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_who gives a crap? 

Let’s push the boundaries to truly engage consumers to act!

In these times of constant societal and environmental change, more and more Australian 
consumers require the services of a not-for-profit organisation, be it mental health, 
disability or aged care services or one of the other 20-odd industries that are part of the 
broader NFP sector. 

Not-for-profits face growing competition from: big budget “for-profit” commercial 
corporations introducing socially good services, an increasingly regulated and complex 
market, the ever-present battle for government funding and the constant public scrutiny 
and demand for financial transparency. 

While this is an extremely tough climate to operate in, especially in “marketing” 
NFP organisations, it is time for not-for-profits to elevate their marketing and 
communications strategies and ensure they capture the public’s attention.



_brands

believe that the crowded 
NFP market is a threat 
to the future of individual 
organisations.

38% 

cite a decline in 
consumer interest 
for NFPs.

A CONCERNING 

39% 

of consumers 
couldn’t accurately 
name a NFP.

13% 

of consumers have 
attended events and 
31% donated while only 
4% of people have applied 
for a job with an NFP. 

33% 
believe that real-life  
people stories provide  
cut-through with consumers. 

ONLY

58% 

of consumers feel  
there are either too many 
NFPs vying for their 
attention and support, 
or there are too many 
NFPs with similar 
purposes.

46% 

_threats

_consumer  
connection

of consumers aren’t 
inspired to act (at all).

A SHOCKING 

35% 

of consumers 
acknowledge the need 
for NFPs to invest in 
marketing to survive.

ONLY

57% 

When it comes to  
NFP marketing,  
only 3% of consumers 
believe that social 
influencers influence! 

3% 

of consumers feel 
that NFP brands are 
‘acceptable’, but 
nothing special.

ONLY

40% 

What you need to know
The top ten stats
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1. Move over, it’s 
crowded in here

Nearly half (46%) of consumers 
feel there are either too many 
NFPs vying for their attention 
and support, or too many NFPs 
with similar purposes. A mere 
8% indicating there is room for 
more NFPs to enter the Australian 
market. For Marketers this means 
a continuing and growing struggle 
for share of voice to win over the 
target market. 

2. Keeping up with the 
Joneses

The majority of consumers believe 
the industry is doing an OK job 
with their brands (40% chose 
“perfectly acceptable but nothing 
spectacular”). Even 16% of 
consumers went further in labelling 
NFP brands as “old fashioned 
and outdated”. As Marketers we 
know that the first step for inspiring 
action is to get noticed. If you’re 
brand is just OK, then you aren’t 
getting noticed! 

3. I’m just not inspired 

Disappointingly, the research 
showed that consumers are failing 
to act. Over a third (35%) of all 
consumers have not been inspired 
to act – that is they haven’t 
attended an event, discussed 
a cause, accessed services or 
donated. As Marketers we know 
there is a strong correlation 
between how consumers feel 
about brands and how they 
subsequently respond to calls for 
action. 

A bit more detail on the  
juicy bits

GRAPH 1: CONSUMER INSPIRATION TO ACT
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Q: Has a not-for-profit’s (NFP’s) Marketing activity ever inspired you to take the following action?
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4. Where does  
the money go?

Not surprisingly, in deciding 
which not-for-profit to support, 
transparency about marketing 
spend is a key influential factor for 
consumers (60%). And we seriously 
doubt this is the same standard 
that profit companies are measured 
by! The history of the industry 
brings many legacy prejudices and 
misconceptions which NFPs can 
learn a lot from and use to inform 
the direction of their marketing and 
communications.  

5. You can invest… 
but don’t waste money!

The good news is that Australian 
consumers understand the 
need to invest in marketing and 
communications. “They give 
you permission!” But remember 
consumers also want transparency 
around financial investments. 57% 
of consumers acknowledge that 
marketing is essential for survival 
of NFPs. A minority (36%) would 
prefer to see all money spent on 
core services. 

6. Keep it real 

We asked consumers what 
types of activities are most likely 
to influence them to support an 
NFP, and as expected values 
alignment is (and has always been) 
key (41%). So, are real life stories 
(36%) and brand and reputation 
(36%) – consumers need to know 
who you are and think positively 
about you before supporting your 
organisation. 

GRAPH 2: WHAT INFORMATION WOULD HELP YOU CHOOSE AN NFP TO SUPPORT OR USE THEIR SERVICES?
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We know, from the research and our own experience in 
working within and for NFPs that marketing which breaks 
the mould makes an impact. 

Here’s three key actions to consider.

1. Create your big picture 

More than any other type of 
organisation, NFPs need to be 
really strategic and targeted in 
their marketing and nurture the 
right audiences in order to stand 
out and gain specific support. 
Being strategic and making tough 
decisions about what not to do will 
ensure you target the right people 
at the right time, with the right 
message – educating them about 
who you are and what you do and 
clearing up any confusion they 
may have so they can take action. 

2. Make good choices 
about your audiences

Vital for marketing success is truly 
knowing who your audiences are, 
what their needs are and want you 
want from them. Prioritise your 
audiences, they are not all equal! 
Sometimes the priority may shift, 
for example funders may become 
more important in the lead up to 
an election or towards the end 
of the financial year when grants 
are provided. So, review what you 
know about each of your audience 
segments each year at least. 

3. Create stories that 
punch above their weight 

Use real people and real stories – 
show humans, everyday people 
and follow their story or journey. 
Stories need to be relatable and 
personal and also be supported 
by credible, factual evidence so 
they can punch above their weight 
and really make an impact on the 
audience.

Break the shackles 
of tradition

7. Give us real people stories  

What’s indisputable from the research is that 
consumers notice stories - people stories, true 
stories and customer testimonials are the most 
effective in getting consumers to take notice. Why 
is this? Well consumers can easily “walk away” 
from advertising in today’s environment however 
it’s harder to walk away when there’s an emotional 
connection. Real people can be a great catalyst 
for engagement with a like-minded, empathetic, 
or values-aligned audience. 

GRAPH 3: THE MOST INFLUENTIAL MARKETING TACTICS
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Remember, Marketing is now full of small agencies who are 
experienced, adaptable, talented and have been established with 
cost in mind. That means NFPs can now access specialist strategic, 
creative or implementation services previously limited to those with 
deep pockets. So, together with the knowledge of your marketing 
team, who know your organisation inside out, taking a strategic 
approach to your marketing and communications is achievable. 

THE RESEARCH: 
An online survey, via Pollfish, of 2,000 Australians nationwide. 
Conducted between 23 February and 2 March 2021 to identify 
attitudes, perceptions and support behaviours regarding the 
Australian not-for-profit industry. 

Exciting times ahead  
for those ready to break 
the mould

Want to know more? 

Reach out to us for a copy of the full story  
and research results:

Caroline Healy CEO
e hello@wearesavvy.com.au
 t +61 411 010 090
wearesavvy.com.au
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