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v" Components of the Nonprofit Market
v" Engaging Community Voice
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Cohort Design p <
Cohort Overview
Strategic Issues October 21st
Phase 1: Intended Impact
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Understanding
Your Foundation ( )
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Market Analysis November 4

Impact Strategy and Program
Assessment

Phase 2:

November 17t / 18th / 19th
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Peer Learning February 3
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Mission and Vision
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Intended Impact
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The Nonprofit Market
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Market Analysis

Direct Beneficiary Analysis

* How have their needs changed since the
pandemic started?
*  Were these changes happening prior to the
Pandemic?
*  How quickly are the demographics or
needs of this group evolving?

*  Who else do they turn to for assistance or
who else are they involved with?

|
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Other Beneficiaries
What is an “Other Beneficiary?”
Those who benefit from a nonprofit’s impact
Other
Corporations Demographics /
Interest Groups
Nearby
Schools Residents /
Homeowners
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Other Beneficiaries

Example

Homeless Youth Shelter Youth Symphony Orchestra
1. Families 1. Schools
2. Court system / Government 2. Families
3. Neighborhood 3. Music teachers
4. Schools 4. Music businesses
5. Counselors 5. Corporations (school activities)
6. Businesses
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Market Analysis

Other Beneficiary Analysis

* How do they benefit? What are their needs?
* Have their needs changed since the pandemic? If so, how?
* Who else do they partner with?
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Market Analysis

Other Organizations Analysis

Complementary Programs Substitute Programs
« Have we partnered with them in the * How do our programs or services differ
past? or how do we differentiate ourselves?
- How might we better serve our mutual | |* VVhatis the community perception of
constituents and achieve greater them?
impact? + Would we be stronger together?

«  What can we learn from each other?

e e s
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integrity, an organization’s sense of purpose mu
from the ecosystem that the business inhabits — th
sity of employees, customers, neighbors, partners, an
ers who are touched by its work. Otherwise it lacks bot
ority and impact.

Margaret Heffernan
y ‘ How the Best Leaders Answer “What Are We Here fo
F ‘:s Harvard Business Review HBR.org October 27, 202
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People Strategy

Community Voice

Stakeholders Key Question

» Constituents * How do we have their voice as part
. Funders of the process?

* Volunteers

. Stal;f * Do we truly understand needs?

» Board * Are they reflected in our strategy

* Community Leaders group?

00
24
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TEMPLATES)

Community Voice

Stakeholders Key Question

» Direct Beneficiaries / Constituents

- Other Beneficiaries / Funders * What information do we already

o
* Other Organizations have?
+ Staff
« Volunteers * What do we need to know?
* Board
« Community Leaders * How do we engage?
« Other
I |
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TEMPLATES

Community Voice

Stakeholders Key Question

» Direct Beneficiaries / Constituents

« Other Beneficiaries / Funders * What information do we already

?
» Other Organizations have?
« Staff
« Volunteers * What do we need to know?
* Board
« Community Leaders * How do we engage?
« Other
I I
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What do we want to accomplish and what challenges do we face?

In our pathways as we explore both revenue
strategy and our programs, it will be helpful to

Market AnaIyS|s know who benefits and how that has changed
from the pandemic.
We don’t want to create strategy in a vacuum.
Rather, as we proceed, we should be mindful of
how we bring other voices into our process. This
People Strategy 9 P

may be done by reviewing surveys and data we
have, or we may need to reach out directly to
them and invite them to be part of the process.

00
28

14



11/2/2020

v" Review and complete the market

analysis and people strategy

v" Send them to Spectrum by
November 16t
— Reimagining@spectrumnonprofit.com
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Cohort Design

Lists of orgs in
each pathway
here

Phase 2:
Strategy
Development
Lanes

Organizations
select only one

Phase 3:

Prioritizing &
Adapting

( )
Cohort Overview
Strategic Issues
Intended Impact
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People Strategy
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Impact Strategy and Program
Assessment

Revenue Strategy &
Fundraising

Organizational Structure

Prioritization

Telling Your Story
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Community Partnerships & ]

Peer Learning

October 21st

November 4th

November 17t/ 18th / 19t
December 1st/ 2nd / 3rd
December 15t / 16th / 17t

Early January
January 20t

February 31
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Need Help? Contact Us

Steve Zimmerman Shelly Schnupp Steve Strang

Steve Zimmerman stevez@spectrumnonprofit.com 414-226-2322
Steve Strang sstrang@spectrumnonprofit.com 414-727-4676
Shelly Schnupp shellys@spectrumnonprofit.com 414-412-0408

Templates and Recordings Available at:
www.spectrumnonprofit.com/reimaginingcohort
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spectrum /\ NH Center for
nonprofit services NONPROFITS

Reach Out!

reimagining@spectrumnonprofit.com
www.spectrumnonprofit.com
414.226.2322
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