
Part One: The Foundations of ChildFund Alliance

Our Identity and Value Proposition



From a school of the willing…

Key Accomplishments 2012-2015



…to the Power of an Alliance

Key Accomplishments 2012-2015



Scope

Key Accomplishments 2012-2015Core question:  What do we want ChildFund Alliance to be 
known for in the next 3-5 years?

Plus what is the value ChildFund Alliance offers members
– What are the essential ingredients to being part of this tribe (why belong?)
– When have we been at our best?

What is the value ChildFund Alliance offers customers
– What do we, collectively, offer?
– What is the story we wish to tell? (What do we want to be known for?)
– How do we create and leverage our identity both locally and globally?



Methodology

Key Accomplishments 2012-2015
• Diverse team

– Staff from old and new members, international and country 
offices, ChildFund and non-ChildFund branded 
organisations, with input from the Secretariat

• Surveys and discussions, supported by research articles
– Feedback from >200 people from across the Alliance
– Skew of responses from members’ headquarters 



3 Key Conclusions

Key Accomplishments 2012-2015

1: We are, as an alliance, at our 
best when we work as one.  This is 
different, and greater than just 
working together.



3 Key Conclusions

Key Accomplishments 2012-2015

2: The notion of belonging to an 
alliance has not fully percolated to 
all levels of our network.



3 Key Conclusions

Key Accomplishments 2012-20153. Underpinning these two themes 
was a consistent expression of a 
desire to be tighter.

“We could do this so much better, if we all work on sharing the same 
brand and values. At the moment we are a group of child and youth 
focused organisations who tell very different stories, who operate 
different programs. So we can't tell one global story.”



5 ingredients to enhance our identity

Key Accomplishments 2012-2015Some of these have synergies with other working groups:

1. We move with a faster cadence, applying innovative, concentrated ‘bursts’ of 
interventions,

2. We ensure our work is evidence based, using a common measurement 
framework applied to one global Alliance-wide approach,

3. We make the strategic plan real at all levels, including greater coordination / 
translation of action to local level,

4. We put greater energy into accountability,

5. We resolve our brand – what we stand for, and how we present ourselves.



A Deeper Discussion on Brand

Key Accomplishments 2012-2015“The greatest value is derived in that we behave as a true global force for 
children, allowing individual (members and program) countries to leverage 
the credibility and legitimacy of a much greater entity.  Unfortunately we 
remain a long way from such an approach, primarily in that our brand 
(imagery, tone, story) is not unified or consistent”

Our brand tensions lie in the fact that 
as an Alliance, we value both our 
independence and our 
interdependence



Our Branding Paradox

Key Accomplishments 2012-2015

We desire commonality, and the 
power of synergy (where my small 
local work is amplified on our large 
global platform), but we cherish our 
individuality



We Have Created this Paradox 

Key Accomplishments 2012-2015“We have the potential, but we are not exploiting it because the 
mindset of the members towards the Alliance is more focused on 
individual gain than creating collective impact”

The nature of our Alliance itself 
creates a paradox that must be 
balanced, or if possible, carefully 
and proactively managed.



3 Ways to Manage a Paradox

Key Accomplishments 2012-20151. Acceptance or the status quo: learn to live with contradictions, 
focus on benefits to all parties, and avoid discussion of the 
tension,

2. Confrontation: discuss the specific tension to construct an 
accommodating understanding, develop rules for joint action to 
manage the tension (norms of reciprocity and trust),

3. Transcendence: reframe to focus on a new source of meaning —
the ultimate goals or tasks at hand; finding value rather than 
challenges in differences; a consolidation to the brand (and value 
proposition) that is most likely to help the organisation achieve its 
aims.



Recommended Option

Key Accomplishments 2012-20151. Transcendence - We use the strategic planning process to 
reframe our brand and identity by reaffirming what is valued

Desirable:
 Takes power away from the member level, shows all levels are part of a global system
 Provides clarity and promotes union
 Allows us to determine a common brand look and feel
 May involve rebranding

Viable
 Will involve all members contributing (i.e. cost) to move to, and promote any reframed brand
 Could be facilitated if members drop country name after ChildFund

Feasible
 Will require defining new middle-ground



Alternative Options

Key Accomplishments 2012-20152. Confrontation - We thrash out the rules and sanctions as per the 
original Foundations document and branding guidelines

Desirable:
 Uses a clear, binary approach

Viable
 Requires mediation – we have not been able to achieve this previously

Feasible
 Strengthens the brand if sanctions are enforced
 Could lead to loss of members if sanctions are enforced



Alternative Options

Key Accomplishments 2012-20153. Acceptance - We retain the status quo with unclear rules to 
branding and identity

Desirable:
 Enables fluid membership (low barriers to entry/exit) 
 Alliance is more like a coalition
 Could lead to more fragmentation

Viable
 May make Alliance more attractive to be potential members or t be absorbed by other alliances
 Unlikely to lead to increased financial growth of members 
 Will require concerted efforts to address our recognition in other ways – such as a global project, 

supported with a strong evidence base

Feasible
 May negatively affect the long term potential of the Alliance to have impact



Appendix 1: What is a Paradox? 
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Appendix 2: Our Foundations

Key Accomplishments 2012-2015
Objects Guiding Principles Member Commitments

• To support the ChildFund mission, values and goals
• To improve the quality of programs and outcomes
• To help Members become stronger / more effective
• To raise brand awareness, credibility and profile
• To promote and monitor common standards
• To provide broader/more attractive career paths for member staff
• To build effective networks connecting Members to funds, 

projects, countries, knowledge, ideas and experience
• To coordinate and support emergency response
• To lead and manage international advocacy
• To help Members maximize and diversify revenue

o Unified brand and presence – one registered member per country
o Measure and compare performance – focus on outcomes / do what we say
o Inclusive, participatory and consultative governance
o Transparent and accountable communication and reporting
o Respect for the independence, autonomy, governance and domestic 

position of members
o Decentralised program operations
o Decentralised fundraising
o A lean and efficient Secretariat

• Commitment to the vision, mission, values 
and goals of ChildFund

• Compliance with ChildFund standards
• Active participation in, and engagement 

with, ChildFund Alliance
• Financial support of ChildFund Alliance

Focal Points

Standards Network Brand Building Advocacy Global Reach

Define and promote 
standards:
• Brand
• Finance and reporting
• Fundraising
• Programme standards
• Programme approach

Set policy

Provide accreditation

Work together
• Board meetings, EXCOM, CEO Forum and 

Committees
• Secondments and employment networking
• Regional connections
• Humanitarian Assistance Coordination Unit
Share information:
• Referrals and advice
• Communicate meeting outcomes
• Common systems
Collaborate
• Actively seek bilateral / multilateral initiatives 

and sponsorship

Promote Members and Alliance:
• Brand visibility
• All useful media / forums
• With one voice
• Global standing (scale)
• Target marketing

Develop projects that support best 
outcomes for children:
• Issues identification and policy 

analysis
• Research and policy partnerships
• Assist Members with ‘local’ 

advocacy
• Advocate in important 

international fora

Scale and credibility

Achieve critical mass:
• Promote unmet opportunities to 

members
• Search out targeted new 

members to complete reach and 
scale

• Coordination and execution of 
emergency response

Core Values

• Compassion and respect for all children and cultures: We strive for a world where children, regardless of religion, race, gender or disability have the opportunity for a safe, healthy and happy childhood.
• Commitment to delivering the highest quality standards of integrity and accountability: We are committed to delivering the highest industry standards for the use of funds.  We are financially accountable 

for all money we receive and use it only for the purpose for which it was raised
• Collaboration and knowledge-sharing: We commit to working in partnership with our members, sharing knowledge and best practices in order to effectively reach the most children.
• Advocates for child rights and the interests of all children: We are committed to promoting and campaigning for the rights and interests of all of the world’s children. 
• Optimism: We are devoted to our effort to provide children with hope and determination for a better life and positive future.
• Connecting people: We see sponsorship as a means to provide for the development of children – enlarging their world, extending their self-worth and expanding their opportunities.
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