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e to how the phone is answered influence the perception of your brand.

. | Like the discipline of marketing, the evolution of branding is customer-
- oraudience-centric, not “sender” centric. Ofien confused with each other,
branding and marketing (covered in more detail later in this book) are
" Dot the same thing, nor should branding be relegated to simply a design
- function or logo.

by Branding and marketing are closely interwined and depend upon
. cach ather, but the disciplines are distinct. Marketer and entrepreneur
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Seth Godin’s approach to branding paints a broader picture more relevant

to today's sensibilities:

“A brand is the set of expecations, memories, stories, and relationships
mer's decision to choose oné

that, taken together, account for a consu
product or service aver another. if the consumer {whetherit'sa business,

a buyer, avoterora donor) doesn’t pay a premium, make a selection or
spread the word, {hen no brand value exists for that consumer.

something else. It used 1o be a logo or adesign ora
wrapper. Today, that's a shadow of the brand, something that might mark
the brand’s existence. 1f you've never heard of it, if you wouldn't choose
it, if you don't recommend it, then there is no brand, at least not

for you.

“A brand used o be

“Design is essential, but design is not brand.”
Think of branding as what goes Into Yo
well as the feeling after you've made your purch
the activities that help you narro
In the associaton world,
marketing as the acquisition and reten
ble for the happiness of amar
retention. Arguably, so much focus on attracing
is a bit like a store focusing on the point of purch
or the online checkout—instead of
riences that entice the purchase in the
is how you and your organization cons
Marketing is a disciplined array of activities putting buyers (the

and sellers together.

While everyone in your organization has
senior Ewnwmnalwﬁnncﬁzq the chief staff executive—are p
responsible for building and cultivating 3 loyal,

At a minimum, this means having

first place. To swmmarize, b

an influence on its bra

E

e A coherent identity that stands for your organization’s value

o Brand standards to ensure {hat clear identity, and th
fits, features, and value offered by your association ;
o Anability iointegrate the brand across all association programs, s¢

and activities
e Ameans to evaluate the strengths and weaknesse

of your brand

ur choice of store oF service—as
ase—and marketing as all
w your decision 10 the point of purchase. -
one can make the case that associations define 85
tion of “members.” Being responsi-
ket is far bigger than member acquisition and _
and retaining members:
ase—the cash register. .
focusing on the offerings and expe— :

ect emotionally with customers. = 4
market)

enthusiastic followl w.u..
¥ g .|.-
1S

at define the PEE

s—the effectivents =
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as

c—-.— ate W %ﬁv be N.U € O CIC t
m _ (] ] m—.wo—.;ﬂw _ [ ﬂ.— ﬂ..—v— answer -.—.»ﬂ ﬂzm—.—o S‘.—.—
ns at

do we do?” and “Wh
future?” y would anyone want to do it with us now or in the

The CSE’s Role in Branding

£ If sound strate
e o and if &nqnmowwpmnﬂm.no:—_ugx .m_uE.-. and puts it in a unique posid
. - branding, b n—nmm.. g ::..—_”ﬁ positioning is a branding funcii D
further, :..ow_,n of M:o:. is a strategic function. Taking this .n_.u:. hen
E : u:.w-nmm|£o= 5 ﬁh roles .Om the CSE is to work with the _uohagsp pr
\ organization’s mn.. ki securing relationships and resources to nzmv_nrw:
as strategy. Along _m“.uﬂnzﬂﬁrwqm__m of the CSE is to support cah&ﬁm
{educati = , publications, professi
i) MRWMMnMnMn nm_.“_”m. or both), ma.oﬂ:_unow Rn?.”ﬂ.“ M.H.Mq_.ovanun
in some way mcown :M. £ ielephone uwm_.nalln...aa:.:h.ln.oai ke
IF these things E.M Mmmoﬂmno: and has a role in strategy. unicates
that staff are aligned with M_...—n. then the CSE has a responsibility to ensu,
i e - s 3 culture of the organization to focus and -
has the capacity Hﬂ_ﬂmn.on . E..wmwumn«.. to guarantee that the o FM.WE.
ing activities—o esire to listen to stakeholders, and to En”mm: b i
e T _.__“Mw other function—from becoming a silo ntbrand:
and the CSE is onl mately on the hook to the board for this su
Ballmer, -..—Bm-h&\nw uh NOOQ m.m the staff. Microsofi's Bill Gates and Mnnum.
Welch, and any U m:n:nn.ﬁ_ s Jeff Smisek, Apple’s Steve Jobs, GE' eve
However, .dwsv.«.non... 3 _:..Rinsn are all examples—for vnﬁﬁ_.. or ‘“m.—mnr
without a very nnn—owuw_w_hwuw_. Mum..“..umﬁ mom_mmzunm.. peciarpance n::..”“
REI, Google, Edwar ve officer as figurchead. Nords
examples of this mh.pﬁ.mﬂ.nma.cﬂmﬂvﬂwwmmmus:ﬁn noEM to mind as u_:nq.mu_m.
as an obligation and ability

to shape and support cul
) ture Lo H—.— uuﬂ . 0
stakeholders, it's everyone's job to H_M_?a”nm. of the organization and its

r

e

-

#randing Is Dead

Branding has been dyi
ying a very slow death be ..
are no lo ] cause traditi .
by wn_en_._.ﬂwﬂ. M-umw_n.wum.unmun are the days when a brand was nmﬂmw_nwﬂﬂnw__ﬂ
television and radio n”__.u_w””n o_..._n way via your local paperand a :w:&M.__M.ﬂ
of direct mail pieces. , and potentially supplemented with a handful
Earlier in the cha

i pter we noted that brandi
fwi at brandin, ; .

ned, and perhaps no more closely than the nm””pﬂwsauﬂ_ﬂ.nhnﬂm“wn .:ﬁM

1ng an
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marketing. Marketing once was—and in some companies still is—product
focused. Much like radio and television broadeasting in the mid- to late
iwentieth century, marketing theory embraced one-way communication
on the premise of developing products with the broadest possible appeal
at the lowest price. Branding, in this era, was developed 1© provide a com-
mon identity to support this activity. In this regard, branding was a subset
of markeang.
Branding concepts broadened to include customer-centric ideas.
Lifestyle marketing wok hold in the 1960s when markets began
responding to consumer demands. Target and segmentation market-
ing, positoning, and services marketing evolved in the 1970s, with
increasing focus on the customer leading the way to experiential market-
ing, cause marketing, and sponsorship marketing
The common denominator during this time is that, despite improvements
in technology and market research, the cus

\omer is still viewed as passive.
The increased use of lifestyle

M.M”“M n&.WWM:”H.m access to an array of programs that allow you to enjoy
members-only om..n“.. %ov_mnn-_....”n to ..Mu_: your equipment costs throngh
anywhere else.” zens of associztion suppliers you won't find

m”MH :mn—wﬂﬂmoﬂ“__nuﬂﬂ.anbh SrmMM a brand manager to do? For many
azsec , 4 at products and services ofte
despite our best branding and marketing, not because of F: eem 0

- Long Live Branding
”M ”Mm.wm._"ﬂm -.Mm n_w._.a.w wnn of expectations, memories, stories and relationships
s, ke topeyhs 3 mnn“.-ﬂm.mon a consumer’s decision to choose one prod-
L8 VeSS r another,” ?n: modern views of competitive strategy
o e mm 10 an association executive's ears. Harvard business pro-
orter asserts three strategic principles that apply vn_.nnﬂ%

factors and causes to differentiate companies
to branding:

is the beginning of 2 broader definidon and application of branding.
What's the result of more of the same as companies spit out increas-
ing numbers of messages, easily developed and broadcast through

ever-growing numbers of channels to oversaturated audiences?

1. It's notjusta matter of being be i
w e g better at what you do, it’s a matier of being
.. m” _Ooon_n.m :oﬂndnwmu‘ differentiates your company and positions it as unique.
- L WM. M.”_%:mr to be different; you have to trade off with Mn:“.q
in erent i i
B wnn_u_nv.mn ni (another way of saying you can’t be all things to

e Organizations are creating shiny new wactics of the day rather than .,..
anies in the 1990s created &

pursuing SUategy- For example, just as comp
websites without really knowing why they wanted or necded one, 50
w00 are companies doing the same thing with social media platforms, |

mistakenly believing social media are simply another form of statc, |

web-based content. .

¢ In the frenzy to keep up, organizations are failing to identify metrics o 3

* help measure the success or failure of branding implemeniation. Can;
your organization identify the behaviors of customers of members? &

on the basis of news and user-generated; :

e M»NOMMNME:EW« struggle to .maoun this approach because it means th
T, aw“u M“Mm.lm.o:.._nn::m they generally are not good at, ﬂh
e o ppointing a member. Further, this philosophy subtl
B y mou.d_.n_—:.__nn:o:. from producer to customer, _.n90<.§<
Hponant! ac EEmn_ at enabling members to feel their voice is h E.M
priving the organization of information about its _unnmozugnnu

What is your reputation,

content? How does this compare to your competitors? What are theys rh

1alking about? What is the likelihood someone will recommend yout$ oy
product or service? ‘A il the Opportunities

o Dull and uninspiring creative content lists features rather than moQE. " How can we benefit
ing on the value of the offering: anyone can offer resources, continul® i L expectations of th LaLicind Eﬂw new trends? Consumers' behavior and
education, information, discounts, and networking. Will what you © e  r——— oh.wnhzn._uuhoﬁri with a brand has changed. These days

? P - er more than the brand iself. Customers E.m

~ increasingly e .

. sumer numvmnnﬁm“wmnﬁw informed, and communicative about their con-
. online, are Eon.nnh..cu —.Mwnwgo.vnh_. referrals and relationships, even those
an brand messages.® As a -

. g result, organizations

mpetitive edge of make me more successful? will I gevE

give me 2 O
raise or be a better human being by taking your education and

fication offerings? Can you save mc money? Many associations us€ T
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“no longer have full control over their brands because they are now
competing with the collective power of consumers.” In other words, you na
longer awn the channels of communication. Ignore this al your oWn peril.

Instead, it's important to creaie environments (o encourage
nser-generated content and w0 recognize that individuals will com-
municate with each other about your organization outside those channels,
whether you like itor not. For example, social media enables opportunities
1o rate your producis and services, share video about your products and
services, talk about your initiatives, and tell stories about interacting with
your brand.

Recognize that customers cocreate their experience with the trand. This
goes beyond the idea of selfservice. It may be a given that cusiomers
have always defined value for themselves. Now, cuslomers define deeper
relationships—which is onc reason why Starbucks 15 piloting tea-only
stores where customers can develop personalized blends of teas,” why
purveyors of kitchenware are offering cooking classes, and why Porsche
offers free driving improvement classes.

Authenticity rules, posers lose. Authenticity is based primarily on whether

or not your organization delivers on

of it, no real human speaks «marketing speak.” And, increasingly, no one

believes it. Are we communicating in ways that aré compelling? Or are we 3

using the bland, less-than-compelling language of business?
Here's an example:

“Why come 10 our event? Because professionals need access to
high-quality information, professional networking, and professional
development resources that cnly fellow members can provide.”

Does that sound like an authentic, compelling message that prommi

a unique experience that you cannot do
Instead, try making a topic like ceramics engineering interesting:

Every day, materials professionals use ceramics to pioneer energy
solutions, advance medicine, improve the environment, support
manufacturing innovadons, and make life beter.

what it says it will deliver. But almostas
important, authenticity is about communicating in ways that come across .
as real and honest. Far too often, we really do have great things to offer
our members and talk about them in ways thal come across as utterly inau-
thentic. Although most of us have grown up hearinga near constantstream

without? 1 don't think so either.

25
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Ofien hidden, ceramic components are critical in nearly everything

that - .
n:nm.m _q-un“_ﬁuﬂ nﬂboﬁ_n:- life possi En.l_.:uE computers, cell phones, jet
annot, to skis, tennis rackets, and hip replacements.®

Or how about trees?

What do we do? We plant trees.

ﬁwﬂ”ﬂﬁ time a tree is planted, our environment improves,
s e g MMM_-.M ZH.J..S Pﬂvﬂg the word about the many benefits
or the health and well-being of the entire
With a greater understanding of what forests do for us all, we nwu_w.._ =

€ncourage greater support to
e pp protect and restore these valuable

Or becoming a ski or snowboard instructor?

SENMU H..n MM”MM.MMM ?32.& excited about skiing and snowboarding.
eraihiy : Connecting to people and ideas in unexpected ways
o _.m”ﬂ: .n“nmn“”“”n“”- .M“”M w_”_.w first Ewnm people come for information
The value of membershi uuwhn ool
p: Access to people, resources, and more of

the mountain envi
vironment that infuse exci i
snowhaarding. excitement about skiing and

In oth
and sp M.w MM -”“..M_.&.. do your messages help paint a compelling picture
noise™ Do they “ound m__ﬂ_.%s_ﬁ you da, ar do they merely cmit “white
you offer? e way a real person would talk about what

Authenticityi S
mnmqn_“m on.”. EW__Q . also _umunn primarily on whether or not your organization
B w:% .un it says it will deliver. It’s one thing to paint a compellin
ity _um g mp S E._oEn-.. to actually follow through. If you promise FWn _u.:m._.
k' more n:nm_hnw mnov_.ocn:_ t. If the promise is to get the public and Enn_”ua-.m
B hticr do a0 m_ ut mw_:._m. and .u=oi_uow_.&=m. then the experience had
B sthonic 10 .H. ___.Eo:ﬁ_,u i.—: quickly judge whether or not your brand is
W keep on“ - nojv.n:.:m. authentic story, engage your audience, and
1 = MOEﬂiﬂ.Oaﬁnul_n s a simple, but effective combination. '

at related to the issue of authenticity is uniqueness. Taking

i Michae !
4 1 Porter’s comment about being different a step further, what

|...‘-.-.
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makes your organization indispensable o the marketplace? Do you offer a 9

certification, research analysis, or 2 service to a population that no one
can match? If not, chances increase every day that some other group or
free service will successfully compeie against you.

Being indispensable is another way of saying the utlity your brand
offers is unique, and you are known for providing high value and remov-
ing friction and pain points in ways that people will support by paying
for what you offer. Authentc value is not simply a question of dollar cost,
especially when we have shified from people spending time (0 save money
to spending money Lo save time.! “Actuaily giving consumers something
valuable seems counterinmitive 10 most marketing deparunents hecause
they equate ‘value’ with ‘cost,’ and the last thing 2 marketer wants 1o dois
give something that costs them more money to fewer people than theyare
reaching with their waditional advertising. The truth is that great utilitari- /ﬁ

i . @\_
K, [ 1
anism marketing doesn't have to cost morc. It just has to be useful."? =, B ; @.
3 £ }
A\

FIGURE 6.1. HUMAN COMMUNICATION,

Sender Channel/Noise

Audience

Acknowledge that social responsibility is becoming a given within more and more

market segments. This takes authenticity one step further. As increasing num-  ©2 \

bers of consumers educate themselves about what companies do beyond

increasing value o shareholders, organizations that want to be more suc-

cessful than their competitors must demonstrate they are stewards of their

community and environment, not just the balance sheet, It isn't new that Daniel Pink notes in his book 7o Seil .

for-profit entities have tried to emulate the behavior or appearance of non- sellers owned most of the informati Is Human, it used 10 be true that

profits. Some are genuinely committed 1o social responsibility, others less |8 i information gap between buyers MMM: ﬂ_w_ﬂ,m:p to negotiation.” Now the

genuinely so. i in the exchange of information B.nu”nn M NM_.”J.““..M_QMMWMMM. “Mnnnmw__ﬂ
{ = as e

zoiomwoo&
moves more seamless]
. A across .
transportation and information nouﬁ._m borders due to lessening

Technology Changes the Playing Field

Many of the wends cited in the previous section are the result of rapid &
technological evolution, or revolution, if you prefer. We've moved from b
having the ultimate reference library at our fingertips—in which we are
challenged with the task of organizing and consuming vast amounits of .
information pulled from or pushed to us—toa virtual world that is mOre 8
expressive and collaborative.!* People, not just institutions that employ:J
them, genecrate NEws, information, ideas, and enterainment in unprece
dented volume. And this content appears to be created with the purpe at
of sharing experiences, many of which include the expericnce one has’s
with a brand. Under the cautionary note of “be careful what you wish for, '8 ey
word-of-mouth advertising has ex| loded, thanks to technology. ‘ sender, who may stop the .

In one sense, sn._.omio&:mvssua that economic idea in whicht] ; feedback is sent uan_wqaﬂmcna. WOMW.MM.H._.EWE.“ message and resend. As
the market has periect information available to customers whenevels T any luck, will continue. ication loop ensues, which, with
they want it {(minus the perfect part, of course). As bestselling autholf | b

iy munication Defines the Relationship

One can maki

nnsiszmnmnoﬂ ﬁm _m.zﬂm.:E ent that branding is another view of human
e e _.uw i an of human communication may look like this: a
{verbal, physical ﬂ...E...MEn i you (the Sender) through a Q_w::.n_
(see figure 6.1) umo: and expressions, written, electronic, and so on)

in irrelevant ..E. E r message is interfered with or distorted by Noise (
The message Ewﬂﬁ.ﬁwﬂﬂ:ﬂwﬂﬂﬂouﬁ“ﬁam the desired mnmonsmmo_.wm
. receivi 30 B )
The audience may or may not send m.nnn:umnﬂ. uﬁ._ﬂ.wwnﬂnsﬁ ﬂ.ﬂh:“hﬂn.w.
, 10

MQ— P—uﬂ reco ﬂm IS CO| hﬁﬂ—u LH
ra, ﬁ—v mmnunicaiton Egﬂ— 15 as N—Umu— mﬂ mn nﬁ— Ca

tion, credentiali i
., ing, marketing, mass communications, and branding as it

5
'y
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i . istake to
is in the study of one-to-one noaa_-ﬂmnwn.o:m. gMn-”mﬂ”-&ﬂ ”M quno_wr g
i * as limited to your organizaton Yous
an:n nﬂ:”.”aﬂﬂwwaw”n oEﬁ. stakeholders are wnnn_nnm (as well as indi
customers, : othe e S
i i i cific ideas and conce . ]
o M“.n-n Nﬂwﬂﬂﬂ of branding is that of _u_..amn_nnm:-”m -p” M MMM”M
”;n mﬁ_...r Q._uuoiasinwnon version of matching supply g Comand
u:ﬂ.n.;nn.“ nM..:n-. in this chapter. That's more of yelling .M._F H..o:_n
Bn:M”Mnaan really a communication loop. In &Eﬁ ﬁwMMu.n gl
MM‘. one-io-many relationship. During the late 1 ﬂb nd carly ROt
o:n”o.o:n relationships _unns.nnM nom_“._.uﬂvn:“m& uﬂuo “.“u—.ci o e IR
izati {earned a i A
o o s behte interact with products and services.
e i o= grﬁoﬂﬂ:wﬂm—“ in technology F&:.ESH_ ;.un _wnmw .H““m”
gm»b»%.ﬁ&:ﬂ:ﬁ”&% relationships to become __.mn._.nmm_.ﬁ_.m M_ o m..
”Nnm__w.s.ambw relationships provide new ov_uonn”“_”-ﬂs“_nr el nmmn_wuzq
ion' tes, and detractors to :
ﬁnﬂﬂnwawwwﬂwns%_mmlga the many customers can communicate
MM.MK 10 the organization in the same manner.

i i Iders

If the essence of branding is to predispose En_s nﬁm%mmﬂww ...MWMHM : ....n_M ]

i ip wi ization, the i :

(o a certain relationship with an organiza e e oy fevel g g

... .
o e iy ph Onmu”:.mmconnmnmoaw_”“ the proof of the relationship &

w the phone is answered— e pi i
no.i:n”c ”M&n:nnﬂ reaction to that communication. In other w k. :
is in the

audience, not you, ultimately defines the brand relationship.

t... ..

Speaking of Engagemen .

P d relationships run the spectrum of engagement, with ?Mh.ﬂnngubmﬂ..
Brand re Forrester Research as “involvement, interaction, in mﬂn_m.
m—nM_”_MMn”NE As one might expect, the qualitative elements o gege;
j1¢d .

involvement (for example, ..__.nn-#:". -

-_.Hnaﬁ. ....:u:mn mﬂnﬂ““.n mM_mwM”u. NM“&:M”M:@: to influence :.o_.& n.”EHHS
sile emu:m. MNmMmﬁo_.n” content sharing, blog posts). C:an_nau._n—.”_ n...unS Enl._“
Net _.oﬂm_ engagement and identifying the extent 8.% ic e i
moﬂuw:mﬁro_ﬂnn are actively or passively n:mumnam.z_ .Hw o
an ical 10 developing insight about your En.nwnmm. .o:.nwmu Tl
crid ding to four potential branding objectives: creating m
Mﬂﬂnhwﬁhwﬁm&o:u. building brand preference, and increasing £
implications. £ |

E&M. —Em_ﬁ ﬁ“ﬂwﬂmﬂﬁww for engagement is not m:o_”_m?nﬂ.“ _“HM_MQ e |
Ennﬂ_ﬂmpwn_n_.m where they are. And simply following the .

Identity and Branding .

create—an old-school notion—isn't sufficient. Why? Because 70 percent
of Baby Boomers and 84 percent of Millennials say that user-generated
content influences a purchase decision, with at least one in five saying
this influences their decision “a lot."'” And 51 percent of Americans trust
user-generated content of information over that from a company website
(16 percent) or news articles about the company (14 percent).’8 The point
is, branding depends on factors outside your control as much, if not more,
than those factors within your control,

I Assessing Brand Effectiveness and Equity

Financial resources are critical to sustaining organizational activity, no
b matter how big or how small, which brings to mind the association adage
“no margin, no mission.” Volunteer efforts and inkind contributions
can be included as important financial resources as well. Measuring
and reporting association progress toward achieving the mission along
with stakeholder support toward—and their experiences with you
in—achieving the mission is a key branding concept.

Examples of these measures may include the following:

¢ Financial measures
o Changes in dues and renewals
s Nondues revenue from all sources, including events, advertising,
sponsorship, grants, and donations
¢ Purchase behavior
® Nonfinancial measures
e Likelihood of a stakehalder to recommend
others (Net Promoter Score) 19
¢ Your brand's standing and importance compared to direct and
indirect competitors
¢ Use of and satisficion with association print and electronic
publications
* Acceptance of, utility of, and satisfaction with certification programs
¢ Unique products and services compared to formal and informal com-
petitors
¢ ldentification and measurement of media content (social media and
otherwise) about your industry or organization
* Understanding of why members leave or stakeholders s
of your organization

your organization to

peak poorly
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o Identifying brand atributes™
¢ Prestigious
s Loyal
s Trustworthy
« Credible
o Effective
s Scholarly
s Innovative
o Useful
¢ Important
e Practical

i brand equity.
these and other measures contribute to Guty. b

Uldmately, thor Akin Arikan offers a concept |

Multichannel marketing expert and au

Am ﬂ% m e O i .—.U_..E—-w:.-ﬂa. ?HWH—EH b=

cm Wnﬂn-ﬁ* equl -H.—ﬂ.ﬂ —ﬂuﬂﬁ —:ﬂﬂ- 1o n._.ﬂ nw mq—:hAvH— n-m _ :
5 L :E ﬁvﬂﬂ.—.- ms—‘ﬂﬂw m Eﬂ‘ﬂ—.m Hu—gnmw Eﬂ&. -.w.—ﬂ.ﬂ ME_ H.—ﬂﬂﬂh 10
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Eowmmmnm..:ummnm.ubn_nﬁaannnxvnnn:nnm.EWn..nwﬁmw tricky set of
organizational issues,

If 2n organization has a chief marketing officer or chief relationship
officer, does that let the rest of the organization off the hook for attract-
ing and maintaining customer relationships? Of course not, but where
does the responsibility lie? With everyone, because meaningful customer
relationships and experiences are, and should be, part of the organiza-
tion’s culture. Left to a silo, the care and feeding of these critical activities
becomes someone else's job. Therefore, an association executive’s role,
particularly the CSE and anyone in marketing, becomes one of staying in
touch with and influencing the organizational culture. It's also the brand
advocate's role to work with colleagues to ensure the association captures
relevant, timely information about marketplace behavior, enables the orga-

nization to adapt to changes in that behavior, and helps the organization
to remain true and authentic within the markets it serves,

e Rules

Fconsistency Still Matters

The importance of consistency as it relaies to branding is contained within
the definitons of integrated marketing communications (IMC), wherein
IMC "is the development of marketing strategies and creative campaigns
that weave together multiple marketing disciplines (paid advertising,
earned media/PR, promotion, owned assets and social media) that are
executed across a variety of media, and selected to suit the particular
goals of the brand."® Or, put another way, IMC is “a strategic marketing
process specifically designed to ensure that all messaging and communi-
cations strategies are unified across all channels and are centered around
the customer."#$
The case for consistency is straightforward.? If you tout the prestige
and exclusivity of certain products and services to one audience on your
website, and then turn around and promote sweeping discounting as a way
to attract members via the same medium, you risk confusing your audi-
ences and your brand proposition. This isn't to say you can't adopt these
tactics via different media, only to take care not to send inconsistent and
confusing messages to the broader audiences,

To this end, consistency of design and identity still facilitates strong

. branding, This means that logo use guidelines, editorial style guides, and
| tasy-to-access resources must be available to those who might represent
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intaini d also includes
ization’s brand. Part of mainiaining a bran
ﬁﬂhﬁmmmﬂa% legal counsel specializing in intellectual _uﬂcvnw.qQ to nE..h_.n
that rights regarding copyrights, wademarks 2 trade dress,* and other
forms of iniellectual property are protected.

Embrace the Mission

Successful businesses start with the relentless, organization-wide pursuitof -

ith planning financial returns. The mission
should be clear and concise, define the o_.mm-uru...ao:.m ?:ann.u:ﬁ_ H
son for being, and connect with the customer's ideas about H_H_.Sm..a S
a difference.2 They derive their mission from core values and beliets, MMN.
examine policies that might weaken those Mw._:nm. They create a me n_
nism that direcily links actions with values. m.:&-.unn the mission, an
members, financial results, and other support will follow.

Be Authentlc and Deliver Real Value

i s | note that
Your audience determines the value, not you. It’s important to .

members are likely to have the highest beliefin the ¢.ur.=.. of their Eh.n_.mwo
at the time they join an association, meaning associations start with rmmr
eredibility to squander, if they're not careful. Also realize that perfection

ith i jzation makes a mistake
is a myth. Be ready to deal with it when your organizaton I T 3
M—E h_. audiences communicate with each other, and with you, in ways .

you might not like.

Ask Five Key Questions

1. What do you de? (You should be able to answer E.mm E o:aﬁ:ﬁsnn.u
m.S&waamrnumoE.omnl:m::E:o ?_.._ua:n:nr indispensable)?
m

Why do you do it, and why do your constituents engage with you?

(If you can't answer this, why should anyone care?)

4. How do you know what you know? (Are you relying on solid .&.B EM.
testing hypotheses, or are you just guessing? And if you can’t answer 2

i i i f your brand?}
this, how are you tracking the effectiveness o i
5. Do you like your customers, Or are you focused on trying to get
10 like you?® (The latier comes from a place of see
as opposed o creating 2 relationship and, frankly,

attractive.)

EnEw.
king validation
is not all that .
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The Care and Feeding of the Brand Is Everyone’s Job

Every contact with your brand is a chance to increase or decrease an indi-
vidual’s support of your organization. And as noted earlier, the role of the
CSE as brand steward is critical in this regard. This individual will need to
maintain focus on the mission and culture, break down any internal resis-
ance o branding, and support marketing and communication efforts to
ensure that branding isn’t a sideline.

L Utiiy, Utility, Uttty

e As we said earlier, being indispensable is another way of saying the util-
b ity your brand offers is unique. Or, put another way, what indispensable
product or service would be Jost if your association were to go away?

In conclusion, viewing the association from a branding perspective,
you're in a unique position to help focus the organization and connect
the outside with what'’s happening inside it. Many of the uied-and-true
brand strategies of yesterday will always be relevant, but it's a new world,
and organizations that seek to gain customers or members, engender loy-
alty, and build a solid financial structure need to ensure the association’s
brand maintains the emotional tie to mission and values.

- 'Notes

s
T

. 1. Seth Godin, “Seth’s Blog,” n.d., available at http://sethgodin.typepad.
; com/seths_blog/2009/12/define-brand.html.
2, Brandstoke offers nine criteria to help in assessing brand essence,
because articulating how customers feel about your brand in an
authentic and meaningful way is often challenging. The features
of a brand, for example, “lightweight,” “fast,” or “blue,” are tan-
gibles. They are easy to sense, describe, measure, and compare.
The essence, on the other hand, is felt. Lacing up a new pair of
Nike running shoes feels inspirational. Riding a Harley-Davidson
motorcycle feels liberating. Experiencing Walt Disney World with
your children feels magical. Swong brands have well-defined, eas-
ily grasped, simply obvious essences. Test your essence against
these criteria: (1) single-minded, (2) imangible, (3) unique, {4)
experiential, (5) consistent, {6) authentic, (7) sustainable, (8)
meaningful, (9) scalable. Brandsioke, February 9, 2003, available at




