


About 
Housing Action Illinois



Our Mission
To increase and preserve the supply of decent, affordable, 
accessible housing in Illinois for low-and moderate-income 
households.



Our Vision
Housing is a human right. We believe in a society that promotes 
basic human needs such as decent and safe housing for all of its 
members. Public policy and government spending should ensure 
that the basic housing needs of all people are met.



I’m Timm Krueger
• Marketing & Communications 

Consultant @ HAI
• 6+ years of experience in 

nonprofit marketing
• I hope you leave today with a 

new perspective on how to 
reach your target audiences! 



Your Turn!
• Name
• Organization
• Your organization’s biggest 

marketing hurdles
• What is your organization’s 

greatest marketing challenge?



THE PROBLEM: 
SMALL NONPROFITS 

HAVE TROUBLE 
WITH MARKETING



THE SOLUTION: 
CREATE CONTENT 

THAT IS PERSONAL, 
MULTIPURPOSE, 
AND VALUABLE



WHAT IS 
MARKETING?



Nonprofit marketing is the ways 
in which promote your 

organization and its services to 
gain clients, funders, and support.



WHY IS 
MARKETING 

IMPORTANT?



GAINS VOLUNTEERS, SUPPORT
When people understand who you are, what 
you do, and why you’re important, they care.

INCREASES AWARENESS
Your community deserves to know about 
your organization and its services.

HELPS ACHIEVE YOUR MISSION
Achieving your mission is much more difficult 
if your community isn’t aware you’re there!

STRENGTHENS DEVELOPMENT
Combined, data and stories can increase 
donations and strengthen grant applications.



HOW CAN I 
MARKET MORE 
EFFECTIVELY?



ALWAYS DIRECT 
PEOPLE TO 

YOUR WEBSITE









01
Attract

WHAT

• Get good traffic to your website.

WHY

• Not all traffic is created equal.

• You want people who need your help!

HOW

• Website: blogs, landing pages, videos

• Social media: regular posting

• All: keywords



02
Connect

WHAT

• Turn them into followers, subscribers

WHY

• Impulse decision < Informed decision

• You can talk to & convince them

HOW

• Collect their emails (forms, pop-ups)

• Make a really, really good landing page

• Tell them why signing up is worth it



03
Engage

WHAT

• Move them from prospects to clients

WHY

• Subscribers are more interested in you

• Less introduction » Targeted actions

HOW

• Email series

• Social media advertising (if you can!)

• Top-level: marketing automation



04
Inspire

WHAT

• Great experience » human megaphone

WHY

• Marketing only goes so far

• Proof that your services work!

HOW

• Post-workshop/counseling surveys

• Testimonials

• Volunteer recruitment 





BREAK



HERE’ S  WHAT THE MOST EFFECTIVE NONPROFI T

COMMUNI CATI ONS TEAMS DO 

SMART OBJECTI VES + BI G-PI CTURE TI MELI NE

EDI TORI AL CALENDARS

FLEXI BI LE PLANS

REPURPOSING EXISTING CONTENT



HOW DO I 
CREATE A 

MARKETING 
PLAN?





Creating a Marketing Plan

Define SMART Goals/Objectives

Create key messages

Choose marketing tactics, plan your 
marketing

Analyze your performance



STRETCH YOUR
BUDGET WITH

CONTENT STRATEGIES



IF  YOU’ RE CREATING CONTENT FOR ONE…

…CREATE CONTENT FOR THEM ALL!



W H I T E  P A P E R
( L O N G  F O R M )

S O C I A L  G R A P H I C S
( M E D I U M  F O R M )

P O S T E R
( S H O R T  F O R M )



FUNDRAISING & 
DEVELOPMENT

FOR-PROFIT RULES DON’T APPLY



HOW DO I 
CREATE A KEY 

MESSAGES?



ACTION
Talk about what you have done (or will do) to 
overcome the obstacle.

SITUATION
Explain what’s currently happening in your 
community.

RESULTS
Demonstrate the impact of your actions –
not just what you did.

OBSTACLE
Identify the issue(s) that prevent the situation 
from being solved. 



ACTION
To address this need, we increased 
participation in our First-Time Homebuyer 
Education class by 40 percent.

SITUATION
Our community has been plagued by high 
rates of foreclosure.

RESULTS
In 2019 alone we have helped 15 people buy 
a home they can afford. 

OBSTACLE
Many people foreclose because they don’t 
know how much house they can afford. 



Elevator
Pitch

HEY, MY NAME IS ____________, 

AND I WORK AT 

___________________________.

YOU KNOW HOW 

__________________________?

WELL, WHAT WE DO IS 

_____________________________

SO THAT __________________________.



HOW DO I 
DEMONSTRATE 

SUSTAINABILITY?



BY EVALUATING 
YOUR IMPACT



LOOK AT RELATIONSHIPS, NOT #’s
Are clients going from one program area to 
another? How can you message that?

OUTCOMES > OUTPUT
It’s not the number of clients you see, but the 
effectiveness of your work.

THINK BIG PICTURE
What do you make possible? How is that 
unique to you?

BE  S.M.A.R.T.!
Identifying specific, measurable goals each 
year will help your impact.


