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Our custom methodology took a holistic approach to the study of both financial and brand
image factors. The total brand value is driven by three components:

e Brand Image: The relative strength of each nonprofit brand’s image derived using
a spectrum of measures

e 2007 Revenue: Consolidated 2007 itemized revenue, including but not limited to:
direct and indirect public support, government contributions and alternative
revenue streams

e Propensity for Future Growth: Compound annual growth rates (CAGR), derived
from the reported financial data, adjusted to reflect the nonprofit brand’s long-
term ability for growth

What is unique to this approach is our consideration of a brand’s image. This is largely com-
posed of findings from a proprietary, nationally representative survey we conducted among
1,000 U.S. adults to measure consumer perception — both familiarity and personal relevance
— of each organization.

Other measures used in determining the brand image include:

e An audit of coverage in the top 50 U.S. daily newspapers
e Geographic reach (physical access to an organization or its services)
e Volunteer support base

e Percent of total revenue from direct public support, including cash and in-kind
donations

e Efficiency percentage (percent of every revenue dollar put toward program services)

e Growth score (change in year-over-year revenue)

Although we do not intend to measure the effectiveness of organizations’ mission-based
services, this evaluation provides a deeper understanding of the other components that
affect the success of the nation’s leading nonprofits. The results shine light on how brand
and revenue work synergistically and address the missed opportunities when either brand or
revenue far outweighs the other.



The Cone Nonprofit Power Brand 100

Cone, in collaboration with Intangible Business, is pleased to present its list of America’s lead-
ing nonprofit power brands. All of the organizations included here are to be commended for
their contributions to the greater good by providing a range of services that address critical
domestic and international needs. In the pages that follow, we will explore in greater depth,
the Top 10, organizations who lead in “brand image” and sector-specific performance. The
findings present important lessons about the role both revenue and brand play in deter-
mining an organization’s value and the growth opportunities that exist when they are not
aligned.



The Cone Nonprofit Power Brand 100

Power Organization Sector Brand Value Revenue Brand Image
Brand $ Million Rank Rank
100 Rank
1 YMCA of the USA Education/Youth 6,393.6 1 6
2 The Salvation Army Domestic Social Needs 4,702.9 3 2
3 United Way of America Domestic Social Needs 4,516.9 2 3
4  American Red Cross Domestic Social Needs 3,146.2 7 5
5 Goodwill Industries International Domestic Social Needs 2,534.8 6 18
6 Catholic Charities USA Domestic Social Needs 2,361.1 4 53
7 Habitat for Humanity International Domestic Social Needs 1,768.0 9 4
8 American Cancer Society* Health 1,359.8 1 1
9  The Arc of the United States Health 1,223.6 5 96
10  Boys & Girls Clubs of America Education/Youth 1,168.3 8 21
11 Easter Seals Health 922.0 10 34
12 American Heart Association* Health 897.8 22 7
13 Boy Scouts of America Education/Youth 851.2 15 11
14 Planned Parenthood Federation Domestic Social Needs 796.4 13 19
of America
15  Feed the Children Domestic Social Needs 767.5 17 26
16  Food for the Poor International Needs 698.0 12 58
17  Girl Scouts of the USA Education/Youth 636.1 19 20
18  St. Jude Children's Research Hospital Health 626.5 21 27
19  The Nature Conservancy Environmental/Animal 625.4 14 50
20  World Vision International Needs 519.3 16 62
21 Shriners Hospitals for Children Health 480.1 26 30
22 Volunteers of America Domestic Social Needs 460.8 20 56
23  Feeding America Domestic Social Needs 456.0 25 48
(America's Second Harvest)**
24  AmeriCares International Needs 428.6 18 75
25  City of Hope Health 382.6 24 67
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Power Organization Sector Brand Value Revenue Brand Image
Brand $ Million Rank Rank
100 Rank
26  United States Fund for UNICEF International Needs 381.5 28 22
27  Susan G. Komen Breast Health 288.1 33 17
Cancer Foundation
28  Save the Children Federation International Needs 267.2 32 40
29 CARE USA International Needs 266.6 27 77
30 Big Brothers Big Sisters of America Education/Youth 234.0 36 12
31  Gifts in Kind International International Needs 233.1 23 90
32 Compassion International International Needs 214.1 31 71
33  March of Dimes Foundation Health 210.2 40 13
34  The Leukemia & Lymphoma Society  Health 209.4 39 28
35 Make-A-Wish Foundation of America Education/Youth 205.3 51 9
36  Academy for Educational Development Education/Youth 198.0 29 84
37  American Diabetes Association Health 190.5 45 15
38 MAP International International Needs 181.5 30 94
39  World Wildlife Fund Environmental/Animal 181.4 46 38
40  Cystic Fibrosis Foundation Health 179.7 41 39
41  Alzheimer's and Related Health 179.0 42 42
Disorders Association
42  National Multiple Sclerosis Society Health 178.3 44 29
43  Juvenile Diabetes Research Foundation Health 175.5 48 24
44  \Wildlife Conservation Society Environmental/Animal 167.4 34 43
45  International Rescue Committee International Needs 149.1 37 66
46  Muscular Dystrophy Association Health 139.8 55 16
47  The Trust for Public Land Environmental/Animal 138.4 47 63
48  Marine Toys for Tots Foundation Education/Youth 135.9 52 33
49 The Rotary Foundation Domestic Social Needs 134.4 53 52
of Rotary International
50 The Conservation Fund Environmental/Animal 132.4 54 57
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