
For nonprofits that want to build awareness and increase their impact, one platform usually isn’t enough. 
Effective modern marketing isn’t just on one channel; it’s on several. This is why multi-channel marketing for 
nonprofits is so essential.

In our latest ultimate guide, we give you our playbook for expanding to several channels at your organization. 
This includes our own take on the marketing channels worth considering. We’ve also included important 
actions nonprofits need to take when expanding - as well as certain things to avoid.

The goal with this guide? A step-by-step (sustainable) process you can use to take full advantage of multi-
channel marketing at your organization.
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WHY MULTI-CHANNEL MARKETING MATTERS FOR NONPROFITS

In 2026 and beyond, attention is fragmented. People spend their time across channels, on a variety of platforms, and 
are bombarded with information like never before. For organizations that want to succeed in this environment, being 
on multiple channels is no longer a “nice to have.” It’s a necessity.

Here are some of the benefits to multi-channel marketing for nonprofits:M
•	 You build more awareness because you give people more chances to interact with your nonprofit across different 

channels.

•	 Your organization naturally builds a bigger audience when you “meet people where they are”.

•	 You and your team aren’t reliant on one single channel to drive results for your organization, as multi-channel 
marketing naturally diversifies your marketing assets.

•	 It’s easier to build trust with new people: they don’t just see your mission on one platform, but several

One important note before we dive into the rest of this guide: multi-channel marketing for nonprofits does not mean 
being everywhere. It’s about strategically using a variety of channels to bring you closer to your goals.

No use spreading yourself thin. Much better is to pick the 2-3 channels that you can actually stick with. “Selective” is 
the name of the game here

UNDERSTANDING THE NONPROFIT AUDIENCE JOURNEY

Before you develop a multi-channel marketing plan for your organization, it’s important to understand the steps 
your audience usually goes through. There is a journey that people experience from first contact until long-term 
commitment. And when you understand each step of that journey? Your marketing plan 
is more successful because of it.

Unlike for-profit customers, nonprofit audiences aren’t just buyers. They can be donors. 
They can be volunteers. Often, they are advocates or beneficiaries. 

It’s important to understand that each of these supporters has a slightly different path 
and motivation. That said, here is the (imprecise) journey they will generally take:

•	 Awareness: Potential supporters first hear about 
your mission. This often happens as a result of 
social media, events, or word-of-mouth. They now 
know you exist, and are at least partly interested in 
what you have to say.

•	 Consideration: This person begins engaging with 
your content. Depending on how you approach 
content marketing at your nonprofit, this might 
mean a blog post, a video on your channel, or one 
of your email series. 

•	 Action: They take 
meaningful action. 
This can be a number 
of things. But in the 
context of multi-channel marketing for nonprofits, 
that action is often: donating, attending an event, 
signing a petition, or volunteering.

•	 Loyalty: This is when ongoing engagement 
happens. Think recurring donations, continued 
volunteering, or peer advocacy. 

Understanding the nonprofit audience journey isn’t just a theoretical exercise. When you develop your marketing 
around it, you are able to deliver the right message at the right time to the right person. (For example, first-time 
donors might receive an email welcome series, whereas repeat donors get invited to an exclusive event.)

This is how you make someone’s interactions with your nonprofit feel tailored just to them. And at that point? Multi-
channel marketing really starts to drive results. 

5 CORE CHANNELS THAT NONPROFITS SHOULD CONSIDER

Each marketing channel offers unique strengths. The key to success? To align them with your audience’s preferences, 
your overall campaign goals, and the skillset of your team. 

With that in mind, here are the channels most worth your time:

Email:
Email marketing for nonprofits is still one of the highest-ROI activities for your organization. That’s because it’s a 
point of contact you actually own. Want to send a message to your donors? Email them, and (with the right email 
infrastructure set up) you’re guaranteed to land in their inbox.

Email is a channel all nonprofits should take more seriously. It’s great for newsletters, donation appeals, and even 
sharing impact stories. Add segmentation and automation to the mix, and email starts to play a fundamental role in 
your nonprofit’s marketing stack.

Social Media:
These days, most nonprofit organizations should be on a social media platform. Is it a 
direct line to more donors? Not necessarily: social media followers are usually low intent. 

But a social media presence does build awareness and a certain amount of engagement. 
And that’s a great way to build interest in future donors.

Each social media platform serves a slightly different purpose. Before you pick which 
specific platform/s you will use, consider two things: 

•	 where your audience spends the most time

•	 what your team is capable of committing to 

Regardless of which one you double down on, make sure you’re following social media best practices. For 
nonprofits, this often means using stories and live video to both humanize your brand and share your overall impact.

Website & Blog: 
•	 No matter what you are trying to achieve with your marketing, your website is your 

home base. All other channels should drive people here.  

•	 Just think about your own online behavior. When you see an ad or come across a 
new creator on social media, what’s the first thing you do? Check to see if they have 
a website. And if they don’t (or if it’s a bad website) you almost never take that next 
action.

•	 Make sure you pay attention to your web design. Your site should be mobile-friendly, 
donation-optimized, and regularly bringing in traffic. And when it does? That’s when a website becomes the 
foundation of multi-channel marketing for nonprofits.

Paid Advertising:
Advertising platforms can get faster results for nonprofits. They allow you to skip the long process of building SEO 
results and avoid the hyper-competitive environment of social media. That said: you do need to have the budget for it.

If you are going to branch out into paid advertising, reflect on which platform you want to use. Google can certainly be 
effective. But if your audience is on Facebook, prioritize your efforts there.

And regardless of which platform you are going to start with, make sure you look into Google Ad Grants. This is a 
great program for nonprofits that have a limited budget to spend. 

In-Person Events:
Digital marketing channels are great. They allow you to reach more people quicker, and will always play a fundamental 
role in multi-channel marketing for nonprofits. 

But one of the most under-appreciated strategies for effective nonprofit marketing? In-person events. 

While events require a fair bit of planning, they can produce great results for your nonprofit. More awareness. More 
volunteers. And, crucially — more donors. Go deep on your mission, the stories of your beneficiaries, and try to 
connect with your audience. And of course: utilize digital follow-up to deepen the relationship after your event is over.

5 STEPS TO BUILD A MULTI-CHANNEL MARKETING STRATEGY

Effective multi-channel marketing for nonprofits starts with intention. You need to be clear about what you’re trying 
to achieve, and specific about what your plan is. And when you are? Your multi-channel marketing plan becomes a bit 
easier as a result.

Here are the five steps we recommend for most nonprofits:

1) Set Clear Goals
It all starts with goals. What exactly are you trying to achieve? For your typical nonprofit, here are some of the most 
common goals worth pursuing:

•	 Build more “brand awareness” 

•	 Raising more funds during donations

•	 Recruiting more volunteers to help at your organization

•	 Landing more corporate donors throughout the year

Be specific here. The clearer you are about what your end goals are, the clearer you are about which specific channels 
you need to consider. 

2) Choose The Right Mix of Channels
Like we mentioned above, it’s essential that you pick the right channels for your 
organization. While there’s a lot of advice we could give you, here are a few key points 
that will determine which channels you go with:

•	 Where your audience spends their time

•	 Which “channel specific” skills you have on your team

•	 How much time (or money) you are willing to invest in each one

•	 What kind of content is particularly relevant to your organization’s mission

But the most important question of all? 

Which channels is your organization actually going to stick with? 

Like we say throughout this guide, it’s one thing to plan out a multi-channel marketing strategy. It’s another thing to 
actually do it. And when you choose marketing channels that your team will actually stay on top of, you are naturally 
more consistent.

3) Define Your Audience Segments
Not enough nonprofits properly segment their audience. This is a mistake. Before you 
start with content creation (step #4), it’s essential that you divide your audience. 

That’s because your audience is not just one solitary group of people. It’s a mix of sub-
audiences. And all of them have slightly different preferences and behaviors. It follows 
that segmenting your audience is one of the most important things you can do. 

Create groups based on:

•	 Demographics

•	 Past behaviors

•	 Demonstrated interests

•	 Overall engagement with your organization

This helps you get more specific in how you communicate with your audience. And the more precise your 
communication, the more effective your marketing becomes.

4) Be Systematic With Your Content Marketing
Quality content is the foundation of multi-channel marketing for nonprofits. While this is a huge topic on its own, here 
are a few tips we recommend:

•	 Plan everything far ahead of time (something like “per quarter”). This reduces chaos, helps your team work 
together, and allows you to be deliberate in your planning. A good content calendar is useful at this stage. 

•	 Commit to at least one quality piece of content for each channel per week. If it’s your website, that means a blog 
post. Your YouTube channel? One long-form video. No need to go overboard here. But the algorithms reward 
consistency.

•	 Adapt your content to the specific platform. Maybe an obvious point here, but it’s important to keep in mind 
platform-specific best practices. Instagram? More visual. LinkedIn? A better place to flex your achievements. The 
more suited to the platform, the better content will perform.

•	 Remember the power of repurposing. If consistently creating content across a variety of platforms in the name of 
multi-channel marketing sounds overwhelming…. it doesn’t have to be. Just repurpose the content you do make. 
One blog post can turn into a video script, three social media posts, and 10 tweets. Work smarter, not harder. 

Multi-channel marketing for nonprofits lives or dies based on the quality of content you create. Follow these four tips, 
and you are well on your way to content that drives real results for your organization.

5) Maintain Message Consistency
Creating content consistently is essential. But just as important? Staying consistent with your overall message.

As we’ve implied, multi-channel marketing for nonprofits required a nuanced understanding of the differences 
between channels. But your voice? That needs to stay the same. This is how you reinforce recognition, build trust, 
and get people to act as a result.

TOOLS AND RESOURCES 

If you are working towards better multi-channel marketing at your nonprofit, it helps to use the right tools. We’ve 
covered the best nonprofit tools in the past. But the ones below? They are specifically made to execute a multi-
channel strategy. Let’s take a look: 

CRM (Constituent Relationship Management): track the interactions of all your supporters across channels.

•	 Salesforce Nonprofit Cloud

•	 Bloomerang

Email Marketing: stay in contact with your audience via email, and put relationship-building on autopilot.

•	 Mailchimp

•	 Constant Contact

Social Media Management: schedule social media posts ahead of time and track the performance of all your social 
media efforts.

•	 Buffer

•	 Hootsuite

Fundraising Platforms: track all of your fundraising campaigns while increasing the average donation amount.

•	 FundraiseUp

•	 Donorbox

Automation Tools: connect all of your software and apps and reduce manual (and repetitive) work in the process.

•	 Zapier

•	 Make

CONCLUSION

Multi-channel marketing for nonprofits is no longer optional for organizations that want to stay relevant. But again: 
it’s not about being everywhere. It’s about choosing the channels that are going to have the biggest ROI for your 
organization — and committing to them over time.

We hope this guide has been helpful. We’ve worked with multiple nonprofits to improve their marketing across 
channels, so let us know if you ever need any help!

Are you an enterprise, nonprofit or small business looking for help on your website? Give us a shout! We provide a 
free consultation. 
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