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Hello and
Welcome

Nonprofit Marketing In a Rapidly-
Changing World

Change is inevitable. But the rate of change now happening in the world of nonprofit marketing is
unprecedented. The speed at which algorithms update, new products are released, and new
technology emerges continues to transform how people find, learn about, and engage with

causes online.

At the same time, competition for prospects’ attention is fierce. The amount of content in front of
audiences is abundant. And the amount of brands “doing good” is increasing.

The Nonprofit’s Marketing Playbook is your guide to navigating the evolving digital marketing
landscape. It was created with an understanding of both budgets and boards. And, it's written to
offer a path forward for purpose-driven organizations looking to build digital-first communities that
amplify missions and increase organizational impact.

This playbook is centered around 5 core trends. Each is relatively new to the world of digital
marketing, but is having an outsize impact, even as you read these words. Master these trends and
you'll not only future-proof your cause, but you'll drive interest, awareness and over time, funding.
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Zero-Click Marketing

Zero-click marketing means connecting with
audiences where they already spend time —on
social media, search engines, and other digital
platforms—uwithout relying solely on driving traffic
to your website.

Al Search

As Al platforms like ChatGPT and Claude transform
o Z how people discover content and organizations,
nonprofits need to adapt their content, brand and

marketing to be found, mentioned and elevated via
these tools.

Multi-Channel

Communications
o 3 As channel diversification continues, nonprofits

must embrace communication across digital
spaces as one fluid interaction.

Audience-First Content

The era of distraction is in full swing. This requires
o 4 nonprofits to take a fresh look at the content
creation process and deliver communications and

messaging in ways that meet their ideal audience
member where they are.

The Website as Validator

Thanks to trends like Al search and Zero-Click
o 5 Marketing, people are spending more time on
channels outside of your website - and being

encouraged to stay there. Your site now takes on a
different - but equally important role.

The scope of the trends you see here can seem
intimidating, even overwhelming. But we prefer to
use another word: exciting. Because within all of
this change lies opportunity. We encourage you
to use this guide to learn about these topics and
then work them into your daily and weekly
marketing practices until they become second
nature. And if you need help or guidance, you'll
have us every step of the way.
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Trend #1: Zero-
Click Marketing

Zero-Click Marketing is the practice of delivering content
directly to your audiences within the platforms where they're
already spending time, without requiring them to click to your
website (or anywhere else). It's about meeting your prospects
where they are already spending time and creating experiences
there that encourage them to engage more deeply with your
brand.

Trend #1: Zero-Click Marketing Page 6 of 24
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Zero-Click isn't something ® Google’'s SERPs (Search Engine Results Pages)
happening in the distant future. It already offer a zero-click experience by providing a
is something happening right quick, direct answer - known as “position zero”
now [1]: without requiring the user to click.

® Social networks like Facebook and LinkedIn [2]
limit the reach of posts that link out to websites. In short,
they want you to stay there and thus penalize profiles
that look to link out.

@® Traditionally, prospects would find answers to their
queries by typing questions into search engines. But
while that model is not going away, Al platforms now
provide conversational answers to users’ questions,
effectively keeping them on the platform.

[1] SparkToro - Traffic is Down; Revenue is... Up

[2] Social Media Examiner - Leveraging the LinkedIn Algorithm for Maximum Exposure

Zero-Click Marketing Requires a New
Strategy for Your Cause

The shift to zero-click marketing means that simply posting links to your website is no longer effective.
Instead, you should look to provide valuable content that’s tailored to the platforms on which it's being
consumed. You'll need to be strategic and build trust. You'll need to educate others about your mission
and inspire them to take action. You'll also want to ensure that your content aligns with the tone, feel, and
vibe of the specific channel on which you're posting.

The silver lining of zero-click marketing is that it encourages you to create experiences across various
channels that educate, immerse, and engage your audience. In tailoring your approach to fit the patterns
and preferences of your fans and followers, you'll create True Believers in your cause.

Note that zero-click is not about abandoning your website (more on that later), but rather about meeting
supporters where they are.
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Five Things to Help You Get Started
with Zero-Click Marketing

Define Your Audiences

Be clear on who your best prospects and supporters are. Develop
audience personas - snapshots of your key audience members - around
which you can shape and develop content.

Be Present

You don't need to be everywhere; instead, prioritize the channels and
platforms where you can be authentic and where your audiences
congregate. Prioritize quality over quantity.

Curate Platform-Specific Content

Posting the same thing to all of your channels won't work. Tailor content
to fit the unique elements and audiences on each platform.

Deliver Consistent, Educational Content

There is a massive amount of content online that is all vying for
audience’s attention. Move beyond announcements and “asks” and
spend time educating about your mission and impact.

Measure and Refine

Don't just throw ideas at the wall; use data to identify which platforms
and content types drive the most meaningful interactions and adjust
your strategy accordingly.

Trend #1: Zero-Click Marketing Page 8 of 24
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rend #2: Al
Search

Al search is the use of artificial intelligence (Al) tools and
platforms to provide users with direct, conversational answers to
their queries, rather than simply a list of links to websites they can
click.

Trend #2: Al Search Page 09 of 24
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Unlike traditional search engines
(Google, Bing, etc.), which rely on
website content to fuel their
results, Al platforms draw from a
wide variety of data sources—
including websites, social media,
and third-party datasets to
generate comprehensive,
conversational responses. Now,
your job is not just to get found -
but to get mentioned.

www.bcsimpact.com

Al Search Requires
More Than Just
Compelling Content

Currently, Al search only accounts for a fraction of online
search volume[3], but its adoption is growing rapidly
across all generations. Many users start their
knowledge-gathering on Al platforms and continue to
explore and verify information on more traditional
channels.

Al tools like ChatGPT and Claude don't always link to
their sources[4] or prompt you to “learn more”
elsewhere. Typically, they'll answer a user’s query and
then prompt further discussion right there on the
platform.

In order to prioritize answers, Al search tools look for
clues of authority, such as organizational reputation
and brand mentions across the web and social media
sources. These signals represent a shift from the old
SEQ playbook of building links.

In short, it means that nonprofits must ensure their
brand and mission are visible and accurately
represented in the places where Al platforms gather
their data.

[3] Search Engine Land - Al Search is Gaining Traction, but isn't Replacing Google

[4] Columbia Journalism Review - Al Search Has A Citation Problem

Trend #2: Al Search
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Five Things to Help Prepare Your
Cause for Al Search

Understand Al Data Sources

Know where Al bots are being trained and understand your brand
presence in those locations.

Publish “Zero-Click” Content

p Create and share comprehensive content that fits the platforms that train
different Al tools.

Build Brand Mentions Across Channels

Ensure your mission, impact stories, and key messages are present
across a variety of sources, and continue to build word-of-mouth
marketing around your cause both digitally and IRL (in real life).

Structure Content for Al Discovery

Use clear, consistent language and structured data where possible. This
helps Al platforms recognize and accurately represent your organization
in their responses.

Actively Monitor and Manage Your Organization’s
Reputation:
Al looks for consistent and widespread mentions to indicate authority.

Develop a plan to ensure that your brand is seen favorably across all
channels.

Trend #2: Al Search Page 11 of 24
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Multi-channel
Communication

Each social media and digital marketing platform communicates
differently with its users. A LinkedIn post has a different feel from
an Instagram post, which is different from a blog post. While all
of these channels share content, its delivered in different ways -
and nonprofits must tailor their approach accordingly.

Trend #3: Multi-channel Communication Page 12 of 24
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Today’s communications
landscape is both promising and
complex [5].

Users arent wedded to a single
social app [6]. This fragmentation
presents a great opportunity for
nonprofits that embrace a multi-
channel approach in their
communications.

By tailoring stories across
channels in compelling ways,
nonprofits can drive engagement
and ensure audiences connect
with their mission.

www.bcsimpact.com

Why Multi-channel
Communication
Matters for Nonprofits

A potential donor might learn about a cause through an
Instagram story, sign up for a newsletter, and later
respond to an emailed fundraising appeal. Volunteers
may join a Facebook group, RSVP to an event via text,
and watch a live-streamed update on YouTube. While
each of these represent distinct channels, the
underlying story remains the same.

The nonprofit’s goal then, is to understand the channels
where their audiences reside, and tailor their central
message to reflect the tone, feel and user experience
of that platform.

[5] Search Engine Journal - The Future of Content Distribution: | everaging Multi-channel Strategies for

Maximum Reach

[6] American Psychological Association - Speaking of Psychology: Why our attention spans are shrinking,.

with Gloria Mark, PhD

Trend #3: Multi-channel Communication
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Five Things to Help You Plan for
Integrated Multichannel Communication

Know the Channels

Do you need to be on TikTok? What about Threads? Understanding the
unique ways each channel engages with audiences can help nonprofits
shape their content approach to communications.

Map the Supporter Journey

Identify key touchpoints and develop content that guides supporters
from awareness to engagement to action across channels.

Tailor Content for Each Platform
Adapt messaging around the unique aspects each channel offers.

Encourage Cross-Channel Engagement

Include clear calls to action that invite supporters to connect on other
platforms—*Follow us on Instagram,” “Sign up for our newsletter;” etc.

Monitor and Evolve

Digital strategy evolves quickly as new devices and channels launch and
user preferences change. Rely on both data and intuition to monitor and
adapt content as needed.

Trend #3: Multi-channel Communication Page 14 of 24
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H4:
Audience-First
Content

Humans engage with stories more than stats, seeking meaning
and relatability in the content they consume. Audience-first
content provides an opportunity for individuals to see
themselves in the story - a key step in bringing them into

the fold.

Trend #4: Audience-First Content Page 15 of 24
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Too often, nonprofit
communication is “organization-
centered” - social posts,
newsletters, annual reports and
more that share successes, but
that don't speak to, or meet the
audience where they are.

At its core a nonprofit is a human-
centered entity. A nonprofit
works to change the world, and
as such, should lean into its story
to engage its audience on an
emotional level. [7]

www.bcsimpact.com

Why Audience-First
Content Matters for
Nonprofits

Of course, nonprofits must share their impact — but
impact must connect to the real lives of the people they
serve.

By speaking to audiences' actual challenges and needs,
nonprofits build trust and tap into the human side of their
story. When people see themselves in a story, they
feel a genuine connection. That emotional resonance is a
differentiator.

[7] Harvard Business School - Looking to L eave a Mark? Memorable | eaders Don't Just Spout Statistics,.

They Tell Stories

[8] Great Fundraising Organizations By Alan Clayton, Published 2025 by Wiley

Trend #4: Audience-First Content
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Five Things to Help Create Audience-
Centered Content

Know Your Audience

Use surveys, analytics, and social listening to understand your
audience’s demographics, interests, preferences, and content
consumption habits.

Segment Audiences Strategically

Look carefully at analytics to learn what resonates - then segment
audiences around those themes: tangible outcomes, emotional stories,
specific programs, or whatever moves them to act.

Map the Donor Journey

How many touches, how long, what information needs to be provided at
each step, and what value can be added? Based on these findings,
create a donor map that deliver on those needs.

Create a Content Calendar

Looking at content holistically can show gaps and blind spots. Planning
the whole editorial process ensures that the right stories and content are
reaching the right audiences.

Measure and Evolve

Tracking both direct and indirect impact - and revisiting strategy
quarterly - helps ensure content efforts stay focused on what's actually
working.

Trend #4: Audience-First Content Page 17 of 24
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Trend #5:
The Website as
“Validator”

Your website is your digital home - the place where audiences
can go deep on your mission and impact. It's the destination for
your most committed supporters. As Al search and zero-click
experiences reduce overall web traffic, the visitors who do arrive
are more valuable than ever.

Trend #5: The Website as “Validator” Page 18 of 24
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Your website is your ultimate
validator - it needs to be an
authentic, curated experience that
captures attention and immerses
visitors in your mission. Unlike a
social media scroll or a quick Al
answer, people who come to your
site aren't looking for a snapshot.
They're ready to invest.

www.bcsimpact.com

Quality
Over Clicks

While Al search and zero-click experiences reduce
website traffic volume [8], they raise its quality. Visitors
aren't stumbling in; they chose to come. \What was
once the 'digital front door' is now the 'VIP side door.

The era of chasing every click is over. Your website is
now a compassionate storyteller and closer for your
True Believers - your most powerful validator.
Nonprofits that recognize this shift will be well-
positioned to build lasting relationships and

drive impact.

[8] Marketing Essentials - Why Your Website Traffic Is Down In 2025 - The Great Decoupling

Trend #5: The Website as “Validator”

Page 19 of 24


https://mktgessentials.com/blog/why-your-website-traffic-is-declining-in-2025-the-great-decoupling

BCS ¢ I m paCt www.bcsimpact.com

Five Things to Ensure
a Stellar Website Experience

Understand The Audiences’ Needs

Analytics, surveys, and audience interviews reveal what visitors are
actually looking for. Use that data to inform every structural and content
decision.

Employ Empathy

Data tells you what audiences do - empathy asks, “why?” During design
and content development, pressure-test decisions against the visitor's
experience, not the organization's internal priorities.

Plan for Flexibility

Ensure that platform and content architecture allow for new pages,
evolving messaging, and fresh storytelling without requiring a full rebuild
every time the organization grows or pivots.

Pay Attention to Mobile

For nonprofits, mobile giving continues to climb. Designing for the
smallest screen first ensures that the most important content, calls to
action, and donation pathways perform where the most important
visitors actually are.

Keep It Simple

Complexity prevents conversions. Organized, intuitive site structures let
audiences focus on content rather than figuring out where to go (and it

makes things significantly easier for search engines to crawl and index

the site.)

Trend #5: The Website as “Validator” Page 20 of 24
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The five trends covered in this
guide: zero-click marketing, Al
search, multi-channel
communications, audience-
first content, and the website
as validator, aren't isolated
developments. They're all pointing
in the same direction: audiences
are harder to reach through
traditional means, and the
organizations that adapt their
thinking now will be significantly
better positioned than those
that don't.

The good news is that none of this requires starting over. It
requires getting smarter about where attention lives,
how discovery actually happens in this moment in time,
and what it takes to earn trust before anyone ever lands
on your website. Organizations that internalize these shifts
will build stronger audiences, more resilient fundraising, and
a digital presence that compounds over time.

Finally, you are not in it alone. If youd like to discuss the
future of digital marketing and how you can position your
organization to grow, wed love to hear from you. Nonprofits
and schools that are serious about growth deserve a
marketing partner that understands their world. BCS
Impact brings a decade of sector-specific experience to
every engagement.

We're here to help your organization move forward.

Want to talk further? Reach and let’s get your organization
positioned for the future of nonprofit marketing.

hello@bcsimpact.com
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. BCS Impact:

Process-
= Driven
Digital
Marketing

BCS Impact is a digital marketing agency that works exclusively
with nonprofits, schools, and mission-driven organizations. Our
work is collaborative by design and every engagement is built
around a deep understanding of the organization's goals,
audiences, and the outcomes that actually matter.

BCS Impact - Process-Driven Digital Marketing Page 22 of 24
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BCS Impact serves as an extension of your team. Their strategic approach is rooted in nonprofit experience,
combining innovative thinking with proven technology to drive real results. Whether you're looking to grow
your donor base, increase engagement, or streamline your digital operations, BCS has a track record of
collaborating with nonprofits to help them meet their goals.

Here are just a few of our success stories:

New Jersey Conservation Foundation

“Getting Back to Nature.”
Trail discovery UX and website redesign to help audiences move

NEW JB[SBY CUHSBWHUDH from browsing to getting on the trails.

F O U N AT I O N

SpreadMusicNow

“Startup to traction”
Full digital marketing strategy and community building for a fast-
growing music education nonprofit.

The Uplands Center

“Brand & website redesign.”
Developed a holistic brand, logo, and content experience for a

T H E U P L A N D S mission-driven retreat center.

a center for renewal, learning & growth

BCS Impact’s work is designed not just to raise funds but to inspire action, build community, and amplify
mission. We help you make informed decisions with our thought leadership, monthly insights, and hands-on
guidance, so you're always ahead of the curve in a rapidly evolving digital landscape.

BCS Impact - Process-Driven Digital Marketing Page 23 of 24
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Thank You

Let!s BUiId If you're ready to grow your organization’s presence, we're

here to help.

Something That
Moves Your
Mission Forward

Address:
350 Springfield Avenue #200, Summit, NJ
07901

Phone:
973-377-1175

hello@bcsimpact.com

Website:
bcsimpact.com

0060
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