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Importance of Your Brand:
Key #1: Know What Your Brand Means
Key #2: Think Strategically About Your Brand

Creation of Your Brand:
Key #3: What Does Your Brand Look Like?
Key #4: What Does Your Brand Say?

Implementation of Your Brand:

Key #5: Ways to Communicate Your Brand Internally
Key #6: Ways to Communicate Your Brand Externally
Key #7: Social Media and Building Your Brand

Bonus Key!

Ronnm Tt [ ilee 2 RBusiness

Corporations need more heart ....

Nonprofits need more business sense ...
Track your Return On Investment (ROI)

“A nonprofit brand is powerful for the same reason as a

cial brand: itis ingful in the lives of its
users. Every strong nonprofit brand is different, is relevant to the
lives and values of its supporters, and has enough critical mass to
make change happen.”
-- Cynthia Round, Executive Vice President, Brand Leadership, United
Way of America




| The guru of biz mgt gurus
C C C
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. the single nagement book I've ever read.” —Warren Bennis

DISPATCHES from the NEW WORLD of WORK T(;‘hiwplFEEr%MHS
New Audio: Tom Reads The Little

BIG Things

This week's additions to the audio files on the book page
are in the section tiled "PASSION"

#84. 1 Second That Emotion.

#85. One Rule! Much Gold!

#86. Seize the Moments.

'WAYS TO PURSUE
Collect them all, and when we're finished, you'll have an EXCELLENCE
io ve the entire book.

on sale now

Abbey B

postad thiz on 10/15, in General.

KEY #1: KNOW WHAT
YOUR BRAND MEANS

Be and GROW

It means ...Building a story

in your constituents mind.

Fedtx.




[t means ...Being Transparent

Photo by Keith Allison

it ficks com/photosiketralison'2311062920/

[t means ...Being Transparent

Photo by LiGado em Série

itpwn ke com/photos/:

[t means ...relating to your visitor

What do you see?




Qbilily Building Center

e
Minnesota by provding rehabiltation and employment sevices for
persons wit disabilfies and other special nesds.

Ability Built
Give [w——

—
Everyone benefits when people with aisabitties work:  {{g {1 O Paperléss
secine Clater
tevs 14m Looking For 2010 ABC Rochester
vty Bt Computrs Business Parneraf e ear

Protocut™
About ABC »
Senices for Businesses >
Programs For Consumers »
How You Can Help »
Document Library >
Gareers AtABC »
Houston County »

Ste Map

Qb{lﬂy Building Center

MIDWEST
MANUFACTURING
2010 ABC Rochester Community
Employer ofthe Year

> Benchrpark

Program
-
Information
Busigess

Services

What's New:

» Local KAALTVE News Disabities

» 2010 Rochester Banaust Enjoved Great Success
» Houston County banquet scheduled for October 26, 2010
» Summer 2010 Inside ABC Newslefter

» Help us imorove:take our short survey

ADULT PROGRAMS

Ability Building Center

Everyone benefits when people with

ities work!

| YOUTHPAOGRAMS |  BUSINESS SERVICES | SUPPORT 1 cowmact

Randy has goals. ABC has the

resources to help him achieve his goals.

Peopie want

Joinuson facebook
Executive Director's Blog

= Jobs

work and eam a iving. Businesses want
1 get the ob done ight ABC s commit

164 1o providing cpportunbes for workers - 1o discover

Services To Businesses

V Custodial
V Shredding

PN ameas

‘and aents - by partnerng witha range of

' News & Events

Article Titlo

Article Titlo

Article Titlo

[t means ...relating to your visitor

No one will remember your brand,

If they don’t understand it.

Establish relationship FIRST:
- Tell me who you are
- What I should do




It means ...understanding WHO
you are trying to reach

- Age

- Education
- Race

- Gender

| What do women want?

= Want to see visuals.
= Attracted to a human context. Women put people first.
= When that look competent, not harried, frenzied, etc.

= “Real” women, not supermodels — women don’t aspire
to petfection and better related to normal.

= Avoid visuals that are isolating.

= Show depth, intricacy ... women are detail-oriented.
= Show emotion.

= Immersion and tell a story.

= Show collaboration (not competition), friendships (not
rivalry), warmth.

|Chﬁllcngc Question

Are there any nonprofits that do a
really good job of branding?




| Challenge Question

Why aren’t there more?

| [t means ... more revenue!

Image Leaders

Power Organization Brand Value Revenue Brand Image
Brand $ Million Rank Rank
100 Rank
8 American Cancer Society 1,359.8 1 1
2 The Salvation Army 4,702.9 3 2
3 United Way of America 4,516.9 2 =
7 Habitat for Humanity International 1,768.0 9 4
4 American Red Cross 3,146.2 7 5
1 YMCA of the USA 6,393.6 1 6
12 American Heart Association 897.8 22 7
58 Special Olympics 109.1 74 8
35 Make-A-Wish Foundation of America 205.3 51 9
55 The Humane Society of the United States 120.0 68 10

The Cone Nonprofit Power Brand 100

KEY #2: THINK
STRATEGICALLY ABOUT
YOUR BRAND




[t’s a Process not an Event

“Building a powerful brand doesn’t happen with one large
event, but by working day after day, month after month, year
after year to consistently deliver on your mission. Every
nonprofit must be relentless in demonstrating that hard earned
donor dollars support the mission. The Red Cross is proud that
an average of 91 cents of every dollar goes toward the people

we serve.”

-- Gail J. McGovern, President and CEO, American Red Cross

| People buy, spend or donate based

on emotion.

= Martha
u Zappos

| Martha Behind Bars Spells Disaster

Profits plunge 42% at Mt Sevat

[
hrniu!raumenus
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Jailhouse chili
cooking for a crowd

faux finishes
biighten up dray
cell biocks with color

cozy cots
decorating sheots
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ummuvw‘ e s(r nmd
stains from wsm




Eilvitter Vo Prle FodPacie Setngs ey Sno

Zopposf
w0l zappos

R 403,602 1,020,305
There are basically two types of

busir people: Those who see 7 ool zappos's updtes.
money as the ends and those who St
see money as the means (via @ev)

(and hardest) esson Ive leamed in i s that the
exteral worid i ust a reflection of the worig wihin.

Woke up to pipe leaking & pool draining. Now I can try to re-enact
the Sprite commercialin my backyard -

R N

| Challenge Question

Has anyone ever been moved
EMOTIONALLY when visiting
your website? (yes or no).

|Chﬂllcngc Question

Examples!




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

The Biggest Opportunities For Brands To

Leverage Interactive Marketing!
Fosted Aor 1, 2051y Kaenott
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7
Voted? Vote.
help us win Pepsi R&f

|Chﬂllcngc Question

What elements do you observe that
represent strong branding on these
sites?




|(’Zhnllengc Question

What is one major

difference

between how these sites brand and

how your organization brands

online?

BONUS KEY:
The Mad Marketeer 6Zone Marketing

Map that maps

out a strategy

START (Build your foundation) to
FINISH (Monitor your results)

The
6Zone

*  Commmicanon: Smategy

fssion, Valuss, Unique Selling Proposinion, TazgetAarkets, Taghme,

Messaging,

tiom, Look 4 Pasl/Dasign, C

. Logo, Lettsthead, Envelope, Business Cards, PPT/Eumail

Marketing

Templatss)

1 Brockus:,

. Foldss, Pre Ttz e

M’dp: AMsrkanzg Collan

‘Dambase /Listsmategy

nterns] Matksnng - Emplovss:

52l Cover)

a ‘Parmer Smategy (Organizations, Businesses, Mediz)
framework
for building :

= Marketing. Broadcast (TV, radio)
strategy e

Newslenar, Avton Alerr
Event (wade, samimar)
Infomezsials /Pias
Aobile Marksting

Word of Mouth (WOM/Viral)




Thank You!
Be Bold. Get Started Today.

Contact us for any q ions about this i
310-947-8511
katharine@MadMarketeer.com

Visit our website to receive benefits as one of our website guests:
www.madmarketee

.com/webinar guests

Join our email list at www.madmarketeer.com /webinar guests to
receive marketing news and tips.

To help you get your marketing on track, webinar attendees are also
invited to sign up FREE for one of the following services:

Measure and Monitor Consultation
This consultation and Quick Guide helps you set your “baseline” measurements, so you can implement
your marketing strategies and, then, measure and monitor the results. These tools are the very key to
your long-term marketing success!

Private Website Consultation
Is your website ready for increased web traffic? Do visitors stay on your site when they get there or do
they leave within a few seconds? In this private consultation we assess your website and provide
strategic recommendations to enable you to get the best results including raising more money.

40




