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Strong 
Brands
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Campaigns
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Teams



What we’ll cover:
‣ Getting to know each other 

‣ Learning the basics of branding 

‣ Understanding how marketing and outreach can help your 
project or center 

‣ Developing goals and objectives 

‣ Prioritizing audiences and engagement opportunities  



Getting to know 
each other



Intros:
‣ Project or center 

‣ First name 

‣ One word (adjective) that describes your project or center’s 
approach to marketing and outreach



What can 
branding do for 
your ATE project 
or center?
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A brand is your project’s 
or center’s voice. It’s what 
your audiences hear, see, 
think, and feel—and the 
impression that is formed 
as a result of their 
experiences with you.
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Nonprofits/NGOs  
(and their projects) have…

‣ Multiple target audiences 

‣ Multiple internal stakeholders 

‣ Deeply invested staff/board members 

‣ Complex revenue streams 

‣ A different “bottom line” 
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bigducknyc.com/rebrandeffect
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Brandraising



Organizational 
level
The core elements that direct all 

aspects of an organization’s brand. 



Positioning is the single 
idea you strive to 
establish in the minds of 
your target audience.
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Positioning is… 

‣ Reductive: a simplification reflective of what people can 
retain 

‣ Internal only: you don’t publish it 

‣ A yardstick you actively use 

‣ Not the same as your mission 



Personality is your 
project’s or center’s tone 
and style. It’s the 
overarching feeling you 
want people to associate 
with you. 



Personality is:

‣ Distinguishing: every organization should be 

credible, professional 
‣ Useful: helps you make decisions 
‣ A starting point to build cohesion



Fighting cruelty  
to animals

Personality

Friendly Edgy 







Positioning + 
Personality = 
Brand strategy 



Key points 
‣ Your brand is a system 

‣ Positioning and personality can drive your brand 

‣ Everyone, everything is a ‘brand ambassador’ 



What can 
marketing or 
outreach do for 
you?



Marketing vs. 
communications
‣ Marketing starts from the point of view of the audience. 

Marketing seeks to address audience needs, meets them 
where they are, and tries to steer them to a desired action. 

‣ Communications represents the project’s or center’s 
perspective, and then tries to connect to audience interests. 

You need both …. but today we’re only focusing on 
marketing through the lens of outreach!



Marketing helps…
‣ Internally — to facilitate work  

Who needs and gets what? 

When do they get it?  

‣ Externally — to advance programmatic goals 
How will you engage your audiences? 

What do you want them to think/do? 

What do they want from you? 



Marketing can help you…
‣ Raise awareness among target audiences 

‣ Help generate in-kind support 

‣ Recruit students 

‣ Build relationships with partner organizations, incl industry 

‣ Engage stakeholders 

‣ Shift or change attitudes/perceptions 

‣ Gain support and recognition 



Why nonprofits 
communicate



So… what’s in a 
marketing plan?



Elements of a marketing plan:
‣ Context 

‣ Goals and objectives 

‣ Audiences 

‣ Strategies and tactics 

‣ Roles and responsibilities 

‣ Evaluation 

‣ Timeline and budget



Context setting 
(consider your assets)

STRENGTHS 
- Strong reputation 

- Charismatic faculty

WEAKNESSES 
- Inconsistent social media 

- Stuck in silos

OPPORTUNITIES  
- New partner for referrals 

- Increased outside attention on our issue

THREATS 
- New project increasing competition 

- Fears related to rising costs of higher ed
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Do try this at home!



Our project or center has 
clearly defined marketing 
and communications 
objectives.



Goals and objectives

Why are you doing this? 

‣ Relate to your mission and the goals of your grant proposal 

‣ Conduct research (landscape scan, interviews, SWOT 
analysis) 

‣ Set big-picture goal(s) with SMART objectives



Goals and objectives
‣ Goal: big-picture statement of what you are striving to 

achieve 
Raise money to sustain our expanding project or center offerings 

 Position ourselves as the go-to resource for X 

‣ Objective:  measurable outcomes that indicate you’ve 
achieved your goal 

Raise 30% more money by the end of 2019 

Increase in requests by 50% from ABC audience



http://www.nonprofitmarketingguide.com/freemembers/2018NonprofitCommunicationsTrendsReport.pdf
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We know who our 
audiences are and 
understand what they 
think about us. 



Target audiences
Who are you trying to reach? 

‣ Consider who already knows you 

‣ Challenge yourself to “walk in their shoes” 

‣ Focus on one action for them to take 
Female students interested in robotics 

Community college educators and administrators 

Funding agency program officers
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Audience profile (name, group, pic)

Background  
(education, location, age, etc.) 

Goals 
(what they are looking for) 

Big ideas  
(what they need to see/hear) 

Current perception 
(what do they think of your org) 

Barriers 
(what’s stopping them from engaging) 

Watering holes  
(ways to reach them incl influencers) 

Actions 
(what do you want them to do) 



Background 25, lives in Minneapolis with his wife and 3-year old child.  
Has a high school diploma + studied for one semester at college.

Goals Looking for skills so set him up for a career in the high-tech industry.

Big ideas Wants to earn a good salary and take care of his family.

Current perception Has heard of our community college, but not about our ATE project.

Barriers Overwhelmed that he might have to go back to school for four years and how 
to balance the demands of school and his job, with his family.

Watering holes Spends time at church and his local community center. Also on Facebook 
and Instagram.

Actions Come to an open house event. Follow us online.

Bob (potential student)
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We’re engaging audiences 
on a variety of channels.



Strategies 
What approach will best guide your actions to achieve your 
goal?  

‣ Ask, “how would I do that?” which should lead you to 
different tactics or actions 

‣ Look at the whole picture (SWOT) and focus on best 
opportunities with your goal in mind 
Engage new fundraising prospects with a non-donation 
action 

Make it easy to get involved 



Tactics
What specific activities or actions will you take to 
accomplish your strategies?  

‣ Be detailed: this is about implementation! 

‣ Check ideas against available resources, tools, and capacity 

‣ Select channels based on your audience(s) 
Add a prominent “share your story” button to our website 
and e-newsletter 

Update identity to be more approachable/inclusive 



Ladder of 
Engagement

What’s in it  
for me? 

How can I help 
this org? 
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One thing… 
• You will do next week 

• You will take away from this workshop



Next steps
‣ Share worksheets and/or slides with colleagues 

‣ Fill out SWOT worksheet, review marketing plan definitions 

‣ Draft marketing plan, including work plan and metrics 

‣ Mark your calendar for webinars on Jan 29 and Feb 26  



Question for you
What would you like to cover in two-part webinar series? 

‣ Brand personality and examples of using it 

‣ How to staff for and evaluate marketing and outreach efforts 

‣ Deeper review of marketing and outreach plans 

‣ Setting strategies and tactics 

‣ Crafting mission statements and/or key messages 

‣ Social media strategy 

‣ ??? 



Resources



Resources
‣ 2017 and 2018 Nonprofit Communications Trends:         

http://www.nonprofitmarketingguide.com/  

‣ 7 steps to creating your best nonprofit marketing plan: 
http://bit.ly/1nYpfOI  

‣ Strategic Communications for Nonprofit Organizations by 
Sally J. Patterson, Janel M. Radtke:                                            
http://amzn.com/0470401222  

http://www.nonprofitmarketingguide.com/resources/book/2017-nonprofit-communications-trends-report/
http://bit.ly/1nYpfOI
http://amzn.com/0470401222


What it Takes  
to be Great  
The Top Five Factors of Successful  
Nonprofit Communications Teams

E-BOOK

bigducknyc.com/5-factors

http://bigducknyc.com/insights/5-factors


What it Takes  
to be Great  
The Top Five Factors of Successful  
Nonprofit Communications Teams

E-BOOK

bigducknyc.com/podcasts

INTRODUCING

The Smart 
Communications 
Podcast

http://bigducknyc.com/podcasts


Achieve more 
Putting strategy to work for your nonprofit

E-BOOK

bigducknyc.com/strategy-ebook

https://bigducknyc.com/insights/achieve-more-putting-strategy-to-work-for-your-nonprofit/


BOOK

Brandraising  
How nonprofits raise visibility and money  
through smart communications 

bigducknyc.com/brandraising

http://bigducknyc.com/insights/brandraising



