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Prologue

•“We have an internal barrier to overcome which 
is the perception that branding is for the crass 
commercial world. We live in the world of No 
Logo publication. So it's not our daily bread and 
there was the internal challenge to overcome 
prejudice.“

•Marjorie Newman-Williams, former UNICEF director of communications
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Theses of the speech

What is a Brand?

Differences between NGO and Corporate 
Brands

What can a strong brand deliver?

Concept of Integrated Brand Management

Branding Success factors for EYCA

Agenda
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Theses

I) Today, there isn’t much of a difference in 
branding between for-profit and not-for-
profit companies

II) EURO<26 has to be managed more like a 
Corporate than a NGO brand
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•“A brand is a collection of perceptions 
in the mind of the consumer.“

•Kevin-Lane Keller, Tuck University, US

What is a brand (I)
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The sum of your audiences‘ feelings and beliefs 
(conscious & unconscious) about your:

Products / Services (what you do)

Promise (what you deliver and how)

Uniqueness (how you are different)

What is a brand (II)
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55%

92%
97% Important

Very important

5 years from 
now

Today5 years 
ago

28%
48%

72%

Importance of the brand to company 
success

Source: Mercer, 2006
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The brand relationship becomes 
THE competitive advantage. 

It becomes 
THE core competence of success

Finding I
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Purposes and objectives 

Communication spending

Definition of the product

Complex social network

Organizational structure

☒

☒

☒

Differences between NGO and 
Corporate Brands



www.euro26.org

The Basics
• 4,000,000 cardholders
• 40 countries 
• 61 card organisations
• 100,000 discounts
• 13 cardholder magazines
• 33 websites

The Aims
• Youth Mobility

• Youth Information

• Youth Participation

Supported by:

European Commission

www.euro26.org / www.eyca.org



www.euro26.org

EYCA Structure
Association: member-countries in control

Members: mix of structures:
• government bodies
• private / charitable foundations
• existing youth organisations

European Office in Budapest
• 5 full-time staff servicing card organisations
• 11 part-time board members across Europe
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Differences between NGO and 
Corporate Brands

☒

☒

☒

☑

Purposes and objectives 
Communication spending

Definition of the product

Complex social network

Organizational structure
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Organizational structure of EYCA
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Organizational structure of EYCA
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Differences between NGO and 
Corporate Brands

☒

☒

☒

☑

☑

Purposes and objectives 
Communication spending

Definition of the product

Complex social network

Organizational structure
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Brands are able to build confidence between 
the company and their stakeholders

What can a strong brand deliver?
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...is a cognitive representation of a company's 
ability to meet the expectations of its different 

stakeholders

...describes the rational and emotional 
attachments that stakeholders form with a 

company and its corporate brand

Corporate Branding
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Finding II

The setting of the relationships between the 
company and their stakeholders is a strategic 

duty of the management. 

Therefore communication is no longer 
recognized as an operational assistant but as a 

strategic management steering tool.
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Brands are able to build confidence between 
the company and their stakeholders

What can a strong brand deliver?

A strong brand attracts the best talent
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Most admired companies in 
Switzerland for employees



Max Meister, Branding-Institute Inc.

Public opinion

Success factors
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Work for the ICRC is 
challenging

Well defined values and 
scope of action

Concrete actions to 
improve state of those who 
need it most

Long lasting reputation of 
the movement

For employees:

Success factors

Independence and 
universality in action

Possibility to meet new 
cultures
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Brands are able to build confidence between 
the company and their stakeholders

A strong brand attracts the best talent

What can a strong brand deliver?

Successful brands have a personal acceptation 
for their customers
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BEST PRACTICE

BRAND MANAGEMENT

Nescafé



Max Meister, Branding-Institute Inc.



Max Meister, Branding-Institute Inc.



Max Meister, Branding-Institute Inc.



Max Meister, Branding-Institute Inc.



Max Meister, Branding-Institute Inc.



Max Meister, Branding-Institute Inc.



Max Meister, Branding-Institute Inc.



Max Meister, Branding-Institute Inc.



Max Meister, Branding-Institute Inc.

Visual Code

Verbal Code

Acoustic Code

Wording / Language Code

Color Code

The Brand DNA Components are:
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Evolution vs. Revolution
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Important role of the organization

•“To protect and moreover to steer a 
brand worldwide, it is essential to have 
a centralized, strong brand management 
which ensure and control the branding 
processes in every country. The brand is 
the glue holding the components of the 
global organization together.“

•Thomas-B. Quaas, CEO Beiersdorf Inc.
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Important role of the organization
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Successful Branding 
feels like it all comes 

from one author

Finding III
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EURO<26
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EURO<26
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EURO<26
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EURO<26
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Best Practice NGO: Habitat for Humanity

Visual Code

Verbal Code

Acoustic Code

Wording / Language Code

Color Code

The Brand DNA
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A strong brand positioning

Unique mission and positioning

Organizational embedded brand

Brand Evolution Process

Key Success Factors
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•“A strong brand is at the center 
of our fundraising from so many 
small donors. But the tremendous 
value of Habitat’s brand name has 
grown slowly and depended on the 
organization’s stability.”

•Lyn Jensen, Chief Financial Officer

Statement
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The process of Brand Management implies 
that its practitioners understand:

The identity of the corporation

How to project a coherent set of images based on 
that identity

To elaborate the possible attractive value fields as 
core values for the brand

At the of the day, there will be a crucial question in 
brand management: 

• Evolution vs. Revolution
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Brands are able to build confidence between 
the company and their stakeholders

A strong brand attracts the best talent

Successful brands have a personal acceptation 
for their customers

What can a strong brand deliver?

A strong brand pays off financially
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Brand Valuation

Source: Interbrand, 2007
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Brand Valuation

•“We have to be clear that our 
brand has a high value and not 
sell it cheap or devalue it through 
our behavior or activities that are 
just off the mark.“

•Marjorie Newman-Wiliams, former UNICEF 
director of communications
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Opens the doors for business opportunities

Determines spending on marketing and helps to explain 
the power of the brand

Internally: budgeting the funds and human resources

Conclusion: The more nonprofits understand the value of 
their brand, the better are the possibilities of steering the 
brand externally and internally

What are the advantages of a brand 
valuation?
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•USD 65 Billion

•USD 2 Billion

•USD 1.8 Billion

•USD 129 Million

Brand Values from Interbrand
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Corporate MissionCorporate Mission

Brand MissionBrand Mission

Who are we?
What do we want in the future?

Our business, now and in the future
What do we offer?

Who are we?
What do we want in the future?

Our business, now and in the future
What do we offer?

Identity
Vision

Business Mission
Customer needs satisfaction

Identity
Vision

Business Mission
Customer needs satisfaction

How are we perceived?
How do we want  to be perceived?

How do we achieve the position we want;
how do we portray ourselves?

How are we perceived?
How do we want  to be perceived?

How do we achieve the position we want;
how do we portray ourselves?

Brand mission I: Actual positioning
Brand mission II: Target 

positioning
Brand Management

Brand mission I: Actual positioning
Brand mission II: Target 

positioning
Brand Management

Impression Management
(Corporate und 

Personal Branding)

Impression Management
(Corporate und 

Personal Branding)
How or what represents our brand?

Strategic brand management
Core competencies in the branding mix

How or what represents our brand?
Strategic brand management

Core competencies in the branding mix

Dimensions of the brand identity
Strategies for the competitive edge

Core Values

Dimensions of the brand identity
Strategies for the competitive edge

Core Values

Corporate IdentityCorporate Identity

Integrated
Communication

Integrated
Communication

Corporate design 
Corporate communication

Corporate behaviour

Corporate design 
Corporate communication

Corporate behaviour
Creating a distinctive profile

Managing of identity processes
Creating a distinctive profile

Managing of identity processes

Communication concept 
Question of coherence: 

“Who communicates with whom and how, 
here, about what and  why? “

Communication concept 
Question of coherence: 

“Who communicates with whom and how, 
here, about what and  why? “

Segmenting target groups 
Centralisation vs. decentralisation

Communication vs. marketing
Using of tools  

Segmenting target groups 
Centralisation vs. decentralisation

Communication vs. marketing
Using of tools  

Source: Prof. Marco Casanova, Integrated Brand Management concept
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Integrated Brand ManagementIntegrated Brand Management
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Who are we?

What do we want in the future?
Our business, now and in the future

What do we offer?

Who are we?
What do we want in the future?

Our business, now and in the future
What do we offer?

Identity
Vision

Business Mission
Customer needs satisfaction

Identity
Vision

Business Mission
Customer needs satisfaction

•“The European Youth Card Association (EYCA) aims for 
EURO<26 to remain the most widely used and recognised discount 
card amongst an ever growing number of young people in Europe.

•We aim to provide young people with a variety of high quality 
information services to help them make informed choices.

•We aim to promote travel amongst young people and encourage 
them to participate in society and to be culturally aware.

•We aim to support our members to achieve a high quality standard
and to involve them in the work of the Association.”

Source: www.eyca.org
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Integrated Brand ManagementIntegrated Brand Management

Brand MissionBrand Mission
How are we perceived?

How do we want  to be perceived?
How do we achieve the position we want;

how do we portray ourselves?

How are we perceived?
How do we want  to be perceived?

How do we achieve the position we want;
how do we portray ourselves?

Brand mission I: Actual positioning
Brand mission II: Target positioning

Brand Management

Brand mission I: Actual positioning
Brand mission II: Target positioning

Brand Management

Impression Management
(Corporate und 

Personal Branding)

Impression Management
(Corporate und 

Personal Branding)
How or what represents our brand?

Strategic brand management
Core competencies in the branding mix

How or what represents our brand?
Strategic brand management

Core competencies in the branding mix

Dimensions of the brand identity
Strategies for the competitive edge

Core Values

Dimensions of the brand identity
Strategies for the competitive edge

Core Values

Is there an existing gap between the actual and the 
target positioning of EURO<26?

What are the (worldwide) core values of EURO<26?

Who or what represents our brand?
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Do we have Corporate Design manuals which 
reflect the actual and target positioning?

Does EYCA have a centralized communication 
unit which steers the brand over the organization?

Integrated Brand Management – our conceptIntegrated Brand Management – our concept

Corporate design 
Corporate communication

Corporate behaviour

Corporate design 
Corporate communication

Corporate behaviour

Corporate IdentityCorporate Identity

Integrated
Communication

Integrated
Communication

Corporate design 
Corporate communication

Corporate behaviour

Corporate design 
Corporate communication

Corporate behaviour
Creating a distinctive profile

Managing of identity processes
Creating a distinctive profile

Managing of identity processes

Communication concept 
Question of coherence: 

“Who communicates with whom and how, 
here, about what and  why? “

Communication concept 
Question of coherence: 

“Who communicates with whom and how, 
here, about what and  why? “

Segmenting target groups 
Centralisation vs. decentralisation

Communication vs. marketing
Using of tools  

Segmenting target groups 
Centralisation vs. decentralisation

Communication vs. marketing
Using of tools  
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Branding Success factors for EYCA

Evolution vs. Revolution

Successful branding comes from one author

Corporate Behavior

Brand Valuation - Exploit the potential of your 
brand 
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Theses

I) Today, there isn’t much of a difference in 
branding between for-profit and not-for-
profit companies

II) Euro<26 has to be managed rather like a 
Corporate than a NGO Brand
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meister@branding-institute.ch
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