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Brandraising®

Organizational Level:
Includes the core elements that direct all

aspects of the organization’s work vision

mission
values
objectives
audiences

positioning

personality

Identity Level:
What most people think of as “branding™ visual messaging
specifically, the Visual Identity and identity platform

Messaging Platform

Experiential Level:

The channels and tools through : : _ _

which audiences connect with the in print onair | inperson
organization
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Organizational Level:
Includes the core elements that direct all
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values
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personality
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Identity Level:

What most people think of as “branding™
specifically, the Visual Identity and
Messaging Platform
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Experiential Level:

The channels and tools through
which audiences connect with the
organization
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online
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in person
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PROGRESSIVE TECHNOLOGY PROJECT

Organizational culture eats strategy
for breakfast, lunch and dinner

Culture Strategy

Peter Drucker, Management Consultant
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Smart Chart
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Smart Chart

1. Program Decisions

- Goal -~ \
- Objective ( N
2. Context 1 2
- Int & Ext Scans
- Position \ -
i B

3. Strategic Choices
- Audience
- Readiness

- Core Concerns 3
- Theme o
- Message 4. Communication Activities
- Messenger \ - Tactics

r - Timeline

- Assignments

- Budget
4
X 5. Measurement of Success
.

6. Final Reality Check
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What are the communication channels?

Experiential Level:

The channels and tools through _ : _ :

which audiences connect with the in print onar | 'nperson
organization
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Communication channel:
« Earned Media |

WEEKDAY

poverty In Wwashington

Steve Scher

oy22/2011 6t 9:00 310 ShareThis

The number of Americans Jiving helow the poverty line is the highest
it's been since the garly 19908, according to the |atest census data.
How are people I the Puget gound region faring? Which
commumf\es are nardest hit? Dothe census numbers provide an
accurate ponra\/al ofthe situation? Today, We ook atthe poverty in
our own neighhnrhoods‘

A grouping of tents under the West
GUEST(S) Seattle Bridue phata by Shaw?
Jeff Wendland is the airector of employmert training and cilizenship McCiung.

services for Asian Counseling and Reterral Service.
LISTEN 10 WEEKDA\’

Matcy Bowel 5, director of Solid Ground's Statewide poverty Action ) QEALAUDIO

Metwork.
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Communication channel:
 Paid Media
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» Owned Media
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Communication Channel:
 Social Media
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Paid Media
TV!
Radio, Out

of Home, _ .
Online Social & Digital

Twitter, Facebook,
LinkedIn, SEO

Earned Media
Traditional Media, Blogs, Word
of Mouth




