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“We make such an amazing impact, if we can just 
make more people aware of what we do, we 

will really take off...”

Every Executive Director I’ve spoken to…
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28,000
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MISSION STATEMENT

Dunder Mifflin Incorporated provides its customers quality 
office and information technology products, furniture, printing 
values and the expertise required for making informed buying 
decisions. We provide our products and services with a 
dedication to the highest degree of integrity and quality of 
customer satisfaction, developing long-term professional 
relationships with employees that develop pride, creating a 
stable working environment and company spirit. 
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MESSAGING gets diluted…

• Organization A provides resources and programs to individuals with Autism 
Spectrum Disorders and their families for alternative, integrative therapies and 
treatments that address the symptoms and underlying issues associated with 
Autism Spectrum Disorders. 

• Organization B transform the lives of children with autism. Partnering with 
families, we create life-long relationships through thoughtful, innovative, 
empirical learning treatment programs. 

• The mission of Organization C is to improve the lives of all affected by autism. 
This includes families, providers, educators, and members of the community. 
At XYZ, we work to advocate, inform, and share the journey with thousands of 
Coloradans. 
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How do you STAND OUT in a 
world of excessive messaging 
and short attention spans?
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Build a
STRONG 
BRAND
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The Lumineers: Stubborn Love
SHE’LL LIE AND STEAL AND CHEAT, AND BEG YOU FROM 

HER KNEES
MAKE YOU THINK SHE MEANS IT THIS TIME
SHE’LL TEAR A HOLE IN YOU THE ONE YOU CAN’T 
REPAIR
BUT I STILL LOVE HER I DON’T REALLY CARE

BRIDGE
WHEN WE WERE YOUNG OH OH WE DID ENOUGH
WHEN IT GOT COLD OOH OOH WE BUNDLED UP
I CAN’T BE TOLD AH AH IT CAN’T BE DONE

VERSE 2
IT’S BETTER TO FEEL PAIN THAN NOTHING AT ALL
THE OPPOSITE OF LOVE’S INDIFFERENCE
SO PAY ATTENTION NOW I’M STANDING ON YOUR 
PORCH SCREAMIN OUT
AND I WON’T LEAVE UNTIL YOU COME DOWNSTAIRS

CHORUS
SO KEEP YOUR HEAD UP KEEP YOUR LOVE
SO KEEP YOUR HEAD UP KEEP YOUR LOVE
SO KEEP YOUR HEAD UP KEEP YOUR LOVE
SO KEEP YOUR HEAD UP KEEP YOUR LOVE
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The BRAND

The brand is our future. Of all the 
things we own, nothing is as 

important. Nothing’s as valuable.
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A brand is not… 

a name
a company
a building

a logo
a product
a package

an ad campaign

What is a BRAND?
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What is a BRAND?

A PROMISE.
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Strong brands share three characteristics:

What is a BRAND?

CONVICTION

CONNECTION

CONSISTENCY
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What is 
MARKETING?
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The 5P’s of Marketing

PRODUCT

PLACE

PRICE

PROMOTION

PROFIT
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The 5P’s* of NONPROFIT Marketing

PROGRAMS

PLACE

BUDGET

CONNECTION

IMPACT
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The BEST.
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The POSITIONING STATEMENT
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The Positioning Statement: 
AUDIENCE
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The Positioning Statement: 
FRAME OF REFERENCE
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The Positioning Statement: 
PRIMARY BENEFIT
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RE:VISION
Positioning Statement

To families in low-income neighborhoods, Re:Vision
is a trusted community resource that develops local 
leaders to produce self-sustaining food systems one 
garden at a time.
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DOLORES RIVER RESTORATION 
PARTNERSHIP 

Positioning Statement

To people who care about rivers, the Dolores River 
Restoration Partnership is a public-private 
collaborative that provides a repeatable and 
scalable model for large-scale riparian restoration.
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DENVER ACTIVE 20-30 
Positioning Statement

To Colorado’s disadvantaged children, Denver 
Active 20-30 is a group of young, philanthropic 
leaders that mobilize the community to impact and 
improve these children’s lives.
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SPROUT CITY FARMS 
Positioning Statement

To community-serving organizations, Sprout City 
Farms is an urban farm resource that provides a  
hands-on experience to create positive 
relationships with food.
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The 
BRAND 
VISION
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The highest calling of the client.

A noble cause. 

Not what we do, but  what we do for people. 

Our reason for being. 

Aspirational. Doesn’t need to happen over night.

What is a BRAND VISION?



360 Branding360 Branding

MOTEL 6
Brand Vision

Making a comfortable night’s stay an affordable 
possibility to anyone paying their own way.



360 Branding360 Branding

JOE GIBBS RACING Make the car go faster.

DISNEY  Keeping alive the magic of childhood.

3M  Solving unsolved problems innovatively.

HYUNDAI  Being the value innovator.

THE HOME DEPOT  Build Americans’ confidence in improving their homes.

ADMIRED BRANDS
Brand Visions
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The 
MESSAGING
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• Mission
• Programs
• Budget

MISSION FIRST
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A3
Messaging
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TAMARISK COALITION
Messaging
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RE:VISION
Messaging
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The MESSAGING MATRIX

Audience #1

Audience #2

Audience #3

Audience #4

Audience
Description Objectives Strategies The

Message
Touch
Points

Elevator
Pitch
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DENVER ACTIVE 20-30
Messaging Matrix
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SPROUTS CITY FARM
Messaging Matrix
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The 
BRAND 
TOUCH POINTS



360 Branding360 Branding

• Name

• Logo

• Web site

• Partner brands 

• Employees

• Products

• Services

• Public relations

• Marketing

What are BRAND TOUCH POINTS?



360 Branding360 Branding

Logo
Website
Facebook
Twitter
Household Gardens
Urban Farms
Promotoras
Current Donors
Current Volunteers
Partners Organizations
Office Building
Public Speaking Engagements
Board Members
Blogs
Letter to Editor
Press Release
T-shirts
Business Cards

Financial Statement
Signage
Household Signage
Custom Gardens
Letterhead
Newsletter
Tagline
Print Newspaper to Community
Community Meetings
Seedling Sales
Family Picnics
Phone Voice Mail
Uniforms 
Grant Submissions
Annual Reports
Brochures

RE:VISION
Touch Points
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Written account of intended future course of 
action aimed at achieving a specific goal within a 
specific timeframe.  

What is a PLAN?
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• Planning for planning’s sake.
• Do we need another plan?
• Partial commitment.
• Where do we start?
• Not having the right people involved.
• Hesitant to make decisions
• Gets put on the shelf when you get busy

PLANNING OBSTACLES
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• Keep it simple
• Be purposeful – use the funnel
• Be realistic
• Be specific
• Start from the bottom up

Drafting the 
COMMUNICATIONS PLAN?
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The CONSUMER FUNNEL
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MEASUREMENT
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“Half the money I spend on advertising 
is wasted; the trouble is I don't know 
which half.”

- JOHN WANAMAKER
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What does SUCCESS look like?
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How do we measure SUCCESS?
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Define your KPIs

# of people impacted / $$
Annual Fundraising Event Attendees / Avg. Donation?

Volunteer Retention?
Opens, clicks, conversions?

Visitors, Bounce Rate, Page Views?
Comments, Shares, Retweets?

New / Repeat Donors?
Average Donation?
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The 3 D’s

DEBATE

DECIDE

DELIVER
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THANK YOU


