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Background 

- Faith-based nonprofit that is dedicated to providing sober 
housing for women along with recovery coaching and more 

 
- Looking to build a second home but for younger women 

 
- Goal is hopefully get new donors   



Competitors 

- Boston Sober Homes, 
Brady’s Landing, Angel’s 
House, etc. 

 
- Some competitors have 

more bed/housing space 
 
- Direct competitor for 

donors 
 
- Some are not faith-based 

which may be appealing 



Industry Opportunities/Threats 

Opportunities 
 

- Ability to write off donations in taxes 
 

- Every night in Massachusetts, 3,000 shelter beds are full or 
beyond capacity 

 
Threats 

- State of economy means less disposable income 
 

- Many groups looking for state funding 
 
 



Consumers of Ruth’s Way 

● Residents  
● Mainly women 
● Mentally strong and open to change 
● Potentially religious  

For new home 

● Just turning 18 and leaving the system 
● Open to changing and pursuing education/careers 

 



Target Audience  
 

● Targeting donors over traditional consumers 

● Utilizing demographic,  geographic, psychographic segmentation 

○ Improved relevance leads to long term donor 

● Dividing corporate market into smaller, focused segments 

○ Prioritizing those with a history of charitable giving 

● Engaging smaller businesses and corporations 

○ Much more likely to donate as they have strong sense of community  

 



Marketing Goals 

● Ruth’s Way Goals 
○ Increase corporate donors 

● Group Goals: 
○ Perception / gap analysis 
○ Evaluating marketing mix 

for improvement 
opportunities 

○ Bolstering visibility and 
effectiveness 



Marketing Strategy

● Enhancing in-person interactions 
● Updating resources, including pamphlets 
● Refreshing social media presence



Study Consumers 

● Market 

segmentation 

○ Geographic 

○ Demographic 

○ Psychographic 

● Positioning  



Supporting Communities  

Source: 



Shape Thoughts  



Influence Attitudes 

● Reciprocity Principle  
○ Giving Small/Large 

Gifts-increased 
donations by 17% & 
75%  

● Consistency Principle  
○ Social media 

engagement 
○ 25% more likely to 

take additional action 
or follow through  

 



Marketing Activities: Impact Choices 

● Use of Customer 
Testimonials on 
Insta/Facebook 

 
● Identifiable 

victim effect 
 
● Shown to 

Increase 
donations by 
60%  



Implementation & evaluation 

● Implementation Guidance: 
○ pamphlet is redesigned 

■ distribution 
○ speaking with past residents 
○ someone to run social media 

● Timeline: 3-5 years 
● Budget: $100 (pamphlets)  

○ social media: $20/hr to run  
● Assessing success: 

○ increase in donations  



● Key limitations & addressing them:

In-person interactions: 

○ interruptions  → 
■ contact information 

& follow up  
○ Donation capacity → 

● share nonprofit 
with network 

 

Social media:  

○ requires large 
following → 
■ partner with other 

nonprofits or 
businesses 

○ consistent posting → 
■ take photos at 

events for easy 
content



Thank you!


