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Brands
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g%
$3028035m

16 17

1OUIS VUITTON

(=) ex_ ‘o
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Overviews

Go 1%318‘

+26%
$069,726 $m
11

+10%
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18

CORACLE
+28x%

$29,052 4m
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-16%
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20
amazon

+45%
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GETI* Wat

WiITHOUT

ERS®

DONATL NOW WHO

TMItIAYIVY

cliearwater 8

Home About Projects Events

Global Yater
v Partnership  vuagon s e

CLEAN WATER

' ' ; ACTION
THE CHALLENGE ABQUT GWP DUR AP . pron
I More people die fr
Technical water and poor sar

Leadership for e ) ' all forms of violenc
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charity: water

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

Including war.

LEARN ABOUT THE WATER CRISIS

11/11/2012
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WATLH THE VIDEQ

OUR MISSION

‘We're a non-profit organization bringing clean, 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:

11/11/2012

15



hows the

100%
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A BOLD IDEA: —
ALWAYS USE 100% OF PUBLIC DONATIONS T0 FUND
CLEAN WATER PROJECTS IN THE FIELD,
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PROVING. T EODALE MIPSR  « PIOVING (T DOUARS TO MROACTS - PARTAUF - VIEROR

PICTURES + WORDS.

Whan we staried chaney; wates i 2006, the fort thing we dd was hund 6 wells. is Ugands. snd ke pichires of e,
Them we raught 1he sary of the e cAangad 10 svanyona back Horme and we'we bren dolng ther ever slace. Sere, we'l
Comtinaat 15 show you what the giotal reed for ciesn water roally Tooks lkee. Not thtough wsistics o mumbers, bue
rhoough indwidus) Dves. Armed with camens and GIT5 devicon, we document On PopCts you hals: o an O grooed.

I Tt w1 GIVE UP YOUR NEXT
. o e BIRTHDAY »* BRING CLEAN
WATER TO PEOPLE IN NEED.
18720

D08 MILLION PERPLE
LIVE WITHOUT CLEAN WATER.
YOUR BIRTHBAY CAN CHANGE THAT.

Berthutay. We ol kave thert. Nirw ety use themt 10t
sometrag iy PARR 1 A U3 VIR ) Ity R
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100% of the money you raise goes
to build water projects.

When you're done fundeakdng, we'll we 100% of your
dothues to budd wster prajects. That mewns whether you
rise $20 o 35,000, every &ollar giviea by mom, dad, yaur
Bows et your grapdous goes ta change Jives.

4 $20 -4

€ ewy it ia £30 s ivm o
ot oty oo weted actere e e
seient Downies Arickiang aarer

Here's winire 1 sy fivs

& Tt gt w

Ercansation Yremion Wardwery [ T eaen—
1o = pinvsm, e Caree, e gy tiiess, sapnenrs
Budh poenped esdier e wrwerTe Fawcn, ate et [N -

© Yougeta photo and
&PS coordinate of the
project you built.
When the project(s) you hetped fund
wre. firsichiont, wee'll prove than with

photus and GPS. You'l! see how your
birthday has chiurged ves,

S the GPS courdinates of the e WO wEter prufect o
project you belped fund. Gaogle Maps.

11/11/2012
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- CAMPAIENS & DONORS WHO FUNDED THIS PROJECT -

find By e paign. or dosar sanwe

Aviscohine Sester
Asvriaed Seoiré

© GIFSs 13 RRERE RO MRy
¥ Prvjont Cost: 730000 2.
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HOWTOBE A

«CAMPAIGN ALL-STAR

*
EMAIL IS MAGICALL

We've:Botisert & trend #reorgs sisccesedl
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‘hange:
Save a Life
- ABC News

11/11/2012
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loans that change lives

BECAUSE THE EARTH REEDS A GQOD LAWYER
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NOVATIVENESS « WILLINGNESS TO DONATE

-

-~

"
SIMPLE EXPERIMENTS & SURVEYS

Certified

11/11/2012
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The Non-Profit
Behind B Corps

The Road to a New Econemy

B Lab is a nonprofit
organization dedicated to
using the power of business
to solve social and
environmental problems.

11/11/2012
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What srw B Compe? Beooron o B Corp B Cacp Camnyuntty News & Niadia

Why Become a B Corp?

nwm:whwawmmw bt for ainy,

nm? . bewontiag & B Core idso s 1o make buniness scime.

i Differentiate “«nmm
. from Pretenders Bty

Pass Legislation

Benchmark
Performance

Save Money an
Access Serwoes

Caertifiod

. Whetare BCarpa?  Bacones BCorp B Oorp Community

Speey | Method Products, Inc.

\t !ir;y;nx e

Blmpm
Burnmary:

CASE STUDY=8 LAB
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Takn the B impuct Assessment
Firdd Newne
Aot Naena §
Woneit ) § 1 you abredy e an acronird_ogin bt 2
Comirm Ematt € | o0 2ae atr Gestions, e 29l w40
G e hROTRRACE te ralf +1-4:0-2yh- 8383
Aerowe Lirme mé Omdiion | -Nore- 3

g the
Change

The B Corp B the Change
Community
More than 600 businesses from

a0t
60 ndusiries and B countries Chinck ot soee of the ways you
with 3 Enitving goal: o redefine can B the Change,

Help baild a globed movement to
in

success in bosinem.

91%% ﬁ THIRD PARTY

Sopap P VALIDATION:
Ls\m*i
MCIH ""'"5'30"9 4+t BORROW BRAND

EQUITY

11/11/2012
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‘What are B Corps? Bezom & B Corp B Carp Communily

They’re
a B Corp?!

A ooy thae hdder Joines e commariny of
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AN-D‘Y_OUR
ORGANIZATION

D CHANGE THE WORLD

11/11/2012
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CHRIS LESTER
CLESTER@MYBIGCHIEF.COM

11/11/2012
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WORKSHOP ON MANAGING NON-PROFIT
ORGANIZATIONS

THE IMPORTANCE OF
BRANDING & MARKETING
FOR YOUR NON-PROFIT
ORGANIZATION

"PRINCIPAL, ROCK CREEK
STRATEGIC MARKETING
WASHINGTON, DCUSA "~

11/11/2012



YOU ARE
ON A MISSION.

AND YOU HAVE A BRAND.

11/1

1/2012
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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]



[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.

11/11/2012
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WHAT’S THE DIFFERENCE
BETWEEN A CORPORATE BRAND
AND A NON-PROFIT BRAND?

CORPORATE BRANDS ARE ABOUT CREATING INTANGIBLE VALUE.

PROFIT




Creating and managing
brand value™

Interbrand

Filter/Sort hrands by

Best ...
Clobal

Brands
2012

The Top 10e The Hurman

Arands

Erem
16 17

tOUIS VUITTOM

() wx_ o

Sector,
Overviews

Google

26%
469,726 $m

11

+20%
30,097 $ém

18
ORACLE

+18%
$29,0525m

19
NOKIA

Chans

$74384m

20
amazon

6%

NON-PROFIT BRANDS ARE ABOUT INCREASING TANGIBLE VALUE.

11/11/2012



11/11/2012

DEFINE YOUR BRAND

[THE BIG CONCEPTS]



BE DIFFERENT.

IT WILL HELP YOU STAND OUT AND ATTRACT ATTENTION

KEEP IT SIMPLE.

G
e g 3

LESS IS MORE.
REDUCE TO WHAT IS ABSOLUTELY NECESSARY.
THEN REDUCE AGAIN.

11/11/2012
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SHARE ‘TORIES OF M ACT

ARTICT"‘ ’i.ATE PROOF O _MPAc,"

. CREATEA COMPELLING &
| CONSISTENT VISUAL FRAMEWORK

. E,N[GAG.E_ & REFLE_CT'CQNSTITUENTS -

11/11/2012
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A SR A A S
MAIN PAGE

clearwater

IMITIAFIVE

Home About Projects Events

v Partnesship  rowodiawer gy CLEAN WATER
@ AcTiON

Ing Staien Aboat U LRI Jobs

THE CHALLENGE ABOUT GWP ouR

More people die fr
Technical yole watﬂe: and poor sar
Leadership for X &f:mww ; all forms of violenc

11/11/2012
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!

CLEAN WATER N
ACTION B
charity: water

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

Including war.
ARTICULATE THE
URGENCY:
LEARN ABOUT THE WATER CRISIS
DRAMATIC

COMPARISON

11/11/2012
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PERSONALIZE/HUMA

WRATTR THE VIDRY

‘We're a non-profit organization bringing clean, 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:

SUBMEYT

DESCRIBE WHAT
YOU DO:

EASY TO
UNDERSTAND

11/11/2012
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EMPOWER YOUR
CONSTITUENTS:

GIVE THEM
A VOICE

VALIDATE
DONATION:

MAKE IT
TWORTHY

ALWAYS USE 100% OF PUBLIC DONATIONS T0 FUND
CLEAN WATER PROJECTS IN THE FIELD.

Yibor yro stwriws) chorky: sk, we mate # Dok 9roTiw 12 e DErorst e — 1005 of Tl Sonatins
oo g ety o P Pkt T i atine RORRGRS. V' Bt Rnother wory B0 COV TN CRIEIING SXDBRINE.
Revit wi' e (DUt QWL Sl Bk shen Ganstinos e e Golvw.

e QUG O Ll SO, Kt SABNS B OO B v Sptybieng Bom s sl 10 Bowc oo
Syrtieng B OROE rent wd Sapnliin THes SO0 Sk S0 o8 LY S0ES SRBOSHN. it st Siunis Bur
JGAG-HITC MISGN, Do ROERY I SOAM BY Wt SHIRGLAIRN RALE XA TEYION 8 CORIS UG 1084 OF pAiiR
SORAUONE K3 WaNe proles.

Wongering ¥ our 160% oae! e been aodited? Stead B 159 Mot Awrit Spinns: e v

£ Dl 24030 oo
B o ¥ e i owet of the
wxibc

Ry o

B0 FHoN PRORME (s WITTGE BRCIER 15 CHIBR. KAt Orivdcng
WA B Worng 10 CHINge L. BT AL!
W dom ity

ot
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42 wewog gk

LEVERAGE
NETWORKS:

INCREASE
YOUR REACH

P A3 10 STERRSY st o 90¢ meoe Huas: wakss

Vs comd ibm
o Do, Tom Uomanng- int Bor thw i, W e 2 e e b

a s

§ o

I s

STAY CURRENT:

KEEP THE
TORY GOING

11/11/2012
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CHANGE THE
PERSPECTIVE:

UNPREDICTABLE
IMAGES

AND WORDS

PICTHRES + WORDS.

When s siared chadty: wae in 2006, the fiest thing we 53¢ was fand. ¢ wells i Uganda, and take pictumes of thets.
Thexn we brousgitt the stary of the Hves changed 6o sveryone back home And se-w Bren dolng oz rver since, Siete, we'st
cuntinueto show you whan the giobel nwed for clean wites relly Touke ike. Bot thocigh sostisics or numbers, Biy
trooiuh incividust tres. Arraad with comens snd G devioes. )} help fi the prouad,

GIVE UP YOUR NEXT
BIRTHDAY »* BRING CLEAN
WATER TO PEOPLE IN NEED.
18720

Ban

INCREASE
OPPORTUNITY:

FIT INTO
830 MALLIGN PEGPLE STILL )

LIVE WITHOUT CLEAN WATER. - PEOPLE’S LIVES
YOUR BIRTHDAY CAN CHANGE THAT. J

Borthdayn. Wo oll hasw thewm. Korw, Lot wae B o dey
aornethiing big. Fedpr N give i vaur sexi binhday, sk
Lt chinaivsees snsisd o gifes, eod hedp Chucigr Hoent

11/11/2012
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100% of the maney you raiss goes
ta build water projects.

When vou're doos fardoaisiag, we'll ase s60% of your
Aotkass 3 build weter prajects. Thist wesns whesder yoo
rEise $30 or §5,000, rvery doliar given by mors, ded, your
b oy your grandim gees B chonge lives.

BE THOROUGH:

PRESENT

Hore's wheer the mnaey goes

L4 132 s e % DETAILS

) Sreemiog Tardwure 5% cont Ay rveased
Buis erafuetm, TSt g Crmans. yipes, o s stginnen PR inangren, G
i sbarthen e =3 Yomarin, s g Snfeciogunty. drwery e

© You gel a phioto and
GPS conrdinate of the
project you built

When the penjectis$ v helped fund
are finiadead, wie'll prove then with
photus and GPS. You'l see how vour
biethday Tus. chanyexdt frves,

e the GPS covrdinates of the Hee vour water project oo Mo the aame: & i
pradect you helped fund Google Maps, the vidheg

SHARE THE
EXPERIENCE:

MAKE IT REAL

11/11/2012
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. CAMPAIGNS & DONORS WH FUNDED THIS PROJECT -

acess,

Yind by eampaipn o dovor name m

DONATIONS T BRIANE 1775 BIRTHEAY

BE APPRECIATIVE:

RECOGNIZE
DONORS

MAKE IT
© GPE: v Ban IRy, 6 NNESHRTIS v
* Brojact Caatt ¥ 536.00 1 RELATABLE:

« Local Partser: X Glruner of Hope
- Projoe (I KT.GOH 8 09.008.131

+ Flald Naseos USE VISUAL

Thacks o yom. this vl b 50k ety recaied acome

! METAPHORS
AND ICONS
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MAKE IT REAL:

TAKE THEM THERE

MAKE IT REAL:

GET CLOSER

11/11/2012
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HOW TO 8E A

~CAMPAIGN ALL-STAR-

EMPOWER
EMAIL 15 MAGICALL B CONSTITUENT

T Mo,

Weve notioed a trens ampong, wixxewful
fundmiwts ~ By tae omad 0 pa the TR B R SR R S DAY, Bt A W
h W w0 e o MRk K .50
- e GIVE THEM
Bust ¥ et samsik o et bermeacs v i s pencEme, A0 BN ¥ WS O AT

THE TOOLS
-

EXPERT ADYICE FROM OUR STAFF

MAKE IT PUBLIC:

GET VISIBILITY

22



INCREASE YOUR
EQUITY:

LEVERAGE
PARTNERSHIPS

ENGAGE YOUR
COMMUNITY:

HOST EVENT

11/11/2012
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Saveal

THOUGHT
LEADERSHIP:

BE THE FACE
OF YOUR CAUSE

DEFINE A
LIFESTYLE:

EXTEND YO
BRAND

CcLuotl Mbtroh e e LABEA § Bkl 99

24
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DESCRIBE
YOUR BRAND

WHAT’S IN A NAME?
WHAT’S IN A TAGLINE?

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.

25
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loans that change lives

YYEARTH
CE

BECAUSE THE EARTR NEEDRS & GOOD LAWVER

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...

11/11/2012
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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]

27



™ Messaging
Communicating
value of Level 1
concepts/themes,
legitimized by
Level 2 claims.

"~ Maessaging
Communicating
value of Level 1

lagitimized by
Level 2 claims.

Messaging
Communicating
value of Level 1

legitimized by
.. Level 2 claims.

i levell

t  Three most important
i concepts/themes

i thathighiight your

;  differentiation and

i areresonant with

i stakeholders,

JO 0010001000

Level 2

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

concepts/themes, 3

3
concepts/themes, i

Content that

expands an and
supports level 1
and 2 concepts.

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.

11/11/2012
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LACK OF CONSISTENCY

11/11/2012
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EASURING BRAND EQUITY

11/11/2012
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| WhatereBComa?  BecomseaBOwp B Cerp Commmniyy

' The Non-Profit
Behind B Corps

DESCRIBE THE
PROCESS:
MAKE IT
ENJOYABLE

Powered by B Lab is a nonprofit
organization dedicated to
using the power of business
to solve social and
environmental problems.

MAKE IT SIMPLE:

REFINE THE
CONCEPT

11/11/2012

31



11/11/2012

’_ What are KCiwpk? . Beotme s BOorp ¢ B Coep Commuity

Why Become a B Corp?

3“% 2 Corpt st partof et g o theamciven, bt fos s,

ﬂ“m? hmn!u.nma-ahmu’...\xi B

Lead a
Movement

Pass Legislation % ‘

Benchmark s
& Generate Preg DESCRIBE THE
Performance : ; BENEFITS:

Save Money and
SOMETHING FOR

EVERYONE

@ What are B Corpe? Becestie & B Corp B Corp Community

E Method Products, Inc.

IDENTIFY YOUR
ADVERSARY:

SHOW STRENGTH

32



"Tadkis the B tmpiaet Assessrent
Fiom Nommme
Lact Samue |
L s U S W N
T vt et pamsnscen

SHOW THE
PROCESS:

INCREASE
COMMITMENT

Bﬁwémmmo

Help bulld & global moverment o
ool i

Cheed out sueie of the waps You
can B the Change.

THIRD PARTY
VALIDATION:

BORROW BRAND
EQUITY

11/11/2012
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What are B Corps? Becotne & B Corp

THIRD PARTY
VALIDATION:

POWERFUL
AFFILIATIONS

They’re
a B Corp?!

A e tirwe beadar joins the costmusity of
Cocifmd B iapomtons.

“tdmge fewor

by o Thin. -

and
Camniniy of fFO in By off ST el IO,
I s B 1 e Pl 30 Sarfons, Pk oo oader:
by i Pk
that all S

ek
Deooosag ¢ & Corp ke Pasapdnia feach Hase gotis,
Wiy i Puteponia becewss & Drrified B Corp¥

e avicesel: Mt s Pitpoushe P 3 Corps
it - iiat s berchrallode oy Vo o Caifacnia

ol

11/11/2012
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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

BUILD YOUR
: BRAND ~_AND YOUR

GANIZATION

 ONE

=:AND CHANGE THE WORLD
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QUESTIONS?

THANK YOU

CHRIS LESTER
CLESTER@MYBIGCHIEF.COM
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Lab

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 heip 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 authoeritative 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 aiso 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 S. 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.amazon.com/Strategic-Marketing-NonProfit-Organizations-
Edition/dp/013041977X

Nonprofit Marketing Best Practices
John J. Burnett

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

Inspire Good: Nonprofit Marketing for a Better World
Bill Weger

http://www.amazon.com/Inspire-Good-Nonprofit-Marketing-Better/dp/1426989083

Marketing Resources

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

http://books.google.com/books/about/Nonprofit Marketing.htmi?id=pVMOwK SbncC

Brand Relevance: Making Competitors Irrelevant

David A. Aaker
http://www.amazon.com/Brand-Relevance-Making-Competitors-
irrelevant/dp/0470613580/ref=cm_cr_pr_product top

The Brand Gap: How To Bridge The Distance Between Business Strategy And Design
Marty Neumeier
http://www.liguidagency.com/thebrandgapbook



Zag: The #1 Strategy Of High-Performance Brands
Marty Neumeier
http://www.liguidagency.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.ssireview.org/

Nonprofit Tech 2.0 Blog
http://nonprofitorgs.wordpress.com/

MarketingProfs
http://www.marketingprofs.com/




