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Branding is the process of 
revealing the most 
complete picture of an 
organization to its 
audience.
Perception | Experience | Essence
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Presenter
Presentation Notes
The last time I spoke with you, we talked about branding. We talked about how branding is the process of revealing the most complete picture of an organization to its audience.



Brand
Touchpoints

Experiences

Employees

Customer 
Service Newsletters

Publications

E-Marketing

Literature

Signage

Environment

Exhibits

Vehicles

Advertising

Sales Promotion

Direct Mail

Billboards

Letterhead

Business Cards

Telephone

Voicemail

Products

Services

Packaging

Proposals

Public Relations

Word of Mouth

Wearables

Ephemera*

Networking

Presentations

Speeches

Trade Shows

Websites

Social Media

Videos

Each 
touchpoint is an 

opportunity to 
strengthen a 
brand and to 

communicate 
its essence.

Alina Wheeler, 
Designing Brand 

Identity

* Ephemera is short-
lived printed matter, 

e.g. pamphlets, 
postcards, 

bookmarks, posters, 
letters, shopping bag 3

Presenter
Presentation Notes
We also talked about brand touch points and how each touch point is an opportunity to strengthen a brand to communicate its essence.



Brands are 
communicated,
not just created
A brand is based entirely on a customer’s experience.
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Presenter
Presentation Notes
A third theme we talked about is that brands are communicated, not just created.



THIS YEAR’S QUESTION:
How do brands best communicate?
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Identify Audience(s) Identify 
Audience Needs

Match 
Messages to 

Needs

Develop 
Communication 

Touchpoints

Distribute 
Messages 

Online/Offline

Listen, 
Evaluate, 

Tweak, Repeat

Presenter
Presentation Notes
This year I want to talk with you about communication strategy. We’re going to answer how brands best communicate.Describe the general process. This process applies to both online and offline marketing and communication activities.



Communication Cycle

Sender 
Expresses

Message 
Transmits

Recipient 
Interprets

Feedback 
Returns

Communication involves 
people who effectively 
and ineffectively interact 
with each other as they 
transmit messages.
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Presenter
Presentation Notes
At the basis of communication, we have a cycle of information sharing. Communication involves people who are effectively and ineffectively interacting with each other as they transmit messages….for better or worse. A lot of noise can come into the cycle and cause misinterpretation. To more effectively communicate, it’s best to know your audience, their needs, and what they like/dislike.



Create an Audience Vignette

Who are 
you 

serving?

What are 
their 

needs?

Where do 
they get 

their info?

Who do 
they 

trust?

A married mother of four in Centralia 
that is a stay-at-home parent and has a 
total family income of less than 
$40,000 per year

A couple in their thirties with no 
children, living in Tacoma, coping with 
unemployment

A retired couple in their seventies in 
Burlington with fourteen grandchildren 
and fixed retirement incomes
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Presenter
Presentation Notes
As you’ve developed your thrift store ministry and interacted with clients, you’ve defined and gotten acquainted with your target audience. You can envision who comes through your doors and who you would like to come through your doors.Four basic questions. Examples of audience vignettes. It doesn’t have to be complicated.More details: https://www.forbes.com/sites/jaysondemers/2013/08/27/6-steps-to-decoding-your-target-audience/#1077f4f915cf



Good 
News!

You are not alone!
• Train Your Team

• Recruit a Volunteer

• Hire an Employee

• Secure Donated Agency Time
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Presenter
Presentation Notes
The great part about communicating with your audience is that you don’t have to go at it alone. Your whole team can contribute. And you can hire an employee or recruit a volunteer to help you specifically with delivering your strategic messages.



Bad 
News

Organization are really 
good at creating a lot of 
noise. 
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Presenter
Presentation Notes
But the bad news is that organizations are really good at creating noise. We do a terrible job identifying and communicating with our audience. Why? Because we make it all about us, not about our audience. Fortunately, there are solutions. Companies have invested heavily to figure out ways to breakthrough the noise and motivate their audience to take a particular action (usually a purchasing decision).



Story Formula

That Helps 
Them 
Avoid 

Failure

That Ends 
in a 

Success

And Calls 
Them to 
Action

Who Gives 
Them a 

Plan

And Meets 
A Guide

Has a 
Problem

A 
Character

The narrative coming out of a company (and for that matter inside a company) must be 
clear. In a story, audiences must always know who the hero is, what the hero wants, who the 
hero has to defeat to get what they want, what tragic thing will happen if the hero doesn’t win, 
and what wonderful thing will happen if they do. The same is true for the brand you 
represent. Our customers have questions burning inside them, and if we aren’t answering 
those questions, they’ll move on to another brand. – Donald Miller, Building a Storybrand
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Presentation Notes
Donald Miller helps companies figure out their narrative to effectively communicate with their audience. He’s cultivated a story structure that can be applied to any life or business scenario. The problem, Miller says, is that too often businesses have made themselves the hero in a storyline. The story is all about them. Better success comes when the narrative is shifted to the audience. We as an organization are supposed to be a guide supporting the hero.



With the way Sandy’s three sons are growing, she can’t 
keep them in the right size of pants. She googles for a thrift 
store near her home and clicks into a result for a thrift store 
that she remembers driving past before. Sandy looks for 
store hours and sees from a gallery of photos  that the store 
has a large selection of children’s clothing. When she visits, 
Sandy quickly finds six pairs of quality pants for her sons at 
a reasonable price. She wins, her sons wins, and the store 
wins!

That Helps 
Them 
Avoid 

Failure

That Ends 
in a 

Success

And Calls 
Them to 
Action

Who Gives 
Them a 

Plan

And Meets 
A Guide

Has a 
Problem

A 
Character
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Presentation Notes
So here’s one example of the story formula at work!



Julia is just starting out in life, landed her first job, and 
secured an apartment to rent. She loves exploring 
Anthropologie, but doesn’t have the budget to back up her 
dreams…yet. So she uses her imagination and penchant for 
exploring by going to thrift stores, estate sales, and garage 
sales to find treasures for her home. She routinely scouts out 
new locations—whether online or while she’s out driving. A 
thrift store near her has an Instagram account and features 
a hide-and-seek photo contest. She’s purchased two of the 
featured items already!

That Helps 
Them 
Avoid 

Failure

That Ends 
in a 

Success

And Calls 
Them to 
Action

Who Gives 
Them a 

Plan

And Meets 
A Guide

Has a 
Problem

A 
Character
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And another example.



Try it yourself!

How can we 
answer this 
problem?

What 
problem does 

this person 
face? 

Identify a 
person & 

basic 
demographics
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Brainstorming Session 
Create a profile story about your 3 top types of clients.

Presenter
Presentation Notes
Try it out yourself. Create your own profile vignette (also called a persona) to represent your typical clients and customers. Name the person. Identify some basic demographics. List out the problems this person likely faces, and then see how your thrift store can best help answer these problems with the resources and connections you have available. 



Youtility: 
Marketing That’s Wanted

Massively 
useful 

information

Provided for 
free

Creates 
long-term 

trust

Answers 
top-of-mind 

questions

Gives real-
time 

relevancy

Jay Baer, Youtility, Page 3 14

Youtility is marketing that’s wanted by customers. Youtility is 
massively useful information, provided for free, that creates 
long-term trust and kinship between your company and your 
customers. – Jay Baer, Youtility

Presenter
Presentation Notes
There’s a concept that supports persona development that I’d like to introduce to you: Youtility. This is a term that was coined by marketing expert Jay Baer who wrote a book on this topic.Youtility is marketing that’s wanted by customers. Youtility is massively useful information, provided for free, that creates long-term trust and kinship between your company and your customers. – Jay Baer, page 3.



Jay Baer, Youtility, Page 194

Youtility requires a 
never-ending, 
constantly reinvented 
and refined process.

Smart marketing is 
about help, not hype.
Jay Baer
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Presenter
Presentation Notes
It’s part of our human nature to want to help someone. We like being helpful.



Five Types of Message Strategies
Like Grab

• Like us so we 
can tell you 
how 
awesome we 
are.

Broadcast

• We are 
awesome. 
We are 
awesome. 
We are 
awesome!

Promotion

• Sale! 
Awesome 
Deal! Half-
Off!

One-Hit 
Wonder

• Help our 
awesome 
video go 
viral!

All Too Rare

• How can WE 
help YOU be 
more 
awesome?

Jay Baer, Youtility, Page 145 16

Presenter
Presentation Notes
The first four types of message strategies you are likely very familiar with. You’ve seen these approaches many times. But the fifth one is still rather rare—and it is growing in popularity!Both the storybrand formula and Youtility approach are “rare.” This is an opportunity for you to “breakthrough” the information clutter. With the glut of information we receive and process each day (something like 5,000+ messages), we have to provide more “good information” to help people in their decision making process.



Winning the Information War

Answer every single question your 
prospects might conceivably have.

Jay Baer, Youtility, Page 69 17

Presenter
Presentation Notes
So how to you win the information war: you answer every single question your prospects might conceivably have.



Our philosophy is that we would 
never ignore a phone call or an 
e-mail, or somebody that walks 
through the door of our showrooms, 
so why would we do the same with a 
tweet?

Jen Rubio, Warby Parker head of social media 

Jay Baer, Youtility, Page 83 18

Presenter
Presentation Notes
I like this philosophy because it translates customer service to the online realm. Customer service happens at every brand touchpoint online and offline.



Team Effort
Creating Youtility 

should be a widely 
dispersed 

responsibility. 

Every employee has 
useful knowledge 

locked in their head.

Every person at 
the company helps 

make and distribute 
useful information.

A company expert 
is trusted by 66 

percent of people.

A CEO is trusted 
by 38 percent of 

people.

Jay Baer, Youtility, Pages 155-156, 162 19



Methods of Communication

Signs Flyers Community 
Calendars

Community 
Bulletin 
Boards

ValPak 
Coupons Website Facebook Instagram

Yelp Facebook 
Marketplace Craig’s List
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Facebook is the 
new website

Start a 
conversation

Make 
connections

Breakdown 
barriers

21

W e b s i t e  |  F a c e b o o k  |  I n s t a g r a m  |  T w i t t e r

Presenter
Presentation Notes
Now that we’ve covered more of the rationale and approach of Youtility, let’s look at how this works in social media. You need to understand that Facebook in the new website. If you aren’t on Facebook, you “don’t exist” with your audience. You still need your website: that’s your treasure box of helpful information.



Why Facebook

Engage Connect Be 
Transparent

Inspire Gain Insight Address 
Concerns

22

Presenter
Presentation Notes
Greater ministry transparencyMore communication with constituentsBetter understanding of audienceUpdated communiques (print and digital)



Content is fire
Social media is gasoline

Jay Baer, Youtility, Page 146

Utilize social media to 
create awareness and 
usage of your Youtility.
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Presenter
Presentation Notes
Jay Baer has one more word of advice in connecting Youtility with your social media efforts: Content designed for your audience is fire and social media is the gasoline.



Value of a Social Media Manager
Lifeblood of your brand

Builds social & online reputation

Embodies organization’s personality & mission

Strategically shares stories

Monitors & interacts with audience

Curates relevant, interesting, & helpful content
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Presenter
Presentation Notes
I told you earlier how you didn’t have to “do” all your marketing and communication alone. This is particularly true with social media. It is super helpful to have a social media manager. Here’s why.



5 Key Interview Questions

What experience 
do you have 
building and 

engaging with a 
community 

online?

What goals 
should we set for 
our social media? 

What does 
success look like?

How do you deal 
with negative 
(and positive) 

comments 
online? How do 
you recognize 
early signs of a 
crisis and what 
should you do?

What is the most 
important thing a 

social media 
manager should 

be doing?

What publishing 
tools do you use?

25

Look for stories & 
passion in 

connecting with 
people, providing 

member care, 
impacting 

community

Social media is 
about 

engagement, 
increased 

website traffic, 
reach, saturation, 
brand awareness 

& loyalty. It is 
more than likes.

Social customer 
service requires 

empathy, 
patience & ability 
resolve conflict. 
Know when to 

bring in 
management.

A solid answer 
will include 

monitoring & 
listening to 
audience, 

engaging fans, 
caring about 

people, building 
brand loyalty.

Social media 
should be 

intentional, 
planned & 

strategic. Two 
common tools: 

Hootsuite & 
Buffer

Presenter
Presentation Notes
This is not a position that should be taken lightly or seen as an entry-level position. Your Social Media Manager will speak the lifeblood of your brand to an indefinite number of people. Choose someone who can take a leadership role in building your social and online reputation, embodying your organization’s personality and mission. So…here 5 key interview questions and what you should be looking for in the answers.



Understanding Your Social Media Purpose
Start a 

Conversation

• Friendly
• Human
• Approachable

Make 
Connections

• Connect to God
• Connect with 

Others
• Connect Others 

to Gospel

Breakdown 
Barriers

• Open 
Communication

• Listening
• Restoring 

Relationships

Influence 
Network

• Calls to Action
• Get Involved
• Connect/Follow

Advance the 
Gospel

• Grow God’s 
Kingdom

• Influence 
network for God
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Presenter
Presentation Notes
With your social media manager, you can define and understand your social media purpose. Together you can define clear goals and objectives. You must determine your purpose and shape your online communications accordingly.�



Social Media Considerations
Digital Property

• Similar handles
• Designated 

caretaker
• Record of 

login/password 
info

Editorial 
Calendar

• What will be 
posted when

• Themes
• Contests
• Holidays
• Hashtags
• Deadlines
• Contributors
• Schedule posts 

with Buffer or 
HootSuite

Social 
Advertising

• Increase fan 
base

• Increase 
online>store 
conversions

• Geotargeted 
Facebook ads 
within 50 miles

Voice

• Recruit right 
brand 
ambassador

• Comfortable 
with online 
interactions

• Create 
excitement

• Provide good 
customer 
service

Brand 
Management

• Reputation
• Audience 

engagement
• Competition 

tracking
• Keyword 

searches
• Find new 

customers
• Team 

collaboration

27



Types of Posts

Featured 
Item

Upcoming 
Sale & 
Events

Volunteer & 
Staff 

Features

Inspirational 
Image

Gallery of 
Photos

Did You 
Know?

28



29



30
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Anatomy of a Good Post

Shortened 
Link

Call to 
Action

1-2 
Hashtags

Creative
Action 
Copy

Illustrative 
Image 

(Creative 
Commons)

32



#Hashtags
• Hashtags link to other related 

content and help you expand 
your audience…especially on 
Instagram.

• Develop 2-3 unique hashtags for 
your ministry

• Create a “Hashtag Library”
• Standard hashtag collection 

(thrift keywords)
• Creative hashtag collection 

(holidays, sales, quotes, 
inspiration, featured item, town 
name)

• Keep in your Notes app

#secondhand #shoplocal #thriftstore

#thriftshop #thrift #thriftandgift

#thriftstorefinds #thrifting #thrifted

#preloved #neverpayretail #howIthrift
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A Sample Week on Social Media
Before Featured 

Week

• Content developed & 
scheduled

• Webpage ready

Sunday

• Prayer focus

Monday

• Did You Know feature
• Link to website

Tuesday

• Calendar listing
• Calendar action item

Wednesday

• Shop talk
• Sharing ideas
• Discussion item
• Talk with a leader
• Link to email

Thursday

• E-News link
• Thought essay
• Link to resource PDF 

or video

Friday

• Get Involved Feature
• Link to sign up form

Sabbath

• Sabbath greeting, 
message, or favorite 
Bible verse

• Sabbath illustration
• Sabbath video

34

Presenter
Presentation Notes
February 22, 2017



Recap!
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Communicate with Your Audience

Craft Messages for Audience Needs

Answer Audience Questions

Recruit a Social Media Manager to Help You

Strategically Cultivate Brand Advocates

Presenter
Presentation Notes
We’ve talked about several themes today for how brands can effectively communicate. It starts with identifying your audience. This allows you to refine your message to your audience’s needs. This process will help you with your online and offline communication activities. It’s helpful to recruit a social media manager to assist you in distributing online messages. Your team can then strategically cultivate brand advocates who will help you spread the good word about what’s happening with your thrift store and its services.



Questions?
Heidi Baumgartner

Washington Conference 
communication director

info@washingtonconference.org

253-681-6008
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mailto:info@washingtonconference.org
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