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Can you guess these brands?
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What 1s a Brand?

Your brand
iImpacts your
public image,
engagement and
your fundraising
efforts.

Yes, your brand is your product, your logo,
your website, and your name but it is also all
the intangibles.

Enterprise Bank



Building a
Brand Strategy

Long-term plan in developing your

organization’s identity. Must haves include:

Functional and intentional purpose
Consistency (Builds a trusting reputation)
Emotional Influence that connects your

customers to your brand

Enterprise Bank

You can’t be
everything to
everyone, but you
can be something

17
to someone.



Tips for Developing a
Successful Brand Strategy

= Clearly define your audience(s)
= Differentiate yourself

= Personalize your organization

= Be relatable

= Appeal to the emotions

= Be aleader

Enterprise Bank



Mission, Values
& ViIsion

= Determines the
organization’s direction

= Used to connect targeted consumers,
customers, employees, donors, etc. to
your organization

= Keeps your organization on track for
success

Enterprise Bank

A mission statement
explains the company’'s
reason for existence. It
describes the
company, its purpose

and overall intention.

A value statement
declares the
company’s top

priorities and what its

core beliefs are.



Brand Position & Perception

= Brand position is the conceptual place
you want to own in the target consumer's mind,
and the benefits you want them to identify your
brand with.

= Brand perception is owned by consumers,

not brands. It's what people are saying and
thinking about your brand.

Where you are positioned and how you are perceived
should correlate with your mission & value statements.

Enterprise Bank



Brand Continuity

Ensures that the messages given to

customers are consistent. The goal of brand

_ o continuity is to be

= Builds familiarity & trust _ _
recognizable in

= Increases customer/consumer loyalty _
_ _ everything you do

= Avoids consumer confusion

o _ across the board.
= Allows for easier integration of new

marketing strategies
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Best Practices for Keeping
Your Brand Consistent

Establish your message

= Educate staff, board of directors and volunteers

Develop a branding style guide and visual library

= Set and keep a consistent tone

Enterprise Bank



Expressing
Your Brand

Laurelee Langan
Marketing Manager
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Storytelling

(44
Creates a brand narrative The best brands

Touches people are built on

Brings your message and values to life : 7
_ | great stories.
Forms genuine connections to your
organization

Helps your audience understand your

purpose and mission
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What’s
Your Story?

= Every organization has a story The very reason

= Speak truthfully your organization

= Be compelling exists and why

= Bring others into your story you do what you
= Include a beginning, middle and end do is filled with

Leave them wanting more stories.
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Mood
Board

Helps you think big

Reminds you of the mood you

want to convey

Fosters creativity & collaboration

Serves as a reference for staff,

volunteers, designers, others
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Brand
Elements

= Logo
= Typography
= Color palette

= |Imagery

Developing a consistent
brand starts with creating
a brand style guide.
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Design Basics

" Plan your design! Make it simple.

= Create a visual hierarchy Make it memorable

= Limit font styles Make it inviting to

= Avoid color clashing look at. Make it fun

n I b )
Align & balance ———

= Use imagery selectively

= Leave white space

= Include a clear call to action

Follow brand guidelines
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Purposeful Hierarchy

You are invited to our

Dear Jane, you are invited to our 2nd Annual

2nd annual non-profit fundraiser. Non-Profit Fundraiser
The evening will feature food, fun, The evening will feature food, fun,
live music and a silent auction. live music and a silent auction.
Friday, October 20, 2017 Friday, October 20
6:00pm-9:00pm 6:00pm-9:00pm

19 Palmer Street, Lowell, MA 19 Palmer Street

RSVP by October 11 Lowell, MA

RSVP by October 11

Enterprise Bank




Color Clashing

Enterprise Bank

No Color Clash

No Color Clash

No Color Clash
No Color Clash
No Color Clash




e
Free Resources

mobyqgratis.com

The YouTube Nonprofit Program

Enterprise Bank



https://www.youtube.com/watch?v=wXwVR0lL1g8&feature=youtu.be
https://www.youtube.com/watch?v=wXwVR0lL1g8&feature=youtu.be
https://www.youtube.com/watch?v=YpKAtk5C0lM
https://www.youtube.com/watch?v=YpKAtk5C0lM
https://www.youtube.com/watch?v=wXwVR0lL1g8&feature=youtu.be
https://www.youtube.com/watch?v=YpKAtk5C0lM

Content
Is King

Tammy Dohner
Marketing Coordinator
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What i1s
Content?

Content can be
anything that
provides value to

your intended

audience to drive an

Enterprise Bank

action on their part.



Objectives

Content should
= Gain Trust

_ _ be relevant to
= Answer questions that arise on the

our audience
path to purchase/donate/volunteer 4

= Establish yourself or your organization and aligned with

as a thought leader, expert, trusted your expertise

resource and resources.

Enterprise Bank



Strateqgy

=  What questions are frequently asked
by your program participants, donors,
supporters, volunteers?

=  What expertise do they seek from you

and your organization?

= What can you create consistently with

Enterprise Bank

new or existing resource?

14
Simplicity is the

ultimate

73
sophistication.



Delivery

““ Understand why and

how your audience

= Blogs
_ uses technology and
= Website :
then start to align
= Emails

your communications

= Newsletters (print and electronic) efforts.”

= Social Media

Traditional News Media

Enterprise Bank



Content Types

= Educational articles and whitepapers ..
Create original

= News articles and press releases _ o
material within your
= Images, memes, photos

organization.
=  Announcements

=  Testimonials

= Event info and photos Curate and share

n |nfographics materia.l from OtherS

Video, podcasts, webcasts (include source info).

Enterprise Bank



Content Types

= Educational Information

Enterprise Bank




Content Types

= News Articles and Press Releases

Enterprise Bank




Content Types

=  Announcements

Enterprise Bank




Content Types

= Events

Enterprise Bank




Content Types

= Infographics

Enterprise Bank



Frequency

Depends upon organization goals, :
P P J J Strike the

target audience interest
balance between

Frequency can be altered as you _ _
iInformative and

discover what works .
annoying.
Better to publish regularly and
infrequently than irregularly and

inconsistently
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Frequency

The secret formula
for how much
content to publish?
As little as you can
and still have the

- . 1)
Impact you desire.
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DISCUSSION



Thank You
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