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Agenda: Agenda: 
Robin Hood MarketingRobin Hood Marketing Your BrandYour Brand

• What is a brand?
• What branding entails
• BBMG’s five laws of branding
• Example
• Q&A
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What is What is branding?branding?

What your 
audience feels 
inside when they 
think of you. It’s 
what you stand for 
IN THEIR MIND 
AND HEART.
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The The LIVESTRONGLIVESTRONG brandbrand
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What word comes to mind?What word comes to mind?
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12,000 
nonprofits

1940

Why Why BrandBrand--DrivenDriven Communications?Communications?
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1.5 million nonprofits 
and 119 more 
every day…

2008

Why Why BrandBrand--DrivenDriven Communications?Communications?
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Before You Delve into BrandingBefore You Delve into Branding……

• Analyze your audience and what you want 
them to do

• Map their current experience with you
• Map the way it should be
• Close that delta – that’s true branding



Analyzing Your AudienceAnalyzing Your Audience 

Marketing is about looking at the world Marketing is about looking at the world 
from the point of view of our audience from the point of view of our audience 
rather than our own.rather than our own.
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WHO WHAT WE WANT FROM THEM 
(What actions)

Nonprofit ED Join state nonprofit association

40-year-old suburban 
mom

Give email address to your organization
Sign up online for monthly giving

Senator Vote for legislation that benefits your 
sector

What do we want our audience to do?What do we want our audience to do?
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What do they experience with us now?What do they experience with us now?

• Ask them
• Put yourself in their shoes (donate, call your 

800 number, use your own services, map 
what happens when you have a problem)

• What did you learn?
• What do you stand for now?
• What should be different?
• How do we get there?
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The sweet spot we want them to experienceThe sweet spot we want them to experience

Your Org Is
Good at It

Important to 
Audience

No One Else
Is Doing 
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BBMGBBMG’’ss Five Laws of BrandingFive Laws of Branding

BRANDBRAND

WordWord

FocusFocus Authenticity

Leadership Consistency
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• A brand should own a word in the mind 
• That word should play to the sweet 

spot
• Your word must be simple and clear

1. The 1. The LawLaw of the of the WordWord
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Watch + Prestige

1. The 1. The LawLaw of the of the WordWord
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Beer + Australia

1. The 1. The LawLaw of the of the WordWord
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Car + Safety

1. The 1. The LawLaw of the of the WordWord
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Case Example  Case Example  

• Nike for women: What word comes to 
mind?

• CARE?
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• The power of a brand is inversely 
proportional to its scope

• The more attributes you associate with 
your brand, the less it means 

• Stay on the sweet spot

2. The 2. The LawLaw of of FocusFocus
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• A brand becomes stronger when 
you narrow its focus

2. The 2. The LawLaw of of FocusFocus

Children’s 
Supermart?
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• A brand becomes stronger when 
you narrow its focus

2. The 2. The LawLaw of of FocusFocus
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• Leadership is the single most important 
motivating factor in consumer 
behavior…

3. The 3. The LawLaw of of LeadershipLeadership
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#1 in tires

3. The 3. The LawLaw of of LeadershipLeadership
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Italy’s #1 Pasta

3. The 3. The LawLaw of of LeadershipLeadership
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King of Beers

3. The 3. The LawLaw of of LeadershipLeadership
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• When you don’t have a leading brand, create a 
new category in which you can claim 
leadership.

• Heineken - the leading imported beer 
• Samuel Adams - the leading microbrew

• Corona - the leading Mexican beer
• Asahi - Japan’s #1 brand of beer

3. The 3. The LawLaw of of LeadershipLeadership
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• People disbelieve generic claims
• Authenticity is the proof behind your 

promise
• Do you “walk your talk?”

4. The 4. The LawLaw of of AuthenticityAuthenticity
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• A brand must stand for something 
clear and consistent over time

• Trends come and go, but brands 
should stay the same

• When you change your brand to 
chase a new market, bad things can 
happen…

5. The 5. The LawLaw of of ConsistencyConsistency
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Cake Decorating Kit

5. The 5. The LawLaw of of ConsistencyConsistency

Energy Beer

Energy Pudding
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Coke Pepsi

5. The 5. The LawLaw of of ConsistencyConsistency
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• Own a word
• Focus on your Unique Value 

Proposition
• Lead a category
• Walk your talk
• Consistency builds brands over 

time

LessonsLessons of the Laws of Brandingof the Laws of Branding
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ItIt’’s harder for us!  s harder for us!  

• Overworked and overwhelmed in the weeds
• Culture of consensus
• Morphing missions
• Social vs. consumer imperatives
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Sources of InspirationSources of Inspiration
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Branding for $500Branding for $500

“Which came first: 
the chicken, the egg or the donation?”
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One chicken suit:$125One chicken suit:$125
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One chicken donate now button: $20/monthOne chicken donate now button: $20/month



45

The Chicken Knows Branding!The Chicken Knows Branding!

Priceless!
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Shameless yet SINCERE product placementShameless yet SINCERE product placement
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Last ThoughtsLast Thoughts

• Robin Hood Marketing has more on 
branding, plus all the other elements of 
marketing, to help you raise money, forge 
partnerships and compel people to action

• Visit www.fundraising123.org
• www.nonprofitmarketingblog.com

http://www.fundraising123.org/
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Need Online Fundraising on a Budget?

• Sign-up for Custom DonateNow before 
June 30 and save $250. 

• Click here to visit our online application.
• Just place the coupon code JUNEPROMO 

in the discount code field of your online 
application.

• Questions? Please call 1-888-284-7978 or 
view a brief demo here.

https://npo.networkforgood.org/RegisterLanding.aspx
http://www.fundraising123.org/demo
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