Management. Ensuring a consistent look, 
feel, and personality across your 
communications. Managing awareness of 
the organization itself and its reputation. 
Also includes thought leadership.

6. Writing Skills and Content Creation. 
Understanding and mastering the seven 
styles of nonprofit writing, as well as how to 
repurpose and curate content.

7. Visual Content Skills and Creation.
Developing skills to create and manage 
video, photography, and graphic design.

8. Communications Team Management, 
Relationships, and Boundaries. Developing 
positive working relationships, building and 
managing a communications team, setting 
appropriate boundaries, and taking care of 
yourself at work. 

9. Workflows, Processes, and Productivity. 
Developing, documenting, and improving  
the processes that make a communications 
team run smoothly. Includes the tools you 
use for your personal productivity as well as 
the productivity of the team.  

10. Measuring Success and Optimizing 
Your Approaches. Discerning what matters 
most and how to measure it. Testing and 
optimizing your work to improve results 
over time. 

No comms team — especially a team of one 
— will be expert at all these things. That’s 
not the point of the list! 

The point is to give you a road map for 
building your comms effectiveness. It’s up 
to you to decide which of the keys are most 
important to you and to map out your own 
journey. 
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About Us

Nonprofit Marketing Guide helps 
nonprofit communicators learn
their jobs, love their work, and 
lead their teams.

We want you to be effective and happy in 
your communications work so that your 
nonprofit can be successful in changing 
the world for the better. We also want you 
to keep your professionalism and energy 
in the nonprofit sector, knowing that you 
could very well make more money in the 
corporate world.

That’s why we focus not only on the 
most effective marketing and 
communications tactics and strategies 
for nonprofits, but also on your personal 
wellness and growth in the work.

How We Are Different
We are a training and coaching 
company. That’s all we do.

Unlike most online training providers in 
our sector, we are not using webinars to 
upsell you on software or consulting 
services. The training and coaching are 
our only services.

Public service is in our DNA. We (CEO 
Kivi Leroux Miller and COO Kristina 
Leroux) are sisters who come from a long 
line of public servants. Our elders include 
members of the Armed Forces, a nurse, a 
librarian, and clergy. Our spouses are a 
nonprofit executive director and a public 
high school teacher. So, while Nonprofit 
Marketing Guide is a private business that 
supports our two families, our desire to 
serve and to contribute to your success 
are at the center of our business model 
and world view.

What’s Important to Us
Understanding and Empathy. We are 
constantly listening to what nonprofit 
communicators need and empathize 
with them about all of the challenges of 
working in the nonprofit sector. Even 
though we are thought leaders in the 
nonprofit sector, we understand that our 
lived experiences and “our way” are not 
inherently more valuable than yours or 
anyone else’s.

Enthusiastic Problem Solving. We 
approach problem solving with creativity 
and enthusiasm. We enjoy geeking out 
on process or technology when it leads to 
making nonprofit communicators’ lives 
easier or your work more successful.

Being Direct and Pragmatic. While we 
constantly cheer for and defend nonprofit 
communicators, we also believe in being 
authentic, honest, and direct, even when 
conversations are hard. We are not 
particularly interested in theory. Instead, 
we focus on real-world practice and 
results. We never want to waste your time 
because we know you have little to 
spare.

Living Our Lives in Draft. We make 
mistakes and get it wrong. But rather 
than quickly moving on, we learn as we 
go. Our next attempt will always be better 
than our last because we are committed 
to constant learning and doing better for 
ourselves and for you.

Please explore all that we have
to offer you and your 

communications team at 
NonprofitMarketingGuide.com.
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