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Key #1: What does brand mean:

Transparency
What is your message
Who you are targeting

Key #2: We took a look at some of the most
powerful brands and strategies that help get
you there

Process
Emotion
Role of your website



Importance of Your Brand:
Key #1: Know What Your Brand Means
Key #2: Think Strategically About Your Brand

Creation of Your Brand:
Key #3: What Does Your Brand Look Like?
Key #4: What Does Your Brand Say?

Implementation of Your Brand:

Key #5: Ways to Communicate Your Brand Internally
Key #6: Ways to Communicate Your Brand Externally
Key #7: Social Media and Building Your Brand

Bonus Key!



‘ The guru of biz mgt gurus
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I've ever read.” —Warren Bennis

NEW FROM
TOM PETERS

DISPATCHES ffom the NEW WORLD of WORK

New Audio: Tom Reads The Little
BIG Things

This week's additions to the audio files on the book page
are in the section titled "PASSION":

#84. I Second That Emotion.
#85. One Rule! Much Gold!
#386. Seize the Moments.

~ WAYS TO PURSUE

EXCELLENCE
on sale now

Collect them all, and when we're finished, you'll have an
audio version of the entire book.

Abbey Bishop posted this on 10/135, in General.




He believe in CHANGE.

That education needs to teach creativity not how
to follow directions

That “wvomen roar’”’

That boomers are an amazing target market

His bottom line on brand? It’s the quality of the
experience. And YOUR not immune.



Most people measure in terms of whether the
world knows your brand

Think in more practical terms:
Create it
Use it
Spread it



Have you CREATED your brand — Who are
you? What is your story”? What are your
messages?



Mad Marketeer 67 one Marketing Map™

‘ Use it.
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*  Marketine Collateral (Brochures, Product Sheets, Folder)
*  Uiebsite & Landing Pages;, SEO- and Corrversicn- Optivtized Homepare;, Mavization Mesa
L] A r e O u *  Content and Fditins
y *  Steatesic atid Tactcal Planning
n
USIng your Zone #5 -
" s CREDIBILITY
b ra n d O n o Internet Marketing *  Adwerbising o Analysts
Shopping Enmines » Blogs »  Articles [ Inserts
A L L FPC »  Disect] Frnail Marketine *  Associations
SED_ ) . *  FErents (trade, seninars) *  Avrards
. Linking & Directories | o 0o rials e :Books
Patrtriers ) )
m a r ket I n g *  Philantwepic PR * FEndosmetrments
. ®  Public/ Media Felaticas *  HNewrsletter
VehICIGS? *  Sales ®  Public speahine
" ®  Scoreericasts & Published content
*  Social Metwrorks (rsible, ®  Ratings
trafisparert, opet) *  Subject matter expert
*  Sguidoo ®  Suoccess Stores
»  ebinars ®  Testinonials
o Sord of Mouth (WO s  Thought leader
s  “White papers




Create and they will come. Not!

Spread the word (email, advertising, word of
mouth programs, brochures, etc.)

Make it findable (search optimization, link
building, social media, reviews, etc.)



nings you're already doing
nings you plan to do
ning you can afford to do

o Write a couple of informational articles talking about your subject. Embed keywords in the
article (1 to 3% density and no more than 2 keywords per article). Submit to
ezinearticles.com. Take your keyword text and link to a page in your website where you have
embedded the same keywords. You can do as many articles as you want as long as you put
in new content.

o Use social media (twitter, facebook, etc.) and link the pages and content to your website.

o Facebook Advertising — promote your Facebook page. Buy advertising and link it to your
website.

o Get Google Grants and link it to your website.

o Blog on and off your website

o Getin local directories (Yelp, Hot Frog, etc.)

o Write a press release and submit with a press release site. Make sure it accepts live links.

Want these things to be even more effective?




‘ How does all of this help? You

become branded as the solution.

Google

*4 Everything
® Images
‘ Videos

¥ More

Hermosa Beach, CA
¥ Change location

All results
Mearby

*| Mare search tools

‘ hungry seniors

Page 3 of about 1,640,000 results (0.14 seconds)

Stephenson Marketing: Meals On Wheels, Orlando How To Serve 400 ...
Meals On Wheels, Orlando How To Serve 400 Hungry Seniors TV Spot - Community Based
Care, Orlando All Your Glitter Is Gold To Our Kids Ad ...
www.stephensonassoc.net/creative_samples. php?ind=nonprofit... - Cached

ror) 20 No Senior Goes Hungry Today or Tomorrow

File Format: PDF/Adobe Acrobat - Quick View

Our seniors know how to sunvive through a recession. In their long lives, they remember going to
sleep hungry and choosing another sweater rather than ...

www_mowf.net/siteffiles/797/._ /AR09-CNNSSA_combined_MOWF pdf

Hungry Heart: The Seniors' Story Chapter 1: Their freshman year a ...

Chapter 1 of a Hungry Heart - Friendship/Romance fanfiction. Just like the title says, this story
is mainly focused on the seniors.

www fanfiction.net/s/3690798/1/Hungry Heart The Seniors Story

ror The Causes, Consequences, and Future of Senior Hunger in America”

File Format: PDF/Adobe Acrobat - Quick View

Over two-thirds of all hungry seniors are white. |s the report contradictory in saying that certain
minorities and the poor are at greatest ...

www._mowaa.org/document doc?id=14

Seniors Going Hungry: Study Suggests 6 Million At Risk

Nov 20, 2009 ... LAS VEGAS — A new study by the Meals on Wheels Association of America
shows roughly six million seniors are at risk of being hungry.
www_huffingtonpost.com/.._/seniors-going-hungry-stud_n_366028_html - Cached
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KEY #3: WHAT DOES YOUR
BRAND LOOK LIKE?




‘ Identity

*[.ogo
*].ook and Feel




‘ Look Professional. Be Memorable.

Ny
- S PEOPLE IN PROGRESS

Creating Self-Reliance - building addiction-free lives

) pyDEFINITI

HEALTHCARE MANAGEMENT

MR  =zcarly steps




‘ Logo: A representative icon

(These logos clearly represent the organization or something
about the organization)

N
aN°-OPLE IN PROGRESS

Creating Self-Reliance - building addiction-free lives

sxcarly steps

. . awoice for diversty in nyc independent schools

TORRANCECULTURALARTS
CENTERFOUNDATION

BRI




‘ Logo: A word treatment

(These logos are plain letters, perhaps with some

treatment. Can be used for simplicity or because a
representative icon cannot be identified.)

porne Li"kedm
StubHubY cthod




‘ Logo: A memorable mark

(Some of the best logos have marks that are memorable, but the
mark itself may be meaningless.)

0,  WDEENT

Access Executive Network § WlTl echmelogy

Sharing Business. Giving Back. international

build. empower. inspire.

PROSPICE \gg GROUP

CORPORATION

it starts with Trust! History Makers LA

TUTORING TODAY" QUTH ATING TOMORROW"




‘ National vs. Local Logo
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‘ Constantly the same
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DESIGN 1s the
principal difference
between love and hate!




‘ ‘“I—SIMPLY—BEIIEVE THAT DESIGN PER

SE IS THE PRINCIPAIL REASON FOR
EMOTIONAIL ATTACHMEN'T |or detachment]
RELI.ATIVE TO A PRODUCT OR SERVICE OR
EXPERIENCE. Design, as I see it, is
arguably the #1 determinant of whether a
product-service-experience stands out ... or
doesn’t. Furthermore, it’s “one of those things”
o that damn few companies (or nonprofits!!)
put—consistently—on the front burner.”




| ook and Feel: Create a Personality!

About Hope
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/\ Lalela Project
Is a global exchange

of ideas, art, and music
that empowers children
affected by extreme
poverty.



‘ About Nature

2.

Camp Fire USA

a century of kids. a future of leaders.

e 1810 - 2010 S
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About High Standards

W "\ HI-DESERT MEDICAL CENTER
/,-' Your Partner for Life
6601 White Feather Road | Joshua Tree | (760) 366-3711 | wwwhdmc.org Find a Doctor Pay Your Bill Find a Job

Home AboutlUs  OurServices HDMC Mews  Upcoming Events  Getlnvolved FindAJob  ContactUs  Find ADoctor  Helen Gray Center  Health Resources

Our highly skilled staff of health

care professionals and physid%ns is
growing ... and expanded services.

HDMC News

Hews Item [+
News [tem [+]
Hews Item (+]

Hews ltem (+]

Hews Item (+)

Emergency? Dial

Sign Up For E-News

Join our email list and stav connected



About Comfort
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Los Angeles Events

Heliday Gala and Avards Dinnar
Friday, Dacermber 5, Z00§

6 F0pr

Radisson LAk

E229 W, Century Blvd.

Los Angeles, €A 900435

s ofﬁgw V74
E Plesse halp to support our

E cancer fighters & survivors

* Donats

» Wnlinkear

Og( cmmwm? ﬂﬂf?ﬂ&!ﬁ? caricer f?wﬁ{eﬂ

- one-on-one & group support, traming 2 education, and

BRATE LIFE CAMCER MINISTRY

CES EVEMTS BIBLICAL REFERENCES HMEWSLETTER  COMTALCT US

We offer encouragement & support for all cancar fighters,
survivors & their families - whether it be man, woman or

child.

Our Los Angeles and Las Vegas programs incdude

financial resources, : “Wa balisve that no one

should face cancar alone. Wa

Lsarvices with many other local cancer organizations. We E  are comparzionate pacple

. ; f ]
believa the whole is greater than the sum of the parts! el i e e

in? Join our mail
to those touched by cancer.”

Herds of Tromks Sastor Hharde

Founder
I never thought I'd make it through the cancer treatrments. H e e e
Pastor Rhonda - and all the caring. supportive people I've ; 0511
rrak through CLCM - have made & life and death differance -‘;fjf' Cﬁ?ﬂ/ﬂﬂﬂl’d{
far rr.

Receive info on events,



Programs Gallery Giving About Us Contact Us Resource

L Ny [ e it
I will not leave you as orphans; I will come to you.

MNEWS! Olympic Torch for Orphans
@uvd Hovowvy Neap Woup Xohdeye.
Zeheyt youp gynood Pehow to fuvd
Beat 00g-younVG OVOLVY IV Woup
opec.

Donate Today

Shop to Help

@uvd Hovowvy Neap Woup Xohdeye.
Lekeyt woup oxnool Peiom to d1vd
Peat 009-3aUTVG NOVOLVY IV Woup
apec.

Get Involved

Stay Informed: Receive Monthly

E-News, events Home Xmive 1a
w8 Hovowvy Neap Woup Xokkeye. peeTivy e
Zehext woup oxnook Berow o fuvd

BeaT 008—%OPTVG NOVALVY IV WoUp

apec.

Caregivers

Photo Gallery
Dvd Hovowvy Neap Woup Xoldere.
Zekeyt yovp aynook Pehow to ivd
PEaT 009-%UUTVT TOVAIVY IV WOUP
apec.

Photo Gallery
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IvbopieTio i udev e sy, desreunes, Ghoop TV v pEV PEVE (e SBAEYT T YTV OLETIOUE EpLap Vorkze avb ciouih o mep
xOMAEyE oV dop pev.
@b zoideye emapmn peve - ABS e A . 3 — Afout - Xuatojiep Lepiye - ASmepmoty - Hope




Use Testing

The Olympic Torch and China’s Or-
hans
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Divd Houorvy Neap Woup Xodkeye.
Eehext woup axnook Perow to piv me
PEOT 000-EHUTUG NOUTIVY IV WoLp
aped,

Photo Gallery

Divd Houorvy Neap Woup Xodheye.
Eedext woup axnook Berow to hivs e
PeOT 000-EUTUG NOUTIVY IV Woup
aped,

Ac XnpLotiey nu-
poviTap:

wve, Leebo op Home Xniva 16
Gelguted 1o peenvy e vecho
00 XTvals oprnava avé gii-
Bpev v eETpEuE ROMEpTY UV
EumOmEPTYY AoLah XOUNLYINIEG
10 Be QEAG—GUBHLLLEVT LV THELD
Eddopic 10 zupe dop wvh
pEaN TE 0pENave

Qe wpe te Yhue to nekx omep
opyevilutiove, of cLkap
RUPROGE avE kike-uivBEAVESD,
o golv ToyETER Gy Guvep-
patigakiy AANT THE
LEEAL O® HOME

Zee o Home Xijivee
@ovviep.

Auvpie Ir, AevigAa Xnpic
fLuv nuueviTaplava, Seeda of
Home Xrjve 10 Sedigaied 1o
peETLVY TnE veeda op Xnivalte
opANave avd xmABpey 1y
ELTpENE FOmEPTY uvd EuRowm-
epLuy ogak goppuviniea to fe
GERG-GUOBLZIEYT IV THELR
EMBOPTO 0 FepE Gop avd
pean T apENuve

e wpe THE YAue s NEAR 0TEp
opyavifatiova, of oupihap
mupmoaE av hike-uiviedveos.
0 goty ToreTnep avd oyvep-
panyaiky MAANT THE
ZEEAL O HOME

Leed o Home Xnive
Wovviep.

Auwupie Et. AevioAa Xnpio—
TLov upevitaplava, Zeeda of
Home Xnuve 1o Sebigeted 10
eesivy Tne veeda op Xivale
epAnaye avd ymidpey 1
eEtpepe xomepty uvd epnon

Ak peh e abepmoUy ey 10 oufipexs o i Debepih

A, Wiz oy pelepevyE, Moy, op Suazpyivenoy e of pre,

0h0p. FEMROY, FEVE, doqAaorh OTONTUE, SUGUENAATY. ST, GTATUG, G, VEETIOVCEh OPURY. O GOVDLE o IXDHE c TpanuPLTeS b Gemp TOUaY Mo 0 IVTEVTION T K (VY N Tpeiep—
v, Apsno, op BogpULwRGY. Y

NeprusPevT B0e6 VOT PPV TES TE GEy PRy 06 vy LAOPHETLOV afickafie 0¥ TG GLTE. v L6 Vot pesTove1he fop mvy EppOps, DIIGELOVE, 0p e By e Areope.
Tupopumnoy wphuduepemeiofiiuny, deatupen, floop Thve s pevt po R i ymep
ORIEYE CTOPTIEVTE 60 PV

v ol hey R eV TS o eVt — ABD oL AwTivy — Eprlowievt — [uprveponuns — Aout — Xustopep Seplige — Abepaoivy— Hoje




‘ Challenge Question

Does your audience LOVE your
design? What feeling does it evoke?

If you know it may be the
difference between a donation or
not — isn’t it worth the investment?




KEY #4: WHAT DOES YOUR
BRAND SAY?

“Behind strong nonprofit brands are
strong leaders to ensure consistent
brand communication penetrates every
aspect of the organization.”

-- Roxanne Spillett, President, Boys & Girls
Clubs of America




*URL

*Mission/Purpose
eDifferentiators/ THE
Message

*Tagline

*Hook Statement
*Content for Conversions



*United Way of America battled to wrestle control
of their .com extension from a porn site
operator. Lesson: register ".net" and ".org"

*Create your URL to mirror the name of your
organization



‘ Create a2 CLEAR mission statement

An effective mission statement should include:
* What you do

* Who you do it for

* How you do it

* Your values




Mission Statement Before

m Strengthening Communities Through Strong and
Healthy Families

= What do they do?
» For whom?

» How?




Helping victims of sexual abuse, ages three through
adult, and their families to heal by treating the
“whole person” and addressing the comprehensive
needs of the individual and the family with
individual, group, and tamily psychological and
emotional therapy.

We believe that healing is more etfective and
complete when addressing the abuse related issues
of the entire family unit.



‘ Differentiator/ THE Message

“The ‘surplus society’ has a surplus of

similar companies, employing sizilar
people, with sizzlar educational

backgrounds, coming up with sizzlar

ideas, producing sizzilar things, with
stmmitlar prices and sipilar quality.”

Kjell Nordstrom and Jonas Ridderstrale,
Funky Business




Headquarter’s messaoe
g

ABOUTUS  OURFOCUS  BEINVOLVED = NEWS&MEDIA = CAREER OPPORTUNITIES  CONTACT US 6o ]

W  DEDICATED TO

the

FTODAY'S YOUTH
S ti t d a little ext id hen th 1 -
ometimes teens need a little extra guidance when they
FOR YOUTH are unsure of which career path to choose. For Victoria,
DEVELOPMENT Youth in Government gave her just that, with some added
advantages.
FOR HEALTHY
LIVING () READ MORE
FOR SOCIAL
RESPONSIBILITY




Chapter message

v "'ﬁ'-re h‘l_]ﬂd Smngkidﬁ, AT Y Tl aaF Yy w -
strong families,

. Strong communities.
Locations Programs Schedule About the YMCA

YMCA of

Metropolitan

' g 1
Welcome! It's A Brand Mew Day!

Find My YMCA
For the first time in 43 years, the YMCA has unveiled L ! ¥
a new brand strategy to increase understanding of L L
The YMCA is a non-profit the impact the nonprofit makes in communities. Yo t
organization committed to Mores :‘\\\
helping vou live a balanced, . “y \ - N
Rt e £ ] T\ ™,
healthy life in spirit, mind Family, Fun and Fitness. Try the ¥! e ";\\'"\'- —
and body. Join the Y and become a member of a community —— : ‘?‘_", by
that’s committed every day to helping you and your % :‘-; ‘. T?\; /
R e e S g kids learn, grow and thrive. Try the 7 free! Y L I




‘ “Most companies tend to equate branding with the

company’s marketing. Design a new marketing campaign
and, voila, you’re on course. They are wrong. The task is
much bigger. It is about fulfilling our potential ... not about a

new logo, no matter how clever. WHA TISMY
MISSION IN LIFE? WHAT DO I WANT
TO CONVEY TO PEOPLE? HOWDO1I
MAKE SURE THAT WHAT I HAVE TO
OFFER THE WORLD ISACTUALLY

UNIQUE? The brand has to give of itself, the company

has to oive of itself, the management has to oive of itself. To
g 9 g g
put it bluntly, it is a matter of whether—or not—you want to

pe ... UNIQUE ... NOW,”
Jesper Kunde, A Unique Moment




————

“WHQO
ARE WE?”







—
“WHY DOES

ITMATTER
TO THE
CLIENT?”




D =
“EXACTLY

HOWDO I
PASSIONATELY
CONVEY THAT
DIFFERENCE TO
THE CLIENT ”




‘ MAKE it sexy! Differentiation is the

#1 thing that either makes or breaks
your brand.




Message: REAL Branding is personal.
REAL Branding 1s zntegrity. REAL
Branding is consistency & freshness. REAL
Branding is the answer to WHO ARE
WE?WHY ARE WE HERE? REAL
Branding is why [/ you/we |all] get out of bed
in the morning.  REAL Branding can’t be
faked.  REAL Branding is
a systemic, 24/ 7, all departments,
all hands affair.




Organization Tagline BEFORE

Mid-Coast Family Services Changing lives every day

Northwest Infant Survival & In the belief that every child should live
SIDS Alliance




Organization Tagline BEFORE Tagline AFTER

Mid-Coast Family | Changing lives every | Helping youth, adults &
Services day families eliminate family
violence, homelessness &
substance abuse

Northwest Infant | In the belief that Supporting families &
Survival & every child promoting safe sleep
SIDS Alliance should Iive




If your child is critically 1ll or injured, will the healthcare
providers make the right decision? It 1s frightening, but
true, that not all children have access to the same quality
of care. It appears that where a child lives has an
important impact on whether the child can survive a
serious 1illness or injury. We want to create a system in
which patients of all ages, and in all communities, receive
well-planned and coordinated emergency and critical care
services. Every baby, every child, needs the most
appropriate care, at the optimal location, with the
minimum delay. That 1s our mission.



. .
‘ Keep it short & concisel F—%—/

When seconds count, emergency !

Medical Services for Children

care providers, nurses and Champious ofcan [ v o bid
physicians should be up-to- = -
date on the latest pediatric
emergency care. TN EMSC

provides on-going education

“When seconds counl, emergency carme providers,

and training so that the best
care is given to every critically

|||ul|r|] child = po AR B |'||'.l'q' .ll’:l_ Tl nlu'l; -

ill or injured child

— no matter where they live.

Khonda Phillipp




‘ Content for keywords and conversions

the clear approach to managing your true cost of healthcare

DeriniT

:: BILL REVIEW SERVICES :: ANCILLARY MEDICAL SERVICES : ABOUT DEFINITI 2 CONTACT Us

MANAGED CARE SERVICES

Cost Containment and
Bill Review Services

DEFINITI ONLINE SERVICES > @?;’EIEEI]; No Nonsense Medical Man gen ent

CUSTOMER LOG IN:
11 Specialty Medical
User Mame: Bill Review

. WE fﬂcus on Fﬂur Emplﬂyees’ health, :: Mational PPO Access
Password: r not the healthcare industry’s.

Ancillary Medical Services

|:| Remember Me B8 Deﬁniti Diagn_ustic
Imaging Services

:: Definiti Durable Medical

Equipment Services

:: Pharmacy Benefit
Managenment




| Why you need content!

== '- Mike Jenkins
I\Illl‘HlS A nature Imring o and his team of artists uniquely combine
I . - ' i details about your life, current events, and
little girl's pets are included 4

i images to create art that is personal,
in her mural. R ; ! i J poignant, relevant and — sometimes —
g : funny. This “scene from your life® makes

each piece a lasting memory.

CAPITAL ARTWORKS ART AS ENTERTAINMENT NEWS / HAPPENINGS

The BEST VALUE for Washington DC, ;;;F'”hgin;ﬁgfs’?'ggle” bllnagnlaer?;a’;l;z} » See us November 13 at Ttuckahoe
A s R R e sometning nat reative, Tu engaging ¢ Elementary School in Arlington at the 2nd
MD and Northern Virginia caricatures Check out Capital Artworks! Nl Tak b e T i T

murals, cartoons and illustrations! fit, and get your caricature drawn!

* Watch the crowds gather round!

* A team of caricaturists available * Bar/Bat Mitzvahs, proms, birthday parties e Check out Mike's new comic strip,
for large events * Corporate events and trade shows Maggietopia, at Capital Artworks on

* Newspapers and magazines * Political events and fundraisers Facebook by clicking here

* Event and party planners * People will watch. People will laugh.

* Maryland, Northern Virginia, . o
Washington DC Bar Mitzvahs, Our DC, MD and Northern Virginia caricatures, cartoons * Follow us on Twitter by clicking here.
proms, birthday parties and illustrations are a show stopper!

* |nterior designers & home decorators « Your number one spot for Maryland,

* Trade shows & business events I couldnt tear elf away T watching Mike Washington DC and Northern Virginia

* Publications & editors draw ... it was fascinating. And fun! caricatures, murals, customized gifts,

* Holiday parties and more!

* High school & graduation parties - Sarah, pany attendee




‘ Challenge Question

What is interesting about what you
do that will “hook” visitors into

wanting to stay on your site? The
longer they stay, the more you
become a “brand” in their minds.




Be Bold. Get Started Today.

Contact us for any questions about this information.

katharine@MadMarketeer.com

Visit our website to receive benefits as one of our website guests:

www.madmarketeer.com/webinar guests

Join our email list at www.madmarketeer.com/webinar guests to

receive marketing news and tips.

To help you get your marketing on track, webinar attendees are also
Invited to sign up FREFE for one of the following services:

Measure and Monitor Consultation
This consultation and Quick Guide helps you set your “baseline” measurements, so you can implement
your marketing strategies and, then, measure and monitor the results. These tools are the very key to
your long-term marketing success!

Private Website Consultation
Is your website ready for increased web traffic? Do visitors stay on your site when they get there or do
they leave within a few seconds? In this private consultation we assess your website and provide
strategic recommendations to enable you to get the best results including raising more money.

o4



