
For Purpose Organisation Branding 
Presented by Michael McGann

Presenter
Presentation Notes
A strong Value Proposition is a critical component of any organisations brand. The Value Proposition is essential in positioning the organisation & differentiating it from other services. A clear Value Proposition allows an organisation to control how it is perceived by key stakeholders in regards to factors that are of critical importance to them. It allows an organisation to demonstrate that it understands its relationships with a target audience (funders, supporters, referrers).
 
Sometimes it is difficult for ‘for purpose’ organisations to identify a Value Proposition beyond the delivery of services to their beneficiaries. However, all organisations continue to exist because they are delivering services that create value in society. This value might be expressed in feedback provided by funders, consumers or their families or it could be captured in the willingness of other organisations to partner with you in the delivery of services.
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Content slide
This session will explore the following elements of 
organisation identity:

• What is a brand;
• Why is brand important;
• Value Proposition and Positioning;
• Brand Archetypes;
• Measuring Brand Strength;
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What is a brand



What is a brand?

“a promise to the public that an organisation possesses certain
features or will behave in certain ways”
Adrian Saregeant, The Robert Hartsook Professor of Fundraising, 
Indiana University

Presenter
Presentation Notes
The important part of this definition, and the reason I chose this over others, is that it makes it clear that a brand is an organization. I feel like sometimes the use of the word brand implies a different entity
or a sub set of an organization. In reality your organisations brand is your organisation.

Think for a minute about all of the touchpoints someone could have with your organization. Clients/beneficiaries, funders and regulators all come into contact with you and your teams at different levels
and for different purposes.   all of the components of your organisation that influence how you are perceived by the world that you engage with”

So, I’ll use the terms interchangeably. 



What is a brand?

“All of the components of your organisation that
influence how you are perceived by the world 
that you engage with”
Michael McGann - skysdesign

Presenter
Presentation Notes
Think back to our image of all of the logos and the feelings that you have to them. As we’ve already seen there will be a range of feelings associated with these.
So whilst a brand can be easy to identify, they can sometimes be elusive to define and are often open to interpretation or perception




skysdesign.org.au

Why is brand important

Presenter
Presentation Notes
The dominant perception of brand in the nonprofit sector is focused on communications. The primary purpose of an organisations brand is considered to be about increased visibility, favourable positioning in relation to competitors, and recognition among target audiences that translates into fundraising success. Branding as a tool for managing the external perceptions of an organization, a subject for the communications, fundraising, and marketing departments.

However, this perception needs to be expanded. The sector needs to view their brand as having a broader and more strategic role in an organization’s core performance. The expression of core purpose, methodologies, and values that attract, engage and retain not only supporters but also the best staff that you can. Branding is a matter for the entire executive team. At every step in an organization’s strategy and at each juncture in the theory of change, a strong brand is increasingly seen as critical in helping to build operational capacity, galvanize support, and maintain focus on the social mission.
�
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Changing relationships

• Less money 
• More focus on social outcomes and impact
• Social media changing communication 

strategies from one-way (brochures, website, 
annual reports) to two-way (facebook, twitter)

• Brand definition is more ‘democratic’
• Partnerships and collaboration

Presenter
Presentation Notes
I’m sure that we’re all fairly aware of what is going on in our sectors.

The obvious things are less money and the impact that this has on service delivery coupled with the shifting focus for measuring and reporting outcomes and impact. 

From a brand perspective there are some definite changes that I believe many organisations are still trying to understand and knowing how to manage these and having the resources to manage these is a challenge.

For example, what I mean when I say your brand definition is becoming more ‘democratic’ is that social media has changed communication strategies from one way such as brochures, website, annual reports to 2 way where now your audience can talk back to you. Your information can now be shared by your audience with whoever they choose. You are losing the ability to have direct control of what your brand stands for in the eyes of the public which in turn means that your ability to maintain control is becoming more important. It is imperative that you make sure that the audience perception matches your reality. 

Partnerships and collaboration between organisations within sectors and across sectors are becoming more and more important for achieving greater social outcomes and funders are looking at how many organisations can work together to address problems. This need for partnership and collaboration is occurring at all levels of the sector. Last year we were asked to assist 3 community education providers to develop their brand presence and marketing strategy for an education partnership that they had been funded to deliver. One of the challenges in this process was to get all of the partners to understand that we were building a partnership and that the focus of the project was to build brand recognition of the partnership. To ensure that the outcomes of the project were aligned we had to continually ask the question ‘What does this mean for the partnership’.
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For Purpose branding

1. Organisation culture and structure
2. Employees 
3. Collaboration
4. Managing complexity
5. Reinforcing mission

Presenter
Presentation Notes
For profit are focused on the single metric of profitability

NFP Cultures are  based on consensus building and there is a recognition of the value of engagement with staff, stakeholders and beneficiaries to support decision making. This culture helps to define the structure of the organization with typically flatter structures of decision making. These cultures and structures are reinforced by employees who are motivated to create social change rather than for personal reward and the brand needs to be able to communicate and support this level of engagement
Organisations are focusing more and more on collaboration for the achievement of greater social outcomes whilst being aware of the need to be financially viable.
Beneficiary complexity and service/program complexity are a feature of many organisations . Many NFPs deliver a range of programs or services to their beneficiaries that can be difficult to pigeon hole
Constantly attempting to engage a wide range of stakeholders in the achievement of a social mission is a challenge for many for purpose organisations as they have the added challenge of there existing a disconnect between the purchaser (donor, government) and the product user (beneficiary). Because the purchaser cannot experience the product first hand they have to rely on trust that you will do what you say.

This leads us to what I call the Purpose Hierarchy for organisations.

Next slide
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Purpose Hierarchy(c)

Society
What is our impact?

Programs
What do we do?
How do we do it?
Do we have the right partners?
Are we measuring their success?

Who? - Do we have a style? 
Is it supported by our values? 
What is your archetype?

Why
Why we do exist?
What are our values?
Are they shared by all staff?
When did we last visit them? Mission

What is our desired world?
Is this consistent with how we work today

Beneficiaries
Who/what are we helping?
Are we addressing the need in 
the same way

Presenter
Presentation Notes
This image reflects how I view organisation purpose in relation to their brand. 

The Mission underpins everything. 

Why is about purpose and values. The WHY is the reason that the organisation was established and it is the reason why people work there. At its core WHY is directly connected to intent. Why is concerned with why you do what you do. Not what you do or how you do it.

Who is about organisation personality. What type of organisation are you? 

How is captured in the Programs that you deliver and how you deliver them, and this along with beneficiaries and your impact on society are, in my opinion, heavily influenced by the bottom 3 sections of the pyramid. For example, if your mission or why are about bulindthat you apply to working with your beneficiaries will be different and has a major influence on Who you are. 

If your mission is to ”help people rebuild their lives” and your WHY is connected in someway to a belief that people’s capacity for self change is essential for this to happen then who you are, the type of programs you create and the people that you ultimately work with will be influenced. This will, in turn, affect the amount and type of social impact.

If, however, your Why is connected to the belief that to achieve the mission you need to care for people and protect them in some way then your Who is going be to slightly different as will your program design and possibly the people you work with. For example, your programs may be designed with more of a care focus than a capacity building focus.

So, for the rest of the time that we have we’re going to focus on Why and Who. 
    



Brand 
Identity

Brand 
Image

Brand 
Integrity 

Brand Integrity

Presenter
Presentation Notes
Brand Identity – 
Who you are. This is your internal identity built on how you think about your organization 

Brand Image – 
The feelings and perceptions that external stakeholders form when they think about you.

Brand Integrity - 




skysdesign.org.au

Value Proposition and Positioning

• Who is our audience?
• What are they trying to achieve?
• What are their challenges?
• How do we help solve them?

– What do we do ?
– How do we do it?

• Why is it of benefit to them?
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For Purpose Brand Positioning

• Target audience
– Who is in your tribe?

• Brand Clarity 
– Coherent identity
– Differentiation with other, similar services
– Purpose and approach to purpose

• Streamlines marketing & fundraising

Presenter
Presentation Notes
Brand Clarity is directly connected to marketing activities. Being clear about your brands identity everyone in the organisation to be clear about what to say when talking to prospective supporters. 

Brand clarity in a For Purpose organisation context is underpinned by mission and values as it is these elements that will continue to reinforce you, how you are different to other organisations within your sector and also your value to your audience – donors and otherwise. 


Next slide  
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The Golden Circle*
WHY?
• Very few organisations know WHY they do 

what they do. WHY is the purpose, cause or 
belief. This is as true for NFPs as for 
commercial

HOW?
• Some organisations know HOW they do it. 

The things that make them special or 
unique from other organisations – their 
competition. 

WHAT
• Every organisation in the world knows WHAT

they do. These are the services or products 
that are offered

Presenter
Presentation Notes
So, to reiterate the Golden Circle idea - the most fundamental thing that you can market is WHY. It doesn’t discount the WHAT or the HOW.

The WHY is all about purpose and organisational purpose is heavily influenced by organisational values. 

Next Slide
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Tribe Building 

Presenter
Presentation Notes
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Brand Archetypes
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Brand desire and how each archetype meets it
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revenge or revolution, to 
destroy what is not working 

mastering a secret knowledge and 
manipulating tools to control 
things 

exert mastery in a way that 
improves the world 
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• https://www.youtube.com/watch?v=_gq8PO9XK
2Y

https://www.youtube.com/watch?v=_gq8PO9XK2Y
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• https://www.youtube.com/watch?v=kCAh1Q71X
SE

https://www.youtube.com/watch?v=kCAh1Q71XSE
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• https://www.youtube.com/watch?v=epqV7lFdew
4

https://www.youtube.com/watch?v=epqV7lFdew4
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Brand Equity - Measures Brand Strength

Trust Partnerships

Consistency Focus

4 drivers

Presenter
Presentation Notes
When the image and the identity of an organisation are aligned in the eyes of stakeholders then trust is enhanced 
Trust in organisations allows the organisation to build successful partnerships for service delivery and enhances the organisations ability to attract partners

Concentrating efforts on differentiation and positioning enhances trust and builds brand equity

The more relevant an organisation appears the more partners they may be able to attract. The higher the caliber of partnership  the more relevant the organisation appears.

Think of all the great organisations in either for profit or for purpose – how many of them fail to deliver consistently
Consistency is reinforced in every conversation, every piece of marketing, every interaction that your organisation has no matter who you speak to or where you look. The brand must be the same no matter what angle you look at the organisation from.

Focus comes from a strong understanding of how your organisation is positioned and how you differentiate from other organisations in your sector
Focus speaks to simplicity – the more simple the organisations mission and goals the easier it is to maintain focus.
Focus is essential to the notion of brand integrity by bringing clarity to position and differentiation of the organisation. This in turn contributes to coherence and trust. 

So, if we have all of these elements in place. Is there a way that we can communicate them in a way that engages our target audience. 
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