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Unified Marketing 2011

A Guide for Local United Ways
What’s in this guide?
1. Goals and Message Strategy for the Unified Marketing Program

2. Templates & Photography, T-shirts,  Graphic Design  and Classic Graphics
3. Timetable and Deadlines
4. Copy Development Resource 

Our goals

Invite United Ways across North Carolina, South Carolina and Virginia (and elsewhere as appropriate) to recommit to a common theme and graphic look for 2011 marketing materials. 
Create and share a message and strategy that unites United Ways regardless of their size and builds on previous message strategy and UWW message strategy. 
Work together using a timetable that allows maximum efficiencies in printing, therefore significantly minimizing costs to all of us. 
Our theme for 2011 Unified Marketing Materials 
United Way partnerships work. Help (us) build on what's working. (in our community.)





OR
Help (us) build on what's working. (in our community). United Way partnerships work. 

Our Tagline (always)

Give. Advocate. Volunteer. LIVE UNITED. 
Our Target Audience - we want very global appeal

General workplace donors


Active Community Investors (ACIs)


Corporate donors and CEOs


Leadership donors and potential Leadership donors
Message Strategy
 -   Invite. Connect. Commit.
Convince the target audience to invest in United Way's building blocks for a good life - Education, Income/Financial Stability, and Health. 

Our Focus
The message and copy will convince the target audience to give to United Way because United Way partnerships work, creating a stronger, safer, healthier community for all. 


* Should include an explicit "ask" - "We're doing this. Join us."  
Important side notes
United Way's perceived role typically revolves around fund-raising. This causes people to focus on money: how it is managed, who gets it, why go through UW instead of giving directly, etc. 

The dollars have to be less of what defines who we are and what we do. 

Advancing the common good - we're moving away from "give to the needy" message.


* A message of interconnectedness, not altruism



* Focus on benefits to the community as a whole



* It takes the whole community working together to reach our mutual goals.



* We all have a stake in creating a healthy, prosperous community.


              * The "building blocks" for a good life - Education, Income, and Health

Support for this message
Experience shows us that United Way programs and partnerships work. We are building on what's working in our communities. 

Larger United Ways may wish to provide outcomes, examples of specific initiatives (e.g., increasing local high school graduation rate), etc. to emphasize UW's role in long-term systemic change. Smaller United Ways may wish to use success stories, statistics (e.g., numbers of people served), and "what your dollar buys" data to support the message strategy. 
Tone
Optimistic, positive, inspiring, encouraging, motivating. Results-oriented. 

We know that many communities --- and therefore, many United Ways --- continue to struggle. 

But the results of research and focus groups show that people respond more positively to the 

"anthemic and inspirational tone of LIVE UNITED that reinforces an interdependent / collective message." 
In other words - "Advancing the common good" and "Reach out a hand to one and improve the condition of all" continue to make people feel good about United Way and what we do. 
Character of the United Way Brand

Portrays the United Way as a partner with others in the community

Collaborative

Inclusive

Unifying

Results-oriented
trust-worthy (trust builds engagement)
It takes the whole community working together to reach our mutual goals.
Again, our theme for 2011 (and likely beyond)
United Way partnerships work. Help build on what's working. (in our community.)





OR

Help us build on what's working. (in our community). United Way partnerships work. 

Tagline 

 (always)

Give. Advocate. Volunteer. LIVE UNITED. 
Application - Graphic Look, Brand Standards, and Resources
Brand standards – Unified Marketing materials adhere to nationally adopted brand standards, as always. Materials emphasize use of brand colors, logo placement and portray people wearing white LIVE UNITED t-shirts. 
Photography 
United Way of North Carolina continues to offer downloadable photography from its website at http://www.unitedwaync.org/photo_gallery.php.  This year we are we are working to collect some new images that should be available via the UWNC website.  If you have imagery that depicts people actively engaged and wearing LIVE UNITED t-shirts, please consider sharing them for the common good by emailing them to Jcox@unitedwaync.org.
ALSO - single/group image (preferably with subject(s) in white LIVE UNITED t- shirts) on 
plain background, OR against an "active" backdrop (e.g., volunteering as a reading tutor, serving a meal, etc.) 
A note about the LIVE UNITED t-shirt
The white t-shirt remains the "iconic" symbol of the LIVE UNITED campaign. 

For (literal) uniformity, we strongly recommend photo and video subjects appear in white LIVE UNITED t-shirts only. 
Emphasis 

Continued heavy emphasis on 


Education, Income, and Health

These are high priorities for our donors and for each of us, they are the keys to a good life. 
Use of graphic with Education, Income, and Health "building blocks" encouraged. 

A note about Education, Income, and Health

If your United Way is using different names for its focus areas, other than Education, Income, and Health, please consider beginning to make that transition. Just about any impact area will fit into one of these three "buckets," and ideally you will want people in your community to hear the same message about Education, Income, and Health as they will hear from other sources, such as UWW communications, NFL spots, ACC spots, unified marketing from neighboring communities, etc. 

Rather than making an abrupt switch, some United Ways began their transition by combining the names for a year or two. For example: "Education: Thriving Children and Families," or "Income: Achieving Independence and Financial Stability."  Of course, the idea is to migrate to simply using "Education, Income, and Health." If you haven't already, please consider a similar path to integrating Education, Income, and Health in the communications for your community. 
Templates: 
Templates of campaign brochures, posters, tent cards, etc. will be provided by United Way of North Carolina, through a partnership with Charlotte-based graphic designer Bonnie Emadi (formerly an employee of United Way of Central Carolinas.)  You will be able to preview and download  materials by visiting http://www.unitedwaync.org/templates.php.  Templates will be available in InDesign format if you wish to localize them yourself or you may use Bonnie Emadi or a local graphic designer of your choice for the localization with your own text or photos. 
Print Resource:
For the past 4 years, Belk Printing Technologies has been the print resource for the Unified Marketing program.  In January 2011, Belk was acquired by Classic Graphics.  The transition from Belk to Classic Graphics will be seamless for Unified Marketing Participants.  Our representative with Classic Graphics will continue to be Malcolm McLean.  You can reach Malcolm at malcolmm@classicgraphics.com  or by calling 800-368-1056 or 704-572-3488.

Graphic Design: 

For basic materials, we anticipate that this year's costs will be the same as last year's for graphic design services offered by Bonnie Emadi, our Unified Marketing design resource for 2011. Bonnie was formerly with the United Way of Central Carolinas and is now an independent graphic designer. The only exceptions would be for more complex materials (a brochure larger than a tri-fold, for example). Also, basic pricing will include simple changes. Extensive edits will be available for an hourly fee in addition to the basic design charge.   You may also utilize a local graphic designer of your choice, or, if you have In Design, you may personalize the templates with your own text or photos. 

Please make sure to contact your graphic designer of choice now to set up a schedule for production of your materials that will meet the overall deadlines outlined below. 

Bonnie Emadi may be contacted at bonnieemadi@gmail.com or 704-332-4966.

T-shirts:
The iconic white LIVE UNITED T-shirt will again be available for group order.  T-shirts will be white Heavy Weight shirts.  T-shirt fronts will have the words LIVE UNITED.  T-shirt backs will have black and white special usage logo with the potential for localization.  UWNC will also offer a black LIVE UNITED T-shirt which should primarily be used for special events and should not be shown in printed marketing materials or other media.   Please indicate the number of shirts you need on sheet two of the attached excel order spreadsheet.  If you would like the logo on the back localized for your United Way, place a check mark in the column labeled localization.  Localization will be offered at no charge for shirt orders of 100 or more t-shirts.  A $25 fee for localization will apply to orders of less than 100 shirts.  WHITE t-shirts are expected to cost $3.30 each for sizes S-XL and $1.00 more for sizes XXL+.     BLACK t-shirt are expected to cost $4.85 each for sizes S-XL and $1.00 more for sizes XXL+.  Quoted costs include shipping.   T-shirts will be available for order on two schedules outlined in the timetable on the next page.
Deadlines are outlined in the Timetable on the following page.

The Process - The Timetable
STEP ONE: Unified Marketing Material Order Forms - VERY important to this process 

United Way of North Carolina is sending a form via email to each United Way. Even if you have previously filled out a similar form for 2011 marketing materials, please fill out the order spreadsheet form with the quantities you'll need and when you need them, and return it to UWNC by April 15.   Do not order directly through Classic Graphics or you run the risk of not being included in the group pricing structure or being left off of generic materials like the Spanish brochure.  
Email: abarker@unitedwaync.org

STEP TWO: Determine who will do your graphic design work.  Contact the designer and schedule your design right away or download templates from http://www.unitedwaync.org/templates.php and personalize.  
Bonnie Emadi may be contacted at bonnieemadi@gmail.com or 704-332-4966.
STEP THREE: Customize your materials to meet your local needs. Please note deadlines. 

STEP FOUR: First proofing process. Approved files are uploaded to our Unified Marketing printer, Classic Graphics. If you are using Bonnie, please note that she will handle Steps Two, Three and Four. Please note deadlines. 

Round 1 Deadline
Final files due to Malcolm at Classic Graphics by May 15th. Delivery end of June.

T-shirts will be delivered on or about June 15 for this round.

Round 2 Deadlines
Final files due to Malcolm at Classic Graphics by June 15th. Delivery end of July. Spanish materials and 2-1-1 materials will be included in Round 2. 

T-shirts will be delivered on August 1 for this round.
STEP FIVE: Receive proofs from Classic Graphics, review and give approval.  The last United Way to approve their files will trigger printing for all materials in that run. Materials will print and ship. 
COPY DEVELOPMENT RESOURCES 

(Source: UWW's LIVE UNITED Message Platform Communications Guide)
Why United Way? 
On United Way's value-add: Our role must be distinguished from our goals


* United Way mobilizes (community) resources to create long-term social change. 


* United Way connects a diverse set of individuals and organizations to mobilize 
(community) resources that create long-term social change (build a stronger, safer,   
healthier community) (right here in XXXX city or county).  


* United Way recruits individuals and organizations from all across our community who bring the passion, expertise, and resources to get things done (create long-term social change) (right here in XXXX city or county).  

Please note that these word choices are purposeful.

"recruit" means United Way is looking for the best and wants to engage you.

"all across our community" suggests we all have a stake and a responsibility. 

"passion" connects emotionally and says there is real commitment.

"expertise" conveys that United Way has the connections to those who know what to do.

"get things done" is about solving problems - not about raising money.

United Way advances the common good by creating opportunities for a better life for all. Our focus is on Education, Income, and Health, because these are the "building blocks" for a better a good quality of life for each of us. 

We recruit the people and organizations from all across our community who bring the needed passion, expertise, and resources needed to get things done. 

We engage the community in setting a vision and priorities. 

We work together to build strategies to reach the community's goals. 

We get commitments of time, money, and expertise to advance those strategies. 

We measure the effectiveness of the strategies. 

We report back, and adjust the strategies when needed. 
For a building to be stable for the long term, it needs a strong, solid foundation. The same is true in a community, and the "building blocks" for a solid life are a good education, financial stability, and quality health care. 

The measure of United Way is not in the fund-raising campaign, but in the ways we are impacting (making a difference in) our community. (examples)

Our goals

In Education, we are working toward .... 

In Health, our community has set as a goal ...

And we are changing the financial tightrope into a more stable path by ... 

These are ambitious goals, and it will take all of us working together to achieve them. There are lots of different ways to engage - you can give, you can advocate, and you can volunteer. Please join us, and feel what it means to LIVE UNITED. (Thank you!)
Living United
What does it mean to LIVE UNITED?

It starts with recognizing that we're all in this together. And then acting on that knowledge.

Living United means seeing that we are all intertwined. If one person in a pyramid is weakened, we're all weaker. If too many are weakened, we all fall. Our fates are linked together. Through United Way, we can each do something about this. We can join with others from all across our community and make a difference that strengthens and lifts us all. 

The Ask

It takes an entire community to make a difference, and we need you. Join us.....

We all have a stake in creating a healthy and prosperous (strong) community. 

It takes all of us working together to create change (a stronger, safer, healthier community).

Please join us. We invite you to join us. 

Your support is essential to successfully reaching our common goals. 

Thank you. Thank you for what you are already doing to support change (in our community).

Thanks to you, we are making progress in reaching our goals. (examples)
Give. 





Advocate.

Invest in your neighborhood.


Raise your hand.

Invest in your community.


Raise your voice. (Give your passion a voice.)

Invest to make a difference. 


Take a stand.
Volunteer.

Share your time. 

Share your love.

Share yourself. 
The Payoff

We all win when

a child succeeds in school (can give examples of UW's effect)

people / families are stronger and healthier (can give examples of UW's effect)


people / families are financially stable (can give examples of UW's effect)


people / families are stable and independent (can give examples of UW's effect)


neighborhoods are safer (can give examples of UW's effect)


our community is safer / stronger / healthier (can give examples of UW's effect)

Other thoughts
Thoughts on the use of the word "Income"

Most people have a good sense of the kinds of goals United Way has in the areas of Education and Health. "Income" is more difficult to imagine.  While most would agree that income has a strong influence on a person's quality of life, donors often struggle to understand what United Way could do about it. 

So, in describing United Way's income-related work, it may help to talk about financial stability. 

Many people in our community are walking a financial tightrope, and United Way helps broaden that tightrope into a path, making it less likely that people will fall. The work United Way does to increase financial stability has benefits that ripple throughout (have an effect on) our entire community. 

Music - Music for campaign videos and events is available via United Way Worldwide's brand management site. 
Words to advance our message strategy

LIVE UNITED.





people and organizations

partnerships 





all across our community

common good





rally
Building blocks




coming together
Partners





common purpose

Recruit, passion, expertise, resources

get things done

commit





mobilize

strong community(ies)



stable, independent families

People and organizations



Your support for United Way is advancing

Education, Income, and Health


create connections, get commitments
common goals for our community


strong, healthy, stable, safe
