Contrasting commercial planning with
fundraising.

April 2008
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‘Our biggest challenge is internal’
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1. Brand

2. Proposition & creative

3. Communications planning
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Your Brand
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Commercial
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Often little brand distinction

|

the way they ‘do’

- NOT in what it means to the audience
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Levis in 1980’s

Premium pricing -

strong sales - for

similar ‘product’ to
other brands
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Honda TV

Little reference to
‘product’ or its
attributes. It's all
about how it
makes you feel Vs
driving other cars




Direct

Brand Response

Marketing Marketing

Marketing| Fundrtaising

Clarity of brand therefore essential

Too many charities - the ‘feelings’ are the same

WHY

because the brand isn’'t developed, simply what the
charity does, for who .... and with a visual identity.




Seldom a budget for stand alone brand building

Brand needs to be built through other
communications, however requires clarity:

- In a ‘nutshell’ what do you achieve?
- What makes the way you do it different?

- How should people feel about that?
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Proposition and creative
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Rational Emotional
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Lack of brand distinctiveness in the sector

l

Too many saying similar things,
in similar ways
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Relevant abruption

..work that demands attention in a way
appropriate to the need or cause

..to get the audience thinking
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BOSOMS

PUPPIES BOOBIES

MELONS JUGS NORKS
BAPS THE TWINS

some words for fatty tissue are worse than others
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THOUSANDS OF ELDERLY PEOPLE WILL STOP FEELING THE COLD THIS WINTER h_\/,l i el

Don't let the winter kill. Call 0800 75 00 75§ Help_the Aged
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Communications Planning
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I:IZ Branding D]
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Above the line Direct mail
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Online

Recruitment
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Direct mail

Stewardship

www.charity.org/
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Phone Digital
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In summary
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There is no ideal off the shelf approach

Start ..and finish with the clarity of the brand
and clarity of the ‘ask’

Impact will be dramatically reduced when
internal silos are created
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‘Surround the problem’

Thank you

Ray Clark
Business Development Director
Tangible Response

T: 01242 258700

M: 07770 867250
E: rclark@tangibleresponse.co.uk
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