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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

• Mission Statement

• Brand Positioning

• Name and logo

• Audience profile

• Brand style guidelines

• Elevator pitch

• Marketing materials

• Monitoring and 
evaluation

• Guardrails for in and 
out of scope 

Strategic Foundation Embrace the Brand Disciplined Brand Use



Your brand starts with your mission

What you are 
deeply 

passionate about

What drives 
your resource 

engine

What you can 
be best in the 

world at

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

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

Vision:  
Future state to which you aspire



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



Mission:
To put Christian principles into 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 
vision

What you are 
deeply 

passionate about

What drives 
your resource 

engine

What you can 
be best in the 

world at

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

Evaluation:
Rate from 1-5, 5=best

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

Vision: Future state to which you aspire



Brand Positioning
• How you express your mission to external audiences

– Alternatively called “purpose” or “promise”

• Answers three questions:

Who? 

What?

How?

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 
your organization to your audience
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The Y is the leading nonprofit committed to strengthening community 
by connecting all people to their potential, purpose and each other.

Example:  Positioning for the Y 



FOR YOUTH DEVELOPMENT
Empowering young people to reach their full 

potential

FOR HEALTHY LIVING
Improving individual and community well-being

FOR SOCIAL RESPONSIBILITY
Providing support and inspiring action in our 

communities

Example:  Areas of Impact for the Y
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CARING
Show a sincere concern for others

HONESTY
Be truthful in what you say and do

RESPECT
Treat each other as we’d all like to be treated

RESPONSIBILITY
Be accountable for your promises and actions

Example:  Values for the Y



Determined
We work relentlessly to 
strengthen communities, 
starting with you

Hopeful
We believe in your 
ability to inspire 
a brighter tomorrow

Nurturing
We’re with you on your 
path to reach your full 
potential

Genuine
We value who you are and 
encourage you to be true 
to yourself and others

Welcoming
We’re open to all and create 
spaces where you can be, 
belong and become

Example:  Personality for the Y 
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Example:  Tagline for the Y

The Y.(TM)    For a better us.



Tool: Brand Positioning Pyramid Model

Promise

EmotionalFunctional •

Reason to Believe

Brand Personality

Enduring Brand Assets
Few, critical, ownable executional elements, such 

as logo, tagline, visual cues, audio cues, colors 

Describes what the Brand would be like 

if it were a person

How you work, makes promise believable

Connects promise to the audience needs

• Functional: I get… 

• Emotional: I feel…

Answers what Brand will do for a 

potential supporter (externally facing)

Benefit

Audience

Who you aim to 
seek support 
from



Example:  Feeding America Target Audience is Today’s Family



Example:  Feeding America Brand Positioning Pyramid

Logo, color orange, wheat stalk, fresh foods, families

We share meals that matter

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

• Know that I made a smart investment with my donation

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

• Belong to a community making an impact across America

• The efficient nationwide network of food banks, pantries, and meal programs together serving virtually 

every community in the US

• 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

Promise

EmotionalFunctional •

Reason to Believe

Brand Personality

Enduring Brand Assets

Benefit

Audience:

today’s families



What makes strong brand positioning? 

True to your 
organization

Unique to your 
organization

Motivating to 
your priority 

audience

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



Tool: Create a Positioning Pyramid for your Organization  

Promise

EmotionalFunctional •

Reason to Believe

Brand Personality

Enduring Brand Assets

Benefit

Audience:



What memorable brand logos 
come to mind for you?



What do they have in common?

• 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



America’s Second Harvest became Feeding 
America in 2008

1982 1990 1992 1999 2004 2008



The logo succinctly embodies the mission

A bountiful wheat stalk 
sprouting from the nutrient-
rich earth

The combined
‘i’s speak to the 
strength of a 
community joined 
in a common 
mission

The color orange 
builds our 
ownership of 
the color of the 
hunger 
movement…

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

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.



Public awareness of Feeding America grew
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Feeding America brand attributes are strong
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In 2006, the YMCA lacked unity



In 2008, we updated and unified as “the Y”
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DONORS

Y brand attributes improved



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

• Mission Statement

• Brand Positioning

• Name and logo

• Audience profile

• Brand style guidelines

• Elevator pitch

• Marketing materials

• Guardrails for in and 
out of scope 

• Evaluation and 
monitoring

Strategic Foundation Embrace the Brand Disciplined Brand Use



PR

Website & 
social media

Volunteer 
Events

Direct Mail

Advertising

The brand links all messaging and 
experiences

Brand



Know Your Audience
Example:  Feeding America Audience Profile

Amy, Kind-hearted Parent



Drive Consistency with Brand Style Guide 
Example:  Feeding America Logo Guidelines



Example: the Y Brand Quick Guide

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

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

• Supported by more detailed guides for 
Messaging and for Graphics
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Example: the Y Brand Quick Guide



Example:  YMCA Brand Style Guide Visual Summary



Example:  the Y brand – “Don’t do”



HY?
How can one in eight people face hunger while billions of pounds of food go to waste? 

The Feeding America network of food banks secures 4 billion meals,
and provides them to people in every community in America 
through food pantries, soup kitchens, and meal programs. 

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

Together we can solve hunger.  

Support your local food bank and Feeding America 

Elevator Pitch Example

The
hook

what 
we do 

Call to 
action

Inspiring 
vision



Tool: Write an Elevator Pitch

The
hook

What you 
do

Inspiring 
vision

Call-to-
action
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Example:  the Y Marketing Materials



Example:  the Y Marketing Materials
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https://www.youtube.com/watch?v=ghFU6O40Skw

Example:  Feeding America Marketing Materials 



Brand-Building Best Practices

• Mission Statement

• Brand Positioning

• Name and logo

• Audience profile

• Brand style guidelines

• Elevator pitch

• Marketing materials

• Monitoring and 
evaluation

• Guardrails for in and 
out of scope 

Strategic Foundation Embrace the Brand Disciplined Brand Use



Engagement Funnel

Aware

Considering

Interested

Take Action



This section is from last year, 
but should we keep some of 
these sections in? As good info 
for pre & post BGB launch.
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2000 2009 2019

S&P 500 

Source: Interbrand analysis with data sourced from Thomson Reuters and Best Global Brands

Strong brands deliver superior business growth



Brand Guardrails Help Protect the Brand

• Consistent with mission
• Enhance your 

reputation
• Reach new supporters

Brand Builders Brand DetractorsNeutral 

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

Yes!

Say 
No

Evaluate

• Conflicts w/ mission
• Inconsistent with values
• Out of scope – say no!

• Is it mission-creep?
• Evaluate pros/cons



Brand-Building Best Practices

• Mission Statement

• Brand Positioning

• Name and logo

• Audience profile

• Brand style guidelines

• Elevator pitch

• Marketing materials

• Evaluation and 
monitoring

• Guardrails for in and 
out of scope 

Strategic Foundation Embrace the Brand Disciplined Brand Use



Thank you!
Stephanie Rath 

www.linkedin.com/in/stephanierath


