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What do we mean by “brand”?



Are we talking about a name?

Apple
Coca-Cola
Girl Scouts

Google
Nike

Starbucks



Are	  we	  talking	  about	  a	  logo?	  



Is	  it	  a	  tagline?	  

JUST DO IT.



Is	  it	  a	  tagline?	  



Is	  it	  a	  tagline?	  



Is	  it	  a	  tagline?	  



Is	  it	  a	  tagline?	  



Your brand is the story you tell.





Your brand is a representation of your values.
	  

	  

“To me, marketing is about values.”
                      Steve Jobs

	  
	  

“I think of brand as an 
assertion of values.”
                   Martha Stewart
	  

	  

	  
	  



Your brand is the way you resonate with people emotionally.









So, what are the elements  
of a great brand?



Brand elements

The three essential elements of a great brand:

1.  A relevant mission and message 
2. A well-defined voice 
3. A consistent look and feel 



	  
Mission and message

	  	  
A relevant mission and message

Your mission is what your organization has set 
out to do. It’s your end goal.

Your message is what you want people to 
understand and do to help you accomplish your 
mission.



MISSION
We believe every child should have access to quality education.

MESSAGE
We create schools, programs and global communities around the 
common goal of education for all.



Mission and message 

MISSION
To organize the world’s information and make it universally 
accessible and useful

MESSAGE
Google connects you to the people, places and information you 
are passionate about.



Mission and message 

MISSION
To end the killing of dogs and cats in our nation’s shelters

MESSAGE
Nearly 5,500 dogs and cats are killed every day in shelters, just 
because they don’t have safe places to call home. But by working 
together to provide lifesaving programs and partnerships, we can 
end the killing and Save Them All.



As part of our message, we tell people 
what we are doing to accomplish our mission.





Mission and message 
We clearly communicate

how they can take action and effect change.

Adopt Spay or neuter Volunteer

$
Donate
	  

Foster
	  
	  

Spread the word
	  
	  
	  



Mission and message 

We also tell a compelling story.



Mission and message

Dear Jane,

Throughout the country, flowers are blooming, thanks to you. 
Petunia, a shy, cream-colored Chihuahua, once homeless in New 
York City, blossomed into a confident dog in a Best Friends foster 
home this past summer.

Now in a loving new home that includes cats and kids, this little 
flower caught the eye of a woman who serendipitously took a 
different route home from the gym one Saturday, which led her 
straight to a Best Friends adoption center. Your support helped 
lead her there.



Mission and message

Petunia, 
with her adopter



And	  speaking	  of	  a	  good	  storyteller	  



Mission	  and message

	  
	  

It doesn’t matter what kind of organization you are. 
Every successful brand tells a story.

	  



Mission	  and	  message	  	  

“Google is a very data-led culture. But we care just as 
much about the storytelling and the brand, and how we 
tell the world about our mission.… If you fail on the 
messaging and storytelling, all that those tools will get 
you are a lot of bad impressions.”

Lorraine Twohill, chief marketing officer, Google



Mission and message 

Let’s take spay/neuter for example.



Mission and message



Mission and message



Mission and message

    And you don’t even need fancy video to tell a story.
	  



Brand elements

The three essential elements of a great brand:

1.  A relevant mission and message 
2.    A well-defined voice 
3. A consistent look and feel 



Voice 	  	  

A well-defined voice

Successful brands also know who they are and 
communicate that through their tone and language. 
	  
	  
	  



Voice
Best Friends is …

•  Playful, fun and alive, like  
the animals.

•  Warm, friendly and inviting.
•  A bit eccentric, and we’re  

OK with that.
•  Easygoing yet focused.  

We don’t lose the forest for  
the trees.

•  Collaborative. We know that our 
mission relies on working 
together.

•  Confident. We know we can 
accomplish whatever we set out 
to do.



Voice

Successful brands also know who they are NOT.
	  
Best Friends is NOT:
An angry teenager
Some jerk dropped off this dog like a piece of garbage.

Mr. Snarky Pants
Muffin’s so-called “family” abandoned him because he 
has FIV.
	  



Voice

Best Friends is NOT:

The Real Housewives of Orange County
I don’t even know why people donate to them. Their group 
doesn’t take in nearly as many dogs as we do.

A major downer
He was just about dead when he got here, with bones 
popping out of his neck.
	  



Voice

	  
	  



Voice

Establish your voice and use it consistently.
	  
Best Friends …
•  Takes a celebratory approach to animals
•  Believes that a purr is better than a growl
•  Has a tone that is genuine and authentic, positive and 

empowering
•  Promotes kindness to animals ... and to humans



Voice

	  
	  



Brand elements

The three essential elements of a great brand:

1. A relevant mission and message 
2. A well-defined voice 
3.  A consistent look and feel 



Look and feel

A consistent look and feel

Successful brands also have a consistent look and feel to 
all visual elements, making them easily recognizable, and 
distinguishable from others like them.
	  
	  
	  



Look and feel: Imagery
The look and feel of Best Friends’ imagery is bold, fresh and crisp. 
It’s dramatic, while keeping a warm and friendly tone. Our photos 
resemble professional, journalistic portraits. Please don’t 
photograph animals in enclosures (i.e., through kennel bars). 
	  



Look and feel: Instagram



Look and feel: Print

September 24 | Historic Fourth Ward Park, Atlanta
Register today at strutyourmutt.org 

Thanks to our national sponsors:

Saving the lives of homeless pets in your community 
has never been so easy — and fun! Just choose your favorite 
participating local animal welfare group when you register. We’ll help 
you raise money to support their efforts. So, what are you waiting for? 
Let’s start struttin’!

A walk in the park that saves lives
Presented by:

Join or donate to our team today. 



Look and feel: Website



Look and feel



Look and feel



Look and feel

	  	  	  



Look and feel



Look and feel



Look and feel

Other style elements
Logos are iconic images that should be recognizable 
across all platforms, without the use of additional words. 



Look and feel



Brand elements: Review

A consistent look and feel (your visual elements)
•  How do people recognize and identify your organization?

A well-defined voice (your verbal elements)
•  What is your organization’s tone?
•  How do you make people feel?



Brand elements: Review

A relevant mission and message (your value proposition)
•  What is your organization about?
•  What do you want people to know and do?
•  Why should they care?



Brand engagement  
and experience



Brand engagement includes all of the various 
“touch points” through which people can interact 
with your brand.

Your brand experience is how people feel about 
and respond to your brand based on their 
engagement with you.
	  



Brand engagement happens through:
•  Website and social media
•  Marketing materials
•  Correspondence and conversations (mail, email, phone, 

in person)
•  Physical spaces and related events (a shelter, an 

adoption center, an event booth, a foster home meeting)
	  



Brand engagement is any opportunity for people to 
engage or interact with some element of your brand, and it 
ultimately shapes your brand experience.

Every person connected to your brand is part of that 
engagement and therefore affects your brand experience.



Engagement
“I saw this hilarious flyer of a cute but mischievous kitten offering 
free spay/neuter fixes, so I went down to check them out.”

Experience
“My pets were already fixed, but I liked them so much that I 
offered to volunteer and pass out flyers in my neighborhood.”



Engagement
“They posted on Facebook about this cat doing clicker training, 
and so I commented and asked them a question about the treats 
they were using.”

Experience
“They never replied to me, or to several other people who had 
asked questions about the training.”



Engagement
“They sent this nice story with a cute photo of a senior cat and 
asked for a donation.”
	  
Experience
“I got a personal phone call from the founder thanking me for my 
$25 donation.”



Engagement
“A friend of ours knew we were looking to adopt another dog and 
recommended a local rescue group. So, we looked them up 
online.”
	  
Experience
“There was this huge message across the top of their site that 
said, ‘We’re currently over capacity.’ And then a bunch of weird 
ads for scented candles with dog photos, and a big ad asking for 
money because their funds were low. I couldn’t even figure out 
where to find the dogs they had for adoption.”
	  



Engagement
“I saw their booth at an event at the park down the street from 
where I live.”

Experience
“When I walked past their booth, everyone was smiling, and  
they said hello and asked me if I had any pets at home, and then 
introduced me to a happy-looking little dog. He sat in my lap and 
licked my face. It just made my day.”



Engagement
“They have a booth at the summer festival in my town every 
year.”
	  
Experience
“I always avoid them because last year when I walked up to 
the table, none of the people there made eye contact or said 
hello to me. And I even overheard two of the girls gossiping 
about another staff member. All the dogs were sitting in 
crates behind the table and I couldn’t interact with any of 
them.”



Engagement
“I went to a local youth skate park where my friend goes all the 
time and ended up making a donation while I was there.”
	  
Experience
“Not only is it a cool place that he loves to go to, but as a result 
of my donation, I got two different personal emails — one from 
the development director and one from the executive director — 
not only thanking me for my donation but saying they’re trying to 
get to know their supporters and would love to meet up for coffee 
sometime.”



Your staff and volunteers are your brand ambassadors.
What they say, or don’t say.
What they wear. What they do. 
How they make people feel.

Your brand ambassadors ARE your brand.











Your adopters and supporters are also champions of and an 
extension of your brand.

	  



Successful brands understand that they need people to 
accomplish their mission. Successful brands like people.
	  



Long story short:
Every interaction is an opportunity
to communicate your brand, for better or for worse.

Your brand ambassadors are your brand.
	  



Summary

Your brand isn’t just a logo or a tagline.

Your brand is the end result of a relevant mission and 
message, a well-defined voice, and a consistent look  
and feel.

It’s the story you tell, a representation of your values and 
the emotional connection people make with you. 



Summary

 
Your brand engagement shapes your brand experience.

Everyone connected to your brand represents your brand.

Your brand is YOU, not your budget.
	  



So, who are you?



THANK YOU

Julie Castle: julie@bestfriends.org
Kari Hartkorn: karih@bestfriends.org






