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• A practicum on marketing activities that your 
organization should undertake and invest time 
in. 
 

• Direction on how to use social media wisely 
and appropriately. 

 
• Behind the curtain look at our new branding 

and what we learned from you, our affiliates, 
about collective giving. 
 

• A compendium of resources and examples 
 
 

Agenda 



• Little money 
• Little and constrained resources 

 
But, a great story to tell 
 
 

Marketing on a Shoestring 



• Is your current brand relevant and 
timeless? 

• Does it need updating or a tweak? 
• Are you ready for an overhaul? 
• Is it all ok and now you are ready for a 

megaphone? 
 

 
 

Taking Stock of Who You Are 



 
How to Manage Your Nonprofit Brand 

• Know your constituency(ies)  
• Know what you are trying to accomplish 
• Determine/revisit your brand character  
• Establish your brand voice and make sure 

it’s clear, relevant and memorable 
• Communicate consistently with a unified 

voice across your organization, on your 
website, in your press releases, etc. 



Legacy Brand vs. New Brand  
Is there a need to rebrand? 
 
 

 
Evaluate your current brand equity against the 
following: 
•  The need to distance yourself from an old,     

 weak or negative image. 
• The desire to reach a new audience or 

 demographic. 
•  A change in your organization’s mission/

 purpose.  
• The competitive scenario has changed. 

 
Source: https://www.entrepreneur.com/article/278770 
 



• Capture what you know about your 
organization in a communications plan 
document. 

• Develop style guides (editorial and 
graphical usage). Always update! See 
examples. 

• Create policy for handling turnover 
through a governance document. 
Example provided in resources. 

 
 

Ready, Set, Go.  



• Capture what you know about your 
organization in a communications plan 
document. 

• Develop style guides (editorial and 
graphical usage). Always update! See 
examples. 

• Create policy for handling turnover 
through a governance document. 
Example provided in resources. 

 
 

Planning for Success 



• Expand your communications chair/team and support 
with a committee. It truly takes more individuals and 
they need not all be Board members. A communications 
committee is key to spreading the activities. 

• Marketing experts aren’t required for the jobs, but they 
help. 

• Many social media experts come from unexpected 
places and people. 

• Enthusiasm counts for more than expertise but manage 
them with guidelines and tools. 

• Create an “internship” position and bring in a non-
member who would relish the resume building and 
mentorship opportunity. 

 
 

Addressing Resourcing Challenges 



Communication Objectives. What do you want to achieve with your 
communication efforts? List your objectives in order of priority. 
 
Positioning Statement. Your mission/vision statements here and what your 
objectives are. 
 
Target Audiences. Who are you trying to reach? Donors/members, 
influencers, nonprofits, media. What do you want them to do? Again, the more 
specific you are, the easier it is to research your audiences and understand 
what they're interested in and which platforms they're using. 
 
Desired Action. What concrete action do you want your target audiences to 
take? Become a member? Sign up for events? Spread the word about your 
organization? How will you measure action taken? 
 
End Result. A brand communications document that everyone on the Board 
can use when communicating in any format to ensure consistency and keep 
you on brand. 

 
 

Communications Strategy Overview 
Document 



• Which platforms/mediums are you using 
now? 
 

• Who are you trying to reach through each 
one? 
 

• How frequently will you be messaging 
through each platform?  

 
 

Where to Start: 

**What makes sense for your audiences? Map to your communications strategy 



Why and when to  engage in social 
media? 



• Can be your biggest recruitment tool 
• It means you can expand your reach to 

new demographics 
• Social media is the most efficient way to 

build awareness 
• It’s inexpensive, except in manpower 

hours 
• Don’t do it all, but do it well and smart 
 

Making the Commitment 



 Objectives. Write them down and 
prioritize them. 

 Create Protocols for: 
• Content creators 
• Content types 
• Guidelines for posting (including 

principles and tone) 
 Be realistic about time and frequency 
 Define your voice and tone (see 

resources for example) 
 

Social Media Checklist: 



Facebook can keep your supporters/members up to date and spread 
the work about your programs. 
Twitter is an excellent means of sharing your successes, sharing 
information with influencers, and following what is going on in your 
community in real time.  
LinkedIn is a great venue for recruiting and engaging members of 
professional associations.  
Instagram is fantastic if your organization has some good 
photography and you want to attract millennials. Consider Instagram 
“Stories.”  
Facebook & Instagram has also become a widely popular and 
successful avenue to share events, big announcements. 
Video (hosted by your YouTube or Vimeo channel) can enliven your 
mission in a matter of seconds in a way that pages upon pages of text 
(no matter how compelling) can’t.  

 

Making Your Platform Choice 



 

• Schedule your social media using: Hootsuite, 
Sprout, Later (see resources) 

• Reuse your content, e.g. case studies can be 
testimonials, videos, postings, etc. 

• Feature individual members in photos, 
quotes, serve as guest editor-- people like to 
read about people. (see resources) 

• Become familiar with SEO as it can help you 
get discovered through random Google 
searches. (see resources) 
 

Content Tips 



Behind-the-Curtain Look 
at WCGN’s New Brand 
 



Why Did We Change Our Brand? 
 

• To attract more affiliates 
• To grow affiliate engagement 
• To increase strategic partners and 

collaborators 
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What we learned from our affiliates 
before the brand evolution: 

 
 

“WCGN is the place we can go to…” 
• Learn, share and be supported. 
• Meet/build strong relationships with 

women with like-minded passion.  
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It’s where we: 

• Connect with other groups about best 
practices.  

• Have a resource to ask questions. 
• Go for consolidated information from more 

experienced organizations.  
• It’s the source for all of us. 
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It’s conferences where:  
• You’re energized.  

Feel the amazing energy of those women in one room. 
• You’re with kindred sisters.  

You’re not alone.  
• You can sit next to amazing women 

philanthropists.  
• It’s fun. 
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We welcome and truly value: 

• Being together with women passionate 
about what we do. 

• Working with women who think and 
work collaboratively.  

• How generous members are with 
sharing information.  

• How smart members are. 
• How we each care strongly about 

improving our communities.  
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We are Grantmakers 
trying to raise the tide in 
our local communities  
and it’s changing the 
world.  
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WCGN Brand Character 

Smart 
Strong  

Passionate 
Energized 

Aspirational 
 

Transforming 
their 

communities 
 
 

Informed 
Impactful 

Professional 
  

Collaborative 
Welcoming 

Open  
Supportive 
Inclusive  
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CatalistWomen.org 





Catalist Brand Voice  
Catalist is a national network that serves to catalyze the 
movement of women-powered philanthropy. 
 
Catalist empowers women by supporting the creation, 
development and expansion of collective giving through 
informed grantmaking.  
 
We give a national voice to the high-impact collective 
giving movement and accelerate the power of our 
network of independent affiliate organizations. 



We Need Movement 
Evangelists and Champions 

 
 

Sign up today to become a spark that will 
help us to be catalysts for a community 

transformations. 



How to Reach Us 

Carole V. Banks 
https://www.linkedin.com/in/carolevanderhoefbanks, 
cvbanks@shepherdagency.com,  
  
Celia Canfield 
https://www.linkedin.com/in/celiacanfield/ 
canfieldc@wcgn-network.org 
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About Our Affiliate Organizations 
 
Carole V. Banks 
Organization Name: Women’s Giving Alliance 
Location (city, plus service areas i.e. county(s), etc.): Jacksonville, FL 
Year founded: 2002 
Number of members: 473 
Total grant $ awarded since inception: $6,004,079 
Range of grant sizes: $5,000 - $150,000. Avg is $100,000 
  

Celia Canfield 
Organization Name: Impact100 Sonoma 
Location (city, plus service areas i.e. county(s), etc.): Sonoma Valley, CA 
Year founded: 2009 
Number of members: 305 (2018) 
Total grant $ awarded since inception: $2,062,000.00 
Range of grant sizes: $20,000 - $100,000 

 
 
 
 
  



Additional 
Resources/Examples 





Source: 2018 Pew Internet Research 

Percentage of U.S. adults who use each platform  



Your Social Media Voice/Tone 

Define the voice and tone you want to convey 
 
Facebook  
Ex. Positive, Confident, Expert, Helpful, Genuine, Trustworthy, Reliable, 
Inspirational 
  
LinkedIn 
Ex. Confident, Expert, Stable, Informative, Thought / Industry Leader, 
Trustworthy, Authoritative, Well-Respected   
 
Twitter 
Ex. Current, Confident, Expert, Informative, Thought Leader, Trustworthy, 
Knowledgeable  
  
Instagram 
Ex. Positive, Stable, Visual, Inspirational, Genuine, Trustworthy 
  
YouTube 
Ex. Positive, Confident, Helpful, Reliable, Genuine, Trustworthy, 
Knowledgeable, Informative 
  
 



An Example of Video/YouTube Usage 

Impact 100 Sonoma 

https://youtu.be/OAibfQ_WZec
https://www.youtube.com/channel/UCTLxLhbEGxTCAHV0vmjcaHw


Examples of some questionnaires. Vanity Fair’s version of Proust’s and another 
example. 



Using a Social Media Scheduler 

• Cost about $20 a 
month (some free 
service) 

• Creates consistency 
• Provides efficiency 
• Covers all major 

platforms 
 
 

How to use Hootsuite here: 
https://bit.ly/2rsRz3Z 
 



More Web Resources 

• https://upleaf.com/nonprofit-
resources/strategy-design/communication-
plan-template 

• https://upleaf.com/nonprofit-
resources/social-media 

• http://www.pewinternet.org/2018/03/01/social
-media-use-in-2018/ 

• https://www.wildapricot.com/blogs/newsblo
g/2018/05/17/nonprofit-seo (SEO primer) 
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Q & A 

#WeTheWomen2018 
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