The Value
Proposition

OR..HOWTO SELL STUFF AND GOOD WILL
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Walmart
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MARKETING IS... MARKETING IS...

An exchange— Good news!
something of value for You have something of value
something you need that others need
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MARKETING IS... MARKETING PLANNING
Exchanges happen because Strategic and focused attempt
someone takes initiative to reach an audience with a

consistent message
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MARKETING PLANNING
Planning

Product

implement system
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develop a system for making marketing decisions

MARKETING IS...

Understanding social norms v.
market norms
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SOCIAL NORMS
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Because it’s the right thing to do

MARKET NORMS

Because it’s the right value
for the money
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WHAT ARE YOU SELLING?

Product sales calls for WELCOME TO THE TIGHTROPE
market norm thinking Social enterprise calls for a
Fundraising calls for combination

social norm thinking
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WHO DO YOU

UNDERSTANDING YOUR AUDIENCE KNOW?
TARGET AUDIENCE

What ¢roup or groups are MAPPING
most critical to the realization
of your social enterprise ¢oals?
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STAGE ACTIVITY

STAGES OF AWARENESS Knows qboqtrhe
CONSUMER R DEFINITIONS

INITIATE Feels positive about
Mission statement

LOYA LTY the organization

FIRST CONTACT Firsttry or

personal contact

SECOND Second try or va’ue propos, tlon
CONTACT personal contact
REPEAT Gives fo POSItlonlng statement
CONTACT organization,
also gives to others I .
oty | arnganiana Tagline
no other
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WHAT IS A MISSION STATEMENT? WHAT IS A VALUE PROPOSITION ?

A statement that outlines strategic Market norms —
intent what customers get for what
Internally focused customers pay

501(C)reative 501(C)reative

bringing power and clarity to nonprofit communications bringing power and clarity to nonprofit communications




WHAT IS A VALUE PROPOSITION?

Social norms —
a bundle of experiences or benefits
donors receive for giving gifts
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WHAT IS A POSITIONING STATEMENT
How you want people to think
Externally driven
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DEFINITIONS
VALUE PROPOSITION —
guiding message
POSITIONING STATEMENT —
marketing message
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DEFINITIONS

TAGLINE —
short, clever, audience-directed
position statement
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BUILD YOUR BRAND
Determine your value proposition

Answer these questions...
Who are we?
Who are our competitors?
How are we different from them?
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KNOW YOUR MARKET
Compete like a for-profit
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BUILD YOUR BRAND

Strong brands collapse distance
between you and end user
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WHAT NOT TO DO
Sell products with social norms

Bury your social enterprise on
your website

Use nonprofit domain name
Use boring marketing materials
Hire the wrong staff
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Thank You!

For more information: 501 creative.com

maryanne®@501creative.com
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