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tYPicAL nonProft 
BrAnDinG ProBLeMs

•  How can we create more awareness?
•  How can we diversify our funding sources?
•  Our name is confusing or outdated.
•  We don’t have the internal resources to create  

professional marketing.
•  Our programs are overshadowing our agency’s brand.
•  How do we take advantage of social media?
•  How can we launch an earned income venture?
• How can we attract more more unrestricted funding?





BrAnD

• BrocHures

• newsLetters

• ADvertisinG

• funDrAisinG

• Direct MAiL

• onLine ProMotion

• event ProMotion

• eMAiL

• PuBLic reLAtions

• sociAL MeDiA

• viDeos

• weBsite







BrAnD 
evALuAtion



• Is your mission relavant?
• Is your strategy sound?
• Does you name, tagline and logo work?
• Is your website functional?
• Are your brochures professional?
• Is your email targeted?
• Is your social media working?
• Is your technology integrated?

wHAt Does it Assess?



wHAt wiLL You LeArn?

• Whether your message resonates.
• If your image is professional.
•  How consistent your marketing is.
• Your brand’s strengths.
•  Your organization’s ability to  

produce effective communications.
•  How you use technology.



•  Focus your brand and marketing efforts.
•   Prioritize your marketing budget.
•  Allocate staff appropriately.
•    Monitor your marketing to learn what works.
•  Achieve better results.
• Feel confident in your marketing.

so You cAn...



Item Audience Purpose Description Production Cost Message Result Assessment
Fundraising  
Brochure

Individual 
donors

Solicit individual 
donations, primar-
ily under $100

C-fold brochure Digitally printed 
(full color) on both 
sides on dull coated 
text 

$1,200 ”Give kids a 
chance to suc-
ceed.” Focuses 
on safe places.

Estimated $4,000 
raised from the 
brochure since 
2009

The return on  
investment 
is good, but it 
doesn’t represent 
our mission or 
brand well. Need 
to get better  
photos of kids  
in action. Include 
other ways to  
get involved.

Organizational 
Brochure
Solicitation  
Letters
Direct Mail
Presentations
Annual Report
Newsletter
Invitations
Sponsorship Info
Event Invitation
Website
Email  
Newsletter
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Get help
from top
experts

Connect with  
colleagues to 
share ideas

Learn about 
critical issues 
from political

leaders. 

Gain 
knowledge

to apply  
right away
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Strategic Documents
• A Strategic Plan
• A Marketing Plan
• A Brand Manual
• Digital Asset Archive

Written Content
• Mission Statement
• Vision Statement
• Brand Attributes,

Personality & Values
• Boilerplate Language
• Grant Applications
• Directory Listings
• Online Listings

Logos
• Organizational Logo
• Division Logos
• Program Logos
• Sponsor Logos
• Other Logos

Typography
• Typefaces
• Typeface Usage

Colors
• Colors
• Departmental Branding

Stationery Items
• Email Signature
• Business Cards
• Letterhead
• Second Sheet
• Envelopes (various sizes)
• Memo Sheets
• Note Cards
• Mailing Labels
• #10 Envelope
• 9x12 Envelope
• Other Stationery Items

Business Forms
• Registration Forms
• Invoices, Statements, etc.

Organizational Collateral
• Organizational Folder
• Organizational Brochures
• Program Brochures
• Flyers
• Posters

Program Collateral
• Program Brochures
• Flyers
• Mailers / Inserts
• Posters

Membership Materials
• Membership Brochure
•  Renewal Forms  

& Invoices

Fundraising Materials
• Fundraising Brochures
• Solicitation Letters
• Development Package
• Direct Mail
• Event Marketing
• Planned Giving Materials
• Sponsorship Information
• Fundraising Advertising
• Email Marketing

Publications
• Annual Reports
• Magazines, Journals
• Newsletters
• Other Publications

Email
• Email Newsletters

Event Promotion
• Invitations
• Flyers
• Email
• Online Registration

Presentations & Videos

Signage
• Exterior
• Interior & Bulletin Boards
• Sponsor Recognition

Uniforms
• Shirts
• Jackets
• Hats
• Name Tags
• Other

Vehicles
• Delivery Vehicles
• Vans & Trucks

Promotion
• Posters
• Online Marketing
• Premiums

Advertising
• Print Advertising
• Online Advertising
• Broadcast Advertising
• Outdoor Advertising
• Other Advertising

Social Media
• Facebook
• LinkedIn
• LinkedIn
• Twitter
• Flickr
• YouTube
• Other

Production Request
• Materials Request Form
• Print Quote Request 
• Production Checklist

Marketing Materials
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MESSAGE
• Is the message accurate? Is the content relevant? 
• Is the language and tone appropriate for your organization’s personality?
• Is the length of the text appropriate? Is the text easy to read?
• Does the item have features like subheadings and callouts?
• Are the calls to action clear?
• Is all relevant contact information / links to social media / newsletter sign included?

DESIGN
• Is the design professional? Is your brand well represented? Is your logo used consistently?
• Does the layout have a central focus and read the reader through the piece?
• Is typography consistent?
• Are the colors appropriate?
• Are the design and content consistent with your other materials?

IMPACT
• Does the item have human appeal, evoke an emotional response?
• Is production method and cost appropriate and well done?  

Is the item printed with good quality paper?
• Is the distribution method appropriate? Has the item been distributed to its target audience?
• Does the piece achieve its objective?

Evaluation Points

MArketinG inventorY



BrAnD evALuAtion
1.  organizational info
2.  identity
3.  website
4.  social Media
5.  events
6.  email Marketing
7.  Donor Management
8.  fundraising
9.   Membership
10.  technology
11.  Monitoring



1. Organizational Information
Organization
• How is your organization structured? Chapters, Affiliates, etc.? 
• Is your mission clear? Do your programs and decisions follow your mission?
• Does your organization have a Strategic Plan? A Marketing or Fundraising Plan?
• Do you know how much you spend on marketing during your fiscal year?
• How would you characterize your organization’s ability to adapt to change? 
• Can your board and your staff clearly articulate your mission?

Marketing
• Who determines your marketing and fundraising goals, priorities and budget?
• Who is responsible for creating and for overseeing your marketing?
• Do you have any defined procedures for creating your materials?
• What is done to monitor your marketing?

BrAnD evALuAtion



1. Organizational Information

Audience
• Who are your key stakeholders? Are they aware of your organization?
• What perception do they have of your organization?
• What motivates your donors to give to your organization?
• When was the last time you conducted a customer satisfaction survey?

Competitors
• What organizations is your organization confused with?
• Can you identify your competitors’ strengths and weaknesses?

BrAnD evALuAtion
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2. Identity

Name
• Does the name represent what your organization does?
• Does the name distinguish your organization from your competition?
• Does the name inspire confidence?
• Does the name allow you to expand services or geographic areas?
• Is the organization’s name overshadowed by it programs?
• Does the name use any outdated or politically incorret terms?

Tagline
• Does the tagline convey your nonprofit’s or program’s impact or value?
• Is the tagline used on all print, online and verbal communications?
• Is the tagline short?
• Is the tagline memorable?



2. Identity

Logo
• Who are your key stakeholders? Are they aware of your organization?
• What perception do they have of your organization?
• What motivates your donors to give to your organization?
• When was the last time you conducted a customer satisfaction survey?

Brand Awareness & Perceptions
• Does everyone in the organization know the mission and tagline?
• Are the organization’s values clearly articulated?
• Can your board and staff tell your story persuasively?
• Do potential donors have correct perceptions of the organization?

BrAnD evALuAtion



3. Website
Overview
• Does the site help your organization to accomplish your mission?
• Do you regularly compare your website your competitors’ sites?
• Is it easy for users to find the information they are looking for?
• Does your website have a Content Management System to add content?
• Do all functions work the way they should?
Design
• Is the design engaging to your audience?
• Does the design of your site convey your organization’s personality?
• Does the layout have a central focus and use space appropriately?
• Are colors used to convey your brand, aid in navigation?
• Are photos and graphics used to tell a story and elicit an emotional response?

BrAnD evALuAtion



3. Website
Content
• Does the site have all the necessary sections and content?
• Is the site structure sensible to a user?
• Does the content appeal to the needs of the audience?
• Does the copy convey your brand personality and tone?
• Does the copy avoid sector-specific jargon or assumptions?
• Are your annual report and audited financial statements available on the site?

SEO (Search Engine Optimization)
• Do you have an SEO (Search Engine Optimization) strategy?
• Do pages have page titles and SEO descriptions?
• Does that site have a consistent page naming strategy (URLs)?
• Have you used keywords effectively in your site?

BrAnD evALuAtion



3. Website
Features

BrAnD evALuAtion

   Advocacy Tools (Petitions  
and/or Letter Writing)

  Blog (Moderated?)
  E-commerce / Product Sales 
  Event Calendar
  Event Registration
  Forum or Message Boards
  Interactive Maps
  Job Postings
  Member Log In
  Membership Renewal
  News Section

  Newsletter Sign-up
  Online Auction System
  Online Donations
  Photo Galleries
  Polling / Surveys
  Publications Archive
  RSS Feed
  Social Media Links
  Specific Landing Pages
  System
  Volunteer Opportunities
  Videos



4. Events

• What type of fundraising events do you have?
• How many? When are they?
• How do you handle the registration for the events?
• Do you have online registration?
• What system do you use?
• Does this system meet your needs?
• What are your online registration system requirements?
• What are the overall results of your events?

BrAnD evALuAtion



5. Social Media

• Do you have a social media strategy?
• What are your goals for using social media?
• Do you use social media platforms like Facebook, LinkedIn, Twitter, Flickr ?
• List the URLs for your social media platforms.
• Do your social media platforms and blogs get updated regularly?
• Who is responsible for managing your organization’s social media presence?
• What is your greatest challenge in managing your social media?

BrAnD evALuAtion



6. Email Marketing
• What type (newsletters, e-blasts, event notifications etc.)?
• Do you have a template that allows you to customize emails? 
• What are your goals for your email marketing campaign?
• Who is your target audience for your emails?
• How many email addresses do you have in your system?
• Are you happy with that? Is your list growing or shrinking?
• What system do you use? Does this system meet your needs?
• Are your lists segmented? If so, how are they segmented?
• Does the system track open rates and click through rates?
• Do you check those reports? How often?
• What are the overall results of your email marketing campaign?

BrAnD evALuAtion



7. Donor Management
Donor List

• Do you maintain a donor database?
• How are your donors segmented? 
• Do you run reports to track the growth rates of your donor database?
• How often? Who does that?
• What is your donor retention rate? Other metrics?

Donor Management System
• Who maintains your donor records? How are they maintained? 
• Do you have a Donor Management System? Which one?
• Is it integrated with your website or any other system?
• Does the system suit your needs? Why or why not?
• Does it give you the information you need?

BrAnD evALuAtion



8. Fundraising

• What are your fundraising goals?
• What type of fundraising do you do?
• What type of fundraising materials do you have (brochures, solicitation  

letters, event marketing, development packages, and email marketing)?
• How do you monitor your fundraising results?

BrAnD evALuAtion

  Capital Campaign
  Cause Marketing
  Community Service Projects for Youth
  Directed Giving
  Endowment Campaign
  Events
   General

  In Kind Contributions
  Planned Giving
  Retail Fundraising
  Scholarship
  Sponsorship
  Young Professionals
  Other



9. Membership
• How many members do you have (percent of entire market)?
• What is the composition or demographic of your members?
• What is you annual membership growth rate? Renewal rates? 
• Can members join and renew online?
• When was the last time a membership survey was conducted?
• Who is responsible for membership?
• What membership marketing materials do you have? 
• How effective are they?

BrAnD evALuAtion



10. Technology
• Are there any other systems or technology that your organization uses?
• How are all of these systems integrated?
• Do the appropriate people know how to use these systems?
• Do you have user guides for these systems?
• Who manages your technology? Who has the passwords and  

access information?
• Does more than one person have this access information?
• Is there a contingency plan for an emergency?
• Do you have service agreements for these systems?
• What applications do you use to design your brochures and  

marketing materials? PC or Mac?

BrAnD evALuAtion



10. Technology
• Who is your website Hosting Company?
• What is your website Content Management System?
• Who is your Email Provider?
• What is your Online Donation System?
• What is your Payment Gateway?
• What is your Donor Management System?
• What is your Event Registration System?
• What is your Email Newsletter System?
• What is your Online Auction System?
• What is your Social Media Management System?
• What is your Social Media Monitoring System?
• What is your Web Traffic Monitoring System?

BrAnD evALuAtion



11. Monitoring
Website Metrics

• Number of unique site visitors
• Source of traffic (which search engines, partners and affiliates)
• Website sources (which sites are sending traffic to your site)
• Number of page views
• Average time on site
• Bounce rates
• Number of people who signed up for your newsletter
• Amount raised through online donations
• Number of comments or reviews on blog posts

Email Marketing
• Number of emails sent out monthly

BrAnD evALuAtion



11. Monitoring
Email Marketing

• Number of emails sent out monthly
• Number of people on email list
• Number of new subscribers
• Open rate
• Click-through rate
• What links are clicked on (including headlines, text and images)
• Number of “forward to a friend”
• Number of opt-outs

BrAnD evALuAtion



Building the Brand  
for an international  
educational organization

cAse stuDY



Pratham Houston Gala 2009 
Every Child in School and Learning Well 

  INVEST IN  
    EDUCATION 

Before
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Pratham is  
changing that.

As India’s leading non-profit organization  
in education, we address the underlying 
problems. Working at the grass roots  
level and as an agent of change at the  
government level our programs are  
efficient, cost effective, and scalable. 

Pratham transforms the lives of the next 
generation of children that will enter the 
global workforce. Our mission is to ensure 
that every child in India is in school and 
learning well, breaking the cycle of poverty. 

Creating large scale  
educational change in India.

Pratham works with communities,  
parents, and governments in India to:

• Provide educational programs
• Create educational standards
• Advocate for educational reform
• Test innovative programs

Through programs that reach children  
throughout the educational continuum,  
from pre-school, primary and vocational 
schooling, Pratham opens the door to a  
world of opportunity and a brighter future.

Phone: 1.866.PRATHAM/713.774.9599

Fax: 713.583.6779

Email: info@prathamusa.org

Please get involved and help change 

the lives of millions of children.  

Support Prathams efforts to end 

childhood illiteracy.

• Make a generous donation

• Volunteer you time

• Help raise funds

• Join a chapter

Visit www.prathamusa.org 

100 million kids in India 

can’t read or write  

their own name

Pratham trains 60,000 

volunteers to teach 

children who don’t 

have access to a 

stable education.

Achieving impact through  

a range of programs.

Whether it’s engaging pre-schoolers in  

educational activities, or teaching kids through 

the use of technology, Pratham’s programs  

inspire, empower, and achieve measurable results. 

•  Read India, our flagship program teaches reading, writing, 

and basic math skills to children ages 6-16. Read India I 

reached 33 million children between 2007-2010 and  

trained 127,000 volunteers and 282, 000 teachers.

•  Balwadi provided 22,000 low-income pre-school children 

access to education.

•  Pratham Council for Vulnerable Children (PCVC) removed 

66,000 vulnerable young children from the work forced  

and helped prepare them for mainstream schooling.

•  Computer Aided Literacy gave 113,000 children across  

8 states access to school-based computer labs improving 

their basic learning levels through technology. 

•  Annual Status of Education Report (ASER) 700,00  

households were surveyed over 4 days by 25,00 volunteers 

to measure learning levels and academic achievement  

across the country, helping to spur education reform.

•  Pratham Libraries 1600,00 children borrowed books  

provided by Pratham in community libraries.

Phone: 1.866.PRATHAM/713.774.9599
Fax: 713.583.6779
Email: info@prathamusa.org

Please get involved and help change 
the lives of millions of children.  
Support Prathams efforts to end 
childhood illiteracy.

• Make a generous donation
• Volunteer you time
• Help raise funds
• Join a chapter

Visit www.prathamusa.org 

100 million kids in India 
can’t read or write  
their own name

Pratham trains 60,000 
volunteers to teach 
children who don’t 
have access to a 
stable education.

Achieving impact through  
a range of programs.

Whether it’s engaging pre-schoolers in  
educational activities, or teaching kids through 
the use of technology, Pratham’s programs  
inspire, empower, and achieve measurable results. 

•  Read India, our flagship program teaches reading, writing, 
and basic math skills to children ages 6-16. Read India I 
reached 33 million children between 2007-2010 and  
trained 127,000 volunteers and 282, 000 teachers.

•  Balwadi provided 22,000 low-income pre-school children 
access to education.

•  Pratham Council for Vulnerable Children (PCVC) removed 
66,000 vulnerable young children from the work forced  
and helped prepare them for mainstream schooling.

•  Computer Aided Literacy gave 113,000 children across  
8 states access to school-based computer labs improving 
their basic learning levels through technology. 

•  Annual Status of Education Report (ASER) 700,00  
households were surveyed over 4 days by 25,00 volunteers 
to measure learning levels and academic achievement  
across the country, helping to spur education reform.

•  Pratham Libraries 1600,00 children borrowed books  
provided by Pratham in community libraries.



Who Are We?
New Center for
Collaborative Leadership:
As part of the Board of Jewish Education of Greater
New York/SAJES, the New Center for Collaborative
Leadership (NCCL) has been mandated to energize the
Jewish educational landscape by engaging the most
innovative educators in reimagining, designing, and
launching high quality, compelling, Jewish
experiences for the Jewish youth of today.

iCenter:

The iCenter is dedicated to igniting the hearts and
minds of young North American Jews with the passion
and meaning of Israel. Through reflective learning and
personal connection, the iCenter strives to develop an
enduring relationship between Jews around the world
and the people and State of Israel.

A practice driven organization, the iCenter supports
and enhances the work of Jewish educators. The
organization also serves as a resource to foster
professional collaboration and academic discourse.

The iCenter was established with the generous support
of the Charles & Lynn Schusterman Family Foundation
and the Jim Joseph Foundation.

Board of Jewish Education
of Greater New York/SAJES

iCenter Project InCiTE
InNOVATING CREATIVE TEEN ENGAGEMENT

“Never before in history has innovation offered promise
of so much to so many in so short a time.” -Bill Gates

In today’s rapidly changing world, Jewish education demands innovation and creativity.

Project InCiTE will teach a cohort of youth professionals to become part of the next generation of innovative
Jewish educators.

Project InCiTE will provide these educators with the opportunity to create exciting new projects within their organizations
that will attract and engage more Jewish youth in more meaningful Jewish experiences.

In its first cycle, Project InCiTE will focus on creating projects that develop stronger commitments to Israel and
the Jewish People.

Project InCiTE is a joint project of the New Center for Collaborative Leadership (a department of BJENY/SAJES) and the
iCenter in cooperation with MAKOM.

Goals for Project InCiTE:

• Create Meaningful Connections: Project InCiTE aims to
strengthen commitment to Israel and the Jewish people.

• Create Impactful Projects: Project InCiTE fellows will
create and implement relevant new models of engagement
in the area of Israel Education and Jewish Peoplehood.

• Create Change Agents: Project InCiTE will train Youth
Professionals to help develop cultures within their
organizations that are receptive to innovation and
creativity.

Structure and Time Frame:
Year One:
Preparation – August 2009
Opening Retreat – August 23-26, 2009
Planning - August 2009 - December 2009
Israel Seminar – December 20, 2009 –January 3, 2010
(nine day seminar within these dates)
Project Development – December 2009 - May 2010
Presentation of Projects – May 2010 - Two-day presentation
of the final projects to the community and potential funders.

Year Two:
Ongoing support, implementation, assessment, modification,
and documentation of the projects.

Before
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Logos taglines Programs

“On air, online, on your mobile device.”

current



wake up your brand!

Howard Adam Levy, Principal
howard@redroostergroup.com
212.673.9353
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