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Agenda -\

1. A common scenario regarding
marketing and fundraising

2. The difference between branding
and marketing

Branding overview - what it really is

Marketing overview - what it really is

Building your brand guide
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Workshop time!




FOLLOW US ON SOCIAL

#RAISE2021

o fb.com/onecause

y @onecauseteam

l) @onecauseteam




Which should comes first?



Taylor Shanklin, [-Shank

CEO and Founder @ Barlele

Show up like the big deal that you are, and
then amplify your voice through scalable
content marketing.

BARSLELE

only soaring /
www.barlele.com




Mission Statement

(noun)
a formal summary of the aims and values of a company, organization, or individual.

a mission statement to which all employees can subscribe.



Poll

What Is Your Role At Your Organization?

A.Executive Director / CEO
B.Fundraising

C.Marketing

D.Programs

E.Events

F.Something Else

Rais€



CEO/ED



Development



Marketing



Branding




When Apple released the first

iPod, they did NOT sell the mp3
player with the most storage.




AppleDID sell:
"1,000 SONGS IN YOUR POCKET."

THEY connected their product to
you on a personal, emotive level.




A MIND-BLOWING STAT

80% of brands believe
they deliver great
consumer experiences.

Only 8% of consumers
agree.

*Cannes 2018 International Festival of
Creativity
(Bain & Company, Global management
consultancy)






you are competing
for attention for all
these things
happening in your
tlonors and
prospects' lives
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which is boring for your audience)







Poll

What Do You Think Branding Is?

A.A Logo and Tagline

B.l dunno, something fluffy that marketing does
C.A Promise To Our Audience and Ourselves

D.l Don't really get it...why I'm here today
E.Making Things Pretty

F.Something Else

Rais€



'Owning you

stories, visualizatic




Differentiation




<

"The tactics and strategies to get in front of people

Marketing

and have your voice heard.”

- T-Shank's definition of marketing

Rais€
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"It you don't give the market the story to talk about,
they'll define your brand's story for you."

- David Brier
author of Brand Intervention.

.




there Is Fake News
in the b@dmg/marketing world?

WA NEWS
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FAKE NEWS #1

Brand doesn't
drive revenue.

revenue




TRUTH

STRONG brands generate interest, attract new
audiences, and strengthen the overall marketing
~ strategy.




FAKE NEWS #2

- branding
comes after lead gen spend, and
only when there is EXTRA

marketing budget.
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TRUTH

Brand awareness efforts get you seen in
- the first place. This is what makes people
W stop scrolling and look up (at you).




WHAT MAKES UP YOUR BRAND

BRAND IDENTITY

AUDIENCE EXPERIENCE

How we serve our
customers, donors,
volunteers, sponsors
. o 0o OOGOO® S
and partner with them
to solve their problems

PROGRAMS /

SERVICES cococccncas
What we do and how we

bring value. *Think

impact* oo OGOOGOO®GS

DIFFERENTIATION

What makes us
unigue. Howwe solve oo oo e e e ee
problems and have

impact unlike anyone

else.

How we represent ourselves through
® visuals and copy (logos, design, words)

PEOPLE / VOICE

Who we are as people at the
organization, how we tell the
MISSION story and live out
the values of our
organization

CHANNELS

Where we show up and
interact with people across
digital, phone call and in-
person events



AUTHENTICITY

Own your truth as an
organization.

RELEVANCE

.

CLARITY

VWhat matters to the peson

on the other side of your
obrand.

STORY

Storytelling creates
common ground between
you and your audience.




BN brand framework

Originality

Go here.

Building an authentic brand that connects
with your ideal target audience. Conviction Clarity
Speak clearly about what you do and why it

IS important, in their language.










Hbé gﬂﬁéazé VVU@’HL&Z Website  Social media

the places where brand and
marketing meet and work together

Conferences e-Newsletter

Social media
b.armers

On Demand
Create a message map and plan

to ensure two critical things for

content marketing growth:

Ui Social
G WEBINAR 'IMPACT media
REPORT S
* Define the voice and the
YOUR
differentiators DIFFERENTIATORS
A content marketing plan that Guesting ropcasT N GLOG Blog |
. Qutreach
takes one key pieceof = B R 00— e
e e Blog 2
content and repurposes it .
STORIES
into micro content : : OF s
Facebook Lives : IMPACT Blog 3

 Consistent brand voice, look ) .
Recorded eBook Blog 4

and styling across all (Audio Book)

channels and assets
Podcast \VANeN=Ye)




SHOWING UP AS A HUMAN

CHANNEL PLAY TO
CONSISTEN THE
.................... CHANNEL
Sh&V|VYU|p IVI E ETS Different channels
regularly .
H U M A N S have different

"tones" of voice



Poll

What Do You Think Is Holding Your Brand Back?

A.lt looks and sounds old school

B.We haven't really focused on it

C.Internal politics, we have a hard time agreeing on "the
message’

D.We're Not Sure Where To Start

E.Something Else - Share In The Chat
Rais¢



PILLARS OF THE BRAND STRATEGY
PROCESS



BRAND
ESSENCE

 Purpose

* Vision
 Mission

* Values
 Personality

BRAND
MESSAGING

- How you are
different
« Tagline

 Trusted voice
on the subject

BRAND
VISUALS

* Logo
 Colors
* Typography
* Imagery
 Type of
media






MASLOW’
HIERARCHY OF
NEEDS

connecting the human elg
value that your audience needswi
choosing to give you a gift.
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MASLOW'S
HIERARCHY OF
NEEDS

Source: https://www.simplypsychology.org/maslow.html

Self-
actualization:
achieving one’s

full potential,
including creative
activities

needs

Esteem needs:
prestige and feeling of accomplishment

Belongingness and love needs:
intimate relationships, friends

Safety needs:
security, safety

Physiologiool needs:
food, water, warmth, rest

Self-fulfillment

Psychological
needs
Basic
needs



C-

O

=

O
O

V)

)

o

>

IS your

What




@ S
:e:v

N o

i ‘ EFTEG N Vol | N
Puttlng the values Into clear

Ianguage.....WHY IT MATTERS

"" R\




It matters because....

"1,000 MORE HUGS WITH MOM."




It matters because...

“1,000 MORE MUSIC LESSONS FOR UNDERSERVED KIDS."



It matters because...
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It matters because:
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Yes, there is a Santa Clause, and Yes, you need

a positioning statement

ELEMENTS OF A POSITIONING STATEMENT

 Who is your audience (Target Audience)

 What keeps them up at night (Problem)

* What do you do for them (Service or Program /Category)
 What do you call yourself (Your Name)

 Where is the proof (Results)
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Mood Boards
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ShoeApp Is awesome Shoclpp‘n awesome
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The Best Selection

DOWNLOAD ANYWHERE

Kogi Cosby sw hical squid irony desrupt, organic
10t0 bag guten-frea XOXO.
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Joe Fure
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ShoeApp is awesome

Vexillologist kogi tousled narwhal cray chambray
Austin iPhone drinking vinegar vaporware quinoa.
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BUTTONS

ACTION BUTTON

ADJECTIVES

ERES H
ORGANIC

NATURAL
Logo
WITH STEPHANIE

Colour Palette

Social Media

TEXTURES

SUB TITLE

Morbi accuMorbi accumsan ipsum
velit. Nam nec tellus a odio
tincidunt auctor a ornare odio Sed
non mauris vitae erat consequat

Alt L('g:}
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LOGO - ON DARK

Style Tile

This is some text about the style tile, and :
how awesome it is and to use it. We will i

have a link right here to the main page for

LOREM LOREM

reating your '
0

e
on p r0f|t I'm a Headline
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Suspendisse Tomls.ito Red Yell.cw Sun Slate Grey Lite Slate
#fAb0° #fa: #3e4749 #87949¢
varius enim in eros elementum tristique. Duis cursus, mi quis viverra #14b01 #1aa000 3ed74 879493

I'm a Sub Headline
ornare, eros dolor interdum nulla, ut tl

people to clone it.

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Suspendisse
varius enim in eros elementum tristique. Duis cursus, mi quis viverra

@ @
Button 1 Button 3

High Energy! ciean

Information Responsible




eate your Primary and Secondary Logo







Classu: Modern Egld

SANS-SERIF

Choose Font for your Brand
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QUESTIONS?

Now's my time to
hear from yQu!




INnteractive Activity

Raise
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VALUE ELEMENTS




Top 4 Elements of Value That
Most Align to Your Organization




How Important Is Each of These
to Your Target Audience?

I




N How are you different than any
_ \ . other organization, when it
comes to these value elements?



H(lW Y(lU PUT IT INTO WORDS

to you pporters and advocates
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Positioning Statement

Pillar Message 1
PiIIar Message 2

Supporting Statement 1

Supporting Statement 2
Supporting Statement 3



HOW YOU LOOK AND SOUND

to your supporters and advocates



BRANDS YOU LIKE




COLORS YOU LIKE




FONTS YOU LIKE




MEDIUMS YOU CAN USE

Email marketing

Video







DISTRIBUTIO
CHANNELS







WHERE TO SPEAK UP
(CHECK THE ONES YOU ALREADY USE)

Facebook / Instagram

Instagram TV (IGTV)

Email Marketing

LinkedIn

Radio / TV / Pandora

Roku Advertising Platform







" INFLUENCERS WHO CAN
~ 'SPREAD THE WORD FOR YOU




IDEAS TO TAKE
YOUR BRAND TO
THE NEXT LEVEL




FOLLOW US ON SOCIAL

#RAISE2021

o fb.com/onecause

y @onecauseteam

l) @onecauseteam







Let's Talk

WEB ADDRESS

www.barlele.com

EMAIL ADDRESS

taylor@barlele.com

PHONE NUMBER

(828) 45/7-9157




