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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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Agenda

O Theses of the speech
© What is a Brand?

O Differences between NGO and Corporate
Brands

© What can a strong brand deliver?
© Concept of Integrated Brand Management
© Branding Success factors for EYCA
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Theses

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

1) EURO<?26 has to be managed more like a
Corporate than a NGO brand
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What iIs a brand (1)

-““‘A brand is a collection of perceptions
In the mind of the consumer.*

-Kevin-Lane Keller, Tuck University, US
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What 1s a brand (11)

© The sum of your audiences® feelings and beliefs
(conscious & unconscious) about your:

O Products / Services (what you do)
O Promise (what you deliver and how)
O Unigueness (how you are different)
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Importance of the brand to company
success

. - Important

Very important

5 years Today 5 years from
ago now

Source: Mercer, 2006
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Finding |
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Differences between NGO and
Corporate Brands

EYCA.ORG
EurorEaN YouTH Car

Purposes and objectives X
Communication spending X
Definition of the product X

Complex social network

ERREE0n -0 O

Organizational structure
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EURO <26 WWW.euro26.org /

 Eurorean YouTH CARD ASSOCIATION

The EURO<26 youth card is available to all
young people aged under 26.

tall me more
about the

EURO <26 Youth Card SOl e

OF EUROPE DE L'EUROPE ..
P European Commission
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O Purposes and objectives
o Communication spending

O Definition of the product
o Complex social network

o Organizational structure
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Differences between NGO and
Corporate Brands

EYCA.ORG

EvroreaN YouTH

X

X
X
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Organizational structure of EYCA

EYCA Member Organisations

sletter! The youth card arganisations and {
members of EYCA all have their :

@ own characteristics, Each youth $
‘cardis ndependent DU, 1 order

to be a member of EYCA and s ! ! 1
- issue the EURO=26 youth card, A o
must resperct cnmmaon rules and I e
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Organizational structure of EYCA

This makes for a rich mix of
member card organisations.
Some are formed specifically to
R promote and develop the
- EURO=26 card, some are linked
to existing oroganizations (eq. the
. national youth hostel association,
o youth infarmation services, ar
1 youth travel specialists.) All have the backing of their government's youth ministry, education department,
' or equivalent.

Mostyauth cards are operated by young, small and flexahle organisations that understand how to create
an attractive mix of information, services and products,

In doing so, they have learned to operate with funding from different sources: card sales, public or
governmental agencies and commercial sponsors.

What unites the EYCA family is a shared vision of ELIRO=26 playing a key role in the future of young
people in Europe.

Welcomed in 41 European courntries
Issued by 62 national and regional youth card organisations

Used by over 4.3 million young people
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Differences between NGO and
Corporate Brands

EYCA.ORG
EuroPEAN YouTH CAR

O Purposes and objectives X

o Communication spending

O Definition of the product

X
X
o Complex social network V]
V]

o Organizational structure
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What can a strong brand deliver?

O Brands are able to build confidence between
the company and their stakeholders
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Corporate Branding
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Corporate Brand Management System
PUBLIC MARKET

Corporate Brand

CONSUMER
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Finding |1
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What can a strong brand deliver?

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

O A strong brand attracts the best talent
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JUMP AROUND!
. Life for Google
. employees at the
Mountain View
campus is like
college—with
hotter cars.
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Most admired companies In
Switzerland for employees

BUSINESS

uBs 1 28.55% 1 23.00%
Credt Suisse 2 18.80% 3 13 84%
Neslié 3 15.26% 2 16.57%
PrcewatemouseCoopers 4 10.70% 5 10 92%
*rocier & Gambile 3 8.55% 6 B.10%
_Oréal 6 B.19% 12 510%
MNovartis 7 7.87T% [ 554%
McHinsey & Company B 7.68% 11 2. 14%
Emsl & Young g 1.2T% 4 10 99%

N KPMG 10 6.10% :) 5.30%
Swalch Group 11 6.07% 20 317T%

F'{ Kuoni 12 5 07% 9 2 2%,
- JIKRK (Intermabonales Komies vom Roten Kreuz) 13 5.04% 14 4.45%
¥ Swisscom 14 1 95% 15 4.36%
Roche 15 4.97% 30 2.39%
Bundesverwatung 16 4 66% 13 4.62%
_Migros 17 4.84% 10 517%

p—
-
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Public opinion

' Employees oxi

;; Ll FJ; Eu}: i Beneficiaries Donors
- Central success factor of the Red Cross
i Movement is:

Trust and Confidence

e S B el
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For employees:

o Work for the ICRC is O Independence and
challenging universality in action

o Well defined values and © Possibility to meet new
scope of action cultures

Y A

O Concrete actions to

Improve state of those who a Tl |

need it most e | i #
O Long lasting reputation of ¥ B BN

the movement | T rro——

Max Meister, Branding-Institute Inc.




What can a strong brand deliver?

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

O A strong brand attracts the best talent

O Successful brands have a personal acceptation
for their customers
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BEST PRACTICE

BRAND MANAGEMENT

Nescafé
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Brand
Essence

Product Benefit

R
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. What uniquely define
the NESCAFE produf
experience

oduct

Rich, aromatic, fevourful Frothy, intense and
inculgentBold Bnd satisfying. Every stimulating
ﬁphﬂﬂtﬂtﬁf‘ﬂw Every cup is tha result of
Iﬂm of consumer baverage habits
and trends. 'I'I‘H-L‘IE.'.T gonsumer insghts drive
Our nnovabion | rencvation programme

Every product will abways b preferred G0/40

OvEr IS cormpanton

Our NESCAFE Product :
Experience will always deliver

Great tasting
coffees

\v = l
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What is the benefit
that we uniquely provide
to the consumer?

Benefit

NESCAFE = amazing. lts magic goes beyond the taste. It is eye
opening. Thought provoking. Soothing. It stimulates physicelly. mentally
and emoticnally. NESCAFE is always in the rmiddle of life. It touches a
senses, it makes every mood and every oCCasion Detter. It gves

pleasure to indneduals as well as groups

_ - " The Benefit of
by e : | 7 NESCAFE Coffeesis |

Stimulation 4
and Pleasure
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What do we as
a company uniquely
bring to coffee?,
Vits il peophe 1o leversge
1 technical knovw-how to bring
f best coffee axpenences. EVery cup
SCAFE is the resull of propretany dewsiop.
5 Ve 1ake cora to procure, classily
d than axiract the bast lavour from the basi
baans, Uur ghobal natwark of Ml specialists
constantly imgeoves 1aste, aroma and create naw
Wiys 10 anpoy cotlea. Dur quality control prooe
dyres ensure product consistency and our global
caffes produchon spacialints anaure fast, tresh
dalwvary 1o market. I'-n'wlrﬂnwlll. nobody
has :hmnm IwﬂMHHEﬂFE
Coffee Passior
and Know-How




What consumer
spirit do we
uniguely celebrate?

NESEA.FE Ernenam o tven coflen lonsers nre aliko

That's why NESCAFE lets pacplo enoy colfos <8
and Nie = in thlr own wiay, On Thier Own *
taima. We make colless that fit evaryonas

hvas, neods and desires. Collees made

to their tasten, in their tme, o il

place. And nobody understands the &

imainy clilfenart cofles cullures &no

th world better than MESCAFE

NESCAFE celabrates our Consumers
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What is the essence at the
core of the NESCAFE brand?

The comibination of all that v ang Srving i
PRaLInES & spirt of doing TGnce W

This NESCAFE Bramd Essance which und:
defined as

«Stimulating»

Company

Collon passion
g Knoa-hioaw

Consumer

stimulating

EHmulation

Great tanting il plappars

Product %, cotloo Benefit

. e
i
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As a product and as a brand, NESCAFE
stimulates enjoyment, sociability,
inspiration, intimacy, fun, vitality.

NESCAFE is strmulating. . ‘1

4

* Muantally, physically and emotionally
= Through tha experence of the colfee itself
» Through what that expenance brings 1o ife

NESCAFE s n tha middia of ile

Aot @ haven from hfe

o 11 touches individuals at the heart of thelt
avarytiay hes

= NESCAFE is the only colles brand that can

b found all srownd the wiard

!1.1'-.' r- i
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The Brand DNA Components are:

Max Meister, Branding-Institute Inc.



Evolution vs. Revolution
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Important role of the organization

““To protect and moreover to Steer @  ,osr rrusren sranb 2007
brand worldwide, it is essential to have v
a centralized, strong brand management a
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

Max Meister, Branding-Institute Inc.



Finding 11
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EURO<26

KARTA MLADEZE

B MEMBER OF THE EUROPEAN YOUT ASSOCIATION
EMBRE DE ASSOCIATION ELI'?OPEENNE DES CARTES JEUNES

Internet: www.euro26.cz, www.euro26.org
FREE Legal Advice Line: 0800 11 12 173 {Ouote ref, YS04)

YOUNG

i~
r———
S—

L SCOl4 WWW. youngscot or q

| STUDENT | AGENCY |

«.pro kaidého ...v kafdém viku

1 mmmmmmmzwﬂTmmmmem

EBPONEMCHAR MOND SRR INEHOHTHAR CUCTEMA EURD<26
! d Ten; (095)206-8918
; http;//euro26:orgad

nita si Democratie

Poccuuckun Corwa

Monopemu

Centrul pentr
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EURO<26
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‘ 76 ' KOHTHASA KAPTA

www,.euro26.org.ru

Pcﬁ 101990, . Mocxsa, yn. Mapocesxo, 3/13, en. 206-8919

Fracrascs Lom Mowgeen

EBPO<26

PONENCEBRATMONOLIKHA KAPTK/
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EURO<26

International student card
INnternationale ztucientaenkaart

EURD(26

ch Carce imternationale « d'étudiant

HOLDER IS A FULL-TIME STUDENT

STAMP SCHOOL SIGNATURE SCHOOL

www.cjp.be
wanw.eurc26.org

deVolkskrant
% EURO<{26
cCJr=>
DF VOORDELENKAART VOOR WIE NOG GEEN 26 IS o
WWW.CJP.NL (D10) 264 60 00 www.cjp.be
www.euro26.org ——

m.mv. het sterie L
van de ¥ia: [ hap, afdeling Jeugd en Sport

o -

Max Meister, Branding-Institute Inc.



EURO<26

I

1

| o ? @ =

: & (5T

i E = 2 Vodi& Po Drzavah & Mestih

: § ?n ‘ Spletna Rezervacija izletov

i = % spletno Nartovanje Potovan]
§ ,"» 06‘ Aviobusne & Zelezniike Vozownice

= e d.SC

;-"Spletnc: rezervacija za tisoce hostlov po svetu

VELANITEV NI POTREBNA

www_hostelworld com

e SErMERIKARENTCE

Europos jaunimo pazyméjimas

Aviabilietai

Tel. visoje Lietuvoje
> Autobusy bilietai Europoje oje Lietuvoj

Pazintin L3 8 700 55 400

Drau
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The Brand DNA
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Key Success Factors

J O A strong brand positioning

m, . O Unique mission and positioning
| O Organizational embedded brand
Habitat o Brand Evolution Process

for Humaﬂi‘lﬂ
% S

Max Meister, Branding-Institute Inc.



Statement

-““A strong brand Is at the center
of our fundraising from so many
small donors. But the tremendous

&
& B
' ' ' value of Habitat’s brand name has

M grown slowly and depended on the
!;lra;&,l.,!ﬂ!: j organization’s stability.”

—

-Lyn Jensen, Chief Financial Officer
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The process of Brand Management implies
that Its practitioners understand:

O The identity of the corporation

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

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

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

Evolution vs. Revolution

Max Meister, Branding-Institute Inc.



What can a strong brand deliver?

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

O A strong brand attracts the best talent

O Successful brands have a personal acceptation
for their customers

O A strong brand pays off financially

Max Meister, Branding-Institute Inc.
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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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What are the advantages of a brand
valuation?

O Opens the doors for business opportunities

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

O Internally: budgeting the funds and human resources

O Conclusion: The more nonprofits understand the value of
their brand, the better are the possibilities of steering the
brand externally and internally
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Brand Values from Interbrand

-USD 2 Billion

I- ¥
=%,
ol AT

7Ir Habitat for Humanity USD 1.8 Billion

USD 129 Million
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Fromithe:strategy

To the realisation

Corporate Mission

Brand Mission

Impression Management
(Corporate und
Personal Branding)

. |

Corporate Identity

Integrated
Communication

Integrated Brand Management

Contents

» Who are we?
» What do we want in the future?
» Our business, now and in the future
» What do we offer?

» 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 or what represents our brand?
» Strategic brand management
» Core competencies in the branding mix

» Corporate design
» Corporate communication
» Corporate behaviour

» Communication concept
» Question of coherence:

“Who communicates with whom and how,

here, about what and why? *

» ldentity
» Vision
» Business Mission
» Customer needs satisfaction

» Brand mission |: Actual pasitioning
» Brand mission |l: Target
positioning
» Brand Management

» Dimensions of the brand identity
» Strategies for the competitive edge
» Core Values

» Creating a distinctive profile
» Managing of identity processes

» 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 Management

Contents

» ldentity
» Vision
» Business Mission
» Customer needs satisfaction

» Who are we?

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

» What do we offer?

Fromithe:strategy

““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




Integrated Brand Management

» How are we perceived? \ L ) o
s > How do we want to be perceived? >v Brand mission I: Actual p03|_t|_on|_ng
> How do we achieve the position we want; > Brand mission II: Target positioning
how do we portray ourselves? > Brand Management

Impression Management

» How or what represents our brand? » Dimensions of the brand identity
» Strategic brand management » Strategies for the competitive edge
» Core competencies in the branding mix » Core Values

(Corporate und
Personal Branding)

‘7

Is there an existing gap between the actual and the
target positioning of EURO<267

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

Who or what represents our brand?
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Integrated Brand Management — our concept

» Corporate design

> Corporate behaviour » Managing of identity processes

Corporate Identity

Integrated » Communication concept » Segmenting target groups
Communication » Question of coherence: » Centralisation vs. decentralisation
“Who communicates with whom and how| » Communication vs. marketing
here, about what and why? * » Using of tools

To the realisation

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?
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Branding Success factors for EYCA

O Evolution vs. Revolution
O Successful branding comes from one author
© Corporate Behavior

© Brand Valuation - Exploit the potential of your
brand
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Theses

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

1) 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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