











Take a Position: 10 Tips to Set Your Organization or Cause Apart

10. Get in position by getting on message.

The key to making your position stick in the public sphere
is people. The staff, board members and other individuals
close to your organization who are involved in the
positioning process also make for ideal ambassadors.

“Your staff and board members are your offensive line
for reinforcing your position,” said FENTON Senior Vice
President Lisa Chen. “If they don't follow the playbook,
no one else will."

Here are some suggestions to help you make your
position stick:

e Organizational Style Guide: Create an easy-
reference style guide just for your organization that
includes your target audiences, your positioning
statement, your core messages, key stats and
dos and don’ts for preferred terms and terms you
want to avoid. It doesn’t have to be fancy; the most
important thing is to centralize the information.

e Elevator Pitch: Create a 30-second “elevator pitch”
that quickly distills who you are and what you do. The
phrasing should be colloquial. (Can you actually see
yourself saying it in an elevator or at a cocktail party?)
In addition to reflecting the essential attributes of

your positioning, it should also concisely communicate
the following: (1) a problem or need, (2) a solution

— ideally your organization or program, and (3) a call
to action inviting your target audience to become
involved in some way.

Practice Makes Perfect: Meet with your staff,

board members and other key stakeholders to share
the positioning statement and messages. Answer
questions and concerns, and encourage them to
practice their elevator pitch. Some clients tell us they
keep a print out of their positioning statement handy
on their desk or their computer desktop.
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When to Position

Many nonprofits spring into being because their
founders surveyed the landscape and decided no one
else was adequately filling an important need. However,
many organizations make the mistake of thinking that
positioning is a one-time event. But healthy organizations
continually review and refine their positioning over time
to ensure that they remain relevant and indispensable.
Here are some common spring boards for rethinking
your position:

Before you brand or re-brand. Nailing your position is
essential to a strong and coherent brand. There's no point
in creating a graphic identity or adopting a new name
unless you first have internal agreement on your position.
Otherwise, your brand may sprout two heads that don't
get along — or sprout the wrong head altogether.

When there is new leadership. New senior staff often
means new energy and an opportunity to take stock of
where your organization has been and where it wants
to go. Positioning can help you get there.

As you approach an anniversary or other important
milestone. An organization’s anniversary year can be a
great time to remind people of past accomplishments.
It's also an opportunity to explain what you're doing now
and the exciting challenges ahead. Strong positioning
helps anchor your past to your present and your future.

During, or after, a strategic planning process. Strategic
planning can result in new programs or new goals. WWhen
you shift gears, it's important to make sure you're clear
with audiences about your new direction.
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About FENTON Communications

For more than 25 years, FENTON Communications
has partnered with nonprofit clients to make

social change. We work to protect the environment,
improve public health and advance human rights
and social justice. This guide is one in a series

that we've produced to help build the strategic
communications capacity of the nonprofit sector.
To download a free copy of this and other FENTON
guides, visit www.fenton.com.

Contact Us

Questions? Comments? We welcome your
thoughts and ideas.
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Washington, D.C.
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