
A BRAND OVERVIEW
Branding Defined & Illustrated

BY SARAH KRACKE
© 2008 kracke consulting



HAVE YOU EVER SAID THIS?

“No one knows who we are…”

“…no one can articulate the mission.”

“…the board doesn’t understand branding...”

“Our logo sucks.”

“…we have a hard time getting funding.”

“We can’t afford a good communications firm...”



TRUE OR FALSE?

Our organization understands the value of raising the 

visibility of its brand among stakeholders, policy-makers, 

funders and the public in general.

Audiences we’d like to reach clearly understand who we are 

and what we do.

Our brand generates a positive feeling about our organization 

to the point that people trust and respect what we say and do. 

Therefore, they support and engage with us.



Identity is typically thought of as those elements 

encompassing mainly visual components, such as logos, 

stationery, print collateral, signage, etc.

Brand identity is the sum of what you say you are as 

expressed through words, colors, symbols, environments, 

attitudes, and positioning. 

You have a high degree of control over your identity.

IDENTITY



A strong identity helps strengthen your image and 

supports your marketing. 

When your identity system is consistent, you create a 

positive, lasting impression of your organization. 

The value of your brand identity increases each time it’s 

presented appropriately but decreases with every 

incorrect or improper application.

IDENTITY BENEFITS



Image is the intangible cluster of feelings, impressions 

and opinions that form perceptions of a an organization, 

service or experience.

You can try to project a certain image, but it is your 

audience that forms your image in their collective mind.

Perception is reality.

IMAGE



IDENTITY IS WHO YOU

SAY  YOU ARE.

IMAGE IS WHO YOUR AUDIENCE 

SAYS  YOU ARE…

IDENTITY VERSUS IMAGE



In the nonprofit sector, marketing is often considered 

either a luxury or a necessary evil on which few admit 

spending too much time, consideration or money. 

But leveraging effective (often limited) resources is 

strategically essential to a successful nonprofit, making 

the laws and tools of branding even more important. 

WHY?

MARKETING



Because powerful nonprofit brands raise more [positive] 

awareness and money, attract more volunteers and, 

ultimately, impact more people. 

Everyone has a story. But if you’re not telling it with an 

authentic and compelling narrative that is relevant and 

humanistic, people won’t support you. 

People don’t give to an idea--they give when they are 

compelled by an emotional connection. 

MARKETING



A [successful] brand is a promise that a company, 

organization or product/service/experience keeps to its 

customers/stakeholders. 

Although it’s intangible, it’s a real, dependable, strong  and 

emotional connection. An effective brand conveys your 

essence, character and purpose. 

Using the components of your brand identity, marketing

generates awareness for and positions the organization.

BRAND



THE 
NONPROFIT 

BRAND

GOVERNMENT

THE PUBLICDONORS

VOLUNTEERS

NONPROFIT BRANDS IMPACT MULITPLE AUDIENCES



REPUTATION

How well your desired audiences think about your organization.

ESTEEM

How your target audiences rate you or your organization.

RELEVANCE

How much your audiences need or care about what your 

organization does.

DIFFERENTIATION

How you are distinguished from others.

BRAND ASPECTS



Brands are experienced internally and externally 

through all encounters:

Identity 

Marketing

Public Relations

Fundraising

Collateral Materials

Web Site

Administration/Operations 

Past Experiences

Environments

Staff and Volunteers

Word of Mouth

Programming

BRAND IMPRESSIONS



Build loyalty 

Drive perceived quality (perception is reality)

Provide differentiation

Allow flexibility

Create credibility

SUCCESSFUL BRANDS



Branding IS NOT simply a communications concept. 

It is an intricate part of ALL functions and decisions 

and, therefore, not the exclusive domain of marketing. 

Finance, operations, human resources , technology, 

planning and development strategies should all reflect 

and support your core values and attributes. 

BRAND DOMAIN



A solid branding program: 

Communicates your organization’s value proposition more 

efficiently and effectively;

Grows the size of your audiences (including board members, 

volunteers, and potential funders);

Motivates your audiences to spread the word for you. 

Positive WOM (Word of Mouth) is the best and cheapest 

form of advertising; and

Informs your marketing and programming.

SUCCESSFUL BRAND BENEFITS



ENCOUNTERS

If all brand encounters are not planned and controlled as an 

extension of the organization’s business, development and 

programming strategy, then the result is an accidental

brand. And, in most cases, a diminished one…

BRAND MANAGEMENT



BRAND IDENTITY



BRAND IDENTITY



BRAND IDENTITY



BRAND IDENTITY



BRAND IDENTITY

http://www.crt.state.la.us/home.aspx


BRAND IDENTITY



MISSION, VISION & VALUES + MESSAGE  =  BRAND

The power of a brand stems from connecting your 

mission, vision and values with your message. It’s not 

about being “cool,”  rather, within the realm of nonprofits, 

it’s about being clear, consistent and compelling. 

Powerful brands are built by organizations who deliver on 

a message that is authentic and distinctive and, most 

importantly, connects with a target audience. 

THE BRAND FORMULA



Vision What you want to be

Mission What you are going to do

Values What you stand for

Brand Position How you are perceived

Brand Voice How you look, feel and act

Brand Equity The power of your brand

LINK YOUR BRAND TO YOUR CORE 
MISSION, VISION & VALUES



BRAND IDENTITY

mailto:mdrennen@gnoinc.org
http://www.lano.org/


BRAND IDENTITY



BRAND IDENTITY

We Advocate.

We Strengthen.

We Inform.

We Connect.

http://www.canonprofits.org/


BRAND IDENTITY



BRAND IDENTITY

LANO’s mission is to strengthen, promote and build the 
capacity of Louisiana’s nonprofit sector through 
education, advocacy and member 
services……VISION………..?

http://www.lano.org/


CASE STUDY

BREC [The Recreation & Parks Commission 
for East Baton Rouge Parish]



CASE STUDY

REBRANDING FOR THE FUTURE
Expanded programming, new and updated properties 
meant more opportunities to reach a bigger audience with 
strategic positioning and an enhanced brand identity.



CASE STUDY

BEFORE AFTER



BREC WEBSITE
BEFORE



BREC WEBSITE
BEFORE



BREC WEBSITE
BEFORE



BREC WEBSITE
AFTER



BREC WEBSITE
AFTER



BREC WEBSITE
AFTER



BREC WEBSITE
AFTER



BREC COLLATERAL SYSTEM



BREC GRAPHIC STANDARDS



BREC GRAPHIC STANDARDS



BREC GRAPHIC STANDARDS



CASE STUDY

CPRT [Commercial Properties Realty Trust]



CASE STUDY

CPRT MISSION

Commercial Properties Realty Trust is more than a real 

estate company. We are trusted, confident professionals

with dynamic expertise and unique talents who measure 

success by the value of our impact on the communities in 

which we do business.  We are committed to delivering 

uncommon solutions through thoughtful collaboration

and distinctive relationships in order to create a superior 

portfolio of assets.



CASE STUDY

CPRT VISION

To build on established ideals and an exceptional 

reputation as a trusted and dynamic real estate 

company that creates extraordinary assets for 

long-term value and impact. 



CASE STUDY

CPRT VALUES

ENTREPRENEURIAL Confident • Ambitious • Courageous 

DEDICATED Passionate • Focused • Loyal

COLLABORATIVE Open • Thoughtful • Expressive

ACCESSIBLE Enthusiastic • Positive • Generous

CREDIBLE Honest • Sincere • Knowledgeable

STRATEGIC Smart • Creative • Versatile



CASE STUDY

BEFORE AFTER



CPRT WEBSITE
BEFORE



CPRT WEBSITE
AFTER



CPRT WEBSITE
AFTER



CPRT STATIONERY COLLATERAL

5630 BANKERS AVENUE
BATON ROUGE, LA 70808 

5630 BANKERS AVENUE
BATON ROUGE, LA 70808 

5630 BANKERS AVENUE
BATON ROUGE, LA 70808 

BEFORE



CPRT STATIONERY COLLATERAL
AFTER



CPRT CORPORATE STATIONERY TEMPLATES

LETTERHEAD

FAX COVER SHEET

MEMORANDUM



CPRT ADVERTISING COLLATERAL



CPRT EVENT COLLATERAL



CPRT EVENT COLLATERAL



CPRT PRINT COLLATERAL



NAME Upper and Lower Case, Franklin Gothic Book Bold, 9pt 
[RGB 0, 56, 104]

TITLE Initial Caps, Garamond Italic, 8.5pt [RGB 128, 128, 128]
COMPANY ALL CAPS, Garamond Bold, 9pt [RGB 0, 56, 104] 
ADDRESS Initial Caps, Garamond Regular, 8.5 pt [RGB 0, 56, 104]

PHONE Garamond Regular, 8.5 pt [RGB 0, 56, 104] 
ALL CAPS, Franklin Gothic Book, 7.5 pt [RGB 128,128,128]

WEB Lower Case, Garamond Regular, 8.5 pt [RGB 0, 56, 104]
LEADING Line spacing “Single” with one extra hard return between 

title and company, city, state, zip and phone

CPRT GRAPHIC STANDARDS



CASE STUDY

GNO, Inc. [Greater New Orleans, Inc.]



GNO, INC. LOGO & FAMILY OF COLORS



GNO, INC. BRAND POSITION

How we wish to define and differentiate our 

organization and be perceived by our key audiences:

GNO, Inc. is the economic development engine driving 

the resurgence of the ten-parish Greater New Orleans 

area. In pursuit of tightly defined goals, acts as a 

catalyst, advocate and resource broker—a 

nonpartisan organization focused solely on retaining 

jobs, creating new jobs, developing the workforce

and fostering pro-business public policy.



GNO, INC. COLLATERAL TEMPLATES



GNO, INC. PRESENTATION TEMPLATES



GNO, INC. MEDIA PUBLICATIONS



GNO, INC. PRESIDENT’S UPDATE & EVENT BANNER

On September 9, 2004, the GNO, Inc. Board of Directors unanimously passed three resolutions that promote 
economic development in the New Orleans region. The board approved resolutions that focused on the 
Central American Free Trade Agreement (CAFTA), the region’s coffee industry and the state’s commitment to 
Northrop Grumman. I would like to take this opportunity to define these vital projects aimed at moving GNO, 
Inc. closer to its goal of creating 30,000 jobs and $1billion dollars in new payroll in the ten parish region. 
GNO, Inc. supports CAFTA and endorses the concept that this agreement and Central America.  
Second, the GNO, Inc. board approved a resolution that urged the New York Board of Trade (NYBOT) Coffee
Committee to remove the current differential charged on coffee warehoused in the New Orleans region. 
Greater New
Orleans serves as the largest roasting market in the United States with an estimated 3.5 million bags of coffee 
roasted  annually in this area. Due to the differential placed on coffee by the NYBOT, New Orleans’ market 
share for coffee
warehousing has decreased by 10% in the last 18months while New York’s has increased.

I would like to thank the GNO, Inc. staff and volunteer leadership for their commitment and time to these 
projects as they represent the potential for substantial economic growth. If you have any questions, please 
feel free to contact me at 504-527-6900 or by e-mail at mdrennen@gnoinc.org. 
Sincerely, 
Mark Drennen

President and CEO
Greater New Orleans, Inc.

On September 9, 2004, the GNO, Inc. Board of Directors unanimously passed three resolutions 
that promote economic development in the New Orleans region. The board approved 
resolutions that focused on the Central American Free Trade Agreement (CAFTA), the region’s 
coffee industry and the state’s commitment to Northrop Grumman. I would like to take this 
opportunity to define these vital projects aimed at moving GNO, Inc. closer to its goal of 
creating 30,000 jobs and $

September 2004

mailto:mdrennen@gnoinc.org


GNO, INC. WEBSITE



GNO, INC. BRAND VOCABULARY

HOW WE DESCRIBE WHAT WE DO

[Micro-Level]

“… attract new businesses”

“… nurture twenty-first century industries”

“… grow existing businesses”

“… retain existing businesses”

“… develop a highly skilled, employment-ready workforce”

“… collaborate with like-minded entities to achieve our goals”



GNO, INC. BRAND VOCABULARY

HOW WE DESCRIBE WHAT WE DO

[Macro-Level]

“… create 30,000 new jobs, $1billion in payroll in 5 years”

“… match business and industry needs with local resources”

“… generate economic momentum”

“… grow a fertile business environment”

“… stimulate the regional economy”

“… drive the economic turnaround”

“… helping the Greater New Orleans region ‘get to work’ ”



Successful brands are not just about logos and brochures—

they are the result of rigorous, strategic, day-to-day 

management that removes arbitrary, subjective, often 

reactive, decisions.

The process of branding is extremely powerful as it 

synthesizes and distills your core tenets and guiding 

principles. More importantly, it gets everyone on the 

same page.

A clearly defined and expressed brand gives you the power 

and strength of many voices speaking as one. 

BRAND SYNTHESIS



1. Do you have a brand identity that clearly and 
consistently communicates what your organization 
does and is passionate about?

2. Do all of your promotional materials use the same 
language to get your point across? 

3. Is your message consistent so people recognize it as 
YOUR organization’s message?

4. Do you use one or two narratives when making 
presentations or when meeting with donors that 
clearly illustrate why your organization is relevant 
or important? 

5. Do you manage donor support in a way that makes you 
stand out from other organizations--a unique 
recognition program or way of reporting how donor 
money is being put to use?

ASK YOURSELF…



THE END


