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you?”

The Nonprofit Value Proposition 
Index Study



How do nonprofits 
COMMUNICATE their 
VALUE PROPOSITION?



Nonprofit Value Proposition Index Study

• Study of 127 nonprofit organizations across 8 different verticals

• Assessed the value proposition as communicated via four channels:
• Telephone
• Email
• Web site
• Social Media

• Value propositions scored in four areas based on research and methodology developed by 
MECLABS:

• Appeal
• Exclusivity
• Credibility
• Clarity 

• Data collected from 11/4/15 through 2/6/16
Download Full Study:

nextafter.com/vp



General Observations



No One’s Home on Email

35%

65%

No Response Responded

Of the organizations that had a “Contact Us” form, more 
than one third did NOT respond to our submission…ever!
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have a “Contact Us”
Form

26% of Orgs responded within 48 hours of our request

After 1 Week, 
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After 1-month,

35% of Orgs
Completely ignored
our request.



Social Media is Not Much Better

33%

67%

No Response Responded

When we contacted organizations through direct message on 
Facebook, 33% never got back to us.
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How Long Does it Take to Respond?

25% of Orgs responded within 48 hours of our request

After 1 Week, 
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still had NOT
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our inquiry

After 1-month,

33% of Orgs
Completely ignored
our request.

27% of Orgs had disabled direct messaging
in Facebook and were uncontactable



Scoring the Value Proposition



Value Proposition 
Formulation

I must understand (clarity) 
so I can believe (credibility) 
that only you (exclusivity) 
have what I want (appeal).



MECLABS Value Proposition Evaluation Criteria



Scoring Matrix
Website Email Phone Social Media

Appeal Appeal Appeal Appeal

Exclusivity Exclusivity Exclusivity Exclusivity 

Credibility Credibility Credibility Credibility

Clarity Clarity Clarity Clarity

Graded on a Scale of 1 to 5



Was the scoring too rigorous?
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Aggregate Scores by Channel

Initial observation was that Website and Phone were highest performing channels...
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Nobody is Listening Online

…however, the lower scores are due to nonresponse.  Only 37% of orgs 
responded on social media, and 61% on email.
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Aggregate Scores by Channel

After filtering out nonresponders, the results flipped– Social Media was the highest 
scoring channel followed by Email.  Website was the poorest performing channel. 
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Aggregate Scores by Channel

After filtering out nonresponders, the results flipped– Social Media was the highest 
scoring channel followed by Email.  Website was the poorest performing channel. 
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Website Scoring
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Website Example #1



Website Example #2



Website Example #3



Things that blew our mind!



Things that blew our mind!









So…which one??



Email Scoring
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Email Example #1
Dear Friend,

Thank you for contacting us here at [ORGANIZATION].

We do not ask for donations, so this decision is entirely up to you.  If you would like to make 
a donation, you may do so online, or by calling our customer service department at 
800.XXX.XXXX.  Our normal customer service hours are Monday through Friday, 7:30 a.m.—
3:50 p.m. (Pacific time).  We would be happy to assist you in any way we can.

Thank you again for writing.  If you have any further questions, please let us know.

Have a blessed day.

Sincerely,



Email Example #2
Richard-

Good afternoon. Thank you for your email and your interest in supporting the [ORGANIZATION].  There are so many charities out there right now supporting children and it can be very 
difficult to work your way through the masses to find the best fit for your personal contributions.  What I can tell you about the [ORGANIZATION] is that unlike any of the other organizations 
within this same space we combine three very important attributes that other organizations cannot match. Those three attributes are:
·         Our more than 100 year history of support America’s youth. We have more than 16 million living Alumni throughout the world, many of which would tell you that their Club saved their 
life.

·         Our reach of service with more than 4,000 Clubs located in cities, towns, U.S. military installations worldwide and Native American lands throughout the US; that serve 4 million children

·         Our combination and scope of services that include not only a safe place to go after school, but also provide fundamental programs that emphasize academic success, health lifestyles 
and the skills and attributes needed to grow into a person of character who believes in supporting their community.

The last (and to many the most important) piece of the puzzle is return on investment. The [ORGANIZATION]’s National structure creates efficiency by consolidating resources. Clubs receive 
support in key areas such as: administrative services, technology support, government relations, financial services, human resources, professional development, training and marketing. This 
combination fosters shared best practices and cost efficiencies that ultimately results in increased impact across movement and on the lives of America’s youth…. and Our Future!

I hope this has given you a broad overview of what makes the [ORGANIZATION] different than other youth serving organizations. I am happy to share additional information if you have any 
further questions. Please do not hesitate to reach out directly. 

Have a wonderful week!

~Kelly



Phone Scoring
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Call Example #1

“we're working for a great cause”

“This is a disease that really doesn't have a cure”

“When you are able to fund something that 
people want to see curable one day, I think that's 
just makes it better.”
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Call Example #2
“celebrating it's 200 year anniversary this year”

“make the bible available in a language and format that all can understand and afford so 
that people can experience its life-changing message.”

“We have an outreach that is global. We partner with 147 bible societies around the world.”

“We have goals to really translate 100% of languages. Also, to actively engage people here 
in the US with God's word.”

“We were one of the originators of the charitable gift annuity, as a way that people can give 
money.”

“We actually have never missed a gift annuity payment in our years of doing the charitable 
gift annuity.”
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Social Media Scoring
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Social Media Example #1

Hi, Mary. 

Thank you for your message. You can learn more 
about our mission at 
www.[organizationwebsite].org.



Social Media Example #2
Hi Jeff,   

There are certainly a lot of fantastic organizations out there to give to.  What I think sets [ORGANIZATION] apart is our strategic global plan.  

We not only provide Bibles to the under-resourced Church, but we are hands on in the field around the world.  We are providing training to 
equip the people in those areas to reach others.  We go into a local church, equip them with Bibles, biblical resources, and training to ensure 
that they understand God's Word, and are in turn, able to reach others in their families and communities with God's Word.

That is what I love [ORGANIZATION], and what I think sets us apart.

Please let me know if I can provide any other information to you. Thank you.



1. We speak with forked tongue.
2. A strong value proposition in one channel, doesn’t mean it is strong in others.
3. The relationship between clarity and appeal.
4. Creative ways to communicate exclusivity.
5. Too much Nonprofit ‘Gobbledygook.”
6. Lazy responses
7. No one killed it– every organization has room to improve.

Final Observations



Questions?


