Brand: <
more than just a logo

YOUR LOGO
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1. What brand is

2. Why brand matters

3. How to develop and
strengthen your brand



Clear space (keap It clean!)
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A brand is simply a person’s
gut feeling about a product,
service, or organisation.

- Marty Neumeier



It’s not what YOU say itis



It’s what they say itis



People don’t buy what you
do, they buy why you do it

- Simon Sinek



1. Brand strategy
* Know your ‘why’
* Work out what differentiates you
* Identify your values
 Discover your personality
* Get to know your audience
2. Brand identity
* Key messages
* Visual identity
* Tools
3. Brand integration
* Training
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Know your ‘why’
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Our not-for-profit is the
only that




Identify your values
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1. Start with a verb

2. Keep them short & sweet

3. Avoid corporate buzz-words
4. No more than five



Share everything

Have the passion

Back our people and
Be straight up help them grow
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We have a strong furry green heart

We love and care for animals, the environment and each other. We're here to
protect the environment for animals and the future by bringing our community

with us. We're loyal to the cause!

We punch above our weight

At Wellington Zoo, we're ambitious, danng and we're successful. We ke to

challenge the status quo by simeng high and trying new things

We're a voice to be heard

A '.’.'.gfi:v'(;‘,c.n 200, we're good ot whot we do - we're copable, smort, ond we
love 1o share cur passion with others and spue thom Lo join us to Cleste »

better tuture *or wildifo

Welcome to our wild ;,:-.,1!'\_y!

Wallington Zoo & a fun and axciting place, full of helpéful, creative and anorgenc
poople! We creete a sense of belonging for visitors, staff and stakeholders and

W Want everyomna o jomn Out Wiid party




Discover your personality






Get to know your audience



2. Visual identity
e Look and feel
* Tools
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Look and feel



Introducing the four key elements
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1. Logo

2. Colours

3. Font

4. Imagery

5. Personality
6. Tone of voice



Templates make it easy for
staff and volunteers



3. Brand integration
* Training



Brand doesn’t just belong
to marketing









