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I think your belief that your brand needs to become a "household name" is spot on.
I think it's important to have some clarity around overall objective of your branding efforts. Branding (at least the way I approach it) needs to accomplish a few basic tenets: 

Your brand...
1). Makes an emotional connection with the target consumer.
2). Enhances the value proposition of the company.
3). Is unique to the company it serves.

Your brand is also your name, your logo and the visual identity around it, and what you say/how you say it to your target audience. Most small companies and philanthropies don't have sufficient resources to properly implement and articulate a brand the way larger companies do. Still, every company can build and grow a brand if they truly understand the value of a strong brand can provide.

In marketing (and branding), it's also incredibly important to identify your target audience. Doing so can be challenging, but is an essential piece of designing a strategy.

There are three primary issue areas that need to be addressed:

1). Name of the company
2). Overall marketing campaign
3). Target consumer/audience

These items are designed to address the following objectives:
1). Make the organization a widely recognized
2). Drive revenue that supports the organizations efforts
3). Develop a sustainable marketing strategy that promotes cost-effective growth and viral communication.

Organization Name/Positioning
In my experience with branding and naming, I like to find a simple way to send a clear, compelling message to the audience and HELP them understand the value, rather than put-up roadblocks to the mission. 

I lean towards the positive and like to find terms, phases, names and slogans that inform, motivate and make an emotional connection. I think it should be as tangible as possible Additionally, it's beneficial (as much as possible) to have a name that you can "own" as an organization. It might be difficult to take "ownership" of a word, but when done properly, your association with it will help create the emotional bond that needs to happen between your audience and your brand.



The word "humanity" continues to surface in many of our conversations. It certainly popped into my head when we first began talking and it has positive connotations. In my mind, being and acting HUMAN is an important part of living in a civilized society and, in essence, what you are working to teach the world by giving people a voice. 

Your functional tool is "humanity education." There is a power to the word that is more emotional and a less soft. Smply using the word "Humanity" is a worry that people won't clearly understand that it's part of a a specific organization, which I think is essential in motivating people to become part of your mission. I've done a little research and while I like the word HUMANITY, it's used a fair amount and the campaign i'd like to tie into the name is also being used. 

I like the word HUMANITY but feel it needs a "last name" to make it work better and distinguish it as an organization. Regardless, we should discuss the pros, the cons and the options that use HUMANITY, as well as other options.

I asked a friend who worked with me at Time Warner to help. He is great with naming and creating strong positioning lines. He came up with something that I thought was strong and worth discussion.

AGENTS
Agents (advance team / active / “007” style)

My friend is onto something with the line, but I think we need to put more thought into how the name can work harder to engage and explain (to the world) your mission.

Target Audience
I would also argue that if your brand and messaging strategy comes together properly, you can benefit from the "voice" created by your supporters.I would propose that you create a marketing tool that works to imitate what you are already doing. 

You are giving people a message and empowering their voice. You can further refine this and scale it, using an audience who has a voice with tools that are in their hand...a mobile phone and social media.

I do believe you should consider a group that could help with both fundraising and communication, specifically, young adults, ages 16 – 24. Older high-school students and college students are generally trying to determine who and what they will be as they become a more integral part of society. They are also looking for groups and activities with which they can identify. While I don't have a lot of empirical evidence, I do believe that if you find a few key, strategic individuals in High Schools and Universities, then ask them to carry your message, your awareness and participation can grow virally. 

The idea of creating "Agents" whose mission is to "spread the word" and raise "micro-funding" could be a very powerful and effective way to build awareness and raise funds, globally.

Once we can nail-down the name and agree on the target audience, I feel that we can better design a marketing strategy that is more effective in reaching your goals.

I look forward to discussing this with you,
-Mike
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