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If you want to bore people, do and say
what they anticipate.

So, find the cliché and throw it away.

MOVE THE
‘WHO CARES’

METER!
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Disneyland does not offer “Family Fun.”

Disneyland calls itself,

“The happiest place
on earth.”
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Win the hearts of the audience and
their minds will follow.

WIN BOTH AND MESSAGING
IS A SUCCESS.
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He beat her 150 times.
She only got flowers once.
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Messaging is the
‘I-THOU’

RELATIONSHIP.
(Carl Rogers)

It points to a relation of reciprocity involving
‘meeting’ or ‘encounter.’
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There is no encounter
without

ENGAGEMENT.

People pay attention to your message and

become engaged with it

when the message is about . . .
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THEM.

Your audience will tune in when
you:

• Talk about them.
• Mention or ask what’s on their

minds.
• Indicate that your nonprofit can

resolve a problem, want or need
that they have.
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“The world is so empty if one thinks only
of mountains, rivers & cities; but to know
someone who thinks & feels with us, and
who, though distant, is close to us in spirit,
this makes the earth for us an inhabited garden.”

~ Johann Wolfgang von Goethe
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PERSONAS help you to craft your message for
real people. Identifying the personas of your
donors enables you to engage them on the basis
of the psychological and social reasons they
contribute.

Bottom line: figure out which people could be
your donors or volunteers based on what they
believe, value, think and feel.  And pay special
attention to how they behave.
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The Brand Diamond helps us
know how to capture the
audiences’

• Hearts
• Dreams
• Excitement
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Branding occurs in procedural
memory(repeated, meaningful messages and
experiences).
It is long-term and chemical.

Procedural Memory is the product of

salience x repetition.

That’s why the more relevant the information
and the greater its delivery impact, the less you
have to repeat it (the message).
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“The extent to which a brand can convince
the customer that this brand provides more
meaningful tangible and intangible benefits
than competing brands determines the overall
strength of the brand.”

~ Anne Simons of Brandeo, a strategic brand consultancy
serving Fortune 500 companies
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Emotioneering is Needed!

Visitors to your nonprofit or ministry will have
experiences. Emotioneering brings about a
large body of coded branding experiences
that are emotionally engaging.
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Emotionally engaging experiences must be:

INTERESTING
original, fresh, unique, imaginative

and

DEEP
poignant, soulful, rich, psychologically layered,

emotionally complex
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A brand should be

INTERESTING!
If it’s not REMARKABLE, it’s invisible.

Say & design what is not predictable.
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RELEVANCE RULES.
Are we speaking the language of our target audience?

Are we engaging them where they choose to be engaged?

Notice how these next two communicators
choose who to lose!
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It's not that I'm so smart,"

Einstein once said,

"It's just that

I stay with problems
longer.”
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