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GOT VALUE? 
Find It, Market It, Reap the Profits 

W
H

A T  I S  A  V A L U E  P R O P O S I T I O
N

? 

What is a 

value proposition? This  

is a fancy way of saying why 

people should buy from you instead 

of someone else. Is "great prices, better 

service" a value proposition? Not really. Every 

company can make that claim. Great value 

propositions tell a story in a way that creates 

differentiation and helps you to stand out from your 

competitors. 

Here are some examples of great value propositions. 

 •    "Your favorite restaurants... delivered." (DoorDash)

 •    "The smartest way to get around." (Uber)

 •    "The experience IS the product." (Apple)

Each of these value propositions does more than say 

what makes the company great. It helps you envision 

the delivery driver handing off a restaurant meal. 

Visualize someone hopping into an Uber ride. Feel 

the luxury of an Apple product in your hand. 

Value propositions can be particularly powerful 

when you are trying to differentiate from a 

competitor. Let's take an example from the 

world of nonprofits: Alzheimer's research. 

There are two organizations funding 

research to find a cure for Alzheimer's: 

the Alzheimer's Association and 

the Cure Alzheimer's Fund. 

The Alzheimer's 

 

Association 

raises funds for 

Alzheimer's research, but it 

also offers support for patients 

and caregivers. Its value proposition 

reflects its broad approach: "[We lead] 

the way to end Alzheimer's and all other 

dementia by accelerating global research, driving 

risk reduction and early detection, and maximizing 

quality care and support." The Cure Alzheimer's 

Fund, on the other hand, has the narrower goal of 

speeding up research. Thus, its value proposition is 

different: "We are a nonprofit organization dedicated 

to funding research with the highest probability of 

preventing, slowing or reversing Alzheimer's disease." 

This statement puts a spotlight on the organization's 

very specific goal-funding research-which 

differentiates it from its more generalist colleagues.1 

What is your value proposition? Does it tell a story and 

truly differentiate you from other companies in your 

space? If you aren't sure, get some input from your 

internal team, as well as from customers. Find your 

sweet spot, then use it in your direct mail, your 

email, and on your webpage. Remember: 

You're not just another business in 

your category. You are unique. 

Use your value proposition 

to tell people why. 

1Use of nonprofits’ value propositions originally 
made by Horowitz & Company in its blog post, 
’Music that Sounds Like Fresh Baked Bread’ (https://
horwitzandco.com/music-that-sounds-like-fresh-
baked-bread/)
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5 Things  
All Nonprofits Should Do 

Follow up.

Donors want to know 

that their giving is 

appreciated and that 

it makes a difference. 

When people give 

online, for example, 

do more than send 

an automated "thank 

you." Send donors a 

follow-up direct mail 

piece with images of 

their donation dollars 

at work. Put them on 

your newsletter list to 

keep them engaged 

with the progress 

of your mission. 

Create a newsletter. 

Speaking of 

newsletters, do you 

have one? Printed 

newsletters are a 

great way to keep 

donors invested 

in what you are 

doing. They provide 

more space to "dive 

deep" into projects, 

introduce donors 

to people behind 

the scenes, and give 

voice to the people 

and communities 

positively impacted 

by donors' generosity. 

Send surveys. 

When you ask donors' 

opinions, it makes 

them feel valued. 

It also keeps them 

invested in your 

mission. Tell them you 

want to hear from 

them. "Where would 

you like to see more 

resources invested? 

Please select your 

top three." Or ask 

questions about their 

perception of your 

organization. What 

do you do well? What 

could be improved? 

Surveys are the gift 

that keeps on giving. 

Invest in a recurring 

giving program. 

Do your donors 

have the option to 

make an automatic 

recurring gift? If not, 

this is something 

you should look 

into. Research 

shows that recurring 

donors are retained 

at a level of 90%.

Clean up your data. 

Don't let donors slip 

away because they 

moved or changed 

email addresses and 

you lost contact with 

them. Make every 

mailing count. 

Donors are the 

lifeblood of your 

mission, so keep those 

communications 

frequent, intentional, 

and relevant. Invest 

in them, and they 

will invest in you. 

K e e p  Yo u r  D o n o r s ! 
2

CREATE A 
NEWS- 
LETTER

1Source: Association of Fundraising Professionals

Repeat donors are the 
lifeblood of your organization, 
and you want to retain them. 
Currently, the average donor 
retention rate for nonprofits 
is around 45%.1 Is there a 
way to increase it? Yes! 

The key to retaining 
donors is to keep them 
engaged with your mission. 
Whether you are preserving 
historic buildings or raising 
money for oceanographic 
research, the more you 
keep donors connected 
with your projects and the 
people and communities 
they serve, the more likely 
they are to continue giving.

1
FOLLOW 

UP 3
SEND 

SURVEYS

4
INVEST IN A 
RECURRING 

GIVING 
PROGRAM

5
CLEAN UP 

YOUR DATA

Here are five proven ways 
to keep your donors giving:
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What (Else) Can a 
Promotion Do for You?

Customer 
Competitions

 Customers love a good competition. Pick a fun topic  

that allows people to share stories, images, and videos that 

make others feel good. "Funniest places you took your dog," for 

example, or "Craziest places you shopped in your bare feet." 

Have participants submit their entries on your website or post 

them with hashtags on social media. Pick your own winners  

or let other participants vote on them. Or just pick  

winners at random. Offer prizes for winners  

in different categories. 

"Days of Giving" 
Especially during the holiday season, "days 

of giving" are popular ways to engage with 

customers. Once people sign 

up, they are registered to 

win a prize every day 

they login. Often, 

there is a small-prize 

winner each day, with a 

grand prize winner at the 

end. In the nonprofit world, you can create  

a twist by giving, not to the person, but  

to their favorite charity. 

Shareable Wish Lists
Already planning your holiday promotions? (Hint: You should be.) Consider creating shareable 

Christmas lists. Encourage website visitors to create lists based on your products. Let them 

comb through your site, learning about and being exposed to new products. Create ways for 

them to share those lists with you, then pick one lucky customer to have their wish list 

fulfilled-free! (Don't forget to use direct mail to promote this opportunity!) Of course, 

once people have their lists, they will want to share them with their friends and  

family, too, giving you additional exposure. Make social sharing easy.

Promotions  
are fun ways to engage your 

audience, but they have powerful 
data-gathering benefits, too. What 
data do you need to improve your 

customer interactions? How could a 
promotion help you  

get there? 

Check out three ideas for how this might look on the opposite page!

We all know that promotions are great for 
engaging customers and increasing sales. 
But did you know that they give you the 
opportunity to learn more about your 
customers, too? In order to access promotions, 
customers are often willing to provide you with 
important information such as their likes, wants, 
and preferences that you can use later to 
personalize their experience with your brand. 

According to Merkle Benchmarks, 81% of 
consumers want a relationship with a brand, 
and 64% want to receive personalized offers 
("Loyalty Barometer Report 2021"). Data gathered 
through promotions-typically at the time 
of sign-up-helps you get there. ("Before 
accessing your valuable coupon, tell us your 
favorite flavor of ice cream!") Data can be 
gathered as part of the promotion, as well. 
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Since early 2020, we have seen an explosion in e-commerce. With 
that explosion has come an exponential increase in the number of 
boxes sitting on America's front porches. Everywhere you look, 

boxes are stacked under porch roofs and piled in front of doors. Drive 
down the highway and you see Amazon Prime trucks filled with even 
more boxes.

All this has gotten Americans thinking about the importance of 
sustainability, and that includes the labels on their marketing materials, 
their packaging, and their direct mail. Indeed, GWI has found that 72% of 
consumers globally said companies behaving sustainably has become 
more important to them because of COVID-19.

Sustainable Labels?
Yep! Customers Are Demanding Them

3. ENSURE RECYCLABILITY  
OR BIODEGRADABILITY. 
While we often think of "sustainability" in terms of recyclability, many labeled products can also be designed in a way that they will biodegrade. Think about the end of the label's lifecycle. Do you want it to be recyclable? Repulpable? Biodegradable? Many labels are even compostable. 

2. ADHERE RESPONSIBLY. 

How is the label adhered? Most adhesives cannot easily be removed from the 

paper pulp during the recycling process. If sustainability is one of your goals, 

source labels that use natural adhesive or a Recycling Compatible Adhesive (RCA). 

If your labels are going onto bottles or cans, they need to be easily removable 

from those containers before those containers can be recycled. Either that or they 

must be easily removable during the wash-off process at the recycling plant. 

1. SOURCE RESPONSIBLY. 

Ensure that the inks and substrates used to print your products are responsibly 

sourced. If they are paper-based, use stock certified by organizations such as 

the Forest Sustainability Initiative (FSI), Forest Stewardship Council (FSC), and 

Programme for the Endorsement of Forest Certification (PEFC). There are a 

variety of environmental certifications for petroleum-based substrates, as well. 

How do you 
create a sustainable label? 

First, consider all of the parts of the label. 

For most labels, there are three components: the 

facestock, the adhesive, and the liner. For a label to 

be sustainable, it needs to be sustainable in all three 

areas. Second, you need to consider the entire 

lifecycle of the label. Disposal is an important part 

of sustainability, too. Let's look at three  

aspects of a sustainable label:

Extending sustainability to your labels is possible. You just have to 
ask the right questions. It's the right thing to do for your company, 
the planet, and your bottom line. Consumers are demanding it.


