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Message from Premier Organizational Designs (PremierOD) 

It is a great pleasure to bring Community Housing Development Corporation (CHDC) the 2018 brand strategy 

and implementation plan. Bringing this strategy to life has been a priority to PremierOD. With CHDC’s 

foundation of developing and making available safe, affordable housing which has served as a launch-pad to 

engage additional services, providing better socio-economic outcomes for the communities, creating a more 

inclusive society where everyone has the opportunity to be well and to succeed. This results in a stronger 

economy and a cleaner environment. PremierOD has developed a brand strategy that tells one cohesive story, 

from the perspective of multiple service lines. 

Brands are so valuable because they make the life of the nonprofit so much easier. They open doors, attract 

support, create buzz, and bring resources that in turn allow the brand to flourish and become even stronger. To 

enhance CHDC’s brand perception and the organization’s success, you have identified eight building blocks to 

develop and manage CHDC’s brands. 

 

Organizational Stability Collaboration (Funders/Partner Organizations) 
Recognized Leadership Effective, Consistent, Cohesive Communications 
Clear Impact Effective, Consistent, Cohesive Marketing 
Aligned Services Physical Aesthetics 

 

 

Your strategy was also 

designed to encourage a 

meaningful re-engagement 

to strengthen and promote 

social media and community 

engagement and growth. 

you have set clear goals for 

CHDC including increasing 

social media profiles for 

CHDC’s executive leader, 

enhancing the professional 

brand of CHDC’s leaders as 

subject matter experts in 

their respective fields, and 

identifying strategic 

partnerships and activities 

that will enhance the 

visibility of CHDC. As you 

move toward the 

implementation phase you 

will track and report on your 

success and adapt your 

approach as needed as the strategy unfolds.  
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Nonprofit organizations operate in a world where brands drive many of the key factors affecting success—and 

success is sometimes, but not consistently, translated efficiently and reliably into brand recognition.  

 

During CHDC’s strategic planning efforts of 2016, the organization determined the need to expand their brand 

regionally. 

 

Today marks the beginning of a new era for CHDC. you have a strategy that everyone at CHDC can take part 

in moving forward. The implementation of the strategy requires the engagement, collaboration and 

commitment of CHDC leaders to be intentional about the brand of CHDC more than ever before, in a coherent, 

integrated and grass roots approach. 

 

This strategy and implementation guide supplies everything you need to navigate the branding/rebranding 

process. Let’s get started! 

 

 

 

Your brand, if properly understood and carefully managed, is 
one of your organization’s most valuable assets. It is the key to 

accelerating growth, engaging the community, and building 
long term value. 
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Why is branding important? 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

B randing, what is a brand? It is the 

construct that stakeholders hold about the 

identity, including the character, of a 

nonprofit organization. It is the sum total of 

perceptions about what a nonprofit stands 

for, what it does, and how much social 

impact it is thought to achieve.  

Branding is not as simple as having a logo. 

Logos have become synonymous with 

branding but there is more to a brand than 

the logo. Branding does not require a big 

budget as it often does in large for-profit 

companies. A non-profit can start small and 

build as resources become available. Do not 

make the mistake of thinking the brand is the 

sole responsibility of the marketing or 

development departments. The brand is 

everyone’s responsibility and begins at the 

top. Every organization has a brand whether 

they realize it or not. The question becomes 

do they know what the brand is and are they 

managing and strengthening it. Branding 

starts from the inside out. If the internal 

organization is not aligned to its brand, the 

external projection of the brand will not be 

what they had hoped. 

Brand plays many roles that link together in a 

cycle. It is integral to organizational strategy 

and embedded in the mission and values. A 

well aligned brand identity and image can 

position an organization to build internal 

cohesion and gain trust with external 

stakeholders. 

A successful brand is a holistic total 

experience that permeates all internal and 

external channels of communication within 

the organization. This includes typical 

categories like marketing, advertising and PR 

along with website and other online 

mediums. 

Often you forget other equally important 

categories like Human Resources, the 

internal culture of the organization, internal 

communications and even physical location. 

The physical building housing an 

organization and its signage, lighting, seating 

and more reflect on the brand. The programs 

run, and the events sponsored should all be 

universal to the brand. 

A non-profit organization’s brand is the most 

visible articulation of its strategy, telling 

stakeholders what it stands for and where it 

is headed. It cuts through the clutter to get 

the larger message heard and lets the 

organization claim space in a noisy 

marketplace. A brand builds relationships 

with those people most important to the non-

profit’s success. In times of change and even 

crisis, a comprehensive brand gives internal 

and external supporters the tools to actively 

engage on behalf of the non-profit. 

A good brand strategy is like a good rowing 

team. Everyone is in the boat together, 

rowing in the same direction toward the 

same goal. When all stakeholders row 

together to further the mission, a non-profit 

builds trust among its key people and is 

visible in the best way inside and out. 

Your brand is important because a strong, 

positive brand attracts more resources and 

drive acceptance and success. 

 



        Community Housing Development Corporation Brand Strategy and Implementation Plan 

5 | P a g e  
 

What a Brand is Not 

Let’s first dispel some very common misconceptions: 

• Your brand is not your organization’s name 

• Your brand is not your logo or tagline 

• Your brand is not your website or marketing collateral 

• Your brand is not your mission statement 

• Your brand is not your advertising 

These items help communicate your brand and helps to clarify it. These are components that showcase your 

brand, but none of these alone are your brand. 

CHDC’s Brand Defined 

CHDC’s brand is partly your reputation. It’s what people say about CHDC when you’re not around. It’s how 

customers, funders, community partners and others feel about CHDC and what they expect from working with 

CHDC. But reputation alone doesn’t capture the full 

scope of a brand. You must also add in the dimension 

of visibility. How well known CHDC is in the target 

area where you’re already established AND the target 

area where you want to enhance your visibility. The 

better the reputation, and greater the visibility, the 

stronger the brand will be.  

When viewed in this light, it is easy to see the value of 

a strong brand. This definition also helps you 

understand how PremierOD plans to help shape and build your brand. 

Brand Development Process 
 

Overall, brand management has evolved from “product-centric” to “consumer-centric” in the 21st century. Our 

research indicates brand management is becoming more “intelligence-driven” and “relationship-driven” rather 

than the traditional “product-driven” approach. In short terms, having a great product mix is not enough. 

Customers and community partners are seeking more value from brands and, as a result, CHDC can benefit 

from employing a more sophisticated approach to develop and measure your brand strategy. PremierOD took 

a simple approach to evaluate the 8 building blocks that make up CHDC’s brand.  

 

A WELL-KNOWN, RESPECTED 

ORGANIZATION WILL HAVE AN 

EASIER TIME ATTRACTING 

CUSTOMERS AND FUNDERS.  
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The strategy and development portion of PremierOD’s work with CHDC is outlined in this document and 

include the following areas: 

• Understand 

• Create 

The next phase, which will be implemented during the next 6 months, beginning May 7, 2018, will include the 

following: 

• Deploy 

• Monitor 

First let’s look at a high-level review of the 8 building blocks and how each component adds to the brand 

building work within CHDC. 
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While you fully expand CHDC’s brand, ALL 8 building blocks must be audited, evaluated and developed.  

 

Brand Building 
 

Some activities CHDC is currently engaging in are consistent with your brand and will help build and 

reinforce it. However, there are other activities CHDC and its staff should participate in to help enhance 

their brand awareness and visibility. Similarly, when communicating properly, increasing your visibility 

within your target audience will build your brand. However, that visibility must be strategic because if it 

doesn’t help communicate your reputation CHDC and PremierOD’s will fall short.  

Visibility, absent the ability to communicate reputation, is of limited value. 

 

 

  

 

YOU HAVE TO BE WHO YOU SAY YOU ARE AND 

DELIVER WHAT YOU PROMISE IN A WAY THAT 

ENCYOURAGES AN EMOTINAL CONNECTION TO 

YOUR ORGANIZATION. 
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Who is CHDC? Your Brand Strategy Snapshot 
 

Overall your organizational personality sets the tone for how 

your brand communicates. It articulates the way you want 

your audiences to think and feel about your organization. The 

following six personality traits should drive the voice and 

imagery for all brand communications: 

 

 

YOUR PERSONALITY 

Your organizational personality sets the tone for how your brand communicates. It articulates the way you want 

your audiences to think and feel about your organization. The following six personality traits should drive the 

voice and imagery for all brand communications: 

 

EMOTIONAL and RATIONAL TRAITS 
Emotional = what you want people to feel / Rational = what you want people to think) 

Your brand personality should be How will you show this 

Motivated (rational) Show eagerness to work with your clients; make clients feel like 
you are partnering with them – instead of “they need your 
help”; reach out to clients after the close of business 
transactions; educate community on your overall services to 
the community 

Analytical and SMART (rational) Being capable, respected, responsive, with the right balance of 
entrepreneurship and tie in to CHDC; messaging to the 
community should be thought-provoking – ask questions that 
reel people in to what you do; host (monthly or quarterly?) 
roundtable discussion events for industry thought-leaders 

Trusting (both rational and emotional) Show families, videos, clients that have reached their goal thru 
your help; staff should understand basic knowledge of each 
department and have an “elevator speech” that directs people 
to the right department; increase accountability; increase 
responsiveness to people, have a sense of urgency to meet 
people’s needs. 

Open and Welcoming (emotional) By being accessible and friendly; your communication style 
should be approachable and inviting 

Inspiring (emotional) Showcasing your PRIDE in what you are doing in the 
community; using creativity in your language and your 
aesthetics 

Connected (emotional) Being actively engaged at the community level; communicate in 
a way that is dynamic and feels inclusive; always talk of ONE 
CHDC team; partner with other non-profits and their 
community service activities – show that CHDC is committed to 
the community. 

 

By showing CHDC’s new personality 

trait, you will be communicating to the 

public . . .  

CHDC works to enhance the 

LIFESTYLE of the people in its 

communities 
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YOUR BRAND ESSENCE 
 

The brand essence articulates what you stand for, therefore it must be compelling, all inclusive, authentic, 

focused and meaningful. It becomes the filter and helps CHDC make decisions about what you do. 

Mission Current Mission statement (as listed on the website): Create and sustain vibrant 
communities that make a positive impact in people’s lives, by providing high-quality 
affordable housing and neighborhood services. 
 
Current Mission statement (according to 2016 strategic plan): To provide high-quality 
affordable housing, economic development and supportive services that create and 
sustain vibrant communities for low to moderate income individuals and families. 
 
Suggested Revised Mission statement: Create and sustain vibrant communities for low to 
moderate income individuals and families by providing high-quality affordable housing, 
economic development and supportive services. 
 
Why the change: Focus shifts to the overall benefits of the organization to the community 

Attributes (snapshot of 
what you offer) 

Current tagline: Changing Lives, Block by Block 
 
Optional taglines (from branding workshop):  

• Creating vibrant communities across the Bay Area 

• We build homes, not houses 

• Improving lives in communities throughout the Bay Area 

• Building communities 

• Community Invested 

• Invested in communities throughout the Bay 

• Build. Serve. Grow 

• Where everyone thrives 

• Committed to people 

• The path home 

• Building a foundation with care 
 
Suggested tagline: Creating Vibrant Communities across the Bay Area 
 
Why the change: Builds upon a heritage of service, expands the definition of whom you 
serve (geographically across the Bay Area) and the ultimate benefit of the services you 
provide.  

 

KEY MESSAGES 

Your key messages tell ONE collective story of who CHDC is, the benefits you bring to the community and to 

individuals, and the areas you serve. These key messages convey both what you give (the attributes) and what 

your audiences get (the benefits). You reinforce your brand thru the words you choose. CHDC’s voice reflects 

your personality, an expression of your values and a vehicle through which your story will be told. As you 
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communicate with a variety of audiences and convey a variety of messages, it is important that you do so 

through one consistent brand voice. 

Keep in mind that these messages will form what you will communicate to your audiences but not necessarily 

how you will say it (see “Your Voice” for more). Not intended to be reproduced verbatim, these key messages 

should come through in not only the words that you choose, but the photography, graphics and other visual 

elements you use. 

Key message What you will say Where/How you say it 

 

 

• By using our services, we help you 
enhance your lifestyle 

• We help you build a foundation by 
accessing life’s basic needs (housing, 

transportation, financing opportunities) 

• Use photography that shows 
the “lifestyle” component of 
CHDC’s clients 

• All print and digital media 
(brochures, website) 

 

 

• We are a welcoming organization 
that you can trust 

• We put our customers at the core 
of our business 

• We have the information you need 
(one stop for resources) 

• We want to educate you  

• Entryway into the CHDC 
space 

• Use welcoming, casual 
language 

• Show people that have 
benefitted from our services 

• Provide testimonials 
• Share educational 

information through social 
media 

• Print and digital media 
• Show our success by the 

numbers 

 

 

• We serve Alameda, Contra Costa 
and Solano counties 

• Change any language that 
references “Richmond” or 
“North Richmond” to Bay 
area or specific communities 
outside of Richmond 

• Does CHDC own CHDC.com 
or org? 

 
• We are a connected team with an 

innovative spirit 
• Part of a proud and engaged 

network of industry professionals  
• Confident in who we are and the 

difference we are making 
• We are equipped with a mindset 

that anything is possible 
 

• Joining industry networking 
organizations 

• Attend 1 networking event 
monthly (throughout the 
Bay) 

• Attend at least 1 community 
activity to represent CHDC 
monthly (throughout the 
Bay) 

We help families build a 

foundation for success 

We are customer focused, 

helpful and resourceful 

We make a difference 

throughout the Bay Area 

We make a team of high 

quality professionals 
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MESSAGES BY AUDIENCE 

It’s important to segment your messages by audience. Each audience has a different type of question they ask 

and answers they want. 

 
  

PROSPECTIVE CLIENTS 

Is CHDC reliable? Can they 
help me achieve my dreams? 

Message:  

We are a community of 
professionals who are 
focused on helping YOU meet 
your home ownership and 
financial goals. Our services 
help you build a foundation 
for future success. 

 CURRENT CLIENTS 

Is my relationship with CHDC 
ongoing? 

Message:  

We continue to be involved in 
your success. We provide 
continued opportunities to help 
you learn and grow and provide 
opportunities for you to get 
involved in helping your 
community thrive. 

 STAFF AND BOARD 

How can you support each 
other as ONE CHDC team? 

Message:  

We make sure your internal 
operations contribute from the 
success of each other. We work 
both independently as well as 
collaboratively to serve the Bay 
Area communities. 

     

COMMUNITY PARTNERS 

How does CHDC expect us to 
help them achieve their 
mission? How can they help 
us achieve our mission? 

Message:  

By working together, we can 
serve the community most 
efficiently and effectively. We 
have the same goals and 
together we can help our 
communities build a 
foundation for future success 

 
COMMUNITY NEIGHBORS 

How will CHDC enhance my 
neighborhood? Can I trust 
CHDC to do what they say they 
can and will do? 

Message:  

We care about the 
communities we serve and 
have a long-standing history of 
and a proven track record of 
service and success. 

 
INFLUENCERS 
(Funders, elected officials, etc.) 

How does CHDC contribute to 
the communities they serve, 
long-term? 

Message:  

Our services meet the core 
needs of the communities we 
serve, and provide a foundation 
for individuals and 
communities to grow and 
thrive. 
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YOUR VOICE 

CHDC’s voice should be: 

Innovative Do not use corporate speech; do not use jargon or be filled with buzz words 

Inviting Come take a look inside; using photos makes a statement without using words; photos 
should have people in lifestyle settings, smiling faces, families and individuals. 

Bold Ask the audience to DO SOMETHING. When possible, use CTAs, Call To Actions 

Clear Your audience should not have to “guess” about your services, how they fit within the 
organization, or what your benefits are. 

Forward-looking Keep the audience’s eyes thinking about the future benefits of CHDC’s work 

Confident Tell your audience what you can do for them; do not focus on what they need to do to 
qualify as much as what you provide; have them WANT to contact you to see if they qualify 
(this way they will provide contact information). 

Friendly Use more casual speech, as though someone is communicating with a trusted friend 

Trusting Show your success by the numbers; utilize testimonials so the audience knows what 
success in serving the community looks like 

 

POSITIONING 
 

This positioning statement is how CHDC’s story begins to take shape. It distills everything that CHDC stands 

for into a simple, relatable, repeatable narrative. It not only articulates your role — it conveys your personality 

and makes a real human connection with your audiences. 

To build our community’s foundation, we must build our neighborhoods, and the people within them. We: 

• Provide affordable housing and support our seniors in their housing needs 

• Educate the community about financial management and maintenance 

• Provide support services that provide the foundation individuals and families can build upon 

• Empower our residents to serve within their community 

• Are committed to building a foundation of success for our customers 

• Dream about a brighter future in the communities we serve 

• We (include CHDC’s updated tagline) create vibrant communities across the Bay Area. 

 

This language provides an emotional hook and a starting point for crafting communications. You can illustrate 

how you find solutions that others don’t because you look beyond the surface, you provide the connections that 

individuals and families need to create a strong foundation for their lives. Use language that shows how we’re 

doing more than what’s obvious or expected, and how you represent more than what you appear. CHDC must 

show that you bring together creativity and analysis, we’re trust-worthy and humble, motivated and open to 

serve the community, pragmatic and visionary. Examples of words or phrases you can use to express this are: 
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At initial points of 
connection with clients 

• Our organization has been providing these services for 28 years 

• We have helped X number of families to build their family foundation 

• We care 

• We will guide you 

• We will be honest with you 

• We’re here to help you 

• We provide opportunities 
 

Homeownership • Get Prequalified 

• Connect with us 

• You’re one step closer to owning a home 

• Your path home starts with us 

• Become a successful homeowner 

• We want to discuss your home ownership needs 

• Explore which program is right for you 

• Ready to talk to a coach? 

• Begin a free mortgage counseling session with one of your qualified housing 
counselors.  

• Take advantage of your tools . . . (what tools do you have – prequalification, 
mortgage calculators, etc.) 

• Let the clients tell their story – you need video testimonials (for every service 
line) 
 

Home buyer education • We are here to help 

• Build your financial freedom 

• Our classes help you plan ahead, manage your finances 

• Do you have “coaching” or workshops. The term coaching is more personalized. 
“your coaching services include a financial readiness assessment” 

• Show that it’s a partnership. “We help you build a step-by-step action plan to 
improve your eligibility for mortgage programs.” 

• Do you have a mortgage readiness quiz? 

• Can you build an online course? 

• Before purchase – Success begins with providing educated consumers with the 
tools to make good financing decisions. We’re here to help! 

 

Affordable and senior 
housing 

• Feel at home 

• We care about the seniors in our community 

• We’re building vibrant communities 

• Show the number of units owned and managed 

• Safe, affordable housing, it may be closer than you think 

• We’re building safe communities with adequate transportation options and 
nearby access to grocery stores, doctors and community activities. 

• Your residents are living longer, healthier lives. We’re here to help them thrive. 
 

Transportation 
(draft the journey in 
people’s minds and the 

• It’s not just about having a house, it’s about building a home environment that 
helps you succeed 

• Our services provide the foundation you need for success 
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connection to CHDC’s 
core services) 

• Having reliable transportations helps you meet your basic family needs 

• Transportation is second, only to housing, in average household expenses. 
CHDC can help you make it affordable again. 

• With reliable transportation you have access to different jobs, day care options, 
and other basic needs 

• Car owners have higher employment rates and shorter unemployment spells. 
See how CHDC can help? 
 

Resident engagement • Inspire and support residents 

• We have a passion and commitment to our community 

• Community partnership 

• We welcome strengthen neighborhood relationships 
 

 

What’s next? Enhancing your regional brand 
 

Effective, Consistent, Cohesive Communications 
 
 

Enhance web presence 
 

 

• Restructure the webpage content. CHDC’s website has not had new 

content consistently added in months, and on some pages since 2016. 

This does not help CHDC present as industry leaders. 

o Add information monthly. Information that is added will be 

shared on social media with links directing back to the website. 

Other opportunities include adding blogs, newsletters, industry 

updates from reputable organizations (nationally, regionally 

and locally). 

o Use language that focuses on the lifestyle benefits CHDC 

provides 

o Eliminate language that isn’t easily understood by potential 

clients 

o Keyword density – incorporate targeted keywords or keyword 

phrases without overuse of the words/phrases 

▪ Utilize the 1-1 rule – 1 page of content should be 

optimized for 1 keyword and 1 key phrase 

o Link text – avoid using “click here” in link text, which is not SEO 

friendly 

▪ Use specific keywords in the link text 

▪ Main navigation links should include keywords 

• Optimize for SEO (Search Engine Optimization) to appear higher in 

search results for affordable housing, senior housing and financial 

education 

o Insert title tags 

o Add META description tags 
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o Add META keyword tags 

o Add headers and sub-headers in the content with links 

o Embed file names into pictures that include keywords 

• Grow website traffic 

o ORGANIC TRAFFIC (50-80% of your traffic) – the area 

PremierOD will concentrate on 

▪ Organic traffic is directed to your website by search 

engines like Google or Yahoo. But to appear at the top 

of a search results page, your website content must 

match the terms fed into a search engine better than 

any other web location’s.  

o DIRECT TRAFFIC (20-40% of your traffic) 

▪ Direct traffic sidesteps search engines completely with 

site bookmarks or because people remember your web 

address, or it is provided to people via their business 

card.  

o REFERRAL TRAFFIC (5-25% of your traffic) 

▪ Referral traffic comes to your site from all sorts of 

places: your Facebook account link and your e-mail 

signature link are two quick examples. PremierOD will 

work to increase referral traffic in partnership with 

CHDC’s leaders by creating posts that include CTAs. 

 

 

Enhance social media 
presence for CHDC 

 

• Increase Facebook social media following 

o Following as of March 2018 = 187 followers 

o Goal as of October 2018 = 350 followers 

• Increase Twitter social media following 

o Following as of March 2018 = 57 followers 

o Goal as of October 2018 =150 followers 

• Make the social media pages worth following on FB and Twitter 

o Focus on showing BENEFITS to each stakeholder group 

o Share information that helps to educate each stakeholder 

group 

o Engage the audience and invite stakeholder groups to join in 

on conversations 

o Focus on results that are qualitative more than quantitative 

• Make CHDC’s presence more personal and human, not corporate 

(use people’s stories, share photographs and videos of customers) 

• To increase the ‘buzzability’ of CHDC: 

o Create and promote stories that your donors want to share – 

People like to talk about other people and nothing generates 
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more buzz than stories, especially the life-changing, awe-

inspiring, or heart-wrenching.  

o Keep stories focused on the people and less on your 

organization to make sure they don’t come off as ‘marketing 

pitches’. 

• Don’t try to sell services thru regular social media posts 

• Create FB ads when you want potential customers to reach out to you. 

 

 

Email marketing  
(2 per month) 

 

• Utilize email marketing to engage community partners, potential 

funders and other non-profits 

• Target organizations and individuals in Alameda, Contra Costa and 

Solano counties 

• Begin with CHDC’s existing email database (400+ email addresses) 

• Develop and disseminate one monthly newsletter 

o Purchase an email marketing system (VerticalResponse, 

MailChimp, etc.) to ensure you have a permission-based email 

list.  

• Develop and disseminate one monthly “engagement” newsletter that 

highlights something that is happening at CHDC or around the 

communities it serves.  

o This email will focus on behavioral engagement by sharing a 

client testimonial, an upcoming project, etc. and will include a 

CTA (learn more about a person, donate, help us). 

• Do not include all the information in the email itself, which does not 

encourage engagement beyond the read. 

 

Recognized Leadership 

 
 
 
 
 

Enhance “expert” 
perception for Don Gilmore 

– in 2 to 3 areas 

 

• Enhance Don’s LinkedIn presence 

o Increase LinkedIn connections to reach over 500 

• Increase LinkedIn Social Selling Index (which measures the 

“perception” of subject matter expertise within a person’s industry) to 

70 

o Post information a minimum of 3 times per week 

• Create a bi-weekly blog that focuses on a minimum of 2 areas of 

Don’s expertise (example: affordable housing, senior living and 

services, homelessness in the Bay Area, etc.) 

o Use search engine key words in blog 

o Reference and tag to different organizations that have a larger 

following 
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• Identify one board, outside of Richmond (preferably Oakland) for Don 

to serve on. 

• Identify speaking or panel discussion opportunities for Don. Let 

organizations know that he is available. 

 

 

Enhance “expert” 
perception for specific 

CHDC leaders within their 
industry 

 

 

• All department leads should have a LinkedIn profile with updated 

information 

o Encourage leads to include relevant CHDC information on their 

social media pages 

o Encourage leads to share a minimum of 1 article or information 

weekly 

• Deputy Director and Real Estate Development 

o Social media presence with key messages 

▪ Possibly show linkage between real estate 

development and homelessness 

▪ Highlight senior housing concerns in the Bay Area 

o Expand partnerships and engage in meaningful participation 

with regional organizations. Examples are: 

▪ BACBO – Bay Area Community Benefit Organization 

▪ Nonprofit Housing Association of Northern California 

• Homeownership 

o (Need to further understand the current visible footprint for the 

leader and staff throughout the Bay Area) 

 

Clear Impact throughout the Bay Area 

 

 
Community involvement 

 

• Identify organizations that have a complimentary purpose to develop a 

partnership with, which will expand your brand message. Examples 

are: 

o Interfaith Council of Alameda County 

o Nonprofit Housing Association of Northern California 

o Affordable Housing Management Association 

 

 
 

 
 
 
 
 
 

Host an event 

 

• Host an event that awards industry leaders within the African 

American community 

• Host a monthly or quarterly meeting with industry thought leaders that 

focuses on eliminating the silos within the industry: 

o in the realm of affordable housing development there isn’t a lot 

of coming together to respond to the crisis (except for NPH and 

Housing California).  
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o Regionally, CHDC ends up tackling the hardest and most 

challenging projects that other majority affordable housing 

developments don’t want to take on. This doesn’t move the 

solution to affordable housing within the African American 

community ahead at a swift enough pace.  

o CHDC and other thought leaders can use the same approach 

similar to the approach of EBALDC as they respond to the 

Asian community in the East Bay. Thought leaders can come 

together to be more targeted in developing a strategic plan of 

action of enhance the vibrancy of lower income African 

Americans in their communities. 

o Thought leaders can develop policy that will focus on providing 

solutions that will minimize the elimination of African Americans 

in key areas because of the cost of housing (area within 

Alameda and Contra Costa counties). 

o Rather than re-inventing what other organizations are doing, 

CHDC can partner with other industry thought-leaders to see 

how each can support and collaborate on the current services 

of each. 

o Bringing industry thought leaders together fosters innovation. 

 

 

 

Physical Aesthetics 

 

 
 

 
 

Logo and collateral 

 

• Enhance CHDC’s existing logo to create a more modern, clean, 

simple, colorful look  

o Currently the logo has two dark colors that compliment each 

other (blue and green). These colors, although used sparingly, 

create a traditional feel. 

o 2018 logo design trends include the use of multicolor schemes 

that are vibrant and stand out. Bold colors are the driving force 

of this year’s design trends along with the use of 

unconventional colors. 

o Color gradients can be used when developing collateral 

materials 

• Agreed upon logos and colors will be included in CHDC’s new brand 

book to be used on all CHDC branded materials. 
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o Use of bold fonts and colors to stand out as unique and eye 

catching. 

o Suggested colors to use: 

 

 

 

 
Office space and welcoming 

feeling 

 

• CHDC’s office space should align with its overall brand (more modern, 

use of colors within the brand, clean, simple) 

• Receptionist area should be welcoming to guests and clients by 

eliminating clutter, updating branded information (logo on the door and 

information directly behind the reception desk). 

• The office behind the reception area where clients participate in 

counseling services should be updated 

• As the first point of contact, the receptionist position should present as 

friendly, resourceful, knowledgeable, welcoming and helpful. 

o The receptionist is arguable one of the most important 

positions in the organization as they serve as your front-line 

business ambassador. 

o There should be a review of the position/role responsibilities 

and identify the characteristics of the person who should fulfill 

the role. 

 

Everyone must be engaged 

 
 
 
 
 
 
 
 

Staff Involvement 

 

For CHDC’s brand to expand regionally and to have maximum impact 

and presence, staff must be committed also. 

• To increase the buzz and get people talking about CHDC, word of 

mouth marketing is a highly effective way of getting the awareness 

level up, and there is no better marketing than the words of a 

dedicated supporter.  

• Recruit a group of volunteers who are willing to share via social 

media – Post your organization’s engaging material and then make 

sure it’s shareable content. Use calls-to-action to drive traffic to your 

website and ask for people to share. 

o Ask staff to schedule ten minutes a day to share content. 

By staff being a presence on social media, sharing 

CHDC’s posts, Don’s blog, articles that are provided, etc., 

CHDC’s visibility will be enhanced. 
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• Build Your Street Cred – Provide the board, staff and any volunteers 

with a swag bag. Include the do’s and don’ts for speaking about the 

organization, a little background on the organization, a directory, a 

list of all the services CHDC offers, calendar of events, etc.  

o Encourage staff and give them time to go into the 

community to share information about CHDC and their 

industry. 

o Set them up for success and give them the tools to 

generate buzz around the organization. 

• Get your board on board – Board engagement is a must. Keep your 

board members in the ‘know’, and empower them to make 

connections, and get them talking about why they’re involved in the 

organization.  

o Board members have power and influence over a great 

range of people, so ignite that power and let them do the 

rest. 

o Create a video message about CHDC and have a 

personalized intro from each board member. 

o Encourage board members to share their personalized 

video in all their social media account. 

o Provide a link to the video that they can put into their 

personal signature line – “I’m committed to serving my 

community, here’s how”. 

 

Advocacy in Action 

 
 
 

Advocacy 

 

• Host a quarterly community forum in Oakland, Richmond and Vallejo 

with other community organizations. 

• Gather thought leaders throughout the Bay Area that have the same 

purpose or complimentary goal, to join in a discussion about 

affordable housing, senior housing, etc. 

o Work to create policies and develop a plan of action. 

• Identify someone within the organization that will be a visible presence 

in the Bay Area at local city council meetings to deliver key messages: 

o Share when CHDC is hosting a community forum and other 

activities CHDC is participating in. Invite public support. 
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How can your brand impact funders? 

While understanding which donor groups to focus fundraising efforts on is important, it is equally important to 

understand what motivates them to become part of a charitable movement. This information can be used in a 

variety of ways including developing messaging, services, and marketing programs. 

Key motivations for high net-worth individuals to donate are: 

• Making a difference (74%) 

• Feeling financially secure (71%) 

• Giving to same organization annually (69%) 

• Giving to organizations that show efficiency (68%) 

• Giving back to the community (62%) 

• Giving in response to need (40%) 

 

Competition in the non-profit giving environment exist because non-profits compete for a limited amount of 

resources from donors and volunteers. There is a community pool of time, talent and treasure that all non-

profits pull from to support their cause. One of the key roles of branding is to set apart a non-profit from others 

in pursuit of those resources. To stand out among the crowd of those seeking funding, CHDC must be creative 

in how it articulates their distinctive cause, tell their stories, and build a brand that cuts through the clutter. This 

can be done by connecting in a personal, meaningful and sustainable way with CHDC’s target audiences. 

To attract potential funding sources, in addition to implementing this brand strategy, PremierOD suggest that 

CHDC does the following: 

• Develop a funding packet with a developed “case for support” 

• Develop an email campaign strategy 

• Create video messages that highlight a real, personal and urgent need within the community 


