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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...



360 Branding -IgII-QI IBIEIPLE

28,000
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MIF".I"? MISSION STATEMENT

PAPER COMPANY

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 satistaction, 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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MAGAZINE VIDEOS D

ou Now Have a Shorter Attention
pan Than a Goldfish

amazoncom

02
wvayne Wade Cried After
nding Out He Was Prince’s @
worite Basketball Player

mmy Kimmel Will Be Kelly Ripa’s
rst Guest Co-Host on Live!

onald Trump and the Truth About
ye Harvey Oswald and Cuba

et A B mmimn i b
A scarecardresearch com.

HEALTH NEUROSCIENCE

You Now Have a Shorter Attention Span Than
a Goldfish

No longer can we bhoast about 12 seconds of coherent thought

The average attention span for the notoriously ill-focused goldfish is nine
seconds, but according to a new study from Microsoft Corp., people now
generally lose concentration after eight seconds, highlighting the affects of
an increasingly digitalized lifestyle on the brain.

Researchers in Canada surveyed 2,000 participants and studied the brain
activity of 112 others using electroencephalograms (EEGs). Microsoft
found that since the year 2000 (or about when the mobile revolution
began) the average attention span dropped from 12 seconds to eight
seconds.

“Heavy multi-screeners find it difficult to filter out irrelevant stimuli —

RECOMMENDED FOR‘ You <
tlometonn memme e milee Aisteaoted by multiple streams of media,” the report < GV R |
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How do you STAND OUT in a
world of excessive messaging

and short attention spans?

A l\ ALY
:'.PI / ‘.\'



360 Branding

Bulld a
STRONG
BRAND




360 Branding @E‘.&' ﬁ%pLE

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 AHOLE IN YOU THE ONE YOU CAN'T
REPAIR
BUT I STILL LOVE HER | DON'T REALLY CARE

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

VERSE 2
IT'SBETTER 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 | 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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What is a BRAND?

A brand is not...

a name
a company
a building
a logo
a product
a package
an ad campaign
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What is a BRAND?

A PROMISE.
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What is a BRAND?

Strong brands share three characteristics:

CONVICTION
CONNECTION

CONSISTENCY
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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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| STRENGTHS [ WEAKNESSES

}
SWOT

THREATS

OPPORTUNITIES
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360 Branding

The BEST.
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The POSITIONING STATEMENT
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The Positioning Statement:
AUDIENCE

YT
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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
/s 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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What is a BRAND VISION?

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.
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MOTEL 6

Brand Vision

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

Brand Visions

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.
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MISSION FIRST

e Mission
* Programs
* Budget
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Ina Hambrick speaks slowly and clearly, as if each thought is carefully crafted,
and her demeanor Is both stoic and calm. So it comes as no great surprise

1o discover that Ina, now in her mid-80s, was in fact the first certified Yoga
instructor in the greater Denver region. She still teaches an adaptive yoga
class once a week, despite having been diagnosad with macular degenaration
over 15 years ago.

Ina was born and raised in South Carolina, where she met her husband and the
love of her life at age 15. He was 20. “Along came this gorgeous paratrooper,
so we got married and | fled my hometown,” she recalls. *We were married
almost 70 years. Dale passed away two years ago, but | don't grieve for my
husband because every day we lived together was very full”

Ina insists that they had a “charming life” and acknowledges many of the lucky

opportunitias that came her way. “We were the most Q!

A3

Messaging

Ina maintains this outiook on her life, aven
since her diagnosis and the deterioration
of her vision—-and she contributes a lot of
this 1o her yoga practice. Ina discovered
yoge after her oldest son was drafted

Into the military during the Vietnam War,
and she began looking for ways to stay
occupied.

“After one week of yoga, a light bulb
turned on inside me. | had been the typical,
domesticated woman up until then. | didn't
graduate from coliege.” Ina says. “But
after | took this class, | picked up the first
Denver yoga magazine and there was an
advertisement to get certified. So | went
to Canada the next summer and spent six
weeks there in 1970. | returned to Denver
and wanted 1o teach other people like
myself who just have a need for a more
peaceful mind and healthier body.”

She went on to open her own yoga and
fitness studio where she ran her business
and taught a variety of classes. Later on

in life she closed her studio, but has still
been teaching yoga 1o this day--albeit with
atwist.

“I still teach one class a week, My

“About 15 years ago, sitting here in the
study, | looked out and noticed that the
door and window frames had these
squiggles. | went in to see the doctor,

and he said | had the beginning stages of
macular degeneration,” she recafls, “But
I'm not a very good patient. The purpose of
studying yoga is knowledge of seif, | take a
lot of pride in knowing myself very wall. My
goal in life is quality, not quantity. | pursue
quality in life, and A3 has certainly helped
me achieve that.”

A self-acclaimed “stubborn Scorpio,” Ina
strives to be as independent as possible.
When her daughtar-in-law found out about
A3 online, Ina happily made the connection
and has had three wonderful volunteers
over her years as a client.

“I'd be very excited to learn who, how, and
what vetting A3 does for their volunteers,”
she says. *l have had the cream of the
crop.”

Her current volunteer, Beverly, lives
nearby, and often comes around to help
Ina with reading through her important
papers and files, and even contributes

was in a wheelchair for the last 10 years

of his life, but he still wanted to go
overywhere with me, so | thought he could
come to class if | developed something he
was able to do in his chair” Ina says. "So |
started Chair and Adaptive Yoga, and he
loved it”

While finding ways to help others with

free education, low interest rates when buying a home," she says. “Everything
was in our favor”

disabilities, Ina began noticing something
peculiar with her own sight.

to the of print materiais for
Ina’s yoga classes. Following a bad fall,
A3's Patty Wagner stepped in to also help
educata Ina on how to properly use a cane
when getting around. “You need specific
training to use it correctly,” she insists.
"Patty also brought me a scanning device
upon which | can place single sheats of
printed material and it reads it out loud to
me, alongside several other haipful tools
for day-to-day tasks.”

In her spare time, Ina is an avid audiobook

Empowering People
With Vision Loss

listener, often going through a book or two
every couple days. Biographies about the
US presidents are her favorite. She spends
time with her eldest son three times a
week, and recently attended her cherished
grand-niece’s wedding--an experience she
still gets teary-eyed talking about. And, of
course, there is always her yoga.

*“Yoga has meant everything to me, It
helped me find an inner-strength | never
knew existed. To study and to be aware,
and to be conscious of what | do need to
know,” Ina says. *I've been more awakened
to the simple things of life; to not have
expectations so much as to live each day
fully. | have no regrets. Pursuing both yoga
and A3 has helped me live a quality life.” B
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RIVERSIDE STORIES

RON SQUIRE

Cattle Rancher op the Gila River, AZ

EVERY DAY, WHEN Ron Squire crosses the Gila River 10 g0 into town. be watches it
ebb and Sow. In partoslar, he's watched (he water bevel continually roced e for years,
due 40 the encreachument of tmvwslve plant species, surh as tmariek (salt oedarh, and
overdevelopment along the river banks. In fact, the river's water beved has fallen s
dramatically in recent years, its becoming hard to distinguish river from dry land. ¥
Mo, wheo has has bved 16 this srea for over beven decade, remembers 3 time when
the river carried more wazer -4 time before the riparian soaes the riverside lnds
bhome ta cotonwoods, willaws and ather river-Joving plants, were choked out due ©
tmvasive plant speeies, and befare the curvet period of droaght.

TAMARISK COALITION
Messaging

“Becoming
Self-Sufficrent”

3 Bt o born in Doagles, Arivena, and e wied 10 (6 me about when he wers
10 M e et of Phiosnis; e siver wis alwitys 0pen wed full of waeer, with lrge
Cottomwood trees. He thought of it as & nice place. The Southwes! area b parnic
ular, whese the Gida River Haws, s ot whit most people ek sbout when they
think of viver lands, In & Jot of places. the river rues underpoued,” Roo explaing
T st always libe thia™

Sa Squire i third generation cante cancher, and alihungh s sodeat ek is
condirabily sedler than his Eather's or his grandfiber's be's had piesey of teon
102 Jearm the rerrers ey 10 mansge cows “Tve fallownd the cow all of my e he

"My occupation is
a lifestyle”

Laughs. He dsen’ quive ik of 1t 3 an ccosparnn theagh, as e's cow 70,
tired, b o play. *My if e azye. “I's mce
Jnt soemeting thoe | i Whesher ['m sick, or feeling on top of the worid, 1 ave 10
ok G of the farm ™

Fow him, the balance between being a good cattle ruecher, sl akio peoviding 3
wastadnabile and heaithy Westyle foe the Mving soud co his v, i his maln
cem. "Peacple are geiting ey from the basics of Ufe” e expluins. “They dont
koo whete thelr fod comes from. ead they're mot i une wih naure, 50 10
wpeak. Our pilin sead our indead s 10 become totally sc¥ suftiest, and be able to not
ot take care of my fumily, but ako the gecple thal Ive around me”

Yet. ir's noc 5 stmple s it s0unds, and Ron knows first hand just hiow much this

zren of the country depends an the heslth of e
Catorada Waver riparse zones, and haw mport-
5 14510 CheaT 041 DDAtV species than are
havwaning e oasral ecomysimme there, “This
e where 1live has an sbursaoce of viatainable
feed Sor people, U you know where 1o Jook and
how to arvest i This obd nasty smarisk” be
sayn, dhihting gesen. “There s sothing good shost
ar

Attwagh he's bocated un & st of the river
where the native canomwood trees

e comtin:

g b ol e emarik at by, he'e sl worriend
R 18 s opeienint, though, 3 b’ happy ik

the vy tamarisk remeval has bees going w for
ol plvdges to camemue his wppon: foe the Gila

dition of the Upper Gla Waershed of Arlzona
‘With bard work, he betieves that cumarisk G
finally be clewred Gut of the rivers that be's beess
lvieg off of bis ennire life

“You b s0 ook peetty cinse a1 i desen land.
When yuu get sut of your car, eed you look
avoure, you'l we dhat there's s ke poinng on in
thin sermiearid area There's a ot of little ari-
wda, aind chae's 3 o thas doees't et the ey,

“Ourplan and onr ideal is fo become totally self-suffi-
clend, and be able to not just take care of my famly, but
also the people that live around me.”

wntsh you gt down clowe wivt back 2 all of the
soutf char's happeskog.” be sugpess, adding.
“the majoriry o people are sa busy making
money or eaming & living, s o e of them
st don't know what's goieg o, There are
peopie thut prduce, aad pecple thar con
suime. The people that are peoducers. T think
they're the unes who are Jooking & Bitle cies
er. Pruple that Sve o= tuwe: dosit ready have
ity slea of how dependen we are apun aa
cuare. We Este b Have rain, water, 4nd hesithy
sivers so live: Thar's all thesr is 2"
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RE:VISION
Messaging

The WFC will

The E?&lgjc’ f in ~‘ ‘ generati f:e;rz;)Wyear
Westwood .

The Westwood Food Cooperative will bring
affordable healthy food to an urban food desert,
generate new jobs, create worker owners and
provide adistributionsolution for local producers.
And, it will be the primary gathering place for
a proud community ripe for prosperity.

A 3ier cooperative
ownership structure
that includes the
entire food system:
producers, workers
and consumers.

This is a place-based
community solution that

Co-Op Ownership cannot be uprooted or
1000 members by time >
store opens
2,000 members after Ist
year in operation

Estimated 100,000 Ibs
of food grown in 2016

(including backyard
gardens & urban farms)
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The MESSAGING MATRIX

Audience Obiect S , The Touch Elevator
Description JeCtives trategles Message Points Pitch

Audience #1

Audience #2

Audience #3

Audience #4
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Denver Active

m-m MESSAGING MATRIX

DENVER ACTIVE 20-30

CHILDREN'S FOUNDATION

COLORADOD
CHARITIES

SPONSORS

POTENTIAL
MEMBERS

COMMUNITY
PARTNERS

PARTICIPANTS

AUDIENCE DESCRIPTION
2w e agetng'

The nor prott organizat ors dedicated to
hepirg duadvartaged o dren Nt appry to
receive 2 porton of the tunds rased hat year
by DA 20 30. These charities sre thomughly
vetied 12 find the ones whese missions dest
¥ign and whom wi' make the Diggest impact
i the community

e parmestep st ve ndvdurl e, that
15007 58 0 30 tw $wmegh et sponionivgy
DOnaten e e ragance mabe b e brged

porton of DA 20 30

2597 the phamthonge efom of II0 0 they hawe
e e
P eaAst e o et g ™
29301 evrets 10 el canderds

A e gng o wae i the Devwee mes aveh whe

1 h 0 RO T 1 v B N2 Pt

Ommuny B eatent ¢ oms tng
o

4 7oc mpanet) the duatvaraged o
Comade The bemsit i membenhs go wel bepons
e money maed Yo, well gain & deege
unsentandirg o e communcy

Senanal s % bom wang bicdh w™
Ngt haeacter men

Organuzations that prowide pannersh ps
oppoanantes 1o boster the DA 2030 mason
They may have ron prolt Dacegraunds or
come from the private sector, They allow DA
20-30 12 scale. grow and more efectively
modilize ™e communty and rase hunds for
the besterment of disadvantaged chvidren.

Memders of the (oondo commanty who
erjoy having 3 good time ard sttending
high-prafile events, and that have the means
10 afford the price of attendarce They are
happy 19 support a good cause, Dut their
matvatons benind baying tekets and goirg
10 events is driven primasily dy the amazing
event experience DA 20-30 provides.

Messag

Nt 4re e g 0 msempia”

The 0D/0Ch v8 1§ 19 ENCOUIQE P Most M DRyl
and deservng Chanten 18 apDy o 8 Chance e
1008've 1uppdrt St e fomr of hunds and
tonsylative apits A 2030 5 veey swlectve i
which chanties ane eigibie $51 1apoon

DA 2030 5 seeking ocal. mrovatve progami
131 havt e POy 1 Ko e a0d iy
hange e trayectory of young chid) e

B ]
g o jen e -
oeeman o howrve © Bet Sard 0t 67

Out Lot Pah Pt Pra1 Shew s e

oty e Pirsen (f e e e vy o) ewt nd
g v qualtes 88 saawhs 313 32 e ten
Pow Vam potertas et ey oy ecw U4 70 32
TG 0 vet ey Emsncit Sevh © @ et
They WS Do = v 47 o Ay 7
g e st A poterte meveen vt
LB e ghm o o g 2 et o 4
TR SRS e vy oAt e e
L e n T ee—r—
LB ™y (o0 e mBeduan e ot
MLy e 3y Sract g e time s i
Deasw 342038

Get parmers excied it the possidians of working
alonguide DA 20-30 Pant e seeds of cpumam
a3 EILonehE et DA 20 30 wil be highly
Seneticia Pigue e imtarest by convey ng e
vanous ways DA 20 30 manss an m3ac m the
ommanty 300 then Giptue thev Ces7e Dy
hghlighnng how 34 20-3C cae be the Gamaiyst
ey e seecng Tems 1 Aghight ncide
Commundty Modduanon. Wileng! Mae
Engagement Leadershg Devespment (anty
Vetming Frocess, Hisary, Roburt Alumm Networt,

Make givag fun Denver Actve 20-30 cestes
SAGUE events Tt Oate fun, memoriDe tmes
forthose whe atend. The venss are frs cass.
#0¢ 3072 peapie whe have the meaw 1o afioed
he tickets ang the Sesire 1z be gant of Deavers
elte socal orce The thousands of patcgens
it experance DA 2030 events ave potential
255300 for e pgangaton DA X il
srmegally mtegrae Dar mason mo ter
R 0 PACEA 3 3wdve Of the deeper
parpose 100 30 e the message.

.

Aes w030 © grvect
mevage ¥ sbens

Corvey CA 20 30 & mame Bhen ganty

ppont
Welcorme penmpaten anc junt
gL

g e g tate f DA e
Demorrate e ety o Pe
wgancaten (30 e 4 of sespie. e
"5y 4470

0w ‘w190 10710 3 55367 Be
ammanty 17d P Coryorats Sack
Respomudiny T gt

mout ) sese f excuey-s pemer

B0 goad iz

Highight the Sesse for pemceal
cevelepment
Ensure coment meerdens s Cewr ant

Impart s sense of rgency ts 2t

Show the coliaborative natame of the
el 2

impan the deswe x o mow
Highlight the 3088y of e gup e
mobdoe the Yoy

Show the rug e Cemagriphics of
the grop (Vidienas Maies)

Put fun first, missicn secoed

® Bzlance muson memagag (kees e

message positve gpiltng § fa)
Encourage sharing
Provice 2 sense of scope

ng Matrix

DA 20-30 IS A GRODUP OF YOUNG, PHILANTHROPIC LEADERS
WHO MOBILIZE THE COMMUNITY TO IMPACT THE LIVES OF

B
POSITIONING COLORADO'S DISADVANTAGED CHILOREN

THE MESSAGE
e orh ~wsimpy bey
adant

e e !

Yor e pust Oee Secaben, 04 2020
tows d Gasler-uged Ve -
15507 brgan s0tam that ow Arng g e Fmacisnm F
ey em B 20 )3 vt vy powidm (el gravh we
Wt i Seese D 4w M O T K pravede Lp
a8 1uipan Out memden 4 et 1y
e st wha g s ene® o g et ond Wi b

e DB Lk e eI g et diton B ser ey
w502 (oadc ) Sasbeegnt piu Nepwiny Laspwt
Yo DA 270 30 1 wet vy, Bt mar® & ot e @
s g 1 e ¢ o Gty

3422 30 ewes 4w logenciry ot e Oy, we have
sere g e 07 f brng g Mauaed of peepet gt 108

ERPyr
e T P
373 30 s ang Setduten §VW wtde the Cotorats
mmanty M. t o 10t be petsie whout De 5ugpon of
wr 1ger s 1 pau 100 1 waty 1 beeett hom o v
S e e ng
o e woid e e e 1 1

30 e best o (a0 b1 Soenn] Napier mDuat Sevn
~tatve ond pargose ke N oot Sedaton i
e fesin 13 06t i g00d et 1 e way of et Demer
Atve 20 30 povedes 2 mqot 29507y 3 bwid oo
B e e L]
Raving the tme o your e 34 2030 memdenn 4 not for
everpone at b hese w%C emdeace e alenge T
Crdaemertaly Pange s e senaly and
sofesorely Lt v o o ey

g ez D Carce B beome 2 Demve A 20 X0
me~ser

Won b = e best e > S U5 2o Dot At 25208
et & matng s sher by o gt e
Sy P % e 4 et 57 hardeertog
meten men aje 20 X ame e St WS
ocraic turte 2 gy seemag DY e gy et
S (otratc’s 21,4904 Ow Our evwts 030 Poumnds
€ 30 Oy ey pres e s DR
motag i mpa The men o Deuer Actee 23 3 wam het =
T Danerr  en commant, e s 8 om0 Reet
e w1 S0 W RIS G 007 T I ST Gy
4 aves Pleme perer we 04 25 X0 gm0
oty =GaT T s o oy (0 @ Comate

Woa tres 35ing 9o0d cou'd be tha mact lunTYou'me
swied 1 the DA 23303 “wsant evert” 10 experence
“msent evert swessmeness Not oely 13 tha evert s
greattare, Dt 3 proceeds Cortribute 10 CABNG TG e
wves of (oondos wugging youtn DA20 M gves
ower $IV annualy and the pmceeds o your toat
Dorchase v the st Haeg on, B 1§ 30 expenience
you wil remember for 3 idetime, whie macng 3
fetme of iwgact

TOUCH POINTS
At susiitie”

® Member Bevater Pach

® bebaty w4 speciic
Bape o Membering,
Freseosae:

T
¥

ELEVATOR PITCH
3 second sy~ s

420 30 phams your Cev e 0 pRitvey
=pa0 (509883 Caadvantaget youth
Out commundy 108 Gatic see O idnen
VING WINOU SOPUTUNy That 3wy for
over 30 years, DA 20 30 hosts e dest
s (8 20w 13 e mony for
Csomtzt g Recovag uspon
oo DA 20 30 o mot eaey Dt morm
Platie pancpate » oot Grant o 18
soe 1 you quality

For over 30 yours, 04 20,39 s peecied e
#1900y g ot S e e
PPy ) estme Wt T s
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SPROUTS CITY FARM
Messaging Matrix

Messaging Matrix
CityFarms

Audience Description Objective Message Strategies Touch Points Elevator Pitch
Who are we targeting? What are we trying to accomplish? \he speciic messagefs) belng) “”,,,‘”'E EOE’E 'Emgg,g:ggm What tools are available? 30-second Synopsis
bje: fy mutually
beneficial partnerships between Sprout City Farms and other. 3
C ity serving i that | oo simiar oo e frs f:':.":‘ SCF's ability d S, Leaming guides, SCF operates thsewban farms nd prners Co
qfo partner, or could potentially partner, e Fa y et agcutur, O efforsace | SCF s tool d plcecorgeniath i clients) a hands-on farm experience. Our farms are a
.“x@ with Sprout City Farms to help support | co Through : i ; bty Drochuse, Biskis cuds foryou your programs and
?PQ food access, education, and artnersiips,SCr R abiay e scce l e | work farm | letterhead, rackésnd peovileMinkyie oo Bxgeenc Warkiog Wy,
. > Y o et udles fence art, Lo,
sustainability efforts in the Denver area ;;,:I:::w 5bm P ad ent, leadership | met Joi s oy, stiesed |8 PPy Py o better; let's get started.
preparing. and cooking heaithy food. =
o | A0y organization, business, or Y famerel ke oot : ikt Demver | Faemtons. o e ki
AP individual whom supports the effort to i Srlisrsh e o gl Metro area. The f (Patness piovdes o
«96‘0@9 create healthier, more resilient e ionse providing .m.nmmm;i;ﬂ.wuw it i e other funders), b o
QO \)‘\0 communities, and has the means to tofamilies, schools, and neighborhoods in need, educating el ol . « | SCF rograms F: B parins Epasli i apipdaseai)
< donate capital and/or other resources th and aduits Csa Other e unique | grants, support Four 14 et
phathoider: resource for e 2 CF. Denver,
#50ws 5CF 10 acveve. x
The local families and resid that live \“" m’i"‘mmm SCF your famlly rightto
‘§\ near and around the current mmunity fam stands, jreduaaton, | et hatis ordatie Eauly | scF is your farm, vjoy tocal farm signs, healthy, fresh, naturalfy-grown food. With three SCF
. . . n Fou ok th ver|
‘50 ‘{‘9 Commu.n ity Farm Sites; Including the; e but f;o:of i mkl?am:‘r;em g'ke baskets/bags, crop signage, produce can now be more afordable and accessibie
Y B9) Mountair Park Community Farm, the locals can ke adh b = Spdem 3 volateer packats’ within your Take thy toleamn
© 99\ Denver Green School C ity Farm, | 27¢leam sbout thei HINEE radvely Awellnourihed, o social media, bt the beef of i, and bow 0 !
<& &arecent third addition m;:;:wm o

ght the local and urban nature of the farms and
r cyond traditional

cs

Food stand, promotional
vias
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BRAND
TOUCH POINTS



360 Branding E"'Q' IBIEIPLE

What are BRAND TOUCH POINTS?

Name

Logo

Web site
Partner brands
Employees
Products
Services

Public relations

Marketing




360 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

@ THIRD
PRINCIPLE

RE:VISION

Touch Points

Financial Statement

Signage

Household Signage

Custom Gardens

Letterhead

Newsletter

Tagline

Print Newspaper to Community

Community Meetings
- \! -

Seedling Sales
'RE:VISION,

Family Picnics
Phone Voice Mail
Uniforms

Grant Submissions
Annual Reports
Brochures






360 Branding -IgII-QI IBIEIPLE

What is a PLAN?

Written account of intended future course of
action aimed at achieving a specific goal within a
specific timeframe.
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PLANNING OBSTACLES

* 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
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Drafting the
COMMUNICATIONS PLAN?

Keep it simple

Be purposeful - use the funnel
Be realistic

Be specific

Start from the bottom up
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The CONSUMER FUNNEL

ADVOCACY LEAD
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the
NON-PROFIT COMMUNICATION PLAN
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360 Branding

MEASUREMENT
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‘Half the money | spend on advertising
/s wasted; the trouble is | don't know

which half.”

- JOHN WANAMAKER
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What does SUCCESS |ook like?
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How do we measure SUCCESS?
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Define your KPls

# 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 3D’s

DEBATE
DECIDE

DELIVER



THANK YOU



