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Overview: Understanding A Brand

THREE QUESTIONS TO ANSWER ABOUT BRANDING

• What is a brand?

• What are the essential brand elements?

• Why is maintaining the integrity of a brand so important?
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What is a Brand?

THE (TANGIBLE) AND INTANGIBLE SUM OF A 
PRODUCT’S (OR ORGANIZATION’S) ATTRIBUTES.

DAVID OGILVY
Founder of Ogilvy & Mather Advertising Agency 

and considered the father of advertising
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Difference Between a Brand 
and a Campaign?

• A campaign can be designed around one 
of four performance indicators:

1. Awareness  2. Consideration/Decision  
3. Loyalty  4. Advocacy

• Campaigns can be designed to generate 
awareness for what the organization does, 
or they can be designed with a Call to 
Action – to donate now, to sign up to 
volunteer, to learn more, or to register
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Essential Elements of a Brand

NAME

COLOR

LOGO

TYPOGRAPHY

SHAPE

GRAPHICS

TANGIBLE

SLOGAN

IMAGE
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Essential Elements of a Brand

CORE VALUES

BRAND IMAGE

PERSONALITY

EXPERIENCE

IDEAL CUSTOMER

BRAND STORY

INTANGIBLE
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Value of Maintaining the 
Integrity of a Brand
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Value of Maintaining the 
Integrity of a Brand

• Brings substantial value to the organization. 

• Global franchised brand

— 35,000 restaurants in 120 countries 

• Up to $45B 2019 brand value

• Alignment on tangible/intangibles:
— Quality
— Service
— Food - Core menu items
— Iconic symbol – Golden Arches

– Typography/Color

EXAMPLE:
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How to Maintain the 
Integrity of a Brand

• Intentional

• Alignment

• Consistency

• Standards/Guidelines

• Compliance



Trademarks
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Trademarks

Trademarks identify the (anonymous) 
source of goods or services.

• All of the bags bearing the same 
trademark come from the same 
source.

• The trademark signals certain 
quality standards to consumers.
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Trademarks

™A trademark—Not necessarily 
registered

®A registered trademark
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Trademarks

Strong reputation

Strong rights

Strong mark

Weak reputation

Weak rights

Weak mark

CONSISTENT USE

INCONSISTENT USE
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Trademarks

Strong reputation

Strong rights

Strong mark

CONSISTENT USE

HIGH:

• Brand Value
• Levels of 

Recognition
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Weak reputation

Weak rights

Weak mark

INCONSISTENT USE

Trademarks

LOW:

• Brand Value
• Levels of 

Recognition
LOSS OF RIGHTS!

Dry Ice ZipperEscalator

Kerosene Yo-yo Freecycle Trampoline



The CASA/GAL Brand Identity
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What Are Brand Guidelines?

OFFER CLEAR-CUT 
RULES
for how your brand is 
represented to an 
audience

CREATE A CONSIST AND UNIFIED IDENTITY
for your organization’s public persona

SERVE AS A REFERENCE 
POINT
for designing websites, 
collaterals and social 
media presence
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When Should I Use Brand Guidelines?

BRAND 
GUIDELINES

ANY 
COLLATERAL AGENCIES PRINTERS/

VENDORS EVENTS ON-
BOARDING
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THE LOGO IS THE CORNERSTONE 
OF A BRAND’S IDENTITY

• Only National CASA/GAL 
and member programs 
may use the official logos

• Never modify the logos in 
any way

Logos
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Logos

Using your program logo = greater name recognition

DON’T: DO:



23

The icon may be used 
alone for lapel pins only

Logos

EXCEPTIONS:

Promotional logos may be 
used when the impression area 
is very small
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Logos

A clearly visible logo = improved focus and attention

Information Session: June 3

Learn 
More!

DON’T: DO:

Information Session: June 3
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Taglines & Trademarks

CASA® LIGHT OF HOPE® SPEAK UP FOR A CHILD®

COURT APPOINTED SPECIAL ADVOCATE(S)® I AM FOR THE CHILD®

A CHILD’S VOICE IN COURT® LIFT UP A CHILD’S VOICE®

A POWERFUL VOICE IN A CHILD’S LIFE® LIFT UP A CHILD’S VOICE. A CHILD’S LIFE®

REGISTERED MARKS (®):

TRADEMARKS (™):

CHANGE A CHILD’S STORY™

Uniform use of marks = strong rights and reputation
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Taglines & Trademarks

Proper adjectives and use of emphasis = strong and distinct trademarks

The Casa met with the 
child.

CASA’s are appointed by 
a judge to advocate for a 
child’s best interest.

The CASA® volunteer met 
with the child.

CASA® volunteers are 
appointed by a judge to 
advocate for a child’s best 
interest.

DON’T: DO:

CASA®

CASA®
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Color Palette

PRIMARY:

Consistently owning colors = additional levels of recognition and association

SECONDARY:
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Typography

BRANDON GROTESQUE:

PROXIMA NOVA:

Headline:
Brandon Grotesque Light

Sub Headline:
Brandon Grotesque Black

Body Copy:
Proxima Nova Regular
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Typography

• National CASA/GAL has a 
limited number of font licenses 
(one per program)

• Brandon Grotesque is 
available in: light regular, italic 
and black

• Proxima Nova is available in: 
light, regular and bold
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Why Do You Need Brand Guidelines?

• Practical instructions for employees

• Less time making design decisions

• Consistency = Recognition = Real & perceived value

• GET IT RIGHT EVERY TIME
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Where Can I Find Our Brand Guidelines?



Additional Marketing 
Resources
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Change a Child’s Story Campaign
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Where Can I Find the Campaign?
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Seasonal Mini Campaigns



Licenses
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Licenses

AUTHORIZATIONS FOR 
OTHER ENTITIES TO USE 
YOUR TRADEMARKS:

• For products they 
can do better

• For partnerships

• For endorsements
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Sourcing Branded Materials

• Skilled with the particular 
product or service

• Dedicated to customer service

• Consistent with brand values

— Labor standards

— Sourcing of materials
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Written resource 
available on 
Marketing and 
Legislative 
Advocacy section 
of Member Portal

Sourcing Branded Materials
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Executing a License Agreement

• The licensee gets to use the 
trademarks in the business and 
agrees to follow:

— Quality standards

— Brand guidelines
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License agreement provided 
on member portal for your use

Executing a License Agreement

Include brand guidelines as an 
attachment to license agreement



Questions?



Thank You


	What’s in a Brand?
	Agenda
	Brand Overview
	Overview: Understanding A Brand
	What is a Brand?
	Difference Between a Brand and a Campaign?
	Essential Elements of a Brand
	Essential Elements of a Brand
	Value of Maintaining the Integrity of a Brand
	Value of Maintaining the Integrity of a Brand
	How to Maintain the Integrity of a Brand
	Trademarks
	Trademarks
	Trademarks
	Trademarks
	Trademarks
	Trademarks
	The CASA/GAL Brand Identity
	What Are Brand Guidelines?
	When Should I Use Brand Guidelines?
	Logos
	Logos
	Logos
	Logos
	Taglines & Trademarks
	Taglines & Trademarks
	Color Palette
	Typography
	Typography
	Why Do You Need Brand Guidelines?
	Where Can I Find Our Brand Guidelines?
	Additional Marketing Resources
	Change a Child’s Story Campaign
	Where Can I Find the Campaign?
	 Seasonal Mini Campaigns
	Licenses
	Licenses
	Sourcing Branded Materials
	Sourcing Branded Materials
	Executing a License Agreement
	Executing a License Agreement
	Questions?
	Thank You

