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TODAYΩSPRESENTATION

ÅInspire new thinking
üWhat is a brand? Why brand?

üWhat is a breakthrough nonprofit brand?

üWhat are the seven steps to breakthrough?

ÅDiscovering your authentic brand
üWorkshop ςprocess 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
ǅ65% increase in past decade alone

ǅMany appear to have few tangible differences

ǅPublic sector doing good work grown 

ǅBeing good is no longer good enough! 

Do good marketplace more complicated & crowded
ǅ¸9{Σ ƛǘΩǎ ŀ ƳŀǊƪŜǘǇƭŀŎŜΗ wƛǎŜ ƻŦ CƻǳǊǘƘ {ŜŎǘƻǊ

ǅCompeting constantly for limited time, resources and 
interest



SCOPEOFNONPROFITWORK

Å Dynamic growth ς40,000 in 
1980, 86,000 in 2008

Å 65% growth in past decade

ÅGrown from social service 
organizations

ÅMulti-faceted
ïEnvironmental groups

ïArts and culture organization

ïHealth

ïEducation

ï International

ïBroader social service ς
homelessness, food banks

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


WHATTHESEMEANS?

ÅSocial capital marketplace
Å Competition for mindshare and resources
Å Transparency, accountability

ÅNew expectations of nonprofits
Å Shift as people look for value, values and meaningful engagement

ÅMeaningful and relevant (community and themselves)
ÅSocial impact (results)
ÅEngagement with a like-minded community
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Does your organization:

É Stand out? 

É Communicate your work clearly? 

É Inspire a growing body of supporters? 

ÉMaintain and grow through ups and downs?

The New World View:  
Crowded and Complicated
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What do you stand for?

Short exercise:

ǅ 3 people (all from different organizations)

ǅ Choice one of the organizations

ǅ Take a couple of moments and write down what organization 
stands for ςwho you are, what you do, why you do it

ǅ Person from organization explains ςcompares to perceptions

Question to answer:

ǅWhat does your organization do (stand for)? 

What did you learn?
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Why is your brand important?

Challenges
ǅAttention most scarce resource

ǅCompetition is reality

ǅLimited resources and capacity

ǅNeed to effectively achieve your mission

Opportunities
ǅYou already have a brandςpurpose, images & attributes

ǅ Inherently amazing story, nonprofit advantage!

ǅHighly motivated supporters (volunteers, donors)
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What is Brand?
Letôs start by dispelling some myths

.ǊŀƴŘ ƛǎ ƴƻǘ ŀ άȅŜƭƭ ŀƴŘ ǎŜƭƭέ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǘƻƻƭ
ǅA brand is more than your logo, look, line 
ǅA brand is not just an awareness & fundraising tool

That is branding 1.0

ǅ¢ƘŜ άƻƭŘέ ǿŀȅ ƻŦ ǘƘƛƴƪƛƴƎ ƻŦ ȅƻǳǊ ōǊŀƴŘ
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Branding 2.0
What you stand for!

A brand is how someone says and feels about your 
organization.  

Not what you sayyou are, but what they say you are!

ǅYour reputation, what people thinkyou are, what you 
do and why you do it

ǅBased on communication, action, interaction

ǅYou need supporters in order to be successful



BREAKTHROUGHNONPROFITS

ÅάSTANDFORSOMETHINGέ 

ÅPurpose that is focused, differentiated, unique

ÅMeaningful and relevant

ÅClearly communicated and experienced

ÅLeading nonprofits responding

ÅDefining brand - WHAT they stand for and HOW 
they are relevant and meaningful
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BREAKTHROUGHNONPROFITBRANDS

TRADITIONAL1.0 Č BREAKTHROUGH2.0

Raising money Č Mission in action

Problems Č Solutions

Deliver services Č Outcomes

Send moneyČ Join us 

Power of a few Č Voice of many

DonorsČ Community of believers

Emotional reaction Č Shared values
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BREAKTHROUGH BRANDING

1
Define what
stand for

2
Integrate -
ACTIONS

5

4

Engage and mobilize

4
Build Brand Identity 
& 360 Communication

7

5

Leverage for 
new revenue

BUILDFROMINSIDE MOVEOUT

3

1

Rally internal 
community

6
Extend brand through
partnerships
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FINDMASTERBRANDIDEA

POWERFULMASTERIDEATHATDEFINES

WHATYOUSTANDFOR

ÅFOCUS
ï Your org. can do best (mission)

ÅRELEVANT
ï Relevant and meaningful to core constituents

ÅUNIQUE
ï MEANINGFULTOYOURCOMMUNITY

ÅDIFFERENTIATED
ï DIFFERENTFROMLIKE-ORGANIZATIONS

Breakthrough 
Nonprofit
Brand
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DEFINEAUTHENTIC

BRANDIDEA

ÅDEFINEWHATYOUSTANDFOR

Å HEAD: WHATAREYOUBESTAT

ï What best atςmission and values
ï How relevant and meaningful to core 

constituents
ï Unique and differentiated

Å HEART: Stretch for a higher purpose
ï Embrace a cause, serves greater good
ï Focus on solutions and outcomes

Å HANDS: Inspire engagement
ï Meaningful engagement
ï Connect with like-minded people

HEAD

HANDHEART

BRAND: Unique 
Value and Values
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Breakthrough 
Nonprofit
Brand



To BREAK THROUGH , nonprofits need 

TO STAND FOR SOMETHING

donors care about, recognize and believe in. Jocelyne Daw copyright 
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BESTPRACTICEEXAMPLE

UNICEF, US FUND

Lost their way, unclear what stood for, 
who served

ǅWent back to DNA, higher purpose 
άŎŀǳǎŜέ

ǅBrave, bold ςtook leadership 
position

ǅDetermined who best supporters

Focusand filter for all activities 
around that

ǅAligned programs, communications

ǅBuild community around focus -
media, individual supporters, other 
NGOs, government, companies

Our mission is to work for one purpose: 

The day when zero children die from 
preventable causes by doing whatever it 
takesto give them the basics for a healthy 
childhood.

JOINUNICEF'SFIGHTFORCHILDSURVIVAL



THEPOWEROFBRAND

Åά¢ƘŜέ idea: One  that defines you, sets you apart ςUVP 
(bigger than  your programs, services)

ÅLeadership position:  Your strategic competitive advantage, 
do better than anyone else

ÅLanguage:One word, phrase 

ÅConstituency at the core: Know who and HOW relevant 
and meaningful to them ςhead, heart and hands

Define 
what you 
stand for
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BRANDDRIVER

ONEIDEATHATDRIVESORGANIZATION

ÅTHE COMPLETE ARTIST

ÅCHANGING LIVES

ÅLIVING UNITED

ÅPARTNERING TO 
IMPROVE QUALITY OF 
LIFE
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DISCOVERINGAUTHENTICBRANDDRIVER
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BIGGERTHANORGANIZATIONORPROGRAMS
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2
Integrate and 
align activities

ÅUse brand as filter and focus for programs and 
activities ςwhat you DO

ÅFramework to align programs and activities 
ïLivewhat you say stand for ςōŜ άƻƴ ōǊŀƴŘέ
ïHOW is it relevant to constituents

Jocelyne Daw copyright 



EVOLVEPROGRAMSTOREFLECTBRAND

PROVIDINGFOODFOR

SURVIVAL

RESEARCH, TECHNIQUES EMPOWEREDLEARNING

ANDLIVING

Align and 
integrate
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ADDRESSINGISSUEOF

FOODPOVERTYAND

HUNGERIN NYC



Heart Disease
& Stroke

Childhood
Obesity

Overarching  

Issue

Cause 

Focus

Cause 

Sub-Brands

Heart Disease

Women and
Heart Disease

Adults (35-54)
Physical Activity

Heart Disease
& Stroke

25

Stroke

Stroke in 
Minorities

Master Brand

THEPOWEROFBRAND

FOCUS, FILTER, FRAMEWORK

Align and 
integrate
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Go Red for Women

ÅFocused

ÅCompelling

ÅRelevant

Build a community around 

women and heart disease



COMMUNICATIONSRESOURCES

DEVELOPMENTACTIVITIESMISSION-BASEDSERVICES

BRAND

Align and integrate 

ÅMission-based services

ÅCommunications resources,

ÅDevelopment activities

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

* (with the interests of  a target audience)

BRANDALIGNMENTAlign and 
integrate
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ALIGNPROGRAMS, MARKETING, FUNDRAISING

Womenõs 

awareness 

survey

National 

celebrity 

spokes-

persons

Red dress pin 

and collateral 

materials

Satellite 

media tour

Editorial 

Placements

Circulation 

issue on 

women and 

heart disease

National 

Wear Red 

Day

Go Red For 

Women 

Web site

Corporate 

sponsor cause 

promotions

National 

launch 

events in 

New York 

Targeted 

research/

prevention 

guidelines for 

women 

Local Cities 

Go Red/

Go Red 

Luncheons

Align and 
integrate
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RALLYYOUR

INTERNALCOMMUNITY

ÅStaff, volunteer, board
ÅBest brand champions, first point of contact

ÅUnderstand, empower

ÅInternal community:
ÅAlign: Hire for fit

ÅUnderstand:  Communications tool and training, 

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

ÅCelebrate: Stories, symbols and rituals

3 Rally internal
community
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