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Who am I? 

  Consultant with small-medium sized                             
businesses and non-profits for over 20 years 

  Director of Marketing & Communications for                     
Youth Education in the Arts (YEA!) 

  Marketing Chairperson for Downtown Allentown, PA 

  Presenter for IFEA, AFP, Arts Reach and PA Council on the Arts 

  Contributes for i.e. Magazine, Arts Reach Magazine 

  Follow along at artsmarketingblog.com and on Twitter 
@skingaspire 
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What will we do TODAY? 

  Definitions of BRAND 

  Sponsors and BRANDS 

  Mission vs. BRAND 

  Brand gone bad 

  A few exercises 

  Hopefully a whole bunch of questions! 
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Top 10 Most Powerful BRANDS 
Brand Finance - Scored on company’s investment in marketing, equity 
as measured by good will of customers and staff and the impact of 
marketing and good will on the company’s business performance. 

#10   Nike 

#9    Ferrari 

#8    Rolex 

#7    Burberry 

#6    L’Oreal 

#5    Unilever 

#4    McKenzie & Company  

#3    Red Bull 

#2    PwC  
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Festivals & Events 
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BRAND Definitions 

  Brand is a promise to consumers 

  Brand promise is more than tangible products and 
services 

  Brand includes the feelings that consumers get when 
they use your product and service 

Brand Strategy Insider 
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BRAND Definitions 

  BRAND comes to life through content and creative; 
communication through tone, visuals and story 

  Brad Hilleman, Meijer Inc. 

  The way a customer remembers you. 
  Xavier Corona, Union Bank 

  BRAND is the public image or perception of a given 
company. More than just a logo or name, it’s the 
embodiment of a company and its values to the public. 

  Michael Rosenberg; J.P. Morgan 
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Working definition of BRAND 

  BRAND is NOT what you say it is 

  It IS what others say, think and feel about you 

  BRAND is the promise you’ve made with your customer 

  BRAND is not an achievement, it is a journey 
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  Sponsors align themselves with BRANDS that are similar 

  Engagement and ROI is important BUT 

  Leads to deeper conversations 

  Successful activation for attendees and sponsors 

 

BRANDS and Sponsors 
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Where does your BRAND exist? 

  Brand is not what is at the surface 

  It is the components that exist several layers below 

  Recognize the main attributes you want to build upon 

  Operations are widgets and processes 

  Brands are intangible yet effect  
  Attendance 
  Income 
  Sponsorship 
  Volunteerism  
  Long-term impact of your organization 
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An Exercise 

  Ask yourself, your team members and active 
stakeholders the following question: 

What are we really trying to do? 

  Do not settle for the first answer 

  Do not settle for the second answer  

  Keep asking until you have nothing to answer 

  THIS is the first glimpse of your BRAND 
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Mission vs. BRAND 

  Volumes have been written about mission and vision 

  Activity meant for the Board and Committees 

  Vision is where you want to go 

  BRAND is where you are 

  Vision is your map 

  BRAND is your GPS 
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Mission vs. BRAND 

  Do the hard work to determine what the brand is to be 

  Identify the core values and components 
  Creative 
  Inclusive 
  Friendly 
  Fun 
  Social 

  The difference between mom and pop shops and WOW 
is experiential, well-thought out execution of a concept 
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Brands 
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Logos 

  Logos are not the BRAND 

  Logos are the visual identity of the BRAND 

  Great thought and work can be put into design 

  The activity surrounding the visual identity is what 
defines the BRAND 

  Logos and graphics represent what the customer 
expects and visually communicates that guarantee 
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Build A BRAND 

  Hire an agency 

  Spend a great deal on creative development and campaign 

  Result = A dose of name recognition 

  Usurped by the next campaign with bigger budget, bigger 
signs, bigger everything 

  BRAND is built over time, with consistency and attention to 
detail 

@skingaspire | sking.aspire@gmail.com | artsmarketingblog.com 



Here’s the truth 

  You already do have a BRAND 

  The key is leveraging and growing it 

  Acknowledge and never lose site of your key attributes 

  Keep them present whenever 
  Writing copy 
  Designing marketing pieces 
  Posting photos 
  Sending emails 
  Pitching sponsors 
  Meeting with volunteers 
  Placing the porto-lets 
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BRAND is… 

  Always there 

  Functions as your event’s conscience 

  Keeps you on message 

  Staying connected with your supporters 

  BRAND is… 
  What you do 
  How you do it 
  Who you do it for 
  How long you do it 
  Who’s doing it 
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Consistency 

  The enemy of apathy in building a BRAND 

  More than just a style guide or boilerplate 

  Consistency doesn’t guarantee success either 
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Another Tip 

  Don’t always try new things – that actually works 
against the BRAND 

  Don’t have to think up the next brilliant tagline or out-
do last year’s graphics or try to create a viral post 

  Keep the things that work and define them 

  Add new elements which enhance the BRAND and 
increase engagement 
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BRAND Gone Bad: Part 1 

  Brands have times when they come off the tracks 

  Sacrifice brand attributes in pursuit of sales results 

  Big organizations can overcome bad decisions 

  Small shops must make the most our of modest 
resources 
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BRAND Gone Bad: Part Deux 

  Great ideas and execution on the branding components 

  Failure to deliver on the promises operationally 

  History is filled with passionate people doing amazing 
things for organizations than no longer exist 

  Money runs out long before the passion 

  Failures also stem from the ability to build brand and 
connect it with supporters 

  Forget to include the ASK or the SALE 
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Lesson Learned 

  Organizations have a limited amount of resources 

  Landscape littered with millions of tweets, videos, ads 
and really cool things 

  We need to stake out our place and find those most 
likely to attend our events 

  Our sole task should be to create a plan to reach as 
many of these people we can 

  Leveraging BRAND is an effective means to grow on a 
long term basis 
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BRAND Exercise 

  THE IDEA: What is the problem you are solving? 

  What is the brand vision 

  The DETAILS: 3-4 paragraphs to explain your event and organization 

  THE TARGET: Who is the audience? 

  What is the personality of your event in three words? 

  Create a Mood Board 
  What types of imagery best represents you? 
  What is the visual territory to live within? 
  What is your brand’s tone of voice 
  Color, typography, illustration, photography, design examples, icons, signage 

  Thank you to the great folks at 99U and Red Antler! 
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BRANDS Live and Breathe 

  Why don’t festivals and organizations have brands? 

  They do! 

  The amount of resources and time paid by large 
organizations is extremely different 

  Your brand has been built with thousands who attend 
each year 

  Attendees expect the same level of entertainment, 
service, appearance, engagement and satisfaction 

  Those are the attributes of your brand 
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Living & Breathing cont… 

  Brand attributes change with times 

  Not wide swings, but small tweaks 

  Community population to stylistic changes should be 
reflected 

  Always be listening to audience, sponsors, stakeholders 

  Find those few items that reflect your brand and 
consistently measure yourself and your team 
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3 Takeaways to build your BRAND 

  Take a Survey 
  Survey audience, staff, volunteers and supporters 

  Ask questions of 30-50 individuals 
  What words to you use to describe the event/organization? 
  What words are used? 
  What is the organization’s impact? 

  Audit Yourself 
  Audit all of your materials 

  Website, Social media, collateral materials 
  Do they all convey the same message, look, feel and tone? 
  Should be cohesiveness to the the words, graphics and messaging 
  If any item doesn’t belong refine or remove 
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Takeaways 

  Evaluate Touch Points 
  How many ways do you interact with attendees? 
  Beyond outbound communications 
  Way-finding, third party engagement, sponsor activations 
  Substantive discussion with your team on inventory 
  Which items to keep, to discard, to add, to embellish 
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Happy to Help! 

Have branding questions or need assistance in building your BRAND?  
 

sking.aspire@gmail.com 
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