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Webinar Objectives

• Understand the importance of a strong brand

• Discuss basic principles of branding and tips for defining 
your brand

• Share recommendations for how best to normalize use of 
brand among health department staff

• Outline the elements of a brand roll-out



Agenda
• Branding 101

• Kara Basabe, Senior Art Director, Burness Communications

• Case Study: South Carolina Department of Health & 
Environmental Control

• Brian Conner, MPH, Immunization Outreach Coordinator, Division of 
Immunization

• Case Study: Snohomish Health District (WA)
• Heather Thomas, MA, MPA, Public & Government Affairs Manager 



● Senior Art Director at Burness

● Has advised nonprofits and private-sector 
organizations on branding and identity for 
10+ years

Kara Basabe



● Goals 
● Branding Basics (10 minutes)
● How to Define Your Brand (15 minutes)
● Rolling Out a New Brand (10 minutes)
● Case Studies (20 minutes)
● Q&A (15 mins)

Agenda



Our goal for today’s session

● Understand what a brand is, why it matters, and how you can 
define your own brand on a budget



Branding Basics



What is a brand?



Definition of a brand

A brand is more than just a logo.

Presenter Notes
Presentation Notes
A brand is more than a logo. Externally, a brand is how people understand who you are and what you do, and helps them determine whether or not to engage with you. According to an article published in the Stanford Social Innovation Review (SSIR), brand evokes an image in the minds of potential donors, supporters and partners, as well as others you seek to influence. Internally, common brand identity can make an organization and its employees more cohesive, foster focus and reinforce shared values.




A brand is the sum of all expressions by 
which an entity (person, organization, 
company, business unit, city, nation, 
etc.) intends to be recognized. 

Source: Interbrand

Presenter Notes
Presentation Notes
A brand is more than a logo. Externally, a brand is how people understand who you are and what you do, and helps them determine whether or not to engage with you. According to an article published in the Stanford Social Innovation Review (SSIR), brand evokes an image in the minds of potential donors, supporters and partners, as well as others you seek to influence. Internally, common brand identity can make an organization and its employees more cohesive, foster focus and reinforce shared values.
A brand is the sum of all expressions by which an entity (person, organization, company, business unit, city, nation, etc.) intends to be recognized. (interbrand)

https://www.interbrand.com/views/branding-fundamentals-part-1-a-definition/


● Establishes credibility and trust
● Critical to creating partnerships with your audiences
● Grounds an organization in a common set of values 

and a way to express them

Why does branding matter?

Presenter Notes
Presentation Notes
Establishes credibility and trust: people know what to expect from you. Your brand becomes a symbol of how you serve your audiences. It’s shorthand for you.
Critical to creating partnerships: without this foundation, your audiences will be wary of trusting what you say and do. 
Common set of values and a way to express them: When you uncover the core of who you are as an organization, everyone who works for you has a common belief system and set of principles that can guide everything they do -- and they are all on the same page about what kind of organization they work for. This can truly galvanize people to become unofficial ambassadors for an organization.



Elements of a brand



● Mission statement

Our unwavering mission is to help extraordinary 
people tell their stories for the good of the world.

● Values

Elements of a brand

Presenter Notes
Presentation Notes
Your mission is a statement that states why you exist as an organization. It doesn’t have to be long - it can be a simple sentence that describes what problem you’re trying to solve. 

Your values are your core beliefs as an organization. What matters to you and why? What are you committed to upholding? What is your guiding light?  These are the kinds of questions you can ask yourself and your colleagues to help define a value system.



● Brand Persona and Promise

We are impatient for action—for impact sooner 
than later—to confront poverty and improve 
health. 

We are seasoned communicators who help drive 
change. 

Elements of a brand

Presenter Notes
Presentation Notes
Your brand persona is the personification of your organization. Imagine that your organization is a person -- what do they care about, how do they behave, who are they? 

Your brand promise is the commitment you make to the people you serve. What can they count on you to do?



● Visual expressions

Elements of a brand

Presenter Notes
Presentation Notes
Visual expressions are what most people associate with a brand. It’s the form of a brand we most often encounter, through a logo or visual identity, a website design, a brochure or any other visual communication that comes from a brand. All of these materials add up to the sum of a brand.



How to Define a Brand



1. Form a Brand Committee
2. Discovery and research phase

a. Collecting information from key partners 
(internal and external) via online survey/questionnaire 
or interviews

b. Meeting with Brand Committee to analyze/distill 
answers and research

How to Define a Brand

Presenter Notes
Presentation Notes
A brand committee is a small group of staff that will make decisions about branding on behalf of an organization. It’s a good idea to include at least one or two communications-focused staff to lead this group, but also identify key people in other areas of the organization who can contribute to the branding process from different perspectives. We recommend no more than 5-6 people on a committee, ideally 3-5. 

This committee will undertake a discovery and research phase where the goal is to uncover the brand persona, the values, and the mission of the organization. A questionnaire or a series of interviews should ask questions of internal staff, and potential external stakeholders about these topics. Example questions can be “If our organization was a person, what would their personality be like? What kind of values would they have? How might they behave?”. The committee should analyze the information to inform the next step: A brand brief. 



How to Define a Brand

3. Draft a brand strategy document 
a. Findings from discovery phase compiled into a brand strategy

4. Visual Identity
a. Hiring a designer (firm, freelance, in-house)
b. Logo concepts, supportive assets, style guide
c. Brand Guidelines Document

i. Includes both brand messaging and visual identity components
ii. A “How to use this guide” section

Presenter Notes
Presentation Notes
The brand strategy document is all of the research you’ve collected translated into a brief document, key word being brief: it should not exceed more than a page (maybe two!). This document does not have to follow a rigid structure, but should touch on the key points defined in the Elements of brand section: Who are you? Your mission, values, brand persona, brand promise. Often a brand strategy includes a “big idea” or “why” kind of statement: Why should anyone care about what we’re doing and how we’re doing it? How are we different? This is also referred to as a Unique Selling Proposition in marketing and advertising. This document will serve as the backbone for developing materials -- both visual and written, moving forward. 

Once this is complete, you can move to creating the visual expression of the brand you have defined in your strategy. This can range from hiring an external designer - firm or freelancer, depending on your budget, or choosing to create this in-house. You may already have a designer on staff who can do this for you, or you can find out if anyone on staff has the design skills to take the project on. Sometimes organizations that don’t have a budget to hire a designer will run a “logo design contest” in their community. This approach can have mixed and unpredictable results, so we recommend proceeding with caution and having a back up plan in the event that you don’t get entries that work. As part of developing a logo design, you should also develop some supportive visual assets (for example, a color palette, icons, or any other visual assets you foresee needing as part of your library for communications). A style guide pulls everything we’ve created so far together into one handy document: your brand strategy, your visual identity, and any rules that govern the two. These are important because it gives anyone who has to create work on behalf of your organization the tools and roadmap they need to succeed.



How to Define a Brand

5. Getting buy-in from internal staff
a. Transparency: Include them in this process!

Presenter Notes
Presentation Notes
The last step before you being thinking about a public roll out plan is to get buy in from the people within your organization first. Include them as part of this process, whether through the questionnaire, or by providing periodic updates about the process. They shouldn’t find out about a new brand by way of a “big reveal” -- they should be clued in to what’s going on and be expecting the official announcement and reveal when it comes. This is crucial for buy-in: the more ownership and inclusion that folks feel, the more likely they are to have pride in the final result.



Rolling Out a New Brand



1. Audit of existing products
2. Prepare external communications prior to rollout

a. Stationery (e.g., letterhead, business cards)
b. Publications (e.g., brochures, factsheets, etc)
c. Website (update with new identity, messaging, 

or redesign)
d. Social media images (e.g. profile photos and banners)

Rolling Out a New Brand

Presenter Notes
Presentation Notes
Perform an audit of existing visual identity to create a list of all instances that will need to be updated prior to launch
Then, using this list, begin updating/redesigning any materials that need to be updated. This can be done in phases -- prioritize your most used/critical materials first and update others on a rolling basis. 




3. Distribution of Brand Guidelines Document to all staff 
4. Prepare a “Why” statement  

a. Why we did this, why it’s important
5. Announcement Event for Staff and Partners (optional) 

a. Consider internal swag for staff: buttons, pins, branded 
notepads

6. Email campaign, blog post
a. “Why” statement can form foundation

Rolling Out a New Brand

Presenter Notes
Presentation Notes
Remember that guidelines document you created in the development phase? Now you can start distributing this to your organization’s staff and any partners that will need it. Ask them to read it thoroughly and submit any questions to a designated person on the brand committee.
A Why statement tells your audience why you did this -- created a new brand, redefined an existing one -- and helps them understand what to expect from you going forward. This can be a press release, a short statement on your blog, or an email you send out. 
If your budget allows, having an announcement / unveiling event for your staff and partners can really help sell buy-in and create pride in the new brand you’ve created. This can be of any scale you choose. Offering swag with your new branding is also a great way to create excitement and embed the new brand with your staff.
The last step is your public announcement -- you’ve prepared your “why” statement - now it’s time to send it out into the world. You can create a blog post and promote it via an email campaign, or just send out an email announcement and keep it simple. 



Case Studies



Case Study: School 
Flu Toolkit

Presenter Notes
Presentation Notes
Thank you for the opportunity to share my some of my experiences. I am Brian Conner. I am the Immunization Outreach Coordinator for South Carolina’s Department of Health and Environmental Control. I have been working in this capacity for a little over a year so 

I work at the state level and South Carolina is a centralized health department system, so my situation might be somewhat unique to some of you, but definitely not in size for some of you. We have 4 health regions and 46 county health departments in South Carolina. 

My case study deals with us compiling a uniform brand and resources for schools regarding flu season. 




The Background 
2017 presented an opportunity to improve messaging. 
- School flu vaccination clinics 
Issues: 
• Inconsistent Resources 
• Outdated Resources 
• Requests for materials from the Regional Nursing Staff 

Presenter Notes
Presentation Notes
The Background:
As everyone knows the 2017 was bad nationally so that we that it was a good opportunity to improve messaging.
 
One of the ways we serve the state is through partnerships with over 435 schools statewide to provide flu vaccine during the flu season. (dosage 8876 first dose vaccines) 

We interact with the schools to provide flu vaccine so we wanted something consistent to give them, but we also want to provide resources for schools that we do not work with to encourage flu vaccination. 

Issues: 
Inconsistent Resources. Outdated. Regional Nurses Staff identified resources needs. School nurses wanted better resources. And there is always the case of the occasionally rogue “graphic artist who makes branded resources very important.”




The Approach 
Important Considerations:
• Asset Mapping 
• Relationship Building 
• Collective Impact 

Presenter Notes
Presentation Notes
I think one of the very important things to mention, since we are from a variety of different situations, is the importance of ASSET MAPPING. Of course, this term is commonly used in public health when determine the available resources in a community, but I think it is a vitally important step before we begin a branding effort. Like I mentioned before I am very new to my role, so I would say a spent a large portion of my first few months determining what resources we had within the agency to help with marketing, communication, and branding efforts. And not just resources but also what we have on hand currently. Taking an inventory of what we have. We categorized resources etc.

Not everyone has the same stuff. You might not have an internal department so then, what will you do for graphics work? Who are the available stakeholders to offer feedback? If you are using 3rd party resources, what is your department protocol for making sure all these things are approved? It’s good to know ALL that BEFORE you begin! 

This might be a subjective point but it’s good to have a great working RELATIONSHIP with people who you will call on or will need the opinions of: 

Vicky, Communications and Outreach, Regional Staff, we even sent language from our resources for review to our 

I had a nurse consultant that when to two of their quarterly meetings and interacted with the school lead nurses throughout the state participated in their round table discussions, as well as received feedback from our state regional nurse managers of which we have 4 in our state as I mentioned before. 

If you do have internal staff it is important that you develop a synergistic and open relationship with them. Involve them and utilize them early in the process. Having good relationships with them helps everything including deadlines being met! 

Use COLLECTIVE IMPACT has been very useful in bringing ALL the key leaders together to focus on the problem and come with solutions. So very early in the process we try to get all of the main parties involved in the process. Who will the message impact? How does it sound? Reading level? Who are the key audience? For campaign we our resource would be seen by parents and so it was important for us to get parent’s opinions on how the language sounded. 
This influenced even how we designed the resource. Speaking with all involved parties gave us insights that we wouldn’t have had alone. We wanted a specific brand, so it wasn’t just a state health h department resource (which could often be confused with the GOVERNMENT is making us do this…) We carried our branding through to other flu-related materials we created for consistency. The overall goal being that when a parent or stakeholder sees the information they relate it to our brand and protecting schools from the flu. 

This even influences how we designed the resource. Speaking with all involved parties gives insights that I wouldn’t have had alone. We also are cognizant of the fact that want a specific brand, so it wasn’t just a state health department resource (which could often be confused with the GOVERNMENT is making us do this…). We carried our branding through to other flu-related materials we created for consistency. The overall goal being that when a parent or stakeholder sees the information they relate it to our brand and “protecting schools from the flu.” 




Goals
Target 

Demo/Are
a

Resource 
Needs

Budget 
Needs Timeline Success 

Measures

The Process

Presenter Notes
Presentation Notes
So now I will talk a little bit about our process. Ty

The first thing I consider is the overall goal for the brand. 

We then consider not only the target demographic and also the areas of the state were the branded resources will be deciminated. 

We do the same internal process for both resources and branding, but our next step in the process is to consider all the resources that would be needed for the campaign efforts. 

We then discuss budget. Since this is a Branding ON a budget discussion, something that I prefer to do is create resources that are electronic where that is possible. We learned in our discussions with the Department of Education that pdf. Resources are the preferred method of delivering information for parents, the schools, and the PIOs. 

Once we have all the components, we then discuss timeline. 

We also outline what would be our, Success Measures for each project. 













03 The Rollout  
• Shared the Resource with Lead School Nurse Consultant 
• Shared with our Regional Staff 
• Shared with the Department of Education 
• Engaged Other Stakeholders

• South Carolina Immunization Coalition 
• South Carolina Adolescent Immunization Task Force  
• SC Hospital Association 
• Local Health Departments 



Brian Conner 
Immunization Outreach Coordinator

Office: (803) 898-0821 
Fax: (803) 898-0326 
connermb@dhec.sc.gov

mailto:connermb@dhec.sc.gov


Branding on a Budget:
How Public Health Can Work with Partners 

on Shared Initiatives or Campaigns

June 2019



Where is Snohomish County?



Opioid-Related Deaths by Type
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Rewind: Houston, We Have a Problem



Developing a Road Show



And Then…



Voila! A One-Stop Resource Portal



• The Snohomish County Opioid 
Response MAC Group began meeting 
in late-summer 2017

• Pushed HARD for Snohomish 
Overdose Prevention to be the 
common website/platform

• Officially launched on November 20, 
2017

• Agency representatives meet 
bi-weekly (Mondays)

• Activation extended by County 
Executive for 2019

Lots of Cooks in the Kitchen…LOTS!



• Break down silos

• Increase efficiencies

• Maximize limited resources

• Identify common message and education opportunities

• Create awareness of the scope of the problem

A Need for Collaboration



A Shared Social Media Platform 



Cohesive Branding



Coordinated Press Releases/Media



Inside the 7-day “Point in Time” Count



Inside the 7-day “Point in Time” Count



Resource Guide: 10 Things to Know



The “10 Things to Know” Campaign



Community Outreach Events



Pocket Resource Guides



Shared (and Informed) Messaging

Addiction

A moral failing

Solution: 
incarceration

Addicts

Substance Use Disorder

A disease

Solutions: treatment, 
prevention

Julia, Chandell, Hallie, 
Monte



BONUS!
Sneak peeks at a couple of other examples



National Prevention Week



Public Health is Essential

publichealthisessential.org



57

contact information
For more info, please contact:

Heather Thomas
HThomas@snohd.org
425.339.8688

thank you



Q&A



Thank You
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