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THEIR COMMUNITY. YOU'RE LOOKING FOR THE ETERNAL DAMNATION DEPARTMENT.
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TOoDAS PRESENTATION

A Inspire new thinking
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nat is a brand? Why brand?
nat is a breakthrough nonprofit brand?

nat are the seven steps to breakthrough?

A Discovering your authentic brand

U Workshopg process to discovering your unique
and authentic brand
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The New World View:
Crowded and Complicated

Canada now boasts more than 86,000 charities
Dz65% Increase in past decade alone
DzMany appear to have few tangible differences
DzPublic sector doing good work grown
DzBeing good is no longer good enough!

Do good marketplace more complicated & crowded

Dz, 9{ X AUGQ&a I YINJSOL}X I OSH w
DzCompeting constantly for limited time, resources and
Interest
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SCoOPEOFNONPROFIYWORK

A Dynamic growtlg 40,000 in

. David
1980, 86,000 2008 Sutid
. oundation
A 65% growth in past decade
A Grown from social service
organizations o B oo,
A Multi-faceted rounontion (98 onitat o @
. ) CANCER DU SEIN® W
i Environmental groups ““"‘L',‘,Z',;';'}{Iﬁ\;‘.ﬁﬂt;\v";k:‘jj.‘,‘;,:( -
i Arts and culture organization ’\ ccvo
| Health ’ CHAMBER of

tm | VOLUNTARY
ORGANIZATIONS

I Education
T International

I Broader social serviae HEART & EHE‘T; Phone o Conada
homelessness, food banks Q.? ARCOCIIA

Finding answers. For life.


http://www.unicef.ca/portal/SmartDefault.aspx?at=1266

WHAT THES MEANS

A Social capital marketplace
A Competition for mindshare and resources
A Transparency, accountability

A New expectations of nonprofits

A Shift as people look for value, values and meaningful engagement
A Meaningful and relevant (community and themselves)
A Social impact (results)
A Engagement with a likemninded community
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The New World View:
Crowded and Complicated

Does yourorganization:

e Stand out?

e Communicate your work clearly?

E Inspire agrowing body of supporters?

E Maintain and grow through ups and downs?
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What do you stand for?

Short exercise:
Dz3 people(all from different organizations)
DzChoice one of the organizations

Dz Take a couple of moments and write down what organization
stands for¢ who you are, what you do, why you do it

DzPerson from organization explaiggompares to perceptions
Questionto answetr:
D2AWhat does your organization do (stand for)?

What did you learn?
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Why Is your brand important?

Challenges
DzAttention most scarce resource
DzCompetition is reality
DzLimited resources ancapacity
DzNeed to effectively achieve your mission

Opportunities
DzYou already have a bramdourpose, image& attributes
DzInherently amazing story, nonprofit advantage!
DzHighly motivated supporters (volunteedynors)




What is Brand?
Let 0s start by dispe

N} VR A& y24 | daesSftf FyR
A brand is more than your logo, look, line
A brand is not just an awareness & fundraising tool

That Is branding 1.0
¢KS a2t R¢ gl é& 2F GKAY1AyYyd
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Branding 2.0
What you stand for!

Abrandis how someonesays and feels aboutour
organization

Not what you sayyou are,but whatthey say you are

DZYour reputation, what people thinkou are, what you
do and why you do it

DBased on communication, action, interaction

DZYou need supporters in order to Iseccessful
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BREAKTHROUGYONPROFITS

A GSTANCFORSOMETHING
A Purpose that Is focused, differentiated, unique
A Meaningful and relevant
A Clearly communicated and experienced

A Leading nonprofits responding

A Defining brand WHAT they stand for and HOW
they are relevant and meaningful
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BREAKTHROUMDNPROFIBRANDS

TRADITIONAL.O C BREAKTHROUGHO

4

Raising money C Mission in action
Problems C Solutions
Deliver services C Outcomes
SendmoneyC Join us

Power of a few C Voice of many
Donor< Community of believers

Emotional reactiorC Shared values
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BREAKTHROUGH BRANDING

BUILDFROMINSIDE MOVEOUT

Def hat Build Brand Identity
€lineé wha & 360 Communication
stand for

Engage and mobilize

Integrate -
ACTIONS

Extend brand through
partnerships

Rally internal

community

Leverage for
new revenue
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Breakthrough
Nonprofit

FINID MA STHRHB RANNIDIDEX\

POWERFUMASTERDEATHATDEFINES

WHATYOUSTANDOFOR
A Focus

I Your org. can do best (mission)

A RELEVANT
I Relevant and meaningful to core constituents

A UNIQUE

T MEANINGFULOYOURCOMMUNITY

A DIFFERENTIATED
i DIFFERENFROMLIKEORGANIZATIONS
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Nonproft DEFNYEAUTHENYITC
BRANNDIDEAA

Brand

A DEFINBVHATYOUSTANLCFOR

A HEADWHATAREYOUBESTAT
i  What best at mission and values
HEAD

i How relevant and meaningful to core
constituents

i Unique and differentiated

A HEARTStretch for a higher purpose
i Embrace a cause, serves greater good
i Focus on solutions and outcomes

A HANDSInspire engagement
i Meaningful engagement
i Connect with likeminded people
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To BREAK THROWGHI, honprofits need
TO STAND FOR SOMETHING
donors care about,-recoghize and believe In.




BESTPRACTICEXAMPLE
united states fund U N I C E F, U S F U N D

Lost their way, unclear what stood for, I )
who served
Went back to DNA, high@urpose Believe in zero. 25;600
a Ol dza S¢€ \
Brave, bold; took leadership = -
position
Determined who best supporters Our mission is to work for one purpose:
The day wherzero children die from
Focusand filter for allactivities reventable causes by doing whatever it
around that takesto give them the basics for a health

Aligned programs, communications ZiLelaelelef

Buildcommunity around focus
media, individual supporters, other
NGQOs, government, companies

JOINUNICEBFIGHTFORCHILDSURVIVAL
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Define

what you THE POWHREFOF BRANND

stand for

Ad ¢ Kida:One that defines you, sets you apgitJ\VP
(bigger than your programs, services)

A Leadership positionYour strategic competitive advantage
do better than anyone else

A LanguageOneword, phrase

A Constituency at the coreKnow who and HOWelevant
and meaningful to theng head, heart and hands
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BRANDDRIVER
ONEIDEATHATDRIVEDRGANZADION

f A THECCOMBRLETEARTIS
honens
A CHANGINGILIVES
OLL P
@ A LIVINGLUNITED
T o ol o ke
A PARTNERING)TO
Guide-Dogs IMPRONME)QUALITY OF

FOR THE BLIND
LIFE

Jocelyne Daw copyright






BIGGERTHANORGANIZAT|ObkrrocrAMS

26,000 ...then 25,000 ...now 24,000 children dying each day from
preventable causes. Thanks to you, we are getting closer
and closer to zero. Believe in zero. Visit unicefusa.org/24000

24;000 | unice’®
, '

united states fund

26,800 24-000
unicefusa.org unicefusa.org unicefusa.org
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Integrate and
align activities

A Use brand afilter and focudfor programs and
activitiesc what you DO

A Framework to align programs and activities
i Livewhatyousaystandfaw6 S a2y 0 NJ yVR
I HOW is it relevant to constituents




Align and
integrate

EVOLVEPROGRAMSOREFLECHERAND

FOOD FOR SURYIVAL FOOD FOR SURYIVAL

PROVIDINGGFOODFOR C ™ ok b o g o ADDRESSINGSUBF

SURVIVAL ol FOODPOVERTXND
' ' HUNGERN NYC

. ~
American Heart American Heart
Associations Associations

Fighting Heart Disease and Stroke Learn and Live..
RESEARGHECHNIQUES BEVIPOWEREDREARNING
ANDLIVING
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Align and
integrate

Master Brand

Overarching
Issue

Cause
Focus

Cause
SubBrands

American Heart

g

Association
Fighting Heart Disaase and Stroke

THEPOWEROFBRAND

FOCUSFILTERFRAMEWORK

)

. ~
American Heart
Association.

Learn and Live..

Women and Stroke Heart Disease Adults (3554)
Heart Disease & Stroke Physical Activity
- - || -
_ Stroke in Childhood Heart Disease
Heart Disease Minorities Obesity & Stroke

G

for women
hear! Amemim

Alliance
fi




Go Red for Women

American Heart
GO{ Re d Associatione

What do these newswomen have in common? ;):g e
They know heart disease is their No. 1 killer. Do you? —.../ = mo Ccus ed

ACompelling
Relevant

Build a community around
women and heart disease
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ntograte BRANDALIGNWHENT

Align and integrate
Aviissionbased services
Aommunicationgesources
Mevelopmentactivities

To improve brand equity, raise funds
and gain significant social impacts

* (with the interests of a target audience)
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Align and
integrate

ALIGNPROGRAMSVARKETINGFUNDRAISING

. Wo menos
National

| h awareness

aunch survey Satellite
events in
New York

media tour

Corporate
sponsor cause
promotions

Red dress pin
and collateral
materials

]
Targeted o
research/ I:)IEdltonalt
prevention .. [forwomen _ acements
guidelines for
women

Local Cities
Go Red/
Go Red

Luncheons

Circulation
issue on
women and

heart disease

Go Red For National
Women ) Wear Red
Web site National Day

celebrity
spokes
persons
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RALIYYOUR

A Staff, volunteer, board
A Best brand champions, first point of contact
A Understand, empower

A Internal community:
A Align: Hire for fit
A Understand: Communications tool and training,

A Own: Energized and motivated, believe in org. and
ability to deliver on brand

A Celebrate: Stories, symbols and rituals

Jocelyne Daw copyright



