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ABOUT THIS STUDY
 
 
The findings presented in this report are collected from an online survey of 404 nonprofit 
organization marketing professionals throughout the United States (201) and United Kingdom 
(203) conducted between April 22 and May 5, 2019.

•  For each country, the margin of error associated with a sample of this type is ±6.9%.

• Nearly all of the target audience (98%) have an influence on marketing technology 
purchase decisions for their nonprofit organization. About three-quarters are sole 
decision makers in the US (77%) and UK (74%).

Other key characteristics of the sample are noted below:

Q. HOW WOULD YOU CLASSIFY 
YOUR ORGANIZATION’S CAUSE 
AREA?

US UK

28% 18% Human Services

14% 23% Public Societal Benefit

13% 7% Education

11% 17% Health

10% 6% Animal & Animal Welfare

7% 8% Environment

6% 2% Faith-Based

5% 9% Arts, Culture & 
Humanities

4% 7% Association/ 
Membership Benefit

3% 3% International or Foreign 
Affairs

Q. HOW MUCH MONEY DOES YOUR 
ORGANIZATION RAISE? 

US ($) UK (£)

11% 6% Less than 500,000

9% 9% 500,000 - 999,999

22% 23% 1,000,000 - 9,999,999

22% 25% 10,000,000 - 49,999,999

16% 18% 50,000,000 - 99,999,999

12% 11% 100,000,000 - 249,999,999

7% 8% 250,000,000 or more

Q. WHICH OF THE FOLLOWING BEST DESCRIBES YOUR LEVEL OF INFLUENCE FOR 
MARKETING TECHNOLOGY PURCHASING DECISIONS FOR YOUR ORGANIZATION?

US UK

77% 74% I am the sole decision maker

20% 25% I make the decision with others

2% 1% I influence the decision

1% - I neither make nor influence the decision

Q. APPROXIMATELY HOW MANY PEOPLE 
WORK IN YOUR ORGANIZATION?

US UK

4% 2% Less than 5 employees

11% 6% 5-19 employees

32% 39% 20-99 employees

41% 42% 100-499 employees

12% 11% 500 or more employees

Q. PLEASE SELECT THE OPTION THAT BEST 
REPRESENTS YOUR TITLE OR LEVEL.

US UK

43% 27% Director

41% 41% C-Suite (CMO, CEO, COO, etc.)

10% 13% Vice President

6% 17% Executive Officer

- 2% Donor Relations
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CHAPTER 1

ROLES AND RESPONSIBILITIES OF 
NONPROFIT MARKETERS

Nonprofit Marketers Play A Cross-Functional Role 
 
In the nonprofit industry, it is critical to communicate with current constituents and spread 
awareness about the organization and what it does. As marketers work to execute this, their 
exact role varies based on which side of the pond they are located.

In the US, more marketers handle marketing/communication responsibilities along with other 
roles, such as Fundraising/Development and Operations.

• Those who play a cross-functional role in the US are more likely to be in organizations 
with smaller marketing teams (fewer than 10 marketing team members) and marketers 
with senior executive titles (C-Suite or Executive Office). 

In the UK, more marketers are solely dedicated to marketing/communication responsibilities. 
Those who do have a broader role across the organization also focus on Fundraising/
Development and Information Technology (IT). 

NONPROFIT MARKETERS’ ROLES WITHIN 
ORGANIZATION US UK

Solely responsible for marketing/communications 49% 59%

Responsible for marketing/communications and 
other roles 51% 41%

NONPROFIT MARKETERS’ TOP ROLES AT ORGANIZATION BEYOND 
MARKETING/COMMUNICATIONS

US UK

 Fundraising/Development (34%) Fundraising/Development (24%)

 Operations (32%)  Information Technology (24%)

 Information Technology (26%)  Operations (21%)
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Marketers Support Multiple Teams 
  
While juggling cross-functional roles, marketers also support other departments within their 
organization. As a critical need in most nonprofits, the majority of marketers spend their time 
supporting major gifts/donor relations followed by fundraising/development.  Over three in 
five marketers work hand-in-hand with the donor relations/major gifts team, but only 
half partner with the fundraising team. Supporting other teams, such as Operations, IT and 
Advocacy/Community, is even more limited. 

 

Ease Of Sharing Data Across Teams Translates Into Marketing Success 
 
While cross-organization collaboration is happening, only half of marketers in the US say it’s very 
easy to share marketing data with other teams. The flow of information across the organization 
is even more restricted in the UK where only 38% say it’s very easy. 

EASE OF SHARING MARKETING DATA WITH 
OTHER TEAMS US UK

Very easy 48% 38%

Somewhat easy 44% 56%

Somewhat difficult 8% 5%

Very Difficult 1% 2%

TOP TEAMS NONPROFIT MARKETERS SUPPORT US UK

 Major Gifts/Donor Relations 66% 62%

 Fundraising/Development 51% 41%

 Advocacy or Community 43% 42%

 Information Technology (IT) 38% 32%

 Operations 34% 42%

This is important to note because ease of sharing marketing data with other teams is a strong 
determinant of marketing success. Organizations reporting that it’s very easy to share marketing 
data are also more likely to report they exceeded their marketing goals during the last fiscal year.

PERCENTAGE OF NONPROFITS THAT EXCEEDED 
MARKETING GOALS THIS PAST FISCAL YEAR US UK

Total Marketers 47% 37%

Among marketers who say it is very easy to share marketing data with 
other teams     63% 57%
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CHAPTER 2

SETTING THE BAR FOR MARKETING AND 
ENGAGEMENT SUCCESS

Raising Funds Is The Primary Goal For Nonprofit Marketers 
 
Marketers in the US are even more goal-oriented than in the UK when it comes to setting 
monetary goals – raising funds and acquiring/retaining new donors, boosting volunteer 
engagement and raising cause awareness.

• While marketing and engagement priorities are largely consistent across organizations in 
the US, ones with greater revenue ($10M+) focus more broadly on raising cause specific 
awareness. Organizations with lower revenue (less than $10M) prioritize acquiring and 
retaining new donors as a top goal.

Interestingly, in the UK, just as many marketers are focused on building brand awareness as 
they are on raising funds this fiscal year. This push for awareness is notably at the brand level 
rather than at the broader cause level, which ranks as a much lower priority. Beyond these two 
priorities, goal setting is fragmented. 

 
 

TOP NONPROFIT MARKETING GOALS US UK

Raise money/donations 75% 61%

Increase volunteer involvement 68% 49%

Acquire and retain new donors 65% 46%

Build brand awareness 64% 60%

Raise cause specific awareness (e.g. animals, health, children) 64% 46%

Encourage members to take advocacy actions (e.g. writing 
letters, encouraging people to sign petitions) 54% 45%

Support annual giving campaigns 54% 47%

Increase attendance at other events besides annual gala 49% 47%

Increase attendance at annual gala 48% 41%
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Nonprofit Marketers Contend With Budget And Resource Constraints 
 
While nonprofit marketers have clear goals for marketing and engagement success, nearly 
all experience some roadblocks along the way. Over 85% of marketers face challenges in 
reaching their marketing and engagement goals, and the number one roadblock is around 
budgetary constraints. 48% of marketers in the US and UK say budgetary constraints interfere 
with their ability to reach their marketing and engagement goals. This is consistent across most 
organizations, regardless of size and profile. 

For at least one in three organizations in the US and UK, insufficient internal resources 
and measuring marketing ROI also present a challenge. Negative press about the cause or 
organization is a greater hurdle in the UK, with one in four citing this as a challenge. 

• In the US, larger organizations – those with more employees (100+) and greater revenue 
($10M+) – are more likely to be hindered by lack of internal cooperation and resistance 
to change than smaller organizations.

TOP NONPROFIT MARKETING 
ROADBLOCKS US UK

Budgetary constraints 48% 48%

Insufficient internal resources 37% 35%

Measuring marketing ROI 33% 37%

Outdated tools and technologies 31% 38%

Resistance to change 30% 35%

Lack of internal cooperation 28% 34%

Too many tools and technologies 21% 22%

Negative press about the cause or organization 
(e.g. recent scandal) 15% 25%

Despite Roadblocks, Organizations Are Meeting, If Not Exceeding, 
Their Marketing Goals 
 
Nearly half of nonprofit marketers in the US (47%) report their organizations exceeded 
their marketing and engagement goals this past fiscal year. The remaining half of marketers 
in the US (49%) are meeting their goals; only 3% report falling short. Less than four in ten UK 
organizations are exceeding their goals; there is a heavier skew towards meeting their 
goals (57%).

 
In the US…

• Larger organizations – those with more employees (100+) and greater revenue ($10M+) 
– make up a large portion of organizations who exceeded their marketing 
and engagement goals. 

• This is also the case for organizations with more support behind their marketing 
team – 10+ employees on the marketing team and marketers who are solely focused 
on marketing/communications.

In a study conducted among nonprofit organization fundraising professionals in March 2019, 
most reported that their organization exceeded their fundraising goals (54%). This success was 
driven by larger organizations. 

EXTENT NONPROFITS ACHIEVE MARKETING AND 
ENGAGEMENT GOALS US UK

Yes, we exceeded them 47% 37%

Yes, we met them 49% 57%

No, we didn’t meet them 3% 3%

We did not have marketing and engagement goals in the last fiscal year 1% 3%
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CHAPTER 3

MARKETERS’ TOOLKIT FOR DRIVING 
REVENUE AND ENGAGEMENT

Marketing Solutions Run The Gamut, With Social Media And 
Email Marketing As The Leading Tools 
 
The majority of marketers say their organizations rely on these lower investment marketing tools 
to improve their marketing. Not only is usage of these tools common, marketers see a clear link 
between using these tools and helping to generate revenue.  
 
There are some untapped opportunities for marketers to take advantage of other tools that are 
used by fewer than half of organizations yet are thought to help generate revenue among those 
who use them. Influencer marketing, mobile, and search advertising are among these tools with 
limited current usage and high potential to drive revenue along with:

• eCommerce, partnerships and customer relationship management (CRM) systems in the 
US, and paid social advertising in the UK.

• Organizations in the US and UK that generate greater revenue (10M+) are currently using 
more marketing tools/channels and attribute more of these tools/channels to driving 
revenue.

• In the US, organizations with more robust marketing teams (10+ employees) are 
more likely to use database marketing as part of their outreach strategy. Those with 
smaller marketing teams (fewer than 10 employees) are even more likely to use social 
media and partnerships as part of their toolkit. 

• In the UK, organizations that have exceeded their marketing goals have relied on more 
tools/channels. These organizations are more likely to use live online events, mobile, 
white papers and blogs than organizations that did not exceed their goals.
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MARKETING TOOLS & CHANNELS 
LEVERAGED BY NONPROFITS

Currently 
Use

Help 
Generate 
Revenue 
Among 

Those Using 
the Tool

Social media 76% 72%

Email marketing 71% 76%

Marketing database 50% 73%

Paid social advertising 50% 73%

Customer relationship management 
(CRM) system 49% 75%

Search advertising 43% 69%

Search or website SEO 39% 71%

Mobile 40% 69%

Influencer marketing 39% 71%

Direct Mail 38% 62%

Partnerships 37% 76%

Live online events 37% 68%

Ecommerce 34% 79%

Blogs 32% 59%

White papers 22% 57%

Currently 
Use

Help 
Generate 
Revenue 
Among 

Those Using 
the Tool

65% 81%

62% 65%

52% 71%

44% 72%

47% 59%

41% 65%

34% 62%

37% 61%

39% 69%

31% 48%

30% 58%

39% 56%

32% 49%

25% 49%

21% 55%

Nonprofit Organizations Have A Siloed Approach To Implementing 
Marketing Tools 
 
There is not a single marketing system being used consistently across teams. Even for social 
media, the most commonly used tool and one that is thought to drive revenue, over one-third 
of organizations using the tool do not consider roll out to be very wide across the organization.

 

HOW WIDELY ADOPTED ARE THE TOOLS 
THAT YOU USE AT YOUR ORGANIZATION? US UK

Search or website SEO 68% 52%

Search advertising 67% 46%

Social media 67% 65%

Email marketing 64% 54%

Mobile 63% 62%

Influencer marketing 61% 50%

Marketing database 60% 44%

Direct mail 60% 48%

Customer relationship management (CRM) system 59% 51%

White papers 59% 48%

Ecommerce 59% 52%

Live online events 59% 51%

Paid social advertising 58% 56%

Blogs 57% 43%

Partnerships 50% 57%
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Skeptical Executive Teams Impede The Expanded Use Of Marketing 
Tools 
 
While most marketers recognize the revenue benefit of marketing tools, they do not always 
have the support of their executive team to implement these technologies. Over half agree that 
their executive team does not see the benefit in marketing technologies.

• Being part of a larger marketing team (10+ employees) gives marketers more confidence 
that their current marketing strategy and technology sets them up for success.

 
 
Effective Measurement Fosters Success 
 
Marketers turn to a diverse set of metrics to measure campaign success. Funds raised, website 
traffic and email stats are among the top ways marketers in the US and UK evaluate their 
success, with funds raised as a more common metric in the US.

• In the US, organizations with greater revenue ($10M+) and marketing teams with greater 
bandwidth (10+ employees) use a wider variety of metrics to measure their marketing 
campaigns.

• While cost per click of paid ads is less frequently used to measure marketing success, 
organizations in the US that have exceeded their marketing goals are more likely to use it. 

 
 
 

US UK

% agree that our executive team does not 
see the benefit in marketing technologies 52% 60%

of respondents in the US and 90% in the UK stated that 
they feel confident in reaching their marketing goals with 

their existing technologies

91% 

of US respondents rely on funds raised to measure the 
success of a marketing campaign

64% 

Yet, only half of organizations in the US and even fewer in the UK consider their ability to test/
measure marketing campaigns very effective. 

• Once again, we see a divide between organizations based on company size. Smaller 
organizations – those with fewer employees (less than 100) and lower revenue (less 
than $10M) – have fewer very effective ways to measure their marketing campaigns.

 
This is notable given the strong relationship between an organization’s ability to measure the 
success of its marketing campaigns and exceeding their marketing and engagement goals.

EFFECTIVENESS OF NONPROFIT ORGANIZATIONS’ 
ABILITY TO MEASURE ITS MARKETING CAMPAIGNS US UK

Very effective 52% 41%

Somewhat effective 43% 54%

Not very effective 5% 4%

Not at all effective 0% 1%

PERCENTAGE OF NONPROFITS THAT EXCEEDED 
MARKETING GOALS THIS PAST FISCAL YEAR US UK

Total Marketers 47% 37%

Among marketers who have a very effective way to measure 
marketing goals 66% 60%
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CHAPTER 4

HAVING A MEANINGFUL CONVERSATION 
WITH CONSTITUENTS

Personalized Constituent Communication Is The Exception 
 
Organizations often have constituent data at their disposal to make communication more 
relevant and personalized. Demographics, donation habits, type of supporter and preferred 
methods of engaging with the organization are characteristics currently tracked by over half 
of nonprofit organizations. Level of advocacy and device preferences when engaging with the 
organization are less commonly known.

 
 
Yet, the majority of organizations do not take advantage of this data to differentiate their 
messaging to different constituents. Instead, organizations rely on batch and blast emails to 
communicate with constituents. While this ensures that the organization’s communication is 
consistent and unified, it is directly at odds with the type of personalized brand experience that 
consumers have come to expect. 

CONSTITUENT CHARACTERISTICS TRACKED 
BY NONPROFIT ORGANIZATIONS US UK

Organization currently tracks some information about 
constituents 100% 97%

Demographics (e.g., age, gender, location/geography) 70% 66%

Donation habits 63% 57%

Type of supporter they are 59% 61%

Preferred method of engaging with our organization 57% 55%

Current level of advocacy 40% 42%

The type of device they use to engage with our 
organization 37% 45%

organizations currently track some 
information about constituents

100% 

agree that we rely heavily on 
batch and blast email to communicate 

with constituents

83% 
agree that our organization does 

not differentiate our messaging to 
different constituents

70% 
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Use Of Constituent Data To Segment Communication Is Sporadic 
 
Only half of organizations in the US and even fewer in the UK use constituents’ characteristics 
to segment communication all the time. 

• In the US, smaller organizations – those with fewer employees (less 100) and lower 
revenue (less than $10M) – and those with less robust marketing teams (less than 10 
employees) are less consistently using  constituents’ data to segment communication.

 
The benefit of personalized communication is measurable. In both the US and UK, 
organizations that segment communication based on constituents’ characteristics are more 
likely to exceed their marketing and engagement goals.

TO WHAT EXTENT USE CONSTITUENT 
CHARACTERISTICS TO SEGMENT COMMUNICATION US UK

All the time 53% 40%

Some of the time 39% 53%

Do not segment communication 8% 3%

Do not track information about constituents 1% 3%

PERCENTAGE OF NONPROFITS THAT EXCEEDED 
MARKETING GOALS THIS PAST FISCAL YEAR US UK

Total Marketers 47% 37%

Among marketers who use constituents’ characteristics to 
segment communication all the time 66% 62%
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CHAPTER 5

THE PATH FORWARD

Developing Deeper Relationships With Constituents Using Tried & 
True And New Strategies 
 
As part of this charge, most plan to focus on social media & advertising, fundraising and 
email marketing to build out their marketing strategy over the next three to five years. Beyond 
these more traditional areas of focus, upwards of four in ten anticipate focusing on artificial 
intelligence as part of their near-term marketing strategy.

• Larger organizations (100+ employees; $10M+ in revenue) and those who have 
historically exceeded their marketing goals are increasingly turning to artificial intelligence 
to strengthen their marketing efforts.

ANTICIPATED NONPROFIT MARKETING 
FOCUS OVER NEXT THREE TO FIVE YEARS US UK

Fundraising 68% 58%

Social & Advertising Strategy 68% 62%

Email Marketing 57% 53%

Advocacy 44% 36%

Artificial Intelligence 40% 46%

List Growth 37% 37%

Text/SMS 36% 25%
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Marketers Look To New Technologies To Broaden Their Toolkits 
 
Nearly all nonprofit marketers plan to invest in new tools/channels in the upcoming year 
to improve their marketing efforts. Among those not currently using the tool, investing in 
social media is the top priority for marketers in the US. Tools to streamline outreach efforts 
– marketing database and email marketing – and broaden reach – search or paid social 
advertising – are also top priorities.

• Not surprisingly, larger organizations (100+ employees) with more dedicated 
marketers (10+ marketing employees) expect greater investment in marketing tools 
over the coming fiscal year. 

While these same areas of investment are priorities for marketers in the UK, email marketing 
is the number one tool to invest in among those not currently using it.

MARKETING TOOLS AND CHANNELS 
NONPROFITS ANTICIPATE INVESTING 
IN DURING THE NEXT FISCAL YEAR

US UK

Plan to invest in any tool/channel 90% 94%

Social media 50% 43%

Marketing database 46% 42%

Paid social advertising 46% 43%

Email marketing 45% 48%

Search advertising 41% 44%

Ecommerce 39% 27%

Partnerships 37% 29%

Influencer marketing 35% 37%

Mobile 35% 26%

Direct Mail 32% 21%

Customer relationship management (CRM) 
system 32% 37%

Search or website SEO 31% 34%

Live online events 26% 40%

Blogs 22% 22%

White papers 20% 21%

Marketers Anticipate A Consistent Revenue Stream In The Near 
Future 
 
In the US, upwards of two-thirds of nonprofit organizations currently rely on donors and grants 
to generate revenue. Grants, especially from private organizations, and private funding are the 
top sources of revenue in the UK. 

• On both sides of the pond, bigger organizations (100+ employees; $10M+ in revenue) 
are particularly dependent on grants.

When asked to single out the source that generates the most revenue, perceptions are 
fragmented. Revenue raised from donors rises to the top in both the US (30%) and UK (24%).

Interestingly, while marketers expect their strategies and tools will evolve in the near future, they 
do not expect a shift in their organization’s top sources of revenue to shift over the next three to 
five years. 

CURRENT AND ANTICIPATED 
REVENUE STREAMS FOR 
NONPROFIT ORGANIZATIONS

US

Current 
Sources

Generate 
the Most 
Revenue

Sources 
Expected 

to 
Generate 
the Most 
Revenue

Grants (Net) 65% 17% 54%

        Government grants 43% 10% 35%

        Private grants 48% 8% 39%

Donors 71% 30% 60%

Board of Directors 37% 8% 26%

Sales (e.g. educational information, 
products) 45% 17% 41%

Private funding 60% 15% 49%

Company donations 58% 10% 45%

UK

Current 
Sources

Generate 
the Most 
Revenue

Sources 
Expected 

to 
Generate 
the Most 
Revenue

68% 19% 57%

41% 10% 29%

50% 9% 40%

58% 24% 49%

36% 9% 30%

48% 13% 42%

63% 19% 55%

50% 15% 45%
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Learn more about Salesforce.org’s marketing solutions at: 
https://www.salesforce.org/nonprofit/communicate

https://www.salesforce.org/nonprofit/communicate



