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i. introDUCtion

A
s options in nonprofit marketing expand to incorporate what was previously

unimagined (think text-to-give and crowdsourcing), it’s all too easy to focus on the

new and shiny and forget the basics of effective marketing. 

But today — as we work with ever-more-diversified audiences, content overload and a

sustained economic downturn — getting the basics right is more critical than ever. 

Nothing’s more central to your nonprofit marketing strategy than your brand — your

organization’s unique focus and impact as perceived by your network. Branding

communicates your organization’s unique identity and value via consistent messaging. 

Your messaging works only when it connects with what’s important to the folks you need

to engage to meet your goals. And, for maximum impact, your messaging must be paired

with a consistent “look and feel” so your network recognizes that it’s your nonprofit

reaching them in an email, on Facebook or via a walkathon sign in a walker’s front yard.

Most importantly, strong branding integrates promises of quality, consistency and

authenticity so donors, volunteers and other key audiences become more engaged than

ever.  

Effective branding will differentiate your organization (or program, fundraising campaign

or special event), enabling you to strengthen existing relationships and increase

awareness and engagement with prospects. But...

yoUr nonprofit’s nAme Alone isn’t enoUgh

You’ve been there. You’ve got to explain in a few seconds what your nonprofit does and

the impact it makes, but that’s just not enough time to deliver your elevator pitch (usually

takes about a minute).

Or you’re about to jump off the bus and need to leave your seatmate with a memorable

and repeatable take on your newest program, fundraising campaign or special event in

just 10 seconds. 

Many organizations expect their names (or program, fundraising or event names) to

broadcast what it is they do. Trouble is, they frequently don’t.  

Here are the three main reasons why. Many nonprofit names:

• Convey nothing about the organization’s work. Look at Lotus Outreach 

Rising to a dare, Ernest Hemingway wrote a short story in six words. 
He said it was one of the most difficult things he had ever written.

“For sale: baby shoes, never worn.” 1

1 Freakonomics co-author Stephen Dubner shared this story while introducing his motto contest for the United States. 
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International. There’s no way you’d know that this organization fights against child 

trafficking and exploitation, and for access to education, in Cambodia and India.

• sound like the names of other organizations. For example, Human Rights Watch, 

Human Rights First and Human Rights Campaign.

• are frequently confused with those of organizations focused on the same 

issues. Think Human Rights Watch and Amnesty International.

Nonprofits of all sizes have a valuable opportunity to position their organizations,

programs, fundraising campaigns and special events. Those that hone their messaging

well are part of a growing trend of healthy organizations whose taglines help to build

awareness of their value and put them firmly in audiences’ hearts, minds, schedules 

and wallets.

This is where your tagline — those vital eight words or less — comes in, complementing

your organization’s name to convey its unique impact or value with personality, passion

and commitment. The most unforgettable taglines also make an emotional connection.

Think E Pluribus Unum. 

A high-impact tagline is the easiest and most effective way to communicate your

organization or program brand, the best way to freshen up your messaging, emphasize

your commitment to your work and/or revive outdated positioning, and a powerful

method of building interest in your fundraising campaign, program or special event.

Your tagline should be a meaningful message that works in every context, for every

program and audience. 

But is it?

this report Defines the nonprofit tAgline lAnDsCApe, gUiDing the wAy
to tAgline sUCCess

This report digs into nonprofit taglines, providing models, dos and don’ts, trends on

tagline use and longevity and access to a searchable database of more than 4,800

taglines conveying the essence of nonprofit organizations, programs, fundraising

campaigns and special events.

These outtakes derive from the thousands of organizations that entered the 2008-2010
Getting Attention Nonprofit Tagline Awards plus survey data submitted by 900 nonprofit

communicators working in organizations that are diverse in field or issue focus, budget

and staff size, longevity and geographic location — from the Pulmonary Hypertension

Association to the Bendigo (Australia) Figure Skating Club and the Oregon Center for

Public Policy.

Together, these voices have an important story to tell — one that can translate into

increased impact for your nonprofit, in just eight words or less. 
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eight Key finDings

1. Taglines that work generally fall into one of four categories,

describing an organization’s:

• Work: The voice and source for New York nonprofits
— Nonprofit Coordinating Committee of New York

• Impact or value: We Stop Polluters — Potomac Riverkeeper

• Core values or spirit: Whatever it takes to save a child — UNICEF

• strategic approach: Increasing physical activity through community design
— Active Living by Design

2. Most effective taglines at the organization level relate to your organization’s 

name, without repeating it:

• Winning the case against cruelty — Animal Legal Defense Fund

• The Museum of America and the Sea — Mystic Seaport

3. High-power taglines meet these criteria:

• Message: Does it tell a smart, fun and memorable story? 

• Characteristics: Does it express your organization’s brand focus, 

personality and values? 

• Differentiation: Is it distinctive, not easily used by another nonprofit?

• People power: Does it motivate your audiences to contact you, join, give, 

volunteer and participate in programs or services? 

4. a majority (72%) of nonprofits rate their taglines poorly, or don’t have 

one at all. 

• Most nonprofit organizations (76%) do have taglines, but many (58%) 

aren’t satisfied with the ones they have.

5. The leading reason that nonprofits don’t have taglines is…they never 

thought of it (33%).

6. Human services organizations lead the way in having taglines (75%), 

with grantmakers just behind. 

• Environmental organizations hold up the rear, with only 30% using taglines 

(while the field is becoming increasingly high-profile, complex and competitive).

7. nonprofit staff members most focused on making the most of their taglines 

are marketers (47%), fundraisers (24%) and executive directors (21%),

in order of survey participation level. 
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8. Most taglines gauged to be very effective have been in use two to four years 

(43%).

• Many new taglines (one year old or younger) deemed to be very effective 

are still in the honeymoon period.

tAgline best prACtiCes — with over 4,800 exAmples — 
AnD the getting Attention nonprofit tAgline AwArD winners

Read on to learn what makes a strong tagline work, what not to do and where your

nonprofit peers are with their organization’s taglines. 

The Getting Attention Nonprofit Tagline Awards represent the best of nonprofit taglines 

in all vertical sectors. You’ll be inspired by this year’s award winners and finalists. To learn

more about these taglines, and why they work, be sure to watch the 2010 Nonprofit
Tagline Awards video.

Then dive into the biggest-ever compilation of nonprofit taglines: The Nonprofit Tagline
Database. It’s an inspiring tool for your own tagline brainstorming.

leArn more, get help on nonprofit tAglines AnD brAnDing
AnD other nonprofit mArKeting ChAllenges

Here are two easy, no-cost ways to stay updated on the nonprofit marketing tips

and trends you need to know about — including taglines, branding and next year’s award

program. Both resources are crafted specifically for nonprofit communicators focused on

helping their organizations succeed through effective marketing:

1. Subscribe to the Getting Attention e-update — in-depth case studies, tools 

and practical guidance.

2. Read (and better yet, subscribe to) the Getting Attention blog — pithy, punchy 

bites of insight, examples and tips for nonprofit communicators.

for more information on branding, message development and tagline

consulting; speaking and training; or customized reports, guides or surveys,

please contact report author Nancy Schwartz at nancy@nancyschwartz.com. 
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W
ho is your organization? How is it different from your colleagues and competitive
organizations, and why should your base and other audiences care? Your
tagline — when crafted for power — should communicate these attributes, in a

memorable eight words or less. But does it?  

In much the same way, you can differentiate your program, fundraising campaign or
special event with a tagline — the quickest way to engage your network in an instant.
However, perfect your organization’s tagline first!

the hAiKU of brAnDing2: how A strong tAgline benefits yoUr orgAniZAtion
(AnD yoUr progrAm, fUnDrAising CAmpAign or speCiAl event)

Your organization’s tagline is hands-down the briefest, easiest and most effective way to
communicate your brand. It’s one of the six vital components of branding, along with your
nonprofit’s name, positioning statement, key messages or talking points, tone and visual
identity (logo, type, colors, images, look and feel). 

The tagline is the heart of your organization’s brand, so it should be designed strategically,
conveyed artfully and delivered passionately and consistently. Most essentially, it should
be such a natural outgrowth of your nonprofit’s name that the two are inextricably linked. 

Make sure your tagline is frequently heard and read. Feature it prominently in all print
collateral and stationery, online communications (from e-newsletters and websites to the
email signature used by all staff members), signage, conversations and presentations and,
where appropriate, your main voicemail. The American Liver Foundation puts its tagline
(The nation's leading organization in the fight against liver disease and hepatitis) front
and center in its organizational voicemail, which is useful, especially for after-hours
callers.

An effective tagline differentiates you from your competitors while expressing your
organization’s personality and adding consistency to your marketing. And, because it
stresses value and uniqueness, it generates a positive response from audiences. 

When your tagline does work, it has the potential to become a perennial icon of your
organization, lifting your brand from the commonplace to the unforgettable. Think
A Mind is a Terrible Thing to Waste ®, from The United Negro College Fund (UNCF).

“Less is more; less is more; less is more. Oh wait, I only need to say that once.” 1

“The three questions I really want a tagline to help me answer are: What do they do? 
How are they different? Why is this exciting? It’s really hard to answer all three, 

so I admire anyone who can do it. For me, Gilda’s Club Nashville hit home 
runs on all three — ‘Cancer support for the whole family — the whole time.’”

1 The quotes at the beginning and end of each chapter are from award voters and survey participants.
2 Eric Swartz, “the Tagline Guru”
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Your tagline should also work well as a lead-in to your positioning statement (the 
one to three sentences you use in all written communications — print and online — to
convey your organization’s focus, impact, distinctiveness and value). In the broader
picture, tagline development serves as a way to quickly and inexpensively refresh or
revise your brand — an anchor for subsequent branding work if your organization doesn’t
have the bandwidth or budget for an all-new or all-revised brand initiative. 

The bonus? The tagline development process will help to enrich and align internal
understanding of your organization’s direction and goals. And once you develop your
tagline, you have the process in place to strengthen the rest of your messages — at both
organizational and programmatic levels. 

Of course, the more complex your organization’s focus and programming, the more
challenging it is to craft a powerful, accessible brand and tagline.

Beware: The absence of a tagline or the use of an ineffective one (and that’s 72% of you)
puts your nonprofit at a competitive disadvantage in engaging donors, building your staff
and network, and increasing use of your programs, services and products.

the ten hAve-tos: yoUr CheCKlist for tAglines thAt ConneCt

Here’s a checklist for you to use to ensure your tagline does as much for your organization
as possible. That boils down to helping your nonprofit to achieve its marketing goals, and
hence its organizational goals. Note these ten musts…

Your tagline:

1. Must convey your organization’s or program’s impact or value.  

• Our Vision Does Not Require Sight — Volunteer Blind Industries

• Your Guide To Intelligent Giving — Charity Navigator

• Finding good homes for great dogs — Save the Strays Animal Rescue 

Make sure you use your tagline for all it’s worth. If your tagline doesn’t 
have positioning value, it’s a bust. Pure descriptors don’t make the grade. 

 2. Must be authentic. Make sure your organization can stand behind your 
tagline, 100%. When you do, you build credibility. When you don’t, you lose 
any you may have.

 3.Must be broadly and easily accessible and memorable, avoiding 
jargon and acronyms. 

• Healing a hurting world — Episcopal Relief & Development

• Spread the words. — Edmonton Public Library

• E.R. You Watch It…We Live It! — Indiana State Council of the Emergency 
Nurses Association (ENA)

 4. Must be specific to your organization, not easily used by another 

nonprofit reaching out to the same audiences otherwise it’s just a "me 
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too." This is particularly tough, but differentiation is the name of the game. 

• Different Faiths, Common Action. — Religions for Peace

• A Community Transforming Technology into Social Change — NTEN

• Smart Policy. Sound Science. Stronger Communities. 
— Indiana University School of Public and Environmental Affairs

Three national human services organizations submitted the exact same tagline 
(People Helping People) to the survey, which means each one is losing out on 
tagline power.

 5. Must be eight words or less, which is all you have of your audience’s attention.

• Serve a Semester. Change the World. — Youth Service America (YSA)
• Where good books are brewing — Coffee House Press
• Where volunteering begins. — VolunteerMatch

NOTE: There are exceptions to this rule, when more than eight words are required

to get the gist across:

• Helping donors create thoughtful, effective philanthropy throughout the world
—Rockefeller Philanthropy Advisors (a complex service and concept, 
justifying nine words)

• More than a store. We build healthy families and communities one job at a time.
—Goodwill/Easter Seals Minnesota (15 words is a lot, but the organization 

is trying to correct misperceptions about its work and impact)

 6. Must be highly visible and integrated into all print, online, multimedia 
and most verbal communications. For example, when audiences hear your 
organization’s name and tagline announced as a sponsor of Morning Edition (or 
any other show), it’s imperative that they can go to your website and see that 
tagline front and center to affirm that they’re in the right place. The American 
Psychological Association (APA) sponsors the show, and its name and tagline are
broadcast to a huge audience. Unfortunately, that tagline is nowhere to be found 
on the Association’s home page. That invisibility and lack of integration across 
channels undermines your tagline power and overall marketing impact.

 7. Must make an emotional connection. 

• When time matters most. — United Hospice of Rockland, Inc

• Helping Preserve the Places You Cherish — LandChoices

When You Can’t Do It Alone — Jewish Family & Children’s Service
of Sarasota–Manatee, Inc.

 8. Must capture the spirit or promise of your organization.

• Because Curiosity Knows No Age Limit — Osher Lifelong Learning Institute at 
Clemson University

• Finding the Ways that Work — Environmental Defense Fund (committed 
to taking on environmental issues with persistence and innovation)
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• Grounded in tradition...Open to the Spirit — Memphis Theological Seminary

 9. Must clearly complement and/or clarify your organization’s name 

without duplicating it. 

• It’s a Moving Experience — Museum of Transportation (MO)

• Explore, Enjoy and Protect the Planet — Sierra Club 

The Sierra Club’s name is somewhat obtuse, as the reference to California’s 

Sierra Nevada mountain range doesn’t communicate anything about what the 

organization does, or the geographic breadth of its work and programs.

You can’t presume your network or prospects bring any particular context to 

digesting your tagline.

10.Must take the tone that will connect with your audiences while 

being true to your organizational “self.” Effective taglines may be 

humorous or earnest, tangible or conceptual. 

• Humorous: To Life (from Fiddler on the Roof) — Jewish Federation of South 

Palm Beach County (Caution: This tagline succeeds because of the cultural 

common ground shared by the Federation and its base. That’s a prerequisite 

for integrating humor into your nonprofit’s tagline or other key messaging.) 

• earnest/straight-ahead: Investing in Peace and Security Worldwide 
— Ploughshares Fund

• Tangible: We Stop Polluters — Potomac Riverkeepers

• abstract: Ideas into Action, Action into Service — American University

How does your tagline stack up?

Add one point for each box checked:

8-10 points: Highly effective 

5-7 points:         Moderately effective. Fine tune to increase impact.

4 or fewer points: Needs more work. Get back to the drawing board right now. 

The “musts” are a must.

the hAve-tos for progrAm, fUnDrAising, AnD speCiAl event tAglines

According to our stellar panel of judges for the 2010 Nonprofit Tagline Awards, these are

the must-haves for other tagline types:

Program Taglines

Must make a personal connection (even more so than other tagline types, since the

prospective participant is considering personal involvement in your program). 

• Serve a Semester. Change the World. — Youth Service America (YSA)
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Must convey a program identity that’s distinct from the organization itself

(rather than reiterating the work of the organization as a whole). 

• Your Mouth Can Say A Lot About You — Massachusetts Dental Society (MDS): 

Awareness campaign to educate the public about the important relationship 

between oral health and overall health.

fundraising Taglines

Must have a strong call to action.

• Bring Back the Roar! — Oregon Zoo Foundation: Capital campaign to fund lions' 

return after 10-year absence. The tagline led the campaign, which motivated 

donors to exceed the goal by 20%, with total gifts of $6.2 million.

special event Taglines

Must connect the event theme with the cause that it supports. This connection

increases the potential for attendees to remember the tagline and repeat it when telling

family and friends about the event.

• Little Feet. Big Strides. — Hirshberg Foundation for Pancreatic Cancer Research: 

Kids Can Cure Fun Run, LA Cancer Challenge

NOTE: To review all of this year’s winners plus additional examples of taglines that

connect, watch the 2010 Nonprofit Tagline Awards video.

the five shoUlD-Dos: inCorporAte these elements for even greAter impACt 

1. surprising or unexpected imagery, perspective or approach.

• Help is a four-legged word. — Canine Companions for Independence (imagery)

• The Art of Active Aging — EngAGE (perspective)

• Cancer support for the whole family — the whole time 
— Gilda’s Club Nashville (approach)

2. Motivating an action.

• Help us feed the hungry — Food Pantries for the Capital District

3. Verbs. Action words are more engaging: 

• Connecting People Who Care…With Causes That Matter 
— Greater Menomonie Area Community Foundation

• Advancing Immunology. Conquering Cancer. — Cancer Research Institute

4. Making your audiences want to know more.

• Instruments of Mass Percussion — Drums Not Guns

• From Dependence to Independence — First Occupational Center of New Jersey

5. Consistent meaning even when standing alone. That way, you can use it in 

http://vimeo.com/15881396
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conversation or other situations when your listeners don’t have your organization’s 

name or logo right in front of them: 

• Helping victims become children again — Memphis Child Advocacy Center

Caveat: In most cases, your name and tagline will be used together.

Do strive to integrate as many of these guidelines as possible into your tagline. Clearly, it’s

difficult to incorporate all ten have-tos and five should-dos in a single tagline. 

NOTE: The range of taglines in The Nonprofit Tagline Database demonstrates that tagline

style is all over the map. There are absolutely no standards, but I advise you to stick to

the style and tone you’ve shaped to work in other marketing messages.

foUr mAin tAgline types AnD A million vAriAtions on the theme

You’ve already been introduced to these four main nonprofit tagline genres, focused on

the organization’s:

1. Work focus: This is especially useful when an organization’s name is obtuse.

• Teaching Children the Language of Music — The Children's Orchestra Society

• Providing Medical Relief — Doctors Without Borders

• Connecting People with Nature — New York-New Jersey Trail Conference

2. Impact or value:

• From Harm to Home — International Rescue Committee

• When You Can’t Do It Alone — Jewish Family & Children’s Service 

of Sarasota–Manatee, Inc.

3. Core values or spirit:

• The greatest casualty is being forgotten — Wounded Warrior Project

• Changing Hearts, Changing Lives — Canadian Bible Society

4. strategic approach:

• Giving a hand up, not a hand out, to homeownership — Habitat for Humanity 

South Sarasota County, Inc.

• Holding Power Accountable — Common Cause

However, there are a million variations on the theme that are also valid models for 

your organization. Here are some examples:

1. aligned with a specific approach, category or field that adds prestige and 

credibility, and gives new meaning or added value: 

• Lawyers Giving Back to the Community — Volunteer Lawyers Service

• Building Human Potential for Economic Development — Hi-Tech Charities

2. Inspirational. Focuses on needs, wishes or aspirations that suggest the successful 

attainment of an abstract goal or desired outcome:

http://gettingattention.org/nonprofit-taglines/database/
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• Be the Change — Mercy Corps

• Seeing through problems to possibilities
— Pan American Health and Education Foundation

3. Twofold benefits:

• Join for the swords, stay for the friends — Historic Entertainment

• Ease the burden, Find a cure and Un appui aujourd’hui, une réponse demain. 

— Parkinson Society Canada

4. Play on words. Frequently double entendre; works when it adds meaning, 

less so when cute, glib or tired:

• Caring Pays — Ontario Service Safety Alliance (occupational safety)

• Where Actors Find Their Space — NYC Theatre Spaces 

(clearinghouse for performance and rehearsal space)

5. Makes you think, want to know more:

• Changing the News — Institute for Inquiry

• Partnering with Nature to Teach Kids Science! — Youth Science Institute

6. Call to action:

• Stand Up for a Child — CASA of Southwest Missouri

• Make the most of your giving. — The Greater Cincinnati Foundation

7. emotional/moving:

• Finding a cure now so our daughters won’t have to — PA Breast Cancer Coalition 

• Helping Preserve the Places You Cherish — LandChoices

8. Word choices reference what the organization does:

• All Building Starts With a Foundation — Building Future Builders

• Where the Profits are for the Birds — Seattle Audubon Society’s Nature Shop

9. evocative, builds understanding:

• Hear it, See it, Feel it — Syracuse Opera

• The Catholic University for Independent Thinkers — University of Dallas

• More than a store. We build healthy families and communities one job at a time.

— Goodwill/Easter Seals Minnesota

10. Great differentiation. The value add is loud and clear:

• Stay Close...Go Far. — East Stroudsburg University of Pennsylvania

• The Art of Active Aging — EngAGE
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11. Provocative. Engages when it doesn’t offend:

• Because facts matter. — Oregon Center for Public Policy

• Revolution through Competition — X Prize Foundation 

12. fun/energizing:

• Let the music take you there — Vermont Symphony Orchestra

• Wildly Inspiring! — Sacramento Zoo

13. effectively startling:

• Nashville Has AIDS — Nashville Cares

14. brings a sense of the positive to a serious topic:

• Explore, Enjoy and Protect the Planet — Sierra Club

Use the worDs thAt worK

Take a look at the graphic below: The words most frequently used in the winning and

finalist organizational taglines are shown as the largest elements in the graphic. 
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whAt worKs: ADDitionAl Comments from tAgline AwArD voters

• “Amazing to see the difference between the ones that were really clever, ‘...deep in 
the heart of Texans’ and ‘God's Work; Our Hands’ and those that seemed like business 
jargon recycled.”

• "Isn't it interesting that the better taglines suggest what the organization (e.g. United 
Negro College Fund, Evangelical Lutheran Church, Center for Rural Culture) does, 
while the taglines that directly describe the organization's work fall flat? Also, there's 
something about the user needing to take a second to catch the innuendo or joke that 
is more engaging than a tagline that simply delivers the facts (e.g. Human Rights 
Center, Health Care Foundation of Greater Kansas City).”

• “Taglines are best when they both relate and motivate.”

• “I count just five of these as (a) focused, (b) terse, and (c) memorable. 
Only by satisfying all three criteria can a tagline be truly outstanding.”

• “Those that evoke images and don’t use jargon are the best.”

• “I prefer taglines with an active thought or attribute, that tell the reader 
what to think/do.”

• “The more ‘in your face’ the taglines are, the more I liked them.”

• “When I reviewed my Excellents [during the award voting process], I found clever 
and simple use of words, and brevity with emotional appeal.”

• “Extra points for not using capitalized nouns.” 

• “The taglines that work the best for me are the ones that punch up the purpose 
or mission of the organization.”

• “Taglines using action words are the most memorable. Adjectives make it less clear 
what an org actually DOES  — and less sincere because the org is qualifying its own 
work.”

• “I'm partial to the ‘call to action’ type of tagline, but for some orgs the ‘descriptive’ 
tagline is more important.”

moving forwArD to tAgline sUCCess

You now have the criteria to evaluate whether your tagline works or not. While you’re

assessing its impact, don’t forget to solicit input from your base and other audiences. The

way they perceive your organization is the most important ingredient in effective

branding, including your tagline.
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a
s challenging as it is to create a strong tagline, it’s all too easy to craft one that

fails. When that happens, your organization loses a potent tool and, even worse,

may confuse or annoy audiences.

the seven DeADly sins: AvoiD these to ensUre yoUr messAge is on point

Next to your organization’s name, your tagline is the most remembered and repeated

message you have. Make sure it works. A tagline is a terrible thing to waste.

1. Don’t be generic. Be as specific and emotive as possible to highlight a connection 

between an individual and your organization. Warning: Generic taglines are very 

common. 

• Weak: Building a Better New York — Organization providing legal services to other 

nonprofits

• This tagline could represent a construction firm or the mayor’s office.

• Powerful: Connecting Lawyers and Communities — From the same kind of 

nonprofit in another city.

Take a look at these other generic taglines that raise more questions than they 

answer:

• We’re more than you think! — Women’s health care provider

• What are the unexpected services, and why are they important?

• There is a Difference! — Hospice organization

• What is different about this organization? 

• Discover! — Camp

• Discover what?

2. Don’t craft a tagline your organization can’t stand behind 100%. Your 

nonprofit has to be able to deliver what you promise. When you do so, your 

organization reaffirms its credibility. When you don’t, you lose any you may have: 

• Together we can save a life — Major relief organization that hasn’t been 

all it could be over the past decade

• This tagline just doesn’t ring true. It’s hard to believe that one could 

rely on this organization to do the job as it’s just as well known for its 

mismanagement as it is for its relief services. 

“I’m surprised at the number [of taglines] that leave me cold — 
especially those that make impossible claims.”

“Most of the ones that don't work are too long or 
not clear in expressing what the organization does.”
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• Eliminating racism, empowering women
— Human services organization serving women 

• No single organization can eliminate racism.

3. Don’t veer off focus. It will distract audiences from what’s really important:

• Produced in Boston, Shared with the World — Public service media production 

(PBS and public radio)

• The organization’s geographic location is absolutely irrelevant to the 

value of its programming, which should be the focus of its tagline. 

4. Don’t use inept references. You’ll only confuse your audiences:  

• Life is a Team Sport — Marrow donor organization

• Sounds more like a mentoring program, or an alumni program for athletes.

• Find Your Edge — University

• Edge is not what most students (or parents) are seeking.

5. Don’t plant uneasiness. Make sure you don’t introduce ambiguity into your 

tagline. Take a look at these: 

• Protecting, Strengthening and Promoting Nonprofits
— State association of nonprofits 

• Why do nonprofits need protection? This is bound to make audiences wonder. 

6. Don’t put two or more taglines to work. If you do, you’re doing everything 

you can to undermine your organization’s brand. As a result, your audiences won’t 

get to know or pass the word on your organization. Instead, they’ll be annoyed and 

confused. 

One survey respondent commented, “Different taglines are used by various staff, 

board members and volunteers.”

the nine snores: when yoU tAKe these ApproAChes,
yoUr tAgline beComes A snooZer

1. avoid platitudes. Beware your audience’s reaction. If it’s “Of course,” then you 

need to return to the tagline drawing board. 

Here are a few taglines that fall into this trap:

• Caring for all that matters — Public health care clinic 

• Who doesn’t?

2. avoid talking to yourself. Remember, your tagline is designed to engage 

your base and others. It’s not about you; it’s about other people. 

When your tagline is self-referential, it’s the kiss of death: 

• Live United — Major human services organization

• Perhaps this is an attempt to convey core organizational values, 
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but it doesn’t mean a thing to those other than staff and volunteers. 

• One University. Two Great Names.— University born from a merger of two major 

institutions. 

• If that’s all the school has to say, I wouldn’t send my child there.

• This tagline may be a component of a brand transition campaign, but it 

lacks the key prerequisite for campaign success: meaning.

• We give you support. We give you information. We give you hope.  

— Bereavement support organization. 

• Could it be any more about the organization?

• Better: More you. Less we.

3. avoid using hyperbole. When you overstate your organization’s value or impact, 

you lose credibility. Who liked or believed the kid who boasted about the 50 

birthday presents he received or the six no-hitters he pitched at summer camp? 

Focus on what makes your organization important to your audiences. Let them 

draw their own conclusions on how great your nonprofit is:

• The authoritative resource on safe water — Water safety organization

• Excellence in Philanthropy — Community foundation

• Cultural Ambassador to the World — Famed modern dance company

4. avoid dating yourself. Make sure your tagline reflects your audiences’ current 

concerns and issues, and review it periodically to ensure it stays that way. 

Otherwise, the perception of being out of touch will extend to your nonprofit. 

This one is very 1998:

• Log on. Log in. Be Counted. — State community service commission

5. avoid cute, trite or clichéd. Because these references are so familiar, it’s likely 

your audiences will skim or dismiss the tagline without taking it in. Clichés also 

minimize the value and importance of your nonprofit’s work and issue focus: 

• Finding ‘fur-ever’ homes for the cats and kittens of Las Vegas
— Pet adoption agency

• Rock Solid Education — University whose name includes “rock”

• No one like you, No College like us. — Community college

6. avoid repeating yourself. Redundancy has a way of annoying people, including 

your audiences. Show a little more respect and say what you want to say, once. 

Here is a tagline that hits its audience over the head:

• Overcoming Barriers to Justice, Improving Lives — Legal services agency
• Of course overcoming barriers to justice improves lives. No need to say so.

Also, avoid repeating a word that’s in your organization’s name in the tagline; it’s too 
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much of one concept and sound, and too much of a waste:
• Altering the legacy of violence, one life at a time — Legacy House
• Defending Human Rights Worldwide — Human Rights Watch

7. avoid use of jargon or obtuse language. It’s a barrier to understanding:

• Helping Kinship Families Avoid the Pitfalls — Family services agency

• What is a kinship family?

8. avoid using a tagline already in use by another organization engaging the 
same audiences. Three organizations I know of use the same tagline: People 
helping People. That means it didn’t pass the compare test, or wasn’t researched or 
tested. As a result, audiences won’t be engaged. They’ve seen it before:

• Open hearts. Open minds. Open doors. — Jewish community organization, 
based in Los Angeles

• Selected as finalist in the 2009 Getting Attention Nonprofit Tagline Awards.

• Voters let me know that it is the long-time, well-known tagline of The 
People of The United Methodist Church.

A tagline used by multiple organizations will work for the first organization 
someone finds but will flop for the second and third (and then it will flop for the 
first organization after the subsequent uses are discovered).

9. avoid including anything extra, especially the date of your organization’s 
founding or how many years it’s been around. Such details waste the little bit of 
audience “real estate” you have, unless your organization is a bank:
• Saving lives since 1998 — Cat’s Cradle 
• Strengthening New York’s Communities for Over 25 Years

— Community Resource Exchange

the five best wAys to AntAgoniZe yoUr AUDienCes:
these tAgline types will mAKe yoUr AUDienCes rUn for the hills
It’s your responsibility to make it easy for your audiences to digest your tagline, and 
to help them remember and repeat it. But many organizations seem to have left that 
focus out of the job description.

1. Don’t confuse or confound audiences. Not that anyone sets out to confuse 
audiences, but many organizations do so unintentionally. Make sure your content is 
clear and accessible:
• Helping older adults, now and in the future — County council on aging

• Will the council be around in the future, or does it plan to provide services 
for seniors now and in the future?

• Bringing your vision into focus — Community development agency
• The tagline suggests a focus on the visually impaired, not community 

development   
• Beyond — University

• Beyond what, and why?



www.gett ingattent ion.org 20

� the nonprofit tagline report �

iii. tAgline Don’ts 

2. Don’t force audiences to piece together fragments. This is a common path 
taken when nonprofits feel their focus and/or programs are too complex or diverse 
to communicate in a single phrase. The typical reaction to taglines like these is 
“And…?” The question remains: how do these individual words fit together to 
showcase the organization’s focus or value? It’s your job to connect the dots:

• Excellence Reflection Collaboration — Jewish education organization
• Quality – Flexibility – Community — University

Let me say it again: MAKE IT EASY FOR YOUR AUDIENCES. Present them with a 
complete picture, not 1,000 pieces they have to put together.

However, this approach can work when more meaningful phrases are strung together:

• Big Sky. Big Land. Big History. — Montana Historical Society

3. Don’t twist tongues. Nothing’s more annoying, or more impossible to remember 
and repeat, than a tongue twister.

Try saying these taglines 10 times fast:

• Perfecting the Places We Live to Protect the Places We Don't
— Environmental organization

• Uniting Unique People in a Unique World — Advocacy organization

4. Don’t try to cover everything. It’s just too much information.
These taglines are impossible to digest, much less to remember and repeat: 

• Teaching people of all ages and abilities to use their power to stay safe, act 
wisely and believe in themselves! — Agency teaching personal safety, 
self-protection, confidence, and advocacy skills.

Cut what’s not necessary: For example, never include the organization’s name 
in the tagline.

5. Don’t guilt me. Making audiences feel bad may work in the short term, but it 
always bombs in the long run. You can’t build a healthy relationship with guilt, so 
avoid this approach: 

• The Right Thing to Do — Food pantry

the Answer? reseArCh, review, test; reseArCh, review, test…

Before you start your own organization’s tagline brainstorming session, review taglines of
colleague and competitive organizations (within and outside of your field).

Don’t launch your tagline before trying it out. Before committing yourself to your top
choice, get feedback from at least 10 members of key external audiences. 

You may discover one of two things: They just don’t get it, or you don’t feel 100% 
comfortable with it yourself. 

Before you launch, make sure you love your tagline and will be satisfied using it for at
least five years. If it remains relevant and powerful, a longer life span is even better. 
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Recognition is priceless. Unless your nonprofit changes its programs and services 
drastically, or the environment in which you work shifts significantly, there’s considerable
value in your tried-and-true tagline.

But remember, there are good reasons to change your tagline even when your name or
other brand elements remain the same. A tagline-only change can freshen your message,
confirm your promise and/or rejuvenate your organization’s brand.

whAt Doesn’t worK: ADDitionAl Comments from tAgline AwArD voters

• “Most of these, sadly, are not taglines. They’re descriptors or a collection of words 
that sound nice but don’t really say anything. A tagline is a positioning statement 
expressed as a benefit. The ones that work communicate a clear and competitive 
benefit, the ones that don’t fail as taglines.”

• “Clichés don’t work (“one ___ at a time”), negative is difficult (“From Harm to Home”), 
‘change’ is ambiguous and overused, commands sound harsh.”

• “If the taglines are too long and too ‘concept rich,’ they don’t work. Too fervent isn’t 
good, either.”

• “Taglines fail when they reek of policy wonkery. You can tell a director either came 
with them or reduced their effectiveness with the addition of trend words like impact, 
potentials, employability, and barriers.”

• “Too many of these taglines could be for thousands of other charities — very few 
encapsulate the unique selling proposition of the cause. Also, very few are snappy, 
punchy or memorable because they're too long or wordy.”

• “Too many gerunds here; when you remove ‘ing’ from many of these, they 
improve hugely.”

• “The weakest ones are the ones that still don’t give you a clue as to what the 
organization does, no matter how clever the line.”

• “Generalities make a tagline fail: The #1 reason I think most of these taglines 
don’t work is that they are not SPECIFIC enough, and have nothing to do with 
the groups or their work.” 

• Some of these taglines that IMHO don’t work are also pretty meaningless, to put 
it bluntly. What does ‘Because facts matter’ really mean? So facts matter, so what? 
The tagline contributes very little, if anything; it performs no useful function.”

• “Sometimes taglines that are too literal don’t work. Plays on words can work, 
but only if they really make sense.”
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T
he following statistics and trends, derived from survey findings, paint a clear picture
of how taglines are shaped and used by nonprofit organizations. The findings also
underscore the many impediments to developing a strong tagline and, in some

cases, the plain indifference of some nonprofits not currently using a tagline and not 
interested in doing so.

most nonprofit orgAniZAtions Do hAve tAglines

73% (1,357) of nonprofits use taglines; the other 27% (516) try to market effectively
without them.

how tAgline Use breAKs oUt ACross fielDs

The fields of Human Services (75%) and Grantmaking (74%) boast the greatest 
percentage of organizations using taglines.

At the other end of the spectrum, the Religion & Spiritual Development sector has the
fewest taglines (56%), followed by Arts & Culture (58%) and Education (66%).

Human Services

Grantmaking

Other

Jobs & Workforce Development

Civic Benefit

International, Foreign Affairs & National Security

Health & Sciences

Environment & Animals

Education

Arts & Culture

Religion & Spiritual Development
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66%              

  58%                         

56%                             
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72% of nonprofits rAte their tAglines As poor or Don’t hAve one At All

Most nonprofit organizations do have taglines, but many aren’t satisfied with what they
have. Those dissatisfied organizations, plus those without taglines, comprise 72% of all
nonprofit organizations — a dismal statistic.

only 42% of nonprofits gAUge their tAglines As being effeCtive, inDiCAting
A neeD to DireCt more foCUs AnD bUDget on this CritiCAl mArKeting tool

Just 42% of nonprofits with taglines rate the tagline as effective (32%) or very effective (10%).

But 58% of participants rate their organization’s tagline as only somewhat effective (50%)
or not effective (8%).
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Sectors leading with greatest percentage of ineffective taglines include Arts & Culture,
which is an unexpected finding. These organizations traditionally earn revenue through
ticket sales and are assumed to be more sophisticated marketing-wise.

there is no Consistent relAtionship between
A tAgline’s Age AnD its effeCtiveness

Of the 8% of taglines deemed not effective, most are between two and four years old, or
more than eight. It is likely that nonprofit staff members are paying less attention in these
middle years (five to eight years).

Most (43%) of the taglines rated very effective (10% of all taglines) are between two and
four years old. That life span is enough time to gauge impact but not so much time that
staffers have lost interest. 

22% of the top-rated taglines are a year old or less, making that rating less definitive.  
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mArKeters (44%) Are the stAff members most foCUseD on tAglines — 
sUggesting A neeD for broADer pArtiCipAtion in honing this All-enterprise tool

Marketers are trailed by fundraisers (21%) and executive directors (19%), as extrapolated
from self-identification of survey participants. 

These individuals are likely to be the staff members most focused on outside perceptions
of their organizations and committed to putting multiple communications strategies to use.

Oddly, marketers are most highly represented in the education field (63% of education 
respondents), although education is one of the fields with the fewest taglines in play.
However, those educational institutions with taglines rate them as effective.

Marketing, and branding in particular, must be a cross-functional enterprise in order to 
be effective. It’s clear that those beyond marketers and fundraisers should be involved, 
interested and trained in branding, including taglines. 

Remember, your organization’s tagline is — next to its name — the most used marketing
message it has. At the very least, everyone in a nonprofit organization should understand
and be able to articulate the tagline and elevator pitch/positioning statement

NOTE: Few program, membership, operations, human resources and IT staff members
and board members, volunteers and founders participated in the survey.
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worDs, phrAses AnD ConCepts most freqUently UseD in nonprofit tAglines
(Also see tag cloud, p. 14) 

1. Metaphors

• Moving/path/roadway (progress)

• Moving victims of violence from crisis to confidence — Safe Horizons

• Creating Paths to Success — Ravenswood Education Foundation

• Voice of/for…

• National Voice – State Focus – Local Impact — National Council of Nonprofits 

• A Powerful Voice for Lifesaving Action — Refugees International

• Time; today vs. tomorrow

• Addressing today’s needs. Reducing tomorrow’s. — United Way of Central Indiana

• Learn Today, Lead Tomorrow — Northwestern Oklahoma State University

• Steady progress, one step at a time

• Improving Life, One Breath at a Time — American Lung Association

• Changing the World, One Gift at a Time — Changing the Present

2. Concepts

• Confidence/success

• Building skills and confidence for independent lives — NJ Foundation for the Blind

• Early education. Lifelong success. — Early Learning Coalition of Miami-Dade/Monroe

• Hope

• Starve Fear. Feed Hope. — National Eating Disorders Organization

• Building Confidence, Inspiring Hope, Enhancing Success
—  The Reading Center/Dyslexia Institute

• Commitment

• A Passion to Help. The Ability to Deliver. — Americares

• A Passion for Patient Care — St. Mary’s

• Compassion

• Compassion is our Cause — Montgomery County Humane Society

• Compelled by Compassion, One Life at a Time — Convoy of Hope

3. Verbs are the most common (and most effective) first word in 
nonprofit taglines

• Helping 

• Helping donors create thoughtful, effective philanthropy throughout the world
— Rockefeller Philanthropy Advisors 

• Helping Preserve the Places You Cherish — LandChoices

• Building 
• Building communities, strengthening lives — Family Promise
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• Building futures for women and children — The Barrett Foundation

• Eliminating/ending X and empowering Y

• Eliminating Racism, Empowering Women — YWCA USA

• Eliminating Hunger and Empowering People — Second Helpings, Inc.

• Other common verb starters:

Bringing

Changing

Connecting

Developing

Improving

Inspiring

Keeping

Making

Protecting

Providing

Serving

Strengthening

Supporting

Transforming

orgAniZAtions withoUt tAglines hAve A rAnge of reAsons why not —
some gooD, some not so gooD

Survey participants had the option of selecting more than one reason why their 
organizations didn’t have a tagline:

The leading reason that nonprofits don’t have taglines is…
they never thought of it (33%).

There are three additional categories of reasons participant organizations do
not have a tagline, as submitted by survey participants:

1. These participants have little personal power to move forward with 
tagline development, as much as they may want to:

• “The final decision makers want a tagline that is more of a vision statement. 
It is very hard to get everyone involved to narrow our tagline down to just a few 
words, but I really think we need one!” 

• “Going through strategic planning, then will develop one.”

• “We’re only a few years old — wanted a better sense of what we are actually 
adding value before developing a tagline.”

• “Government policy not to.”
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• “Sophomoric board.”

• “I’m new to organization; have not pursued it forcefully.”

• “I’m a peon, but in general branding/marketing is poorly done.”

2. These participants cite challenges that make sense but can — 
and should — be overcome:

• “Just haven’t sat down to work on it.”

• “No time to research, no budget to pay a consultant.”

• “Our organization is set in its ways; hasn’t moved for a century.”

• “Interest comes and goes.”

• “We have a program with a strong tagline that outshines any attempt we’ve 
done to have an organizational one.”

• “New entity within organization so we’re trying to stand out yet integrate branding.”

• “Only recently re-branded and tagline still needs to be developed.”

3. These participants cite reasons that are not justifiable. Get on it, today:

• “Just haven’t sat down to work on it.”

• “Org’s name is already so lengthy.” 

• “Had one, everyone hated it. Can’t agree on another one.”

• “Just changed our name. That was enough for one year.”

• “We get pseudo taglines that cycle with the seasons.”

• “Difficult decision in creating the right one.”

• “Not sure our story is compelling enough to have a tagline.” (Bad news)

• “Created only for the Web.” 

• “Use our mission statement.”

• “Used to have one, but leadership decided it wasn’t effective, and noted 
that other organizations like ours didn’t have one.”

• “Various staff and board members, and volunteers, use different ones.” 
(More bad news; conflicting messages undermine your brand.)

• “Difficulty in creating one” 
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The annual Getting Attention Nonprofit Tagline Awards program was established

when so many powerful taglines were submitted to the Getting Attention survey 

on nonprofit taglines in 2008. It is designed to motivate and guide nonprofit

organizations to put effective taglines to work. The awards, conferred annually, represent

the best of nonprofit taglines in all vertical sectors.

This year, for this first time, voters selected program, fundraising campaign and special

event tagline award winners, in addition to the strongest organizational taglines. The

addition of these three new tagline types gave more organizations a chance to showcase

their best efforts to engage their target audiences. 

Initially, 70 tagline finalists were carefully selected by our panel of expert judges,

according to the criteria outlined in Chapter Two. Then, from that group, the 17 award

winners were selected by more than 6,100 nonprofit professionals and interested others

who participated in an online poll.

2010 tAgline AwArD winners

Congratulations to these 17 award winners voted best in class. 

The organizations behind the winning taglines range from the regional (Indiana State

Council of the Emergency Nurses Association) to the national (Youth Service America) and

global (Episcopal Relief & Development). All do an admirable job in putting a few select

words to work to build their brands, programs and fundraising impact. 

fundraising Taglines

• Bring Back the Roar! — Oregon Zoo Foundation: Capital campaign to fund lions' 

return after 10-year absence.

“Fascinating to vote.
While voting, there were so many factors influencing my choices. 

Upbeat? Positive? Short and pithy? Too many words? Starting with a negative? 
Mostly, I reacted with my gut. Did it clearly tell me the story? 

Did it make me want to know more? Did it move me to action?”

“Wow — most of these are real stinkers! 
Trite, hackneyed, non-descriptive, non-memorable. 

Perhaps a ‘worst tagline’ contest would be more appropriate!”

“Great taglines! Very inspirational.”

“Some are lame; others are catchy; all are fun to judge.”
(Submitted as a suggested tagline for the award program)
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This memorable tagline plants a strong seed in one’s mind — You can hear and see 

that lion roaring. It’s fun, pithy, emotional and unique with a clear call to action 

(an absolute must for fundraising messaging).

Program Taglines

• Your Mouth Can Say A Lot About You — Massachusetts Dental Society (MDS): 

Awareness campaign to educate the public about the important relationship between 

oral health and overall health. 

MDS’ tagline is strikingly personal. As a result, it provokes immediate interest 

(with a touch of emotion, my mouth?), generating an unavoidable urge to know 

more about the program.

• Serve a Semester. Change the World. — Youth Service America (YSA): 

Semester of Service

YSA engages hearts and minds in its passionate focus on improving the world. 

Its tagline opens a world of possibility to students, and invites them to act.

special event Taglines

• Little Feet. Big Strides. — Hirshberg Foundation for Pancreatic Cancer Research: 

Kids Can Cure Fun Run, LA Cancer Challenge

This tagline is extremely engaging and visual. It fosters an emotional connection by 

declaring that small children can make a difference, while highlighting the direct impact 

that those who run it have on the cause.

organizational Taglines

arts & Culture

• Where good books are brewing — Coffee House Press

Nonprofit literary publisher Coffee House Press prides itself on its measured 

acquisition and editorial process, and the active discussions percolated by its 

publications. Its clever mash-up of a tagline clearly and succinctly conveys both 

aspects of its unique way of doing business. The surprise of the mixed imagery 

(books, rather than coffee brewing) makes it easy to remember.

association

• E.R. You Watch It... We Live It! — Indiana State Council of the Emergency 

Nurses Association 

The Indiana ENA’s tagline draws a clear connection between its mission and its 

service delivery and is emotional, fun and highly memorable. The tagline’s reference 

to E.R. — the longest-running primetime medical drama (15 years) — has broad 

appeal as long as the show stays in reruns.
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Civic benefit 

• Instruments of Mass Percussion — Drums Not Guns 

This tagline is a clever play on words (instruments of mass destruction), but 

remains clear and powerful. That's a delicate balance to strike, and this tagline does 

it well as it paints a crystal-clear picture in your mind of this organization’s focus.

education

• Because Curiosity Knows No Age Limit — Osher Lifelong Learning Institute 

at Clemson University

The Osher Institute’s tagline is both poignant and emphatic. It is a definitive and 

positive statement on seniors’ characteristics and capabilities, likely to engage the 

very seniors who are prime prospects for participating in the Institute’s learning 

opportunities. 

employment & Workforce Development

• Our Vision Does Not Require Sight — Volunteer Blind Industries

Volunteer Blind Industries’ tagline surprises with its play on the word “vision.” 

This tagline makes the organization’s focus clear in a concise and compelling 

way, with a touch of inspiration. 

environment & animals

• Finding good homes for great dogs — Save the Strays Animal Rescue

Working smoothly in concert with the organization’s name, this tagline conveys 

the essence of Save the Strays’ impact. Our judge for this tagline category called 

this tagline “emotional catnip for every dog lover.” 

In fact, she was so moved by this tagline that she went to the organization’s 

website to learn more, and ended up making a donation. That’s tagline success.

faith-based & spiritual Development

• Different Faiths, Common Action. — Religions for Peace

This tagline’s impact is based in its clever use of contrast and comparison. It clarifies 

what Religions for Peace does, and how it works, in just four words. Powerful!

Grantmaking

• Connecting People Who Care...With Causes That Matter — Greater Menomonie Area 

Community Foundation

The Community Foundation’s tagline emphasizes the value it adds to giving, while 

clearly educating those who don’t know it on its role in the region. 

Although we’ve heard from a few other community foundations that use this same 
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tagline, that fact alone doesn’t counteract its impact. One key criterion for a high-

impact tagline is that it isn’t used by other organizations hoping to engage the same 

target audiences. Since community foundations serve specific regions, that criterion is 

met.

Health & sciences

• When time matters most. — United Hospice of Rockland, Inc. (UHR)

UHR’s powerful tagline is a heart-stirring message that’s hard to forget. This tagline 

works because it is so simple, yet profound.

Human services 

• Help is a four-legged word — Canine Companions for Independence (CCI)

This tagline tells the story in a style that is honest, compassionate and smart. 

The play on words works here because it catches you a bit off guard and gets 

you thinking about what CCI actually does.  

International, foreign affairs & national security

• Healing a hurting world — Episcopal Relief & Development

This brief tagline quickly highlights the way in which Episcopal Relief & Development 

approaches its work, as it motivates compassion and a desire to learn more. 

It’s straightforward but emotional, a proven combo for taglines that connect. 

library

• Spread the words. — Edmonton Public Library

Edmonton Public Library’s tagline is another example of effective surprise as a 

familiar saying takes an unexpected turn.  Who would have thought that one little 

“s” could make a tagline sing — and zing?

other

• Your Guide To Intelligent Giving — Charity Navigator

This tagline is unique and clear to mission, and conveys an air of wisdom and 

refinement. 

You immediately sense via the word “Guide” that the Charity Navigator service 

is an asset to you.  The phrase “Intelligent Giving” feeds egos (who doesn’t want 

to be intelligent?) while it underscores the difficulty in wading through information 

to make an informed and wise giving choice.  
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funDraIsInG TaGlInes

Children's Dance Foundation Give to what moves you.

Oregon Zoo Foundation bring back the roar!

The Leukemia & Lymphoma Society Totally baldacious: shave one for the Team

Youth Service America Help us ask one Million Kids to Volunteer

ProGraM TaGlInes

American Academy of Pediatrics Powered by pediatricians. Trusted by parents.

American Red Cross ready. set. Give.

Central City Concern My story Matters

Low Birth Weight Development Center life. support.

Massachusetts Dental Society Your Mouth Can say a lot about You

People's City Mission Great Coffee for the Greater Good

Tippecanoe Watershed Foundation Your lake. love it or smell it.

Youth Service America serve a semester. Change the World.

sPeCIal eVenT TaGlInes

Cazenovia Area Community Development Association farm and fork

Hirshberg Foundation for Pancreatic Cancer Research little feet. big strides.

National Partnership for Women & Families everyone gets sick, not everyone has time to get better.

PETA elephants never forget

Prostate Cancer Research Foundation Dragging prostate cancer into the spotlight

orGanIZaTIonal TaGlInes

American Gateways legal services for new americans

American Probation & Parole Association a force for Positive Change

Animal Legal Defense Fund Winning the Case against Cruelty.

Austin Community Foundation Generosity Multiplied

Baby Buggy love, recycled

Betty Ford Center serving Patients, saving families

Boston Public Library books are just the beginning.

Call2Recycle recharging the planet. recycling your batteries.

Can Do Multiple Sclerosis The power to be more than your Ms

Canine Companions for Independence Help is a four-legged word

Central Zone Basketball Commission Hoops for Homes

Charity Navigator Your Guide To Intelligent Giving

Charlotte Christian Chamber of Commerce Doing the King's business in the Queen City

Chess For Success Helping children succeed, one move at a time

Coalition for Tactical Medicine saving lives under fire

Coffee House Press Where good books are brewing
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Connecticut Association of Nonprofits We help nonprofits help Connecticut

Drums Not Guns Instruments of Mass Percussion

Econ Illinois Teaching Dollars and sense

Edmonton Public Library spread the words.

Episcopal Relief & Development Healing a hurting world

Farm Aid, Inc. Keep america Growing

Freedom from Hunger self-Help for a Hungry World

Fremont Community Theatre More than a stage in your life

Gleaners Food Bank of Indiana, Inc. until every bowl is filled...

Goodwill Industries serving Hampton Roads Donate. shop. Do Good. repeat. 

and Central Virginia

Greater Menomonie Area Community Foundation Connecting People Who Care...With Causes That Matter

Herschell Carrousel Factory Museum once around is never enough

Indiana State Council of the  e.r. You Watch It... We live It!

Emergency Nurses Association

Jesuit Volunteer Corps Northwest a year of service. a world of difference.

Louis Brier Jewish Aged Foundation adding years to life and life to years

MK Nature Center face-To-fish Connection

Organic Farming Research Foundation sowing seeds to transform agriculture

Osher Lifelong Learning Institute at because Curiosity Knows no age limit 

Clemson University

Physicians for Human Rights Healers at the heart of the human rights movement

Read To Me International sharing the love and joy of reading aloud

Religions for Peace Different faiths, Common action.

Rockbridge Area Occupational Center Discover abilities

Sacred Heart University Where Personal attention leads To Personal achievement

San Antonio Area Foundation Where Giving and Community Connect

Save the Strays Animal Rescue finding good homes for great dogs

St. Louis County Library It's a great big world in here

TechSoup Global remixing the web for social change

The Community Foundation for Greater Atlanta Connecting passion with purpose

The Dayton Foundation We help you help others.

The Task At Hand redefining the pathway from military service to civilian life

Trickle Up The first steps out of poverty 

Unitarian Universalist Fellowship nurture Your spirit. Help Heal our World.

United Hospice of Rockland, Inc. When time matters most.

Volunteer Blind Industries our Vision Does not require sight

Women In Trucking Association, Inc. redefining the road  

Zip the Cure, Inc. Curing diabetes, one zip code at a time.
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5 Best Practices for Fundraisers and Special Events
Theo Lambert, Community Manager and Blog Editor, Eventbrite

At Eventbrite, we’re lucky to support a ton of great nonprofit events. We provide
the platform for everything from formal gala benefits to fraternity fundraisers, 
and we often interview these event organizers for our blog, where we highlight
their top planning and marketing tips. As a result, we’ve catalogued a bunch of
best practices for nonprofit event organizers. 

Here are 5 standout tips for nonprofit events, culled from our archives:

When shopping for a venue, always make clear you’re an NPO. Venues will often be 
willing to offer deep discounts for the privilege of hosting your worthy cause—that’s
great PR for them, too. Don’t keep it a secret!

Make big names work for you. As a nonprofit eventholder, you have a huge leg up: 
People and businesses are proud to be associated with your event. And so what you may
lack in traditional capital, you can make up for in human capital. Try reaching out to 
public figures and organizations. You may be surprised at their willingness to get involved.

Maximize volunteer help. Sure, you can’t pay a bunch of employees to help with 
event-day labor, but that doesn’t mean you have to shoulder the burden yourself. 
That will drive you crazy and lower the quality of the event. Get friends and colleagues 
involved! The best part about volunteer help isn’t that it’s free—it’s that you’ve engaged 
a community invested in the experience.

Promote with the big boys. You may be a small organization with little cash, but the 
advantage of modern tools like social media is that you can compete on the cheap. 
At Eventbrite, we make this easy because we know it’s essential. Create and publicize a
Twitter hashtag for your event; have attendees hit the Tweet Button on signup; engage
with Facebook followers and run pre- and post-event photos and videos. There’s a ton
you can do for free.

Above all, think outside the box. It’s important for any eventholder to be imaginative, but
exponentially more so for a nonprofit organizer. Ask vendors for donations. 
Don’t take any cost for granted. You’ll be surprised at how much added benefit you 
can bring to the cause.

5

4

3

2
1

vi. best prACtiCes for fUnDrAisers AnD speCiAl events (ADvertoriAl)
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CASE STUDY

“Team in Training” Members Use Eventbrite to Jumpstart Fundraisers

Theo Lambert, Community Manager and Blog Editor, Eventbrite

In recent years, the Leukemia and Lymphoma Society’s (LLS) Team in Training program has found
fundraising success with a unique model: participants raise funds for LLS, and in exchange, they
receive coaching and team support for major athletic competitions.

Many Team in Training participants have found that hosting live events is a great way to meet
their fundraising commitment and capitalize on their social network. Team in Training members
have hosted everything from shuffleboard tournaments to lively bar nights, turning them into
powerful fundraising tools for the cause. 

As a dedicated Team in Training member — she manages a nearly 80-person triathlon team in
San Francisco — Erika Frazier has thrown a number of these events herself. In the past, she typi-
cally used a basic email invitation tool, then collected small donations at the door. But for a July
fundraiser — a group outing to a San Francisco Giants game — she decided to try a new ap-
proach: using Eventbrite to invite friends, promote the event, and sell tickets in advance. 

Erika began with the goal of selling 20 tickets. To her delight, she sold out that batch within just
a few hours. She added 40 more, and sold all of these within the day. Ultimately, she sold over 80
tickets — four times as many as she’d expected. Erika cites several key factors in the success of
this new approach:

"It created a buzz because people were able to see who was coming."  Listing confirmed 
attendees on her page enticed their friends to sign up.

"It created more of a commitment." For once, those attendees really were confirmed. 
Accepting donations in advance meant people were unlikely to back out.

"It was easy to share on Facebook."  The integration with social media helped her tap 
into larger networks — the crucial  "friends of friends" that can make fundraisers explode.

"You can put your name in the link itself." Custom urls are a great way for even small-
event organizers to brand their gatherings.

Overall, Erika was thrilled with the experience of moving to a more robust event platform 
for her events. She came away convinced that this was an ideal way to maximize the takeaway 
from fundraisers, and is strongly recommending the solution to her fellow Team in Training 
participants.

vi. best prACtiCes for fUnDrAisers AnD speCiAl events (ADvertoriAl)
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Tom ahern
President, Ahern Communications, Ink

Tom is recognized internationally as a leading
expert in the science and art of successful donor
communications. He is the author of four books on
the topic and consults with nonprofits across North
America.

Katya andresen
Chief Operating Officer, Network for Good

In addition to her role at Network for Good, Katya
is a speaker, author and blogger about nonprofit
marketing, online outreach and the basics of social
media. She is also an adjunct professor of
communications at American University’s Key
Certificate Program and serves on the board of
EarthShare. Katya has trained thousands of causes
in effective marketing and media relations, and is
the author of Robin Hood Marketing: Stealing
Corporate Savvy to Sell Just Causes.

Margaret battistelli
Editor-in-Chief, Fundraising Success

Margaret has been with FundRaising Success since
its inception in 2003. Before joining the magazine
as its founding editor, she was an editor and writer
for several of America Online’s Digital City sites.
She also was the publisher of PhillyFeast, a
monthly magazine about food in and around
Philadelphia, and has held chief editor positions at
MetroKids magazine, the Atlantic City Press and the
South Philadelphia Review. 

susie bowie
Communications Manager, 
Community Foundation of Sarasota County

Susie has served on the board of directors of the
Florida Public Relations Association’s Central West
Coast chapter and the Sarasota Audubon Society in
public relations roles for four years. She received
the Rising Star Award in 2006 and the Promoting
the Profession Award in 2008 from FPRA’s Central
West Coast chapter, and she was one of Gulf Coast
Business Review’s 40 Under 40 winners in 2009. 

rick Cohen
Director of Administration & Operations, 
National Council of Nonprofits

A longtime ally of nonprofits and a web
development specialist, Rick brings wide-ranging
expertise to his role with the National Council. In
his time with the National Council, Rick has held a
variety of leadership roles and is responsible for
creating the National Council’s Nonprofit Economic
Vitality Center, an online resource that helped draw
attention to both challenges and solutions for
nonprofits during the economic downturn. 

Joanne fritz Ph.D. 

Guide to Nonprofit Organizations, About.com

Joanne has worked in the nonprofit world for most
of her 30-year career beginning with teaching at
the secondary, college, and university levels. She
has held senior management positions at two
national nonprofits and two universities and, for
the past four years, has written about the nonprofit
world at About.com. 

ann Handley
Chief Content Officer, MarketingProfs

As CCO of MarketingProfs, Ann heads up All 
Things Content on the website and is the primary
caregiver of the MarketingProfs Daily Fix blog. She
also blogs at The Huffington Post as well as her
personal blog, Annarchy. Prior to that, she was the
co-founder of ClickZ.com. Even before that, she
was a longtime freelance journalist writing on
myriad topics and wrote regularly for the Boston
Globe as well as a million (give or take)
mainstream and trade publications. 

Dottie Hodges
Client Practice Director, Northridge Interactive

Dottie leads the nonprofit services division of
Northridge Interactive, where she is responsible for
providing leadership and strategic direction for key
nonprofit clients. A fifteen year veteran of the
nonprofit technology space — and a prior veteran
of the nonprofit environmental space — Dottie
specializes and excels in brand concepting and
development, user experience, and constituent
conversion and cultivation. 

2010 nonprofit tAgline AwArD JUDges
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Michael Hoffman 
CEO, See3 Communications

Michael is a leading authority in online video for
nonprofits and a long-time consultant to nonprofit
leaders on online fundraising and outreach
strategies. He is a frequent blogger and tweeter
(@Michel_Hoffman) on nonprofit marketing and is
a nationally sought-after speaker on topics such as
online cause marketing, web video and Web 2.0 for
social change. 

Dawn Iype
Director of Online Strategy, Common Cause

Dawn Iype is the director of online strategy for
Common Cause, where she oversees the
organization’s online communications and
fundraising, website and social media outreach.
Common Cause was a winner in the 2009 Nonprofit
Tagline Awards Civic Benefit category for its
tagline, Holding Power Accountable. 

sarah lightman
Community Outreach Director, 
PA Breast Cancer Coalition

Sarah Lightman is the Community Outreach
Director for the PA Breast Cancer Coalition where
she coordinates community events, fundraisers and
volunteers. The Coalition was a winner in the 2009
Nonprofit Tagline Awards Health & Sciences for its
tagline, Finding a cure now…so our daughters
won’t have to.©

steve Maclaughlin
Director of Internet Solutions, Blackbaud

Steve is responsible for leading how Blackbaud
provides online solutions for its clients. He has
spent more than 12 years building successful
online initiatives with a broad range of Fortune 500
firms, government and educational institutions, and
nonprofit organizations. Steve serves on the
Nonprofit Technology Network (NTEN) Board of
Directors. 

alia McKee scott
Principal, Sea Change Strategies

Alia helps clients innovate creative and brand-
perfect online fundraising and marketing
campaigns. Her clients include the Monterey Bay

Aquarium, Wikipedia, Conservation International,
and the International Rescue Committee among
others. She lives in Austin with her fabulous
husband Shane and her awesome dog Blue Jean. 

Claire Meyerhoff 
Media Consultant

Claire Meyerhoff is a marketing and media
specialist focusing on nonprofits, fundraising and
politics. In her previous life, she was a broadcast
journalist working in Washington, D.C. Claire is also
the resident media expert at Nonprofit Marketing
Guide.com and co-host of the nonprofit marketing
radio show Magic Keys where she extols the virtues
of “less is more” and “no BS” when it comes to
writing and pitching stories to the media. Claire is
based in Raleigh, NC and Alexandria, VA. 

Kivi leroux Miller
President, Nonprofit Marketing Guide.com

Kivi is the founder of Nonprofit Marketing
Guide.com and author of The Nonprofit Marketing
Guide: High-Impact, Low-Cost Ways to Build
Support for Your Good Cause. She teaches a
weekly webinar series and writes a leading blog on
nonprofit communications. 

Kari saratovsky
Vice President, Social Innovation Case Foundation

Kari (@socialcitizen) is an evangelist for all things
social media for social good. With experience in the
government and nonprofit sectors, her favorite role
is that of a connector — connecting passionate
people, good ideas, and new approaches in an
effort to address social problems. 

Kim st. John-stevenson
Communications Officer, Saint Luke’s Foundation

Kimberly St. John-Stevenson joined the Saint
Luke’s Foundation of Cleveland, Ohio in April 2007.
A native of Connecticut, Kim is a creative, strategic
thinker with more than 20 years of experience in
developing and implementing effective community
engagement and marketing communications
solutions in the profit and non-profit sectors. Highly
regarded in her field, Kim was recently named
“2010 Communicator of the Year” by the
International Association of Business
Communicators Cleveland Chapter.
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leArn more, get help: tAglines, messAge Development, mArKeting 
plAnning AnD other nonprofit mArKeting ChAllenges

• Here are two easy, no-cost ways to stay updated on nonprofit marketing 

tips and trends — including branding and taglines — you need to know about. 

Both resources are crafted specifically for nonprofit communicators focused on 

helping their organizations succeed through effective marketing.

1. Subscribe to the Getting Attention e-update – in-depth articles and case studies.  

2. Read (and better yet, subscribe to) the Getting Attention blog – pithy, punchy bytes. 

• for branding and tagline consulting, speaking, training (in-person, 

webinar or teleseminar), and customized reports, guides or surveys,

contact report author Nancy Schwartz.

Her firm Nancy Schwartz & Company, provides results-driven marketing and 

communications services to nonprofit organization and foundation clients. 

In addition, she’s a well-known workshop leader and speaker for conference 

keynotes and breakout sessions.

vii. AppenDiCes     AppenDix b
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Survey Methodology

T his report is based on findings of an in-depth survey of nonprofit organizations’ use

of taglines. The survey, implemented by Nancy Schwartz of GettingAttention.org,

was open to all nonprofit organizations without restriction. 

Participants:

• Were largely based in the United States, with minor participation among Canadian 

nonprofits and a few responses from organizations in other countries.

• Spanned 11 vertical sectors, from arts and culture to environment and animals, 

and human services.

• Held a variety of positions within nonprofit organizations, although marketers, 

fundraisers and executive directors were most strongly represented. Consultants 

and firms also participated.

Respondents included readers of the Getting Attention blog and e-update and readers of

other blogs and publications reaching the nonprofit sector; members of state nonprofit

associations, regional associations of grantmakers, and the Communications Network; and

others who learned about the survey via print and online resources or colleague referral.

The survey instrument was designed by the researcher and reviewed by colleagues prior

to release. The main objectives adhered to during the instrument design were defining

trends and best practices for tagline design and usage. 

Participants were asked what fields they worked in, whether they had a tagline and, if so,

how satisfied they were with it, how and when the tagline was used, and how long it had

been in use. 

Data collection began on November 30, 2007 and ended on January 31, 2008. In total,

1,873 individuals representing 1,834 organizations completed the survey. 

SURVEY METHODOLOGY AND INSTRUMENT

http://GettingAttention.org
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survey Instrument

1. What’s your role in your organization?

Fundraising/Development

Marketing & Communications

Executive Director

Programs

Other

2. Does your organization have a tagline?

Yes (proceed to questions 3 through 6)

No  (proceed to questions 7 and 8)

For organizations with a tagline

3. What is your organization’s name, tagline and Web address/url?

4. How effective is your organization’s tagline?

Not effective

Somewhat effective

Effective

Very effective

5. How long has your organization used this tagline?

1 year or less

2-4 years

5-8 years

More than 8 years

6. In what field does your organization work? 
Please select your main field of focus.

Arts & Culture
Civic Benefit (civil rights, community, advocacy, social science)
Education
Environment & Animals
Grantmaking
Health & Sciences
Human Services (including children, youth and families)
International, Foreign Affairs & National Security
Jobs & Workforce Development
Religion & Spiritual Development
Other

vii. AppenDiCes     AppenDix C
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For organizations without a tagline

7. Why doesn't your organization have a tagline?

(check all that apply)

Can’t agree on one

Never thought of it

Leadership doesn’t want one

Have been working on it forever

Other

8. In what field does your organization work? 

Please select your main field of focus.

Same fields as in question 6 above. 
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AboUt the AUthor

Nonprofit marketing expert Nancy E. Schwartz 

publishes the Getting Attention blog and 

e-update for nonprofit communicators. 

Nancy also founded and runs Nancy Schwartz &

Company, providing results-driven marketing and

communications services to nonprofit and

foundation clients. In doing so, she draws on many

years of diverse experience, on staff and as a

consultant, with organizations as varied as the

Corporation for Supportive Housing, Environmental

Health Coalition, National Association of Mothers’

Centers, the Robert Wood Johnson Foundation and

many of its national programs, and World

Education Services (WES). NS&C’s specialties include communications planning,

message development, online communications innovations (she stays way ahead

of the curve to put these tools to work for clients) and developing revenue

streams for nonprofit organizations.

You can reach Nancy at nancy@nancyschwartz.com or via phone at 

973-762-0079.

Subscribe to Nancy’s free e-update, Getting Attention, and read her blog

for more guidance, case studies and tools to ensure your organization attracts

the attention and engagement it deserves.
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