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Creating and managing
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Home About Protects Events
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~f c h a r i t y : \va t r r DONATE STC«t WHV WAT

More people die from dirty
water and poor sanitation than
all forms of violence.
Including war.

IEARN ABOUT THE WATER CRISIS
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We re a non-profit organization bringing dean, safe drinking water to people in
developing countries. 100% of all public donations directly fond water projects,

and we prove every dollar using photos and GPS coordinates on a map.
Sign up to get emati updates about our work:
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A BOLD IDEA:
ALWAYS BSE 1DOK OF PUBLIC DONATIONS TO FUND
CLEAN WATER PROJECTS IN THE FED.
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CAMPAIGN ALL-STAR
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The Non-Profit
* Behind B Corps

The Road to a New Economy

B Lab is a nonprofit
organization dedicated to

£7

using the power of business
to solve social and
environmental problems.
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Why Become a B Corp?

gfeenaate
- from Pretendera

Pass Legislation « - f Attract Investors
% ' -j - j

Save Moce)r and
Access Services'

Attract and
" . - Engage Tale
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B Corp PartnersThe B Corp
Community
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About the B Corp
Certification
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They're
a B Corp?!
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WORKSHOP ON MANAGING NON-PROFIT
ORGANIZATIONS

THE IMPORTANCE OF
BRANDING & MARKETING

FOR YOUR NON-PROFIT
ORGANIZATION
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YOU ARE
ON A MISSION
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WHAT IS A BRAND?

LET'S TAKE A STEP BACK AND BEGIN WITH
WHAT A BRAND IS NOT:

LOGO, NAME, MISSION STATEMENT,

WEBSITE...
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YOUR BRAND IS HOW YOU ARE
PERCEIVED AND

VALUED BY YOUR CONSTITUENTS.
IT'S WHAT THEY THINK OF YOU.

[WEAK BRAND]
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[STRONG BRAND]

A STRONG BRAND
COMMUNICATES ITS VALUE AND

MOTIVATES ACTION.

ITS ORGANIZATIONAL DEFINITION IS
CONSISTENT

WITH EXTERNAL PERCEPTIONS.

STRONG BRANDS VALIDATE DECISIONS TO
DONATE, ENGAGE, ADVOCATE,

VOLUNTEER—

THEY BUILD TRUST.
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WHAT'S THE DIFFERENCE
BETWEEN A CORPORATE BRAND

AND A NON-PROFIT BRAND?

tfj
WWI*

American
Red Cross

Habitat

CORPORATE BRANDS ARE ABOUT CREATING INTANGIBLE VALUE.

PROFIT



11/11/2012

ABOUT US QUftWQftIt KKOWUDGC BEST (A

Klter/Sort brand* by

+8*
$77,839 »»

$32,893 Sm

16

$75532 $m

1O

TOYOTA

$30,280 $m

4
Go^ >gle
$69,726 $m

11

6
Micfosoft

+2*
$43.682 $m

12 13

430,097 »a

17 18 19 20
touis VUITTON ORACLE IMOKI A.

-s*$27.438 »n

*4* +28% 16*

NQN-PROFfr BRANDS ARE ABOUT INCREASING TANG|Bt|;VALUE,



11/11/2012

DEFINE YOUR BRAND
[THE BIG CONCEPTS]
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BE DIFFERENT.

KEEP IT SIMPLE.
... ,-., .

"•*»? '%•" ., "> i

LESS IS MORE.

REDUCE TO WHAT IS ABSOLUTELY NECESSARY.
THEN REDUCE AGAIN.
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BE CO
CONSISTENCY IS TRUST.
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Home About Protects Events
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CLEAN WATER

char i ty ; water
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We're a non-profit organization bringing dean, safe drinking water to people in
developing countries. 100% of all public donations directly fund water projects,,

and we prove every dollar using photos and GPS coordinates on a map.
Sign up to get email updates about our work:
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CLEANWATER PROJECTS IN THE FIELD
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CAMPAIGN ALL-STAR
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DESCRIBE

YOUR BRAND

WHAT'S IN A NAME?
WHAT'S IN A TAG LINE?

BE DESCRIPTIVE OF YOUR MISSION IN EITHER YOUR
NAME OR YOUR TAGLINE.

USE ACTION WORDS: PREVENT, CURE, PROTECT, HEAL,
GIVE, RESCUE, FEED, ETC.

THE SHORTER THE BETTER.
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cans that change lives

WHAT'S IN A MISSION?
STRONG ENOUGH TO INSPIRE. SHORT ENOUGH

TO COMMUNICATE.

IN A WORLD WHERE...

WE PROMISE TO...

BECAUSE WE BELIEVE...

THEREFORE WE EXIST TO...
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WHAT'S IN A MESSAGE?
1. WRITE DOWN EIGHT WORDS YOU WOULD USE TO
DESCRIBE YOUR ORGANIZATION, THEN WRITE DOWN

EIGHT WORDS YOU WOULD USE TO DESCRIBE EACH OF
THE INITIAL 8 WORDS.

THEN...

2. WRITE DOWN EIGHT WORDS YOU WOULD LIKE YOUR
CONSTITUENTS TO USE WHEN DESCRIBING YOUR

ORGANIZATION, THEN WRITE DOWN EIGHT WORDS YOU
WOULD USE TO DESCRIBE EACH OF THOSE INITIAL 8

WORDS.

THE WORDS FROM THE SECOND GROUP
SHOULD BE REFLECTED IN YOUR

MESSAGING.

[THE CONSTITUENT PERSPECTIVE]
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Messaging
Communicating
value of Level 1
concepts/themes,
egrtirnized by
Level 2 claims.

Messaging

value of Level I
to nee pt s/t he rnes,
jgftlmlied by

Level 2 claims.

Messaging

value of Level 1

egftimized by
Level 2 claims.

Level i
Three most important
concepts/themes
that highlight your
differentiation ard
are resonant with
stakeholders.

Level 3
Content that
expands on and
supports level 1
and 2 concepts.

Level 2
Three most compelling and unique
proofs that support/Illustrate Level 1
concepts/themes.

WHAT'S IN A DESIGN?

1. HAVE A SINGLE PREFERRED USE LOGO.
2. USE A SIGNATURE COLOR. USE ALL OTHER COLORS

SPARINGLY.
3. IDENTIFY TWO PRIMARY TYPEFACES.
4. ARTICULATE A PHOTOGRAPHY STYLE

5. DEVELOP BRAND IDENTITY GUIDELINES

BE CONSISTENT.

28



11/11/2012

^S^^^S

29



11/11/2012

EASURING BRAND EQUITY

TO DO NATE

SIMPLE EXPERIMENTS & SURVEYS
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The Non-Profit
Behind B Corps

The Road to a New Economy
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Why Become a B Corp?
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Differentiate
- from Pretenders

Pass Legislation •
%

Save Money and -,
Bf Access Services

Attract and
Engage Tale
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They're
a B Corp?!

DON'T BUY
THIS JACKET
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STRONG BRANDS ARE:

DISTINCT —UNIQUELY DIFFERENTIATED

AUTHENTIC —REFLECT REAL VALUES

ATTRACTIVE —INHERENTLY MOTIVATING

TRUSTWORTHY —DELIVER ON THEIR PROMISE

CLEAR —ARE SIMPLE AND DIRECT

ESTEEMED —CREATE LOYALTY

VALUABLE —HAVE MEASURABLE WORTH

36
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THANK YOU

CHRIS LESTER

CLESTER@MYBIGCHIEF.COM
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B Lab—Non-profit Brand Case Study

B Lab, founded by two Aspen Institute fellows, has developed standards and
certification encouraging corporations to become greater contributors to society and
take greater responsibility in solving some of our planet's toughest challenges. Their
objective was to help corporations become more mission focused like non-profits and
hold them to strict standards that require real commitment. They saw an opportunity to
galvanize a growing movement among a new generation of corporate leaders to bring
more "purpose" to their businesses and an increasing public demand for greater
corporate responsibility. As a result, B Lab established a certification that has become
the standard and is playing an important role in establishing a new marketplace for
socially and environmentally committed companies.

A Brand For A New Category

B Lab is leading a movement that is blurring the lines between the corporate and non-
profit worlds. Much of their success is due to their efforts in developing a simple and
motivating brand aligned with the corporate brands they seek to influence. Their simple
and iconic brand has quickly become recognized as relevant and authoritative and
corporations see B Lab certification as a benefit to their brands.

B Lab stands behind its mission and articulates its benefit consistently throughout the
brand—"By harnessing the scale and talent of our business community and looking
beyond short-term profit, we can rebuild local living economies, restore the
environment, alleviate poverty, and create better working environments. Corporations
that are purpose-driven and benefit all stakeholders, not just shareholders, are the key
to a better, more sustainable future." is one way it is expressed.



Significance To Non-profits

As a greater number of corporations get into the business of solving problems that were
typically the domain of non-profits, non-profits will need to find new ways to compete
for funding and remain relevant.

Through strategic branding and raising visibility through marketing, non-profits will be
able to better magnify their unique value propositions and motivate a broader
population of constituents. It would also serve non-profits well to explore how their
brands can interact and align with those of foundations and corporations so that that
brand equity can be equally shared in those relationships.

Technology has brought the world closer together and is changing the dynamics
between what used to be clearly defined categories. In an environment of constant
change, your brand is the single asset that can help your organization remain relevant.

Outcome

B Lab has demonstrated that their brand has been as much a success factor as their
programs in motivating corporations to take up their mission. By clearly articulating
their value and benefit along with aspirational objectives, B Lab has championed a
powerful movement while continuously increasing their credibility as the standard
setter in a new category.
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Non-Profit Branding & Marketing Resources

Branding Resources

Breakthrough Nonprofit Branding: Seven Principles to Power Extraordinary Results
Jocelyne 5. Daw, Carol Cone, Kristian Darigan Merenda, Anne Erhard

http://www.amazon.com/dp/B0047DWCMO/ref=rdr kindle ext tmb

Strategic Marketing for Nonprofit Organizations (6th Edition)
Alan Andreasen, Philip R Kotler

http://www.amazQn.com/Strategic-Marketing-NonProfit-Qrganizations-
Edition/dp/013041977X

Nonprofit Marketing Best Practices

John J. Burnett

http://www.amazon.com/NonprQfit-Marketing-Best-Practices-Burnett/dp/047179189X

Inspire Good: Nonprofit Marketing for a Better World

Bill Weger

http://www.amazQn.com/lnspire-Good-Nonprofit-Marketing-Better/dp/1426989083

Marketing Resources

Marketing Management for Charitable and Nongovernmental Organizations
Walter Wymer, Patricia Knowles, Roger Gomes

http://books.KOOgle.com/books/about/Nonprofit Marketing.html?id=pVMOwK SbncC

Brand Relevance: Making Competitors Irrelevant

David A. Aaker

http://www.amazon.com/Brand-Relevance-Making-Competitors-

lrrelevant/dp/Q470613580/ref=cm cr pr product top

The Brand Gap: How To Bridge The Distance Between Business Strategy And Design
Marty Neumeier

http://www.liquidagencv.com/thebrandgapbook/



Zag: The #1 Strategy Of High-Performance Brands

Marty Neumeier
http://www.liquidagencv.com/zagbook/

Website & Blog Resources

The Hauser Center for Nonprofit Organizations at Harvard University

http://www.hks.harvard.edu/hauser/

Stanford Social Innovation Review

http://www.5Sireview.org/

Nonprofit Tech 2.O Blog

http://nonprofitorgs.wQrdpress.com/

MarketingProfs

http://www.marketingprofs.com/


