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Agenda: Five Branding Keys 
 Understanding Branding 

Ten keys to successful brands 

 

Creation of Your Brand 

The Brand Experience Effect 

 Ten ways to create your brand: what you say and look like 

 

 Promoting Your Brand 

Use Social Media to boost branding and search results 

 

 

 



What are a few nonprofits that 

do a good job of branding? 



What are a few nonprofits that 

do a good job of branding? 

United State Olympic Committee 

Red Cross 

Susan Komen 

 

WHAT MAKES THESE BRANDS EFFECTIVE? 

- We know what they look like 

- They are consistent 

- We know what they stand for 
 



10 Keys to Successful Brands 



(1) Remember Your website IS your 

brand hub! 
 It’s the new brochure 

 It’s where search engines find you 

 It’s where other recommend or refer you 

 It’s where your prospects learn about you 

 It’s where you collect email addresses 

 It’s where donors or clients interact to buy, 

donate, etc. 

 It’s where people go if there’s a problem 



(2) Have Quick Reflexes 

React quickly to national disasters, economic 

realities, and local events/crises. 
 

 

 

 

 

 

 

 

 

 



Haiti Crisis 

The Red Cross raised >$5 million 

for relief work in Haiti 

 

…solely through text messages made viral on 

networking sites like Twitter and Facebook 

 

300,000 people giving $10! 
 

 
http://www.cnn.com/2010/TECH/01/14/online.donations.haiti/index.html?hpt=T2 



(3) Be Bold and Take Chances 

 You’ll be perceived as: 

 Thought leader 

 Technology leader 

 Larger than reality 

 Etc. 



(4) Be Transparent: Don’t pretend 

you’re something you’re not 

 



http://blog.wired.com/27bstroke6/2008/11/propelled-by-in.html 

(5) Don’t Snub the Little Donors  



(6) Create a Variety of Ways to Connect, 

Communicate & Stay in Touch 

 Connect: 

 Forms 

 Buttons 

 Articles 

 Offers 

 Communicate: 

 Social media 

 Email 

 Blog 

 Stay Connected: Relationships take time! 



“Effective brand building takes 

time. It's a process that is 

measured in years and 

decades, not weeks and 

months.” 
 (“Boomerrs love  brands with personality” By Vincent Vassolo Thursday, May 5, 2011) 

Patience! 



(7) Emotional bonds 

People buy, spend or donate based on 

emotion. 

 

 Make a difference 

 Help the environment 

 Learn leadership skills 

 



Create emotional bonds using  

photos/animation  

 



(8) Meet Expectations 

 Constituents expect social media  

 If you’re not on social media, 

you’re not a brand 

 Gives the perception that you’re a player 

 



The Brand Experience Effect: 
Are you creating an amazing 

brand experience for every client? 



(1) Observation 

 Watch your donors/volunteers 

What is their experience when they call? When 

they donate? When they volunteer? 

 

 Watch like organizations 

 Watch for any good idea you can “copy” 

Challenge Question: Has your organization 

every gotten a great idea as a result of 

observation?  



(2) Create emotional benefits & 

connections (your essence!) 

Step 1: 

Define your “Rational Benefits” and then convert them to 

“Emotional Benefits” 

 

 



(2) Create emotional benefits & 

connections 

Step 2: 

Create “Emotional Connections” 

 



(3) Define Your Brand 

 Step 1: 

You want to be focused, yet not locked in. Start with very 

factual information. 

 List what your organization does. 

 Example: Deliver meals 



(3) Define Your Brand 

 Step 2: 

Now show an emotional benefit. Write this statement 

either as the brand exists today or as you aspire to be – 

or even a mix of both. 

 List a phase adding emotional benefit. 

 Example: We deliver meals to seniors providing a welcome 

friendly face and connection to the community. 

 



(3) Define Your Brand 

 Step 3: 

Create a well-crafted statement that defines what you 

stand for, including: 

 Type of organization: Deliver meals in order to reduce lack of 

nutrition, provide human connection, and reach people in rural 

areas. 

 Type of customer: Housebound seniors 

 Types of products and services: Meal delivery, Medical 

transportation, Senior activities 

 



(4) Define Your Brand 

 Step 4: Write Your Statement 

 Let’s Give It a Try! 

 To help seniors in rural areas remain healthier and happier, we 

provide meal delivery, medical transportation and other senior 

services to seniors that are either ill or housebound in order to 

reduce lack of access to food and nutrition and provide a friendly, 

human connection to the community on an ongoing basis.  

 



(4) Track Your Competition 

 Step 1: 

Assign one person (if you can!). The idea with gathering 

and compiling this information is to replicate using the 

marketing tools that seem to be working for competitors. 

Why recreate the wheel? 

 

Step 2: 

Determine what competitive organizations to follow. 

 Other like organizations and methodologies. 

Challenge Question: Who will you follow? 



(4) Track Your Competition 

 Step 3: 

Build concentric circles to help visualize the competition 

across the board. Help you understand competition and 

differentiate. 



(4) Track Your Competition 

1. Meals on Wheels 

2. Other local fool shelters, 

other local social services 

3. Food delivery services 

4. Gourmet food delivery 

services 

5. Online and mail order food 

services 

6. Grocery delivery 



(4) Track Your Competition 

 Step 4:  Information to track includes: 
 “Like” Facebook pages (track brand name as well as owner or key leaders) 

 Follow Twitter streams (track brand name as well as owner or key leaders) 

 Google Alerts 

 Enroll in email marketing campaigns and CRM programs 

 Conduct secret shopping trips (when applicable) 

 Order competitive products (observe processing and packaging) 

 Go to trade shows, visit the booth, pick up collateral 

 Visit and read websites; observe how they present their brand 

 Check incentive offers that encourage engagement 

 Advertising spending in television, print, newspaper, local, radio, billboard, transit, online, etc. 

 Couponing, both online and offline. Online couponing has become very influential in driving 

traffic to local business. 

 Promotional activity, including sweepstakes and contests. 

 Social marketing: Facebook, Twitter, Foursquare, LinkedIn 

 Websites (be on the lookout for multiple micro-sites that may come from the same brand) 

 Packaging and package inserts 



(5) Identifying Your Customer 

 We want to use both demographic (facts) and 

psychographic (act/feel) information. 

Let the customer be our guide. 
 

 Step 1: 

Define who we want our customer to be. 

 Step 2: 

Conduct a survey, either in person/online/Facebook page, to ask 

customers some questions. 

 Step 3: Demographics 

List common attributes of our clients/donors. 

 Step 4: Psychographics 

List psychographics, such as what they do? Read? Like? 

 Step 5: Pick a target and own it 



(5) Identifying Your Customer 



(6) Getting to Know Your Customer 
 Part of being a marketer is becoming an expert on the 

lives of our constituents. Big brands have an entire team 

dedicated to consumer research. What can you do?! 
 Step 1: 

Do you know anyone that fits the profile? If so, interview them.  

 Step 2:  

Get information from current customers using one of these (interview, 

informal survey, email, direct mail) 

 Step 3:  

 Do the things your clients do. Watch their shows. Read their 

magazines/websites. Follow industry trends. 

 Step 4: 

Try to have one person responsible for tracking behavior over time. 

 Step 5: 

 We want to turn all this data into real action. 

 Step 6: 

 Create a CONSUMER PROFILE. Write a story or build a collage. 



10 Ways to Create Your Brand: 

What You Say & What You Look Like 

 



What is a Brand? 

“…a brand is an encapsulation of just about 

anything, tangible and intangible, that [an 

organization] projects into the marketplace, 

whether it be a logo, corporate colors, a 

promotional tag line, a print advertisement, a 

product or service [or cause], a phone 

representative's voice, a mission statement, a 

URL address, an in-store display, a customer 

service policy, a technological application, a 

shipping box, a website, a public relations 

statement, a direct mail package or a live event, 

…” 2D Bar Codes and the Brand by Roger Marquis 

HSBC, Deutsche Bank, BNY Mellon, Reed Elsevier and Prudential Securities 

http://blogs.imediaconnection.com/blog/author/rogermarquis/


The Messaging Elements 

•Mission/Purpose 

•Name 

•URL 

•Tagline 

•Hook Statement 

•Content Consistency 

•Give people what they want 

•Color 

•Logo  

•Look and Feel 

 



(1) Branding Basics: 

 Your Mission Statement 

An effective mission statement should include: 

• What you do 

• Who you do it for 

• How you do it 

• Your values 



Mission Statement Before 

 Strengthening Communities Through Strong and 

Healthy Families 

 

 What do they do? 

 For whom? 

 How? 

 No value statement 

 



Mission Statement After 

 Helping victims of sexual abuse, ages three through 

adult, and their families to heal by addressing the 

comprehensive needs of the individual and the 

family with individual, group, and family 

psychological and emotional therapy.    

 

We believe that healing is more effective when 

addressing the abuse related issues of the entire 

family unit, not just the individual. 

 



(2) Branding Basics: What You’re Called 

 Naming 

 Short 

 Easy to pronounce 

 Means something (describes what you do, 

describes a concept, etc.) 

 One to three syllables long 

 Four to ten letters 

 Avoid arbitrary numbers  

 



(3) Branding Basics: URL 

 Domain/URL 

 Name and domain should match 

 Always secure .com and .org to protect your 

brand 

 



(4) Branding Basics: Tagline 

 
 

 

 



The tagline game:  

What does the organization do? 

Challenge Question 

 



Create a tagline that tells a complete 

story - BEFORE 

Organization Tagline BEFORE 

PowerSite123 Powering ePhilanthropy 

Northwest Infant Survival & 

SIDS Alliance 

In the belief  that every child should live 



Organization Tagline BEFORE Tagline AFTER 

PowerSite123 Powering 
ePhilanthropy 

Interactive websites that help 
you change the world 

Northwest Infant 

Survival & 

SIDS Alliance 

In the belief  that 
every child 

should live 

Supporting families & 

promoting safe sleep 

AFTER 



(5) Branding Basics: Hook Statement 

 

 

 



Your “Hook” Statement: 

Get set …Go! You have 15 seconds! 
If  your child is critically ill or injured, will the healthcare 

providers make the right decision? It is frightening, but 

true, that not all children have access to the same quality 

of  care. It appears that where a child lives has an 

important impact on whether the child can survive a 

serious illness or injury. We want to create a system in 

which patients of  all ages, and in all communities, receive 

well-planned and coordinated emergency and critical care 

services. Every baby, every child, needs the most 

appropriate care, at the optimal location, with the 

minimum delay. That is our mission.  



Keep it short & concise! 

When seconds count, emergency 

care providers, nurses and 

physicians should be up-to-

date on the latest pediatric 

emergency care. TN EMSC 

provides on-going education 

and training so that the best 

care is given to every critically 

ill or injured child 

– no matter where they live.  



Hook Statement must be obvious 



(6) Branding Basics: Content 

Consistency 
 How is your brand driven? 

 Education 

 Customer Service 

 Progressive/Creative 

 Creative programs 

 Back up with substance, not words 

 Example: Zappos story! Happiness! 

- Wedding 

- Free shipping and return of goods 

- 500 employees Twitter 

- Employee videos about their happiness 

 



Keep consistency:  

Headquarter’s message 



Chapter message 



(7) The Brand Should Give People 

What They Want 
 Women: Brands that donate with each purchase; support 

cures & disease prevention, social change, faith-based, 

animal and child welfare (http://www.bizreport.com/2011/08/cause-marketing-women-prefer-brands-that-donate-with-

each-purchase.html#) 

 Seniors: Readability (71% of 60-somethings and 52% of 70-

somethings used a search engine in the past week compared to 77% of 

18- to 34-year-olds used a search engine in the past week) 
http://adage.com/article/digital/survey-electronics-widespread-older-consumers/133614/ 

 Moms: Deals, how-to’s 

 Teens: Innovative, cool, creative, transparent, responsible 
(Is Your Brand Cool? By David Trahan Thursday, July 7, 2011) 

 Boomers: Brands that are believable and likeable (By Vincent 

Vassolo Thursday, May 5, 2011) 

 

 

 



(8) Branding Basics: Colors 

 
 



Color 

 

 



Use Testing 

 



(9) Branding Basics: Logo 

 
 



Look Professional. Be Memorable. 



Logo: A representative icon 
(These logos clearly represent the organization or something 

about the organization) 

Represents an 

architectural feature 



Logo: A word treatment 

(These logos are plain letters, perhaps with some 

treatment.  Can be used for simplicity or because a 

representative icon cannot be identified.) 



Logo: A memorable mark 
(Some of the best logos have marks that are memorable, but the 

mark itself may be meaningless.) 



No Variance Between Programs or 

Chapters 



Dilutes your brand. 

National vs. Local Logo 



Movement to standardize 



Color Variations 



10. Branding Basics: Look and Feel 

 
 



Design is never neutral. 

Invest in Design  



“I—SIMPLY—BELIEVE THAT DESIGN PER 

SE IS THE PRINCIPAL REASON FOR 

EMOTIONAL ATTACHMENT [or detachment] 

RELATIVE TO A PRODUCT OR SERVICE OR 

EXPERIENCE.   Design, as I see it, is 

arguably the #1 determinant of whether a 

[product-service-experience] stands out … or 

doesn’t. Furthermore, it’s “one of those things” 

… that damn few companies (or nonprofits!!) 

put—consistently—on the front burner.” 

–Tom Peters 



Look & Feel: Conveys a Brand/ Personality!  

 About Creating Hope for People  

 



Look and Feel: Create a Personality!  

 About Hope  

 



About Making Impact on the Environment  

 



About a Welcoming Community  

 



A Place to Feel Safe & Comforted 

 



What Good Branding Looks Likes 



Facebook 



Blog 



Twitter 



Twitter 



Homepage 



Facebook 



Brand Standards Guide  



Use Your Social Media 

to Boost Branding & 

Search Results 

 



Role of Social Media in Building Brand 



Create Brand Ambassadors (social 

media) (listen to and participate in conversations) 



Reach new constituents 



Increase brand awareness! 10M+ views 



30-Minute Free 

Marketing Fitness Consultation 

Contact: 

Mad Marketeer, Katharine Coles 

310-947-8511 

katharine@MadMarketeer.com 

with Katharine Coles, CEO of Mad Marketeer 

 

 

We’ll discuss: 

 Assessment of your current marketing 

 

 Your goals (increased fundraising, traffic, event attendees, etc.) 

 

 How to ramp up your “Marketing Fitness” so you can meet your goals 

 

 Easy steps to more Twitter followers in 24 hours! 

 

Conducted by webinar with whomever you want (ideally including your ED). 


