Year One - Turning the Boat

A Communication & Marketing Story
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How the H*ll Did Get Here??
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Why the DCF Now?
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In a Chaos State of Mind
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“CaM” @ the DCF

Mari Pack Nadia Gross

Communications & Marketing Coordinator
302-918-5958
ngross@delcf.org

Director of Communications & Marketing
mpack@delcf.org
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Turning the Boat

“‘Delaware’s Best Kept Secret”
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We Knew Who We Were (and Are) ...

Strengthen Delaware by maximizing community-based
philanthropy

A Delaware where generosity expands opportunities for all

Serve with Joy ¢ Engage Inclusively ¢ Pursue Excellence ¢
Lead with Integrity
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But Did Anyone Else?
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CaM Strategy —
Process
Overview

Tactics

Strategic
Platforms

& Resources

Listen &
Research

Build a Plan

(incl. Budget,
Tools,
Timeline)

Brand Story
&
Messaging

Objectives

Audiences
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Listen & Learn

 Interviews with Staff, Board members and longtime
donors

 Listening to our Giving Together calls for donor and
grantee concerns

« Attending the Spring Reception to talk with donors
 Interviewing grantees for news releases

« Calling reporters and legislators for their take

* Discussions with ad reps for recommendations

* Deep dive into media coverage

* Deep dives with Epic and First Ascent
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Key Audiences

Financial Stakeholders Community Relationships

Fundholders Municipal & Legislative

Fundholder prospects Anchor Institutions — Hospitals, universities
Agency Funds (NP to benefit self) Media

General Public

Non-Profits

Grantees & Grantee prospects Social Justice

Philanthropic Community (granting orgs) Advancing Equity Partners
Organizations (DANA, UW, etc) Advancing Sustainability Partners
Professional Advisors

Attorneys

Financial Advisors

Accountants
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Plan Objectives

1.

Increase inquiry by potential donors and grant recipients.

Position the DCF as the leading voice for philanthropy in
Delaware.

Raise awareness of the DCF among all core audiences.

Strengthen meaningful communication with internal
stakeholders.

Represent organization externally as a leading employer that
values each member of its staff.
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Voice & Tone

Our voice is “how” we speak:

Trustworthy, Professional and Knowledgeable.
Our tone is how we sounds:

Warm, Approachable and Empowering.

Our messaging should always sound as if it's coming
from a person, not an institution.
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We Needed a Cohesive Brand Story

* An internal document meant to guide communications and marketing
« Partner to the Brand Standards

« Succinctly represents the organization at its core

* EXxpresses how the org communicates its role in the community

« Ensures constancy and accuracy for internal stakeholders to speak
and write about the org

DCF
Mare
Fnss:hle

Delaware Co



The DCF Brand Story

* A succinct history

 What we know

 What we do best

* How that leverages our mission and works to our vision
* Roles in the community

« \oice and tone

« USP

» Positioning
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USP and Positioning

We make positive,
sustainable change
with,

and for, Delaware.
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The Brand - 2024

Had not been updated in about 15 years
Colors and tagline worn and not reflective of DCF now
Needed “punch” to break through to new audiences

Budget (sigh)
Delaware
D F Community
Foundation™

Engaging Communities, Empowering Giving™
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A Gift Falls From the Sky

make more

possible.

AP communiTy Y
FOUNDATION t tw
— AWARENESS  —— urn O
INITIATIVE
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USP reworded

We make positive,
sustainable change
with,

and for, Delaware.

The DCF Makes
More Possible

Delaware Community Foundation



Brand Reno
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e Update colors
 Emphasize DCF
* Mission-based tagline
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Full Brand “Lock-up”

Abrand lockup iz how ll the
alements reprezent together in
the majority of uses.

Proper Usage

W anticipats that 0%+ of the time
when Using a DCF logo, we will uze
the full lkockup. This is sspecielly
trie for formel or officiel material
lika lastarhead, envelopss, foldsrs,
collateral, email signatures and
acheertising.
The three attermative designo are
provided for special ciroUmstances
clich s SWIAG, sponsorchip (of other's
pregrama) and signage.
*¥ you would like to use one of

I Ioges, heck with
the Communications & Mareting
Department before deploying.

Logo
Minimum
Size

The DCF logo chould shweys be ot least
1.5 inches wide, with cleer spece srotind
it equel to the height of the cpace
between the two “F” crossbars, encuring
visibility and impeact.

Brand Style Guide
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Full lackup - Primary Loga

DCF&.. DCF  DCF

Make Morn Possla g;laware
Intiaks + Staicad Taglina Ui
Spacial Creumatances Loge®  niigly 4 Morizontal Tagline Foundaticl.-l:
Special Clroumstances Logs®
intials # Trthe
Special Loga®

DC DCEF .

Oindrwary Commusity Foundstion Ciadasars: Community Foundetion
Tha full-ealor or PMS loge Th wihits kago is idwal ondark  Thea ans-color logs B en
warks bast on whits eolors ard backg s It 1
or light backgrounds. wihira th full-calar or PMS

warsion canmot be used.

DCFi. [DCH
Pni;Thle.
Dedavenre Community Fowndation

.. Cleer cpece i egal to the distance
1.5" wide between the top of the arm to the bottom
of the bar of the letter “F
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Launch

Delaware Community
dation makes mOre.

delcforg | 202.571-8004 Dc
< : = cex IR il 4

making more good possible

through the power of collective giving. . >
— This holiday
s e o S€ason make
Delaware Community Foundation “~ more pOSSible.

OCF impeoves lives by empowenng and growing philanthropy through knowledge and relationships, now
and in the future.

Detawarn
Community
Foundaticn

making more | DCF

Community

good possible | DCEF ¥,

Delaware Community Foundation
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Pulling It Th h
u I n g ro u g The intersection of generosity and community

transformation
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Netsty 200 studuts win Ulechangiog DCF scbalesakips
anmually—more thas $625.000 in 2034,

1 tosvmtmmend that kigh school
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Neve sigrificsmtly veawrd ey
R L e
= resenroh differset paths

Sy Db

DCF i
Mare
Possible

Delaware Community Foundation




Podcast
Q

Jill DiPaoclo, Jamar Rahming: (Don't) Bury the Libraries | How to (Not) Kill Your Community
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Additional Brand Work

NEXT GENR
NORTH

The Campaign for Delaware

®. ~) Now
— Forever

Healthy
Communities
Delaware
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Crisis Communications Planning

Define “crisis”

Flow of information tree
Contact tree

Commes Steps

Spokesperson

Statement (if needed)
Notifications

Staging media

Draft Q&A for internal and
external responses

Issues Outline

Top 3-6 scenarios

Appendices:

Information gathering list
Sample statement for media
Sample Q&A

Local media list

Key partners list

Additional — DEI Strategy
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It's Been a Year

FY25 & FY26 CaM strategy « Media coverage growth
Department reno/expansion « Social media growth

Brand story * |Instagram launched

Brand update  Now & Forever brand
Brand Style Guide complete « HCD rebrand and strategy
Make More Possible « Signature event strategy
Website refresh « DCF Strategic Plan team
Podcast launched « 40t Anniversary strategy

Google Ad Grants
FY24 & FY25 Annual Reports
MERIT and Milestone videos
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How Do We Know It's Working?
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Plan Objectives

1.

Increase inquiry by potential donors and grant recipients.

Position the DCF as the leading voice for philanthropy in
Delaware.

Raise awareness of the DCF among core audiences.

Strengthen meaningful communication with internal
stakeholders.

Represent organization externally as a leading employer that
values each member of its staff.
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Six Things | Focus On

1. The Team(s)

2. Everything connects to the plan
— If not, don’t do it, or change the plan

3. It's not cheating to not reinvent the wheel
4. Kill your darlings
5. Everything is a trade-off

6. Life is short — eat dessert first
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Robbie Tarpley Raffish

Vice President of Communications and Marketing
302.504.5226
robbie@delcf.org
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