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~ Forster

CHANGE is our reason for being
+

We use the power of communications
to inspire CHANGE

-

Sector leaders for social and
environmental CHANGE
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Client experience

Not-for-profit

ACEVO

Amnesty International
BAPRAS

Bike Week
BioRegional Development
British Red Cross
BWEA

Crusaid

Fairtrade Foundation
Futurebuilders
OPF/Gingerbread
Practical Action

Save the Children
Soil Association
UNICEF

VSO

WaterAid

WRVS

YWCA

Public

DCSF

DECC

Department for Transport
Department for Work & Pensions
Department of Health
Environment Agency
Home Office

Knowsley PCT

Oldham Partnership
National Treatment Agency
NICE

Teacher Training Agency
The Royal Parks

Tower Hamlets PCT
Worcester CC

WRAP

Youth Justice Board

Private

Big Issue Ltd

Bovis Homes

Good Energy
Grosvenor Rural Estates
KPMG

Loch Fyne

Mothercare

Nokia

Organix

Reckitt Benckiser

Solar Century

Standard Chartered Bank
Vodafone

FORSTER



Branding your cause
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Challenges for charities

A Standing out from the crowd: Rising noise

A David and Goliath: Up against it
A Smoke but no fire: Genuine outcomes

A Getting your ducks in a row: Integration
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It matters what people think
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i é iftheworldisto change
for the better
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~ What people think and
~~feel about your brand shapes action
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Your brand is not your logo
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| t 0OS your promi se

A Oxfam promises to deliver the world from poverty

A Mencap promises to deliver lives worth living to
people with learning disabilities

A Fairtrade Foundation promises to deliver trade
justice and decent livelihoods to farmers in the
developing world
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Your promise is your brand
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Articulate why you deserve
peopl eds trust and
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What motivates people to engage?

Vision Increasing loyalty

| share their vision
/

| believe in them

Capability

They have shown they can

Specific action
My money or support will make a difference

Immediate environment

|ncreaSing need for It will make a difference to me FORSTER
tangible rewards



Strong not-for-profit brands

A Rooted in a set of beliefs
A Vision of how they would like the world to be

A Passionate about the gap between this and
how things are now

A Clear call to action
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Achl eve this by

A Clear & consistent
A Compelling & creative

A Commitment & culture
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But where do | start?
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Developing your change-making brand:
Our six phase brand process

1— 52 »3—b4< -5—b6

Research  Define  Articulate  Apply Engage Evaluate
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Research - Dig under the surface
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Phase 1. UNDERSTAND

AStrategic context review (existing business, marketing,
communications strategy)

ACurrent brand and communications audit

ATrends, issues and policy context review

AStakeholder / audience / customer mapping and research review
ACompetitor and marketplace review

APerceptions audit / stakeholder consultation / qualitative research
ASituational analysis and strategic direction report / presentation
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YouUur
mind?

audl ences

My world

Affects me and my family

Our world
Affects my local community

The world

Affects the wider planet, other countries and communities

Wh

FORSTER
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Audiences: Steve, 23, Tower Hamlets

AHeal thy eating is having sal ad

Diet: take-aways, convenience food (e.g. pizza), snacks and
sandwiches, frozen food, fry ups, Sunday roast

Food motivations: speed, convenience, cost, bulk (fills you up),
familiar taste, comfort

Cooking skills: microwave, basic frying

Specific barriers: literacy, skills and knowledge, self image,
social norms, confidence

Brands: Red Bull, Argos, JJB Sports
Hobbies: TV, football, drinking/pubs/clubs, cars, sex


http://blog.scotweb.co.uk/storage/chav.jpg

Define T understand where you are
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Phase 2: DEFINE

ACurrent and desired brand positioning

Al nitial o6rawbdb routes for brand poc
Alnternal engagement

AExternal engagement

AEvaluation plan

FORSTER
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Articulate T brand proposition
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Phase 3: ARTICULATE

ABringing the brand to |ife: conce
and campaign concepts

ATopline brand story, core narrative and key messaging

ADesign routes for brand identity (including visual identity, logo,
strapline)

ABrand architecture and rationalisation
AConsultation and feedback with stakeholders / audiences

ARefine finalise brand model, identity, proposition, core narrative,
key messages

AAudience-specific message development, where required

FORSTER



Developing your brand proposition

AProblem

ASolution

AMandate

AWhods responsi bl e
AAction needed

AResulting benefit

FORSTER



Apply T creative routes
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Phase 4: APPLY

AFormalise and execute the brand across your
communication lines

AbBrand book©o, discdongofvoigeandd e |
words!

ARoll out and ensure consistency

FORSTER



Bring your cause to life

A Frame the issue
A Persuade, provoke, inspire
A Stories, pictures, people

A Call to action
FORSTER



Engage i communications strategy
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Phase 5: ENGAGE

Delivery of internal engagement strategy including:
I Recruitment, briefing and motivation of brand champions
I Internal launch and adoption
i Alignment with ongoing strategy

I Processes / systems for identity management and brand guardianship

A Delivery of external engagement strategy including:
i Brand (re)launch
I Brand positioning campaign
I Stakeholder engagement campaign

FUKD I ER



Reaching your audiences

A Media coverage i outcomes not just cuttings

A Campaign materials to stimulate response
A Recruiting and engaging supporters
A On-line and digital campaigning that adds value

A Right routes to decision-makers to deliver change

FORSTER



Evaluate
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Review, renew, sustain

A Evaluation i identify measures early, think SMART
A Outcomes
A Outputs
A Analysis i what does it all show?
A Changing context i proactive & reactive

A Persist, but adapt, innovate & refresh tactics to keep issue
In the limelight

A Feedback to supporters & stakeholders

FORSTER



Case studies
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Royal Parks

Defined and developed The Royal Parks brand around the theme
of oLondonds Personal Spaced

Positioning the Parks as a
unique natural haven in
London, we delivered a
whole new communications
strategy, including the
launch of The Royal Parks

Foundation. T H E

ROYAL
PARKS
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Royal Parks 1 building the brand
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Royal Parks 1 building the brand

=t 5 “ )
Runners made to sweat for Royal Parks charity
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British Wind Energy Association

Countering emergence of clear and persuasive opposition to wind turbines

T HE B RITISH

WIND ENERGY

ASSOCIATION



