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What is a brand?

A) A logo
B) The most succinct summary of your organization and everything you do

C) The perception of your organization as it exists in the mind of the public
D) A bank of goodwill that can be fortified or depleted

E) All of the above



Why is a brand important to a nonprofit
organization?

A) First impression

B) Trust bank to the people you serve and the people who support your mission
C) Unifier to all your stakeholders

D) A symbol or beacon for an issue — a firm stance in a changing world

E) A badge of honor that supporters are proud to wear



Today’s Goals

* Learn how to apply marketing strategies to your mission
* Sharpen how to position your organization to drive wider support
* Review tools you can use

* Connect and learn from one another



Brand-Building Best Practices

* Monitoring and
evaluation

* Mission Statement Audience profile

* Brand Positioning Brand style guidelines

* Guardrails for in and
out of scope

* Name and logo Elevator pitch

Marketing materials




Your brand starts with your mission

Mission:
Your organization’s purpose;
Why you do what you do

Vision:
Future state to which you aspire

Source: Jim Collins, Good To Great
and the Social Sectors
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Mission:
To feed America’s hungry through a nationwide network of member food
banks and to engage our country in the fight to end hunger

Vision:
A hunger-free America




the

Mission:
To put Christian principlesinto practice through programs thatbuild
healthy spirit, mind and body for all

Vision:
Develop new generations of changemakers who will create the
communities we all want to live in




Tool: Evaluate your organization’s mission and

ViSiO N Evaluation:
Rate from 1-5, 5=best

Mission: Your organization’s purpose; why
you do what you do

What you are
deeply
passionate about

Vision: Future state to which you aspire What you can What drives
be best in the your resource
world at engine

Source: Jim Collins, Good To Great and the Social Sectors



Brand Positioning

* How you express your mission to external audiences
— Alternatively called “purpose” or “promise”

* Answers three questions:

Prioritized audiences you seek to engage
 Consider: Potential supporters, collaborators, beneficiaries

Benefit your audience gains by engaging with you
 Rational and emotional

Words, visuals, and experiences you use to communicate about

How? o .
your organization to your audience



Example: Positioning for the Y
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FOR HEALTHY LIVING -
Improving individual and community well-being

FOR SOCIAL RESPONSIBILITY
Providing suppo'and inspiring action in our
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Example: Values for the
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Example: Personality for the Y
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Example: Tagline for the Y
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Tool: Brand Positioning Pyramid Model

Audience

Who you aim to Answers what Brand will do for a

?eek support Promise potential supporter (externally facing)
rom

Connects promise to the audience needs
* Functional: | get...
« Emotional: | feel...

Benefit
Functional * Emotional

How you work, makes promise believable

Describes what the Brand would be like
If it were a person

Few, critical, ownable executional elements, such
as logo, tagline, visual cues, audio cues, colors




Example: Feeding America Target Audience is Today’s Family
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Example: Feeding America Brand Positioning Pyramid

Audience:

today’s families
Connect America’s abundance of food with families facing hunger

Know that | made a smart investment with my donation

Promise Feel the satisfaction of sharing a meal with a family facing hunger today

Belong to a community making an impact across America

Benefit [« The efficient nationwide network of food banks, pantries, and meal programs together serving virtually

every community in the US

Functional « Emotional + Helping provide 4 billion meals to 1 in 7 Americans annually (and more children than any other charitable
organization)

* Rescuing more than 3 billion pounds of good food annually that would have gone to waste

* A $1 donation helps provide 10 meals
* Mobilizing 2 million passionate volunteers and staff on the frontlines fighting hunger every month.
* Collaborating to find pathways for the people we serve to achieve more stable lives

Everyday hero
Empathetic, Deeply Committed, Persistent,
Resourceful, Collaborative, Humble
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What makes strong brand positioning?

True to your
organization

Motivating to
your priority
audience

Unique to your
organization

Source: Jim Collins, Good To
Great and the Social Sectors



Tool: Create a Positioning Pyramid for your Organization

Audience:

Benefit

Functional * Emotional




What memorable brand logos
come to mind for you?



Red Cross

+ American  \\/hat do they have in common?

* Name conveys brand positioning
* Unique from others

n e Succinct

* Logo incorporates simple
telegraphic visual cue

* A color that conveys the
positioning

* Looks great large and small

UNDER ARMOUR.

* Used consistently




America’s Second Harvest became Feeding

America in 2008
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The logo succinctly embodies the mission

The color orange
builds our
ownershipof ™

the color of the

hunger
maovement...

AM

_.while green symbolizes rebirth,
regeneration and growth that our
organization fosters in the
communities we serve.

rich earth
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The stalk points to the sky, towards
possibility, aspiration and hope. It
represents the belief in a better

tomorrow— the belief that makes
us what we are.

& bountiful wheat stalk
sprouting from the nutrient-

The combined

T's speak to the
strength of a
community joined
in a commaon
mission



Public awareness of Feeding America grew
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Feeding America brand attributes are strong

Committed
Compassionate
Respectful
Trustworthy
Resrouceful
Inspirational
Efficient
Collaborative
Visionary

Humble

People who agree that Feeding America stands for the attribute
0% 10% 20% 30% 40% 50% 60% 70% 80%
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In 2006, the YMCA lacked unity
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In 2008, we updated and unified as “the Y”
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Awareness and familiarity grew

Awareness and Familiarity with the Y
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Y brand attributes improved

Attribute Ratings Comparison To 2008 - Donors
D 0 N O RS 450 5.00 3.50 6.00 650 700

750

Has well-known spokespersons ’
Iz an effective advocate for public policy
Iz a preferred charity among my peers
Addresses major health issues
*|5 innovative
Iz an important voice on socialissues
Is a catalyst for change
Has aglobal perspectivelreach
Has positively affected somecne close tome

Produces measurable results

*Iz a partner of cheice in community-wide change efforis
Develops the next generation of leaders

and other resources
Contributes to my community's economy

Iz there in times of crisis

d good govemance

Helps various cultures assimilate into the commun
Changes with the times fo remain relevant

Is an organization | would be proud to be pa

its funds wisely

6.63 T7.04

*attributes not included in2008. 2008 Mean Attribute Rating 2017 Mean Attribute
Rating

+ 2003

-B-207



Tool: Evaluate your name & logo

Name conveys brand positioning ?

Unique from others ?

Succinct ?

Logo incorporates simple telegraphic visual cue ?

A color that conveys the positioning ?

Looks great large and small ?

Used consistently?



Five Key Steps to Successful Re-branding

1. First, do an objective measure of the strength of your existing
brand among external audience

2. Don’t rush — plan ahead (2 years)
3. Enlist stakeholders
4. Create name and logo with high standards

5. Plan a transition period with BOTH logos, at least 1 year



Brand-Building Best Practices

Audience profile e Guardrails for in and
out of scope

e Mission Statement

* Brand Positioning Brand style guidelines
* Evaluation and

Elevator pitch monitoring

* Name and logo

Marketing materials




The brand links all messaging and
experiences

Web5|te &
Brand

Volunteer
Events

Direct Mall




Know Your Audience

Example: Feeding America Audience Profile

“My family and | befieve it ‘s our

Amy, Kind-hearted Parent social responsibity fo hep others

who are less forfunate than we are.

The true definition of a supermom, Amy balances a busy family life My heart breaks for other families
with the demands of her career. She is nurturing by nature, which who are having frouble gefting
makes her empathetic toward less fortunate families. proper nutrition, especially children. ©

General Media & Technology Social Media
Demographics Devices used to access the Internet Social Sites
Gen X professionals with kids at home Devices are the key to everyday survival Social media is for networking and entertainment
- 3554 YO Ceiphone of SMarhone B8 facebook  (EEEG—_— 7 127
- HHI 550K-§125K
- 70% Female. 30% Male Yol SO s
- Westem European ethnicity with Hispanic skew Lapinp Deskiog E3% 143
. Marmied with Kids i . 25
Mamied with Kids in Household \Pad or Giet £1% 1E2 I.H'hdm
iR pancoRs [ 2c 127
. school educated with some coll - - .
— = Online Behavior Ewitter ([ e% 151
General Attitudes Abways-on for both household management and pleasure
s ST EETSS TSRy Rl Used emal s 13 Social Behavior
Spending time with my family ks my top priostty 54% 107 ':'t'“_'"E“ L LTI gﬂhmrfni?n?mﬂ: n:l'r::“hnifr and friends, and reserves time for
I'ry bo eat nnes wim my Tamily Aimost every right Rk RAE] TS ST TR g
Work 74% 158 ik
| preter 3 sat routine In my dally BO0% 104 Uisd Instant messangar 8% 130 %138
| am 0 busy. | aften can't finish everything in a calRCEERRE Lnoke for recipes 55% 151 54% 130

| ofien find mysell In a leadership position B5% 112 Obiained financal informaton 54% 173 Paosted a plcure 5% 137




Drive Consistency with Brand Style Guide

Example: Feeding America Logo Guidelines

SECOMNDARY

PRIMARY & PREFERRED - 1 FULL COLOR IN "SEED™

In arder to use a two-color

AMERICA AMERICA AMERICA |

TWO-COLOR SPOT CMYK FOUR-COLOR PROCESS = 3 @ b

TERTIARY

§
AMERICA AMERICA FEED|NG™  ONE COLOR-LIMITED USE

10 15 Tor use

This version of the log
?GE Jels e ?GE . . AMERICA r_'.'::‘-,'I'T':'.Ia‘;-'lal'g.'l‘t"'ua“;-

OME-COLOR BLACK and white or single color

FULL-COLOR POSITIVE

This is the preferred usage of t}

ONE COLOR—LIMITED USE

This version of the logo is for use

e LISEC W Nenever

This wver

either a white or |I§"I‘ COlore ='_'."||'_,' in materials that a

white or ‘:-I"|§|E"

used on a dark bac

OHE-COLOR BLACK

COLOR EXCEPTIONS:




Example: the Y Brand Quick Guide

Brand Quick Guide

Inspiration for all Y staff to steward

* Simple, all-purpose guide for all staff
and volunteers

* The most salient information to help all
staff and volunteers represent the brand

e Supported by more detailed guides for
Messaging and for Graphics



Example: the Y Brand Quick Guide

38

If you work for or volunteer
at the Y, then this brand quick
guide applies to you.

Why?

Our brand is a guide for how
we think, act and communicate.
So everything we do impacts

our brand.

"The Y is a place where you can come and
make connections and become stronger
and realize who you are”

Y member

“I'm just so elated and happy to be part of
something that’s bigger than myself”
— YMCA Volunteer

“The YMCA is another safe space t
go to in this community.”
participant at Welcoming Week

“The Y just opens doors for so m.
— YMCA Safe Corners participant

OUR BRAND FOUNDATION

OUR ORGANIZATIONAL AND BRAND FUNDMENTALS

MISSION o put Civistian principles isto practice through programs
Ehat build haalthy spirit, mind and body for al,

visioN P — The Y's Commitment to Amarica iz developing new

PURPOSE Our brand purpota crystallzes what we stand for, hew we'ra

@ferant and why sudiences shoosd engage with us.

M you have s minute... The ¥ s the

<committed to strengthaning community by conncting sl
ther.

1 wei-being,

er... 8y bringing together people
from different backgrounds, perspectives and generations,
wa ensure that we all have access 10 the opportunities,
calationships and resources necessary to lesen, grow

CARING: Show a sincars concern for others
MONESTY, Be truthful in what you say ad do
RESPECT) Treat each other a2 we'd a8 ke to be trestsd

WELCOMING, We're open to a8 and craste spaces where you
can be, baloag and become

(GENUINE: We value who you are and snccurage you to be
true 10 yourses and others

NURTURING: We're with you on your path to reach your
ful potential

MOPEFUL: W belleve m your abity to inspire a brighter
tomorow

'DETERMINED: We work relantiessiy to strengthen
communities, starting with you

FOR YOUTH DEVELOPMENT, Empowering young pecple to
reach their full potential

FOR HEALTHY LIVING: mproving indrvidual and community
wall-beis

FOR SOCIAL RESPONSIBILITY: Providing support and inspiring

AREAS OF
IMPACT

SHARING OUR STORY

STANDARD MESSAGING FOR USE IN PUI

WHY OUR WORK MATTERS
NOW MORE THAN EVER

TAGUNE

BOIERPLATE

ELEVATOR SPEECH

and whg et

FACING COMMUNICATION

+ In America today, we are Incressingly divided.

+ Placas whers common ground s found are
acarity.

+ Digital bubblus separate us.

« We aru polarizad, loasly and craving real
human conmection.

For a battar us.

Driven by its founding sission, the Y has served
252 eading nonprofit comaitted to stremgthaning

£0 raach thaie full potential, Everything the Y
does is i service of making sure people and

SHOWING OUR STORY

LOGO VARIATION
e go kb vbrancy 1 ur iy, Tha Y s st sty that e th vk of 3 s, st and-loo e
Bk 4rd th ol bccuptatle vrniso of Gor 1. Mk v 1 550 vty fIoga cots iy ¥ ocaton, ard e the

"’E).v frasspmsnnye

SHOWING OUR STORY

TAGLINE

The Y.” For a better us.

The tagline may be used two ways.

For a better us. The Y. For a better us

o Verdana are the only two fonts ever t

T - P
et e
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Verdana

SHOWING OUR STORY

COLOR PALETTE
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Gray,black and whitn
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N/ Famanm

15¢ Brand Resource Conter

SHOWING OUR STORY

HLUSTRATION

0 et whae s
ot Do not usa cipar,
To dowebood clo swatches o sppbcators,
010 80 Braed Resource Canter




Example: YMCA Brand Style Guide Visual Summary

the the the
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FOR YOUTH DEVELOPMENT ® FOR YOUTH DEVELOPMENT © FOR YOUTH DEVELOPMENT © FOR YOUTH DEVELOPMENT® FOR YOUTH DEVELOPMENT ®
FOR HEALTHY LIVING FOR HEALTHY LIVING FOR HEALTHY LIVING FOR HEALTHY LIVING FOR HEALTHY LIVING
FOR SOCIAL RESPONSIBILITY FOR SOCIAL RESPONSIBILITY FOR SOCIAL RESPONSIBILITY FOR SOCIAL RESPONSIBILITY FOR SOCIAL RESPONSIBILITY

Cachet Extra Light
abcdefghijkimnopgrstuvwxyz
ABCDEFGHIKLMNOPQRSTUVWXYZ
123456789/@#%$%"&*

Cachet Book
abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789!@#%%"&*

Cachet Medium
abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789!@#$%"&"

Cachet Bold
abcdefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789!@#$%"&"




Example: the Y brand — “Don’t do”

the)%ﬁwrl
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Elevator Pitch Example
AMERICA

The

How can one in eight people face hunger while billions of pounds of food go to waste? ook
0]e)

—_

The Feeding America network of food banks secures 4 billion meals, h

. . - : what
and provides them to people in every community in America -
through food pantries, soup kitchens, and meal programs. we do

e’

We all have a role to play in solving hunger: businesses, charities, government, and you.
Inspiring

vision

&
<«

Together we can solve hunger.

Call to
action

A

Support your local food bank and Feeding America



Tool: Write an Elevator Pitch

The
hook

What you
do

Inspiring
vision

Call-to-
action



Example: the Y Marketing Materials

‘ s T . Sl THIS IS UNITING
IT'S SEEDING = My 4N P OUR YOUTH
THE FUTURE IR »

THIS ISN'T JUST
ART & CRAFTS

The Y.” For a better us.

43



Example: the Y Marketing Materials

-y,




Example: Feeding America Marketing Materials
——

https://www.youtube.com/watch?v=ghFU6040Skw



Brand-Building Best Practices

 Mission Statement * Audience profile * Monitoring and
evaluation

* Brand Positioning * Brand style guidelines
e Guardrails for in and
* Name and logo * Elevator pitch out of scope

* Marketing materials




Engagement Funnel

Take Action
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Strong brands deliver superior business growth

550
Interbrand
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450 Global
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350
250 S&P 500
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150 7
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50
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49 Source: Interbrand analysis with data sourced from Thomson Reuters and Best Global Brands



Brand Guardrails Help Protect the Brand

Does the initiative add or subtract from your organization’s bank
of goodwill in the mind of the public?

ni *ii-ll
€=

Brand Builders Brand Detractors

=

e Consistent with mission * Is it mission-creep? * Conflicts w/ mission
* Enhance your * Evaluate pros/cons * Inconsistent with values
reputation * Out of scope —say no!

* Reach new supporters




Brand-Building Best Practices

e Mission Statement * Audience profile e Evaluation and
monitoring
* Brand Positioning * Brand style guidelines
e Guardrails for in and
* Name and logo * Elevator pitch out of scope

* Marketing materials



Thank youl

Stephanie Rath
www.linkedin.com/in/stephanierath



