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This meeting will be recorded

Please stay on mute so as not to disturb the session
If network allows it, please switch on camera

There will be time for questions in the session

Small group discussions in breakout rooms

Stay right until the end for an exciting take away
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85% 68%
% of ministry Strong visual brand Professionally
leaders that say increases volunteer designed logo is
they have a interest integral to building
compelling brand trust

(9D Assessment)




HEALTHY
ORGANISATIONS

UNHEALTHY When organisations are unhealthy, energy is
ORGANISATIONS sucked inwards, away from critical missional
impact and into the organisation.
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Tim Tucker

Crafting our non-profit's brand: key lessons learnt
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Lesson 1:
The brand serves the vision
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T The Message Trust is a
$meSSCIQe worldwide movement
passionately sharing the love
of Jesus Christ in words and
actions with the hardest-to-
reach young people and

communities.




The Message Trust exists
to raise up GENERATIONS of Urban

Heroes. Thousands of youth from the

margins who have found their HOPE and
PURPQOSE in Jesus.

They are transformational leaders who
are emotionally, socially and spiritually
mature. Urban Heroes are not only
transformed, but transform others,
creating ripple effects of change in their

families, communities and nation.
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EDITORIAL WORDS

LEARNING ENGLISH & IMPROVING VOCABULARY

WWW.EDITORIALWORDS.COM

PHRASE OF THE DAY

13SEP20

the tail wags the dog

(phrase)

a situation in which an unimportant thing dominates
or controls the whole of other important thing(s).




Lesson 2:
Know what you are



Branded House vs House of Brands

A strategy where more It's a strategy where each

than one company’s brand has its own brand

products are sold under identity, often

one name/umbrella. representing a separate
demographic, need, or

Optimal if the master occasion.

brand/company wants more
control over the end product’s

production, distribution, and cost. Includes numerous brands where
each brand is independent of the

It's often beneficial to house the others, often with different target

same brands within the same audiences.

customer experience and

potentially on one unified There is little emphasis on sharing

eCommerce platform. across different products except

when it comes to data; because
each product has its own image
that needs to be maintained.

Reference: Multi-Brand Strategies: Branded House vs. House of Brands, Dearth (2021)
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Breakout Room (15 minutes)

1. In what way is your brand currently contributing to your purpose?

2. What is the one thing you need to do to strengthen your brand's
contribution to your missional impact?

« Start with a brief introduction

« Only share something you're comfortable sharing
« Show up to serve by listening well

« If network allows, turn on your camera

« Use the ‘ask for help’ button if support needed

- Keep what is shared in confidence



Feedback and Questions
As an outcome of the breakout-room



Lesson 3:
Continual evaluation






SWOT Analysis

ONON NO

Strengths Weaknesses Opportunities Threats




The one thing

What have you learned or will do differently as
a result of this webinar?
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~ Webinar

Redina Kolaneci

. Webinar

3 Steps to Release Local Funding The cost of mission drift

Enrol in related courses
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Crafting our non-profit's brand: key 3 Steps to Release Local Funding The cost of mission drift How change really happens
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Join leaders
learning together

Open WhatsApp and click on the WhatsApp camera Scan the QR code to join the group

Crafting our non-profit's brand

WhatsApp group
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Join leaders
learning together

™

Mastering the Art of
Leadership Transitions

www.fiftyfourcollective.com

nina@fiftyfourcollective.com

Assessments

Live learning

WhatsApp learning
community


http://www.fiftyfourcollective.com/resources/

The one thing

What have you learned or will do differently as
a result of this webinar?






