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Editorial Review

From the Publisher
Reflecting the most recent, relevant information in the field, this best- selling text forms a conceptual and
practical foundation for marketing in nonprofit organizations. Its coverage encompasses the entire marketing
process, providing valuable insights on strategic evaluations, positioning, market targeting, and more.

From the Back Cover

FROM THE PREFACE...

This sixth edition of Strategic Marketing for Nonprofit Organizations marks a major change in the way in
which nonprofit marketing is conceived and applied. Much more strongly than in previous editions, this book
seeks to position marketing as perhaps the most critical—if not the most critical—discipline needed for
nonprofit success. It argues that success ultimately requires the influencing of the behavior in a wide range of
key target markets—clients, fenders, polity makers, volunteers, the media as well as the nonprofit's own
staff: This is the province of marketing! Marketers are the "behavioral influence business:" The book
positions marketing as absolutely central to top management's achievement of the organization's mission.
Implicit in this volume is the notion that everyone in nonprofit management—including the CEO—ought to
have a thorough grounding in marketing and what it does and can do.
— Alan R. Andreasen and Philip Kotler

Excerpt. © Reprinted by permission. All rights reserved.

This sixth edition of Strategic Marketing for Nonprofit Organizations comes at a time when nonprofit
marketing is poised to have a much greater impact on the field of nonprofit management and on the growing
intersection between that sector and the business world. The first two editions of this book served to
legitimize marketing as a distinct career and a distinct educational discipline, while the third edition focused
less on whether one should carry out nonprofit marketing and more on how one should do it well. The fourth
edition shifted its emphasis to focus more closely on strategic planning. As the fourth edition noted, "The
major need of the nonprofit sector now is not so much for techniques to implement marketing, but for
assistance in strategic planning. Many nonprofits face significant declines in traditional sources of revenue,
dramatic changes in their customer mix, and bold new competition. They need help rethinking where they
are going and what broad strategies they should be using to get there:"

The fifth edition strongly reflected the growing sophistication of the field and its cadre of skilled
practitioners by incorporating their insights into the text and examples. It also emphasized the growing
importance of social marketing, the application of marketing concepts not just to organizations but to
programs designed to bring about social change. It tiptoed into the international arena where the nonprofit
sector was beginning to have a significant impact and sought to reflect the blurring of the previously distinct
lines between nonprofit and commercial marketing.

This sixth edition marks a major change in the way in which nonprofit marketing is conceived and applied.
First of all, much more strongly than in previous editions, it seeks to position marketing as among the most
critical—if not the most critical—disciplines needed for nonprofit success. It argues that success ultimately
requires the influencing of the behavior in a wide range of key target markets—clients, funders, policy



makers, volunteers, and the media, as well as the nonprofit's own staff. This is the province of marketing
because marketing is the "behavioral influence business." The book positions marketing as central to top
management's achievement of the organization's mission. Implicit in this volume is the notion that everyone
in nonprofit management—including the CEO—ought to have a thorough grounding in marketing and what
it does and can do.

Second, this edition reflects the breaking down of three kinds of boundaries that heretofore limited the field.
First, it removes the conception of nonprofit marketing as primarily a North American phenomenon. As we
will show in several places in the book, nonprofit enterprise is flourishing everywhere in the world, including
Asian countries with a tradition of family self-help and formerly communist countries with a tradition of
state social service. We recognize that we have much to learn—as well as contribute—as we broaden our
compass to include these new environments.

The sixth edition also removes the assumption that the target audience for a text on nonprofit marketing is
only present and future practitioners in nonprofit organizations. It is a growing reality that both the
government and for-profit sectors have a growing interest in "social enterprise." Many government agencies
have missions highly similar to nonprofits and are often major players in the field of social marketing. At the
same time, corporations are increasingly becoming involved in the social sector through venture
philanthropy, cause marketing, and corporate volunteerism programs. Managers—and future managers—in
both the government and corporate domains need to appreciate the concepts and tools described here and
understand the nonprofit environment and what it is like to try to bring about change within it.

Finally, consistent with its behavioral focus, this edition organizes much of the discussion of strategic and
tactical options around two central behavioral science models, what we call "the Stages of Change" and "the
BCOS drivers." These models guide our thinking about how to influence behavior in many different
contexts. They provide a powerful portable framework for nonprofit practitioners to use to be successful in
this challenging environment

Users Review

From reader reviews:

Mark Dunn:

What do you concerning book? It is not important along? Or just adding material if you want something to
explain what yours problem? How about your extra time? Or are you busy man or woman? If you don't have
spare time to do others business, it is make one feel bored faster. And you have time? What did you do?
Everyone has many questions above. They need to answer that question because just their can do in which. It
said that about reserve. Book is familiar in each person. Yes, it is correct. Because start from on jardín de
infancia until university need this kind of Strategic Marketing for Nonprofit Organizations to read.

Rita Carter:

People live in this new day time of lifestyle always attempt to and must have the time or they will get great
deal of stress from both day to day life and work. So , whenever we ask do people have free time, we will
say absolutely sure. People is human not really a huge robot. Then we question again, what kind of activity
are you experiencing when the spare time coming to you of course your answer will certainly unlimited
right. Then do you try this one, reading guides. It can be your alternative within spending your spare time,



the particular book you have read is usually Strategic Marketing for Nonprofit Organizations.

Ida Green:

Strategic Marketing for Nonprofit Organizations can be one of your nice books that are good idea. All of us
recommend that straight away because this publication has good vocabulary that could increase your
knowledge in terminology, easy to understand, bit entertaining but nevertheless delivering the information.
The author giving his/her effort to set every word into enjoyment arrangement in writing Strategic Marketing
for Nonprofit Organizations however doesn't forget the main point, giving the reader the hottest and also
based confirm resource facts that maybe you can be one among it. This great information can drawn you into
brand-new stage of crucial considering.

Timothy Pace:

Many people spending their moment by playing outside together with friends, fun activity together with
family or just watching TV all day every day. You can have new activity to spend your whole day by reading
through a book. Ugh, ya think reading a book can actually hard because you have to bring the book
everywhere? It ok you can have the e-book, having everywhere you want in your Smart phone. Like
Strategic Marketing for Nonprofit Organizations which is obtaining the e-book version. So , why not try out
this book? Let's see.
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