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Branding Shifts 
for Nonprofits

Learn about the critical three shifts that every 
nonprofit has to take right now to master their 
messages online and pivot their brand and 
stand out in the digital space.



LEARN

YOUR MESSSAGING ECOSYSTEM

How to create a messaging ecosystem 

that will help you to connect on a 

deeper level with your supporters.

THE THREE BRANDING PILLARS

Learn about the three Branding Pillars that 

every New Generation Non-Profit needs to 

identify to create a solid brand foundation.

THE RIGHT SYSTEMS

How to create more impact by setting up the right 

systems and applying your messages on a daily 

basis in your content strategy no matter the 

channel (Facebook, Instagram, Twitter, LinkedIn) or 

type of content (video, blogpost, story).



WHAT’S



TODAY



1 Purpose

2 Agility

3 Human  
Experience

4 Trust

5 Participation

6 Fusion

7 Talent

Source: Deloitte Global Marketing Trends Consumer Pulse Survey.

TRENDS



IS YOUR CONTENT SEEN?

Facebook has 2.74 billion monthly 
active users, an increase of 12% 
year-over-year.

1.82 billion people on average log 
into Facebook daily.

Facebook users spend 58 minutes 
per day on Facebook.

Instagram has 1.15 billion active 
users.

500 million people visit Instagram 
stories daily.

59% of the content on Instagram are 
photo posts

14.9% of the content on Instagram 
are video posts.



BRANDING:
IT’S NOT WHAT YOU 
HAVE BEEN TOLD IT IS



STORIES IN PEOPLE’S MINDS



HOW DO PEOPLE 



THE KEY:



HOW



BIRDSEYE 



BIRDSEYE 



HOW 

● Is what you offer something that people actually want 
(to support)?

● Are you offering it to the right people?
Are you talking to their hopes and dreams?
Is what you say aligned to what they want?

● Are communicating your values and what makes you 
unique? (Your differentiator) 

● Your why?
● Is what you say consistent? 
● Are your team, board members on the same page with 

you? Are they engaged?
● Are they inspired and give their best? 



FROM HERE



FINALLY YOU SEE 
WHAT IS GOING ON



LEARNING #1

The three Branding Pillars that every New Generation 
Non-Profit needs to identify to create a solid brand 
foundation.



THE THREE 



From not being very specific and 

not standing out 

IT ALL STARTS HERE:



IT ALL STARTS HERE:

• How do you implement your vision on a 

day-to-day basis?

• Do you act from your vision or towards 

your vision?

• Are your values guiding principles for your 

organization?

• Do  you have a unique angle to share your 

story?

• What are you standing for or against?



How the right positioning and defining the 
audience leads to community support and funding!



EXAMPLE

Brand Story Board:
• Identify Problem
• Identify Audience
• Emotions, Feelings, Stats



EXAMPLE

Brand Story Board:
• Who we are
• Our Services
• How we help



EXAMPLE

Brand Story Board:
• Results for audience
• Feelings



Values Guide Day to Day Operation



Example of the 
7 Stars

How to use the values:

• Connecting on a deeper 

level

• Finding the right people 

and supporter

• Onboarding HR

• Key Messages 

• Funders



LEARNING #2

How to create a messaging ecosystem that will help 
you to connect on a deeper level with your supporters.



BECOME IRRESISTABLE
From exhausting membership 

drives and hustling fundraising 

events 





ASK BETTER QUESTIONS

• Shift perspective: Instead of asking what 

can they do for you?

Ask: What value can we offer them?

• What keywords can we associate with our 

values?

• Based on those keywords, what messages 

can we create?



How defining the audience, messaging, and strong 
visuals helps BCL to have staff and volunteers 

become their biggest brand ambassadors!



1. Current State Report:
Survey + Interview, Audience, Deep Dive

2. Brand Strategy:
New Name, Revised Vision, Identified 
Values, Key Messages, Personality,

3. Guidelines:
Colors, Fonts, Templates, Messages 

Brand Strategy



Example



Example



Example







“The new brand creates more excitement internally 
than we thought it would. Our staff totally bought 
into it and they became our biggest ambassadors. 
They are willing to talk about who Bridges is and 
there is a level of excitement that wasn’t there 
before. We build communities through building 
homes for seniors.”



How to create more impact by setting up 
the right systems and applying your 
messages on a daily basis in your 
content strategy no matter the channel 
(Facebook, Instagram, Twitter, LinkedIn) 
or type of content (video, blogpost, 
story).

LEARNING #3



FIND YOUR FOCUS

From exhausting and disjointed 

everyday tactics 





MARKETING 



STEP-BY-STEP 

Your Brand Foundation



• Develop overarching goals and themes

• Identify the best strategy to reach your 

goal.

• Identify processes and systems. What 

touchpoints do you need? What can be 

automated? What tools can support you.

THE MAP



GOALS. OBJECTIVE. STRATEGY. TACTIC.

GOALS

What is the bigger 

outcome? Where 

do we want to be?

OBJECTIVE

How can we make the 

goal measurable?

S.M.A.R.T

STRATEGY

What How do we reach 

the goal?

TACTICS

What are the 

best tools  to 

pursue the 

objectives?



Example 

GOALS

To Become the primary resource in 

crime prevention education in Canada.

OBJECTIVE

To create a 5 level membership 

program with free and paid options 

and increase member ship by 300 

members by December 2021



Example 

STRATEGY

- Explore strategic partnerships

- Identify audience and membership 

needs

- Develop program with founding 

members

TACTIC

- Create survey for current members

- Use social media and Instagram to 

promote survey

- …..



What about 

Align what you do with your vision!
- What content can you create that aligns with your key 

messages and vision? 

Example BCL: One of their values is CONNECTION. One focus 

on their social media is connection. 

- Ask yourself: What does it look like to implement your values 

on a day to day basis? 

- How can you create a dialogue rather than just posting 

content?

(What could CONNECTION look like as REEL on IG, what 

conversion could you start and have FB lives or podcast?)

- Who could you partner with? Who has similar values and a 

shared vision?



ALIGNED IDENTITY

Your organization’s identity is the key to building a strong 

foundation for your marketing and fundraising.

REAL CONNECTION

People want to connect with people. 

Finding out what they really want and 

how to  emotionally connect with them is 

crucial for marketing and fundraising 

results.  

IMPACT TO CREATE CHANGE

Start with goals and break them down to 

strategies and tactics.

OVERALL



Q&AQ&A
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IN TOUCH

Download your free Planning Resource:

https://rebrand.ly/CCVO-2021

https://rebrand.ly/CCVO-2021


Become a CCVO member to receive all the benefits of membership and support our work towards a vital, 

dynamic sector that is recognized and respected as an integral part of our community.

CCVO Members enjoy benefits such as:

• FINDING FUNDERS with a discounted subscription to the Grant Connect database.

• BUDGET SAVINGS with discounts on CCVO networking events such as our Nonprofits at 

2:00 gatherings, plus discounted postings on the Reach Hire nonprofit job board – including 

one free job posting per year.

• EXPOSURE FOR YOUR ORGANIZATION with CCVO’s online member directory and featured 

member spotlights on the member directory page.

Learn more about CCVO Membership at calgarycvo.org/membership

or connect with us at membership@calgarycvo.org



T H A N K  Y O U

Branding Shifts for Nonprofits

Three strategies to be seen and heard 

through online noise


