
ABC of Western Washington 
Brand Refresh



What Have We Done So Far? 

◈ Surveys and Research about our Members 
(Complete)

◈ Brand Platform Creation (Complete)
◈ Messaging Frameworks (Complete)
◈ Personas (Complete)
◈ Recruitment Toolkit (Nearing 

Completion)
◈ Style Guide (In Progress)
◈ Website Refresh (Not Started)
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Place your screenshot here
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Where can I find 
the new 
messaging and 
branding tools?



1. Brand Platform
What is a brand platform and how are we going to use it?
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A Brand Platform is the Essence of an Organization

◈ Who are our audiences?
◈ What sort of attributes give value to 

membership?
◈ How does our organizational personality 

distinguish us from the competition?
◈ What characteristics do we want to shine 

through?
◈ What are we not? 
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A Departure from Both Public and Internal Perception

Merit Shop! Open Shop Anti-Union!
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...



When our personality, attributes, and characteristics, are misunderstood 
by our audiences, that’s a big problem. So where do we go from there?

Free Enterprise 
and Merit-Based 

Values

The Voice 
of Merit 
Shop © 

Open Shop
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YOUR VITAL 
ALLY
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“ Galvanized by the shared goals, values, and 
perspectives of our state’s open shops, we make sure 
the door to progress and prosperity always stays open 
to our members.

We are ABC of Western Washington—a vital ally.
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2. Messaging Framework
Bridging the gap between who we are and who others think 
we are.
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A New Way of Saying it
The messaging framework has 
been designed to help set the 
tone of the language we will use 
moving forward. 

It will also help us communicate 
the essence of being a VITAL 
ALLY more effectively to 
different audiences. 
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Tailored 
Messaging
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For Different 
Opportunities



We are all responsible for 
moving the message forward 
across all channels.

13



3. Personas
Understanding the struggles, needs, and stories of our 
members, prospects, and target audiences.
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Personas: Fictional Representations of Our Ideal Member and Their Journey
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The Traditional Customer or Member Journey
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Awareness Consideration Purchase Loyalty Advocacy
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The Member/Customer Journey is NOT LINEAR. It’s a Cyclical Process



Recruitment
When we understand 
where our different target 
audiences are in their 
journey we will be able to 
go to them directly with 
the resources they need. 

How Our Developed Personas Can Help You
Retention
When we understand what 
our different target 
audiences need from us, 
we will be able to serve 
them better at the at the 
right time, every time. 
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4. Recruitment Toolkit
Bringing the pieces together.

20



21



Recruitment
A useful way for Wendy to 
reach prospects with 
resources they need in a 
manner that is clean, 
professional, and succinct. 

Goal of the Recruitment Toolkit
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5. Chapter Style Guide
Maintaining consistency in style, form, language, and 
imagery.
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6. On the Horizon
What’s coming up in the rebrand process.
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Website Refresh

This is still very much 
in the early phases. We 
will keep you posted. 

Finalize Recruitment Toolkit

After initial 
feedback is 

accepted, we will 
finalize and have 

the toolkit  printed 
for use. 

Style Guide

We are developing a 
design and branding 
handbook for us to 

follow. We will 
review and send edits 

soon.
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Now GO Forth 
and Deliver Our 
Message!



SlidesCarnival icons are editable 
shapes. 

This means that you can:
● Resize them without losing 

quality.
● Change fill color and opacity.

Isn’t that nice? :)

Examples:
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