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How many of you used
ChatGPT, Claude, or
another Al tool this
week?

How many used it for
actual
communications/marketi
ng work?
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Al is reshaping how people find and trust
your cause:

= Search

= Content

= Research

= Analytics

= Websites

= Fundraising and donor
engagement

= Workflow and automation
= Reporting to funders
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Nonprofit communicators
won't be outpaced by Al

They’'ll be outpaced by
peers who know how to
use it.



PART 01

The New Al Landscape

for Nonprofit Communications




The New Search Experience

THE OLD MODEL THE NEW MODEL
Google Question
v Website { Al Answer
4 Information V' Optional website visit

Search is shifting from a list of links to a single answer. That changes how people discover your

mission.
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The same question now gets answered across a

WHERE IT'S HAPPENING growing set of Al surfaces:

Google Al Overviews/Al Mode
ChatGPT

Gemini

Claude

Copilot

Rising zero-click search behavior
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In the past year the barrier to producing content

WHAT'S NEW dropped to near zero:

Custom GPTs and Al assistants

Al built into email and social

Al in Canva and design tools
Voice and video generation
Chat-based research tools
Meeting and transcript summaries
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The New Discoverability

THE OLD QUESTION THE NEW QUESTION

How do we rank higher? How do we become the trusted source
Al systems rely upon?

What earns the citation:

Authority Trust Citations Structured content Consistent facts

Named experts Clear attribution
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The future is less about
traffic and more about
becoming the trusted
source behind the
answer.



PART 02

How Al Is Changing
Audience Behavior
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How the people you serve now find and judge
information:

They ask Al, not just search engines
They expect instant, synthesized answers
® They see more content than ever
A"dlences Attention is scarcer and harder to earn
They spot generic messaging quickly
They reward relevance and authenticity

Relevance and authenticity now beat volume.




The Content Flood and the Trust Premium

THE FLOOD THE PREMIUM
Al made content cheap to produce Trust is the real currency
Anyone can publish instantly Real stories from real people
Average quality is rising fast Verifiable, specific impact

Staying human, local, and specific stands out precisely because so much is now generic.
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Where the shift shows up in your daily work:

Website: clear, structured content

Readable by people and machines

Email and social: personalize, don't just post
Channels Authenticity over frequency

Storytelling: firsthand voices

The hardest thing for Al to fake

Lean into human, local, and specific. That is your advantage.
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Al raised the floor on
content. Your job is to raise
the ceiling on trust.




PART 03

Practical Ways Al Can
Help Your Team



mhp-si

What used to take hours of digging now takes
minutes:

Community and audience research
Grant and funder research

h Issue and policy tracking

Resea I'C Peer and landscape scans
Content and campaign planning
Background for storytelling

Al dramatically compresses research timelines.




Content: What Works vs. What Doesn’t

WHAT ACTUALLY WORKS

First drafts

Outlines

Brainstorming

Repurposing one asset into many
Summarizing long reports
Adapting tone by audience
Translating and simplifying

Al should accelerate your expertise, not replace it.

WHAT DOESN’'T WORK

Publishing without review
Generic appeals

Strategy and judgment
Trusting facts blindly
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Al is fluent in the language of performance data:

Campaign and channel analysis
Trend analysis
® Plain-language summaries
Analyltlcs Audience segmentation
Funder and board reporting
Data storytelling

Often more valuable for interpreting data than creating content.
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Practical uses, always paired with human review:

Donor and supporter segmentation

Personalized appeal drafts

Email and newsletter variations
OUtreaCh FAQ and inquiry response drafts

Event and volunteer communications

Repurposing impact stories

Powerful for outreach, but donor-facing messages need a human.
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Agents & Automation: What's Coming Next

AGENTS THAT CAN 2alARE
Issue Monitoring Agent
Research
Monitor
Summarize
Analyze Relevant news
Trigger actions Policy changes
Coordinate workflows Funding announcements

Community mentions

Vv then alerts your comms team automatically.

Less about chatbots. More about autonomous assistants working behind the scenes.
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Start small, then build a repeatable habit:

= Start with one task

= Draft, research, or report
= Build a prompt library

= Save reusable briefs

= Review before you send
= Protect private data

= Share what works

= Expand what sticks



Reality vs. Hype

AIHAS

Increased experimentation
Increased learning
Increased capability
Increased speed

AIHAS NOT

Eliminated work

Eliminated strategy
Eliminated expertise
Eliminated human judgment

The best results still come from people who deeply understand their mission.




PART 04

Authenticity, Trust,

and Human Oversight




If You Didn’t Read It, Why Should I?

What usually happens:

1 Al creates a draft

2 Someone copies it

If you didn’t read it...

3  Pastesit Why should 1?

4 Hits send
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When someone forwards raw Al output, it quietly
says:

WHAT IT SIGNALS

They didn't verify accuracy

They didn't apply judgment

They didn't add expertise

They didn't make it their own

They didn't respect the reader's time
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The Better Workflow
R

= Does this sound like us?
= Are we proud to put our name on it?

THE VOICE TEST, before you hit send, ask:

= |s this accurate?
= |s this what we actually mean?

If not, keep working.



TRUST AND ETHICS
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Guardrails that protect your community and
credibility:

Verify every fact, figure, and quote

Al invents details confidently

Never paste private or donor data
Keep human authorship of real stories
Be transparent where it matters
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Everyone can generate content
The advantage belongs to

those who judge quality, apply
expertise, and protect the

trust of their community.

Don't outsource your judgment. That's still your job.
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The opportunity isn't using Al to
create more content.

It's using Al to free your time
for the human work only you
can do.

Building relationships, telling true stories, and
advancing your mission.






Please Note:

mhp.si's work in the Communications Capacity Building
Program is purely as an outside consultation agency,
separately from the Walton Family Foundation. Any
recommendations covered are provided as general best

practices as identified independently by mhp.si
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