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TODAYOS TOPI C:
- MARKETING AND BRANDING
- YOUR ORGANIZATION
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What we will NOT be doing
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Critical Role of
Communications

- A Fund Raising Cycle
O ldentify (target key audiences)

- B

o Inform (communicate through all channels)
o Cultivate (information/events/engagement)
0 Solicit (asking through direct mail, online)
0 Steward (share impact, recognize, thank)
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Invest In
communications to:
A Increase awareness

A Advance your mission
A Increase revenue
A Build your reputation

A Make a greater impact



Mission

AWho and what are you?
AWhat do you do?

AWhat difference does it make?



&
- AWho are they?

Your supporters

o oDonor s, vol unt eer s,

& Awhy do they care?

@ Awnhat is most fulfilling to them?
| (both head & heart)
&

s



A Altruism towards others

@ ATo make the world a better place 6
express their values

& A Empathy for the disadvantaged

A Obligation to share own good fortune
® AGive back

A A friend recommended the charity

A Someone asked them!

Why people give



The Power of Trust and
Influence

How important is it to know someane on the Board or from your peer group
that recommends the issue or organization? [N=33]
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14 -
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NUMBER OF RESPONDENTS

4 3 3
2 1
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Not Important 2 3 4 Very Important
RATING
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Mapping Your Direction

Where are you going?
How do you get there?

It helps to know where you are now.



&
Research

AConduct an O0Audit, 6

@ ALook at all your messaging from
print, web, media, how phones are

@ answered, office signage, emalil
sighature

@ ASurvey key audiences to get their
current perceptions of your
o organization

A Ask and listen



A Is your organization perceived the
@ \Wayyou Intended?

A If not, why?

& A Are there gaps in performance or
Information?

& AHow can your communications plan
address those information gaps?

FIndings



Communications Plan

A Goals

A Objectives

A Target Audiences

A Key Messages

A Strategies and Tactics

A Budget

A Implementation (priorities, timetable)
A Evaluation & how did you meet goals?
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What I1s a brand?

A A brand is the product of a thousand
& small gesturese. .

® Altds what your <clie
employees, board members, and the

@ public say, believe, and champion
about your organization.



Branding

A Your brand is the perception held in
the minds of your audiences

ol recognize you.

00 | know what vyou
through communications)

00 | know what you
(established by performance )
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& Proactive brand
P management

A Bring clarity, consistency, and focus
& to all your communications
A Allow 2 -way communication

@ ACollect email addresses at every
opportunity 0 build your friend list

& A Distinguish your organization from
others

& ABuild trust and support among your
stakeholders
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- A A graphic identity reinforcing your
& brand
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What is a Logo?


http://www.google.com/imgres?imgurl=http://www.fielderschoicesports.com/images/logo_nike.gif&imgrefurl=http://www.fielderschoicesports.com/Batting_Gloves.html&h=694&w=1473&sz=5&tbnid=yd1jvbukJ3o3vM:&tbnh=71&tbnw=150&prev=/images?q=Nike+logo&hl=en&usg=__2Pi056VOINzqJ2V5KEvCCQO5698=&ei=quWvSp6gEIa4M8zZwPIN&sa=X&oi=image_result&resnum=4&ct=image

JUST DO IT!

&~

A While an occasional
disinclination to
exercise Is exhibited
by all age cohorts,
the likelihood of
positive health
outcomes makes
even mildly
strenuous physical
activity all the more
imperative.


http://www.google.com/imgres?imgurl=http://www.fielderschoicesports.com/images/logo_nike.gif&imgrefurl=http://www.fielderschoicesports.com/Batting_Gloves.html&h=694&w=1473&sz=5&tbnid=yd1jvbukJ3o3vM:&tbnh=71&tbnw=150&prev=/images?q=Nike+logo&hl=en&usg=__2Pi056VOINzqJ2V5KEvCCQO5698=&ei=quWvSp6gEIa4M8zZwPIN&sa=X&oi=image_result&resnum=4&ct=image
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Pioneers Medical Center

TREAD {F PONEERS



&
Logo Laws

A Clean and readable
@ Awork in color and baw
& AOn abusiness card or a banner
& A Consistently applied

A Not given a major makeover often
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Elevator Speech
Who should have one?

AOrganl zationds | eade
" AVolunteers

A Staff
A 'Your champions
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