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GETTING THEWORD OUT:

COMMUNICATION
IS THE KEY

1. Audit your brand for strength
2. Understand your target audience

3. Build the components of your brand guide

4. Get the word out!
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Be Relevant!”sM




AMERICAN MARKETING ASSOC.
DEFINITIONS

MARKETING: BRAND:

Marketing is the activity, set A brand is a name, term,
of institutions, and design, symbol, or any other

processes for creating, feature that identifies one

communicating, delivering, seller's good or service as
and exchanging offerings distinct from those of other
that have value for sellers.

customers, clients, partners,

and society at large.
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TOP NONPROFIT BRANDS 2018

® @ | Best Friends Paralyzed
Animal Society Veterans
| SAVE THEM ALL.. T S l of America
WILDLIFE o

FEDERATIONN

Autism Society of America. St. Jude Children’s
Research Hospital

Shriners Hospitals 1A « Quany Vhamas, Punader

for Chlldreng Finding cures Saving cfeildren,

<X '
s RIF
FOOD FOR ,, 11\_I/ICDONALD
TaERECk > .C}?}\JIS{%TTES' Reading Is
Fundamental
ource: The Harris Po Cl"“EFF
o eteE e e )


https://theharrispoll.com/the-harris-poll-announces-this-years-brands-of-the-year-in-the-2018-equitrend-study/
https://www.stjude.org/
http://www.foodforthepoor.org/
http://bestfriends.org/

WHAT MAKES A TOP BRAND

Interbrand ‘he harris poll

Internal Factors

« Clarity Familiarity

« Commitment Quality
Protection

* Responsiveness

Consideration
Trust
Love

External Factors ) i
Financial

Authenticity
Relevance
Differentiation
Consistency
Presence
Understanding

CHIEF
e
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http://www.theharrispoll.com/business/2016-Brands-of-the-Year.html

|. AUDIT YOUR BRAND

FOR STRENGTH

FLORIDA NEN"
COMMUNITY N#
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|.AUDIT YOUR BRAND FOR STRENGTH

HOW TO AUDIT YOUR BRAND

Brand and Marketing Inventory
. Processes

. Materials

. Programs

. Internal Skills

Brand Exploratory
. Marketing Research / Perceptions
. Competition

Brand Equity
Future Opportunities

. Organizational Goals, Mission Alignment
. New Funding or Business Sources

Brand Strategy
. Positioning
. Management

Source: Kevin Lane Keller, C H | E F ~

Tuck School of Business at Dartmouth College (Adapted) h\’i“\‘ E{'f{ G

\©)



|.AUDIT YOUR BRAND FOR STRENGTH

INVENTORY ALL WAYS YOU
COMMUNICATE WITH AUDIENCES.
Evaluate for:

Clarity of Brand
Audience Consistency
Call to Action




|.AUDIT YOUR BRAND FOR STRENGTH

WFE'VE COMPLETED OUR BRAND AUDIT...
NOW WHAT?

Confirmation.
Clarification.
Changes.
FLORIDA BEN"
COMMUA\rl\lIIUYE=



FCLF DISCOVERY SESSIONS ASKED:

What attributes and values come to mind

when you think of this organization?

= TECHNICAL COMPETENCE = TENACITY & PERSEVERANCE

= RELIABILITY = CREDIBILITY
= CREATIVITY = PATIENCE
= FLEXIBILITY = FRIENDLY & CARING

= ADVOCACY & PARTNERSHIP

LONGEVITY & STABILITY



|.AUDIT YOUR BRAND FOR STRENGTH

FCLF'S NEXT STEPS AFTER
BRAND AUDIT & ASSESSMENT

= Focus groups and = Does our name
surveys of borrowers, reflect those
investors, staff, strengths and

community leaders attributes?  YES

= What are our Does our logo
brand’s strengths reflect those
and attributes? strengths and
attributes? NO




|.AUDIT YOUR BRAND FOR STRENGTH

Does an inventory of all communications materials
confirm we are sending a consistent message?

4 N

Employee / §Offline / DM@Digital/ “E-,”
Comm °I{ Internal Print, Ads “Jf Web, Video

PR / Media
Relations

Mobile

Relations

INTEGRATED MARKETING & COMMUNICATIONS

Omnichannel Marketing: All marketing channels form a united front to
\ support the organization’s mission and to drive brand equity /

© Lisa Junkerman, MBA. C H I E F -
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2. UNDERSTAND YOUR

TARGET AUDIENCE

FLORIDA NEN"
COMMUNITY N#

N\



WHO [IS YOUR AUDIENCE?

WHO ARE YOUR AUDIENCES!?

At FCLF, we have 3 distinct audiences we regularly address:

= BORROWERS
= INVESTORS
= POLICY MAKERS




2. UNDERSTAND YOUR TARGET AUDIENCE

BORROWERS )

= Competent & Creative

* Friendly, We Care

e = Flexible & Patient

Who borrows from FCLF?

B Community based nonproht arganzonons
B Aisnon focused for-profit entites

What kind of activities do we

v

|
] yeC
a
B Evdronmenilly Friendly, Green, and Sustoinoble Frogecss 1
; x \ PR S Sy The Florida Community Loan Fund Mission: Our expertise and 4PN Florida Community Loan Fund
i gewr 20 Years we have provided Expertise ond Capital to hdp promcts capital make proje cessful and belp organizations improve | 1 . £ % g haes
- Fublished by Janet de Guehery Dctober 16, 2017 - @

sccsed

M t 0 80 Watch for video coming soon... Iooking forward to telllng the FCLF &
eel Uur borrowers Operation New Hope story! hitp-//bit.ly/1TTREbM

Meet 6 few of FCLF's Banmowess and 180 morfs abOUt e projects

fow Can FCLF Help You

FOLF pron ¢ copiol and expertine 10 ing
he succeed ana impr
N Es Mougn je

finonong programs

OPERATION

[HOPE

Facilities Sustamsdility

It you are 0 denveloper seelong franang 1 yOu re 0 deyelopsr teekng Roonting

for a community focnty for on envronmentaly fnendy project




2. UNDERSTAND YOUR TARGET AUDIENCE

INVESTORS
= Credibility

- = Financially Sound

Investor Resources

= Longevity & Stability

configence.

ond socicl impact performonce to enhance

Historical Financial Information.

FLOMIDA COMMUNITY LOAN FUND

cRives

h its 3 finoncing programs and

ct, or download ! L l ’ NMTC AWARD

$A5 MILLION FOR INVESTMENT IN
OMDA DISTRESSED COMMUNITIES

l=: Florida Community Loan Fund 12 new photos
] ; , @

FAQ for Investors. Still have questions ers to some of most frequently

osked guestions cbout in

+] f WG

We were pieased to be a part of Axiom Sank opening of the new Winter

Garden location. Thanks for the support! htips /fcif. org/investor-profile/401-

axiom-bank

Fabruary JUTH L nuwws

VY QA0 Fund e plasssd bo announce an swird of 385 millkon In
il (NMTC) o from tha U8, Departimmnt of sy COFY
it Wikly Ml T o 10 i Floreld o

Components of Capital Cumulative Financing

acmenny ) W8 I A
mecenn youth sducation, and jobe creaton

FCLF COMPONENTS OF CAPITAL

WIH this Inhunion of S48 million in tae eredits we can creme Iasting impact

11 Plarida and maximize opportunities for people and places ourside of the
sconamic manstream.” - knack Extehan, FCLF CEO
CLFY NMTC A

progects

11w ek

0 i FAoe

CERTE il _ e
cerririeo cori  FHLBanlc" 207 MEMBER
XA THEDOR Ctmermtmms

Contact Info Our Vision Follow Us
Main Office AN




2. UNDERSTAND YOUR TARGET AUDIENCE

POLICY
MAKERS = Reliable

= Advocacy & Partnerships

NEW MARKETS TAX CREDIT (NMTC)

e = Tenacity & Perseverance

CONTACT: boy Bewton, Diewctzr of Gowerrerers Restars
SL537.0595 « [BestomBF OLF oy
FLORIDA MEMBERS ARE URGED Florida Community
TO MAKE NMTC PERMANENT i Bt
The New Narvets Tas Cred (NMTE) Ras ergoyns Sipurtises sippernt
£ hiory from P ) .ncc
skike, Created by the Comymenty Bensws! T etiet Act of 2000 21 $207 MILLION MMTC DSPLOYSD
1065541 NMITC mas peoven to be an sspentisl ool N driing capitsl
MRSINERt A0 e DOORESE, TR0t severely gutrested witin 300 1 $491 MILLION %Mo
COMMIWNsties S0TAT D COUNTY.. 0 ruw SUBtesses dreate jobs,
SChhewe Mg SO0 INMPECE, 4 SETes 00N SCOnomies, 4,593 JOBS CRATID OF METANID
NAMITC 12 e avemston tax cowdst gl b I owert just 7 years ot an >
arevad pwte of W% Over the st § pears and 5% in peas 4.7 M 1.5 MILLION SOUARE PRET IN
Evenstoe opdwerrr the NMITT ivwrstimet oior t T prery, off coechts can NEW FACIUTIES BURY
De reagtines with interest sad peeatty
Since mceptian, NMTT has seiivered sewly S35 bison in cagital and
crestrd nearly TS0.200 jotrs ot & cont 55 O federe Govetnemart of besy
thee $20.000 per job. fediersl Sac ivwerus genereted by NMIC sbo . X
Genevatly momm than Cawers the coit of e gt b LANDER Florida's 1,493 NMTC
A cumment 5 paar exencion of the MMTC user th Path Act of 2913 expires Eligible Census Tracts’
LRt )

AN Florida members are urged to make

ﬂ Florida Commumey Loan Fund
NMTC permanent as part of tax reform

WD s U e NTC pragram bt @ Comesly Adtrioml "

P arnaned §54 Bon of Croit slocation wil b lest aeer o nent 7 pears 1) et Thank you to Congrezsional Supparters of permanency fat NMTC. The New
et Leth ratenidly oxd 7 Frewda Makets Tax Credit prograim bings jobs and CCONMIE CeVCIoRMmeN 10 w-
Thw Mouns ferncanta fat 1 il aave 1w gowmmrrent §1 8 b, ot NMTC woukd NCOME COMPUNDES LEAM More 3 NI TC COMBOn website

actunlly proerste $1.7 Siline i 108 reveriaes P P chos sy anrl bl A @ et \ ML COMBON Ong' L Presecyed ek
et f Wt spetn

To date. nine (9) Flanda leading members of the Mowse
have sigmed on to HL. 1098, the New Machots Tax Credit

Extension Act of 2017, calling for permanency of the credit

M ponst Conmarnarity e b nefined o soehs (10 benelt S0 NVTC ploate tebe ) minioes
RIGHT NOW 2 pich 4 thw pharw and ool the Uilices of heds J merbers of ihe House
Ways & Manes Commetes below sne sspacially yoor ows Flonida U 5. Hepressatsnve
Rap. Carios Curteln = Phone # 202.225-3778
Hap. Vern BDushanan « Phone £ 2 782018
g Your Reprwnentative

CLICK HERE FOR THE LIST of Flarsda Detgation mentder uhone sumbery
©¢ amal addreaaes 1o sunscrme Lagialates Ll

IN FLORIDA... NMTC IS WORKING
Flowda Comernity Loan Fend (FOLTE Fonoy's leatieg Satewide COFY
CDE has socured 4 Corrusietive $271 mitan 1 NMIC stocatonier Ponds,
1= 2214, 7% ofher COE orversor Froups tarpeted o to 33208 Mo i SMTC
shocation b Suarwens sesd progect sreecimert i Flods & oeste jobis snd
Prvance hgi Ipact SCOMOMEC g Commarety faoBty paseacts.
Thewe sSocaer mstaioe (e st Capttel end dres imeestmerts
M0 OGNy deterrninet], vgh-DOOmy Droects that Oas )bs a0 et
POCI0-economic Snats it It for” G CeR GV N0k be echieved ¥ 1o Mapmasemtion 18 vupppottiog NWTC, tark tharn & bl Bhorm 1o ccrmmurse st e
= wraeg apocatan s ANY REFEAL OF NUTC 1 e Ohaeman of fie Mos Raps & Meass
1 part of the Tax Code will help Flo for yewrs 10 come, Comerame Lamws oot

* TS MO pwmcn o of 0T ¥ yunx Mammancmat o b ot pet suppurtng or Shes @ postien on NNTC, ASK THEM 10
OO bl et ooy

m!GNOﬂYOHR 1098, CONTAC‘[ Fonuon:mmmnmounmwcmm

Waitiey -n‘v- L

1NN O el The ik

i e conen er ww NMTC Preserved, Thank You to Congressional
R T Supporters — New Markets Tax Credit Coalition

vrrrta

Arune Kalysean
Gtyy

Maim %o 591 N Magreshe fawram, Ste 430 PRy Su——

150w 2077 2y Pag
NMVTC) 98w ¢

cwrvcr: rabend of tepeaing Sw New Wackety Tar Cresd
i) Dy [P 40 i) OF T T Lt Bend SO ACt

L hme ol e Hosane Warps A Sheans

Onlarvs Foride 72801 1344 wwwe helarg - 437 2800040 arrey jotm e b

Olaras + Joshuvrniie « s + Saransts « Furt Laabucdale * M T bt & o o sty prtdee A | . onaaetion b5 Fhartte Aas we heluow the sepact NMTC will have
e (b owa? 3 yoars b B poies et don Nt et conbd be auved Thand yi

L ormrmtten. Rew Prgcyiae we i




2. UNDERSTAND YOUR TARGET AUDIENCE

IN-SESSION EXERCISE

Target Group
#1

Target Group
#2

Target Group
#3

Vertical
Industries

Influencers

What are their key
demographics that you should
factor into your branding or
marketing efforts?

What are their lifestyle
characteristics?

N

What selection criteria do they
use when considering your
program(s)?

>>

Sa

What are their current
thoughts about your
program(s)?

How do you want them to
think of your program(s)?

What next step would you like
them to take?

How can you best reach them?

What is the single most
important thing you can tell
them to get them to take that
next step?

Confidential and Proprietary CH IEF A

© Lisa Junkerman, MBA
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2. UNDERSTAND YOUR TARGET AUDIENCE

CUSTOMIZING FOR OUR AUDIENCE
4

A longer video is
suited for large
businesses and

legislators; goes in- g PIay Vldeo>

depth on the program FCLF o BOYS & GIRLS GLUBS
G OF MANATEE COUNTY:

ACHIEVING A DREAM WITH N

A shorter version
created for social
media gives an
overview for

' WE SHOWED THE KIDS __
PICTURES OF THJE//,' :
' NEW BUILDING " ™a#\  general viewers

/




3. BUILD THE COMPONENTS

OF YOUR BRAND GUIDE

FLORIDA NEN"
COMMUNITY N#

N\



3. BUILD THE COMPONENTS OF YOUR BRAND GUIDE

CONSISTENCY BUILDS BRAND AWARENESS
AND GROWS EQUITY

Brand consistency across
elements helps create the
highest level of awareness
and the strongest and most
favorable associations
possible.

-- Kevin Lane Keller, Professor of Marketing at the Tuck

School of Business at Dartmouth College. Author of
Strategic Brand Management

CHIEF
MARKETING@

ASSOCIATES



3. BUILD THE COMPONENTS OF YOUR BRAND GUIDE

CONSISTENCY BUILDS BRAND AWARENESS

AND GROWS EQUITY
("

BRAND PLATFORM
Vision « Character/
Personality « Features ¢
Benefits (Emotional and
Rational)

~

J

U

/" CONTENT APPROACH
Compelling Copy:

Adds Credibility « Targets
Decision Makers ¢
Emphasizes Benefits
(Emotional and Rational) ¢
Differentiates ¢ Cross Cultures
and Beliefs

BRAND AWARENESS

+

BRAND EQUITY

~

” VISUAL APPROACH

Logo ¢« Typography ¢
Color Palette

Digital Representation ¢

Theme Line « Email
Signature

\_

J

Confidential and Proprietary CHIEF

© Lisa Junkerman, MBA ;"S’;’}é,ﬁm@f
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3. BUILD THE COMPONENTS OF YOUR BRAND GUIDE

WHY HAVE A BRAND GUIDE?

Maintain consistency Save time and
across the decrease duplicated

organization. effort.

Boost the likelihood of
messages being
remembered and repeated

Reduce frustration
and conflict.

SOl BLOCKS
. OF4I0R 24 COMMUNITES
ANALRG FOPULADON




3. BUILD THE COMPONENTS OF YOUR BRAND GUIDE

FCLF COMMUNICATIONS GUIDE

FLORIDA COMMUNITY LOAN FUND

COMMUNICATIONS GUIDE

CONTENTS
Tres tabie of cantents is Cickobile. Ciick on 1he S8Con Ttk OF POgEe NUMDSS 10 D& ToRGN AINSCTlY 10 hat
soction of this Communicotions Guide
Part 1. Our Srand, | THE FLORIDA COMMUNITY LOAN FUND BRAND 3
How We Talk ADOUL | L.y WE TALK ABOUT OURSELVES 4
FCLF
COMMUNICATIONS PROTOCOL )
U 5 DEPARTMENT OF TREASURY COMPLIANCE 6
SOCIAL MEDIA GUIDELINES ?
Part 2. Our Logo, TME FLORDA COMMUNITY LOAN FUND LOGO 0
Color Poette, LOGO GRAPHICS 1
rm@y MICROSOFT OFFICE THMEME FCLF 2015 2
FCLF FONTS 1)
WHERE TO USE FCLF FONTS 1
SAMPLE LISES OF FOLF FONTY "
FONT COLORS 1L
COMMUNICATIONS GUIDE SHOwan.
Port 3, Our EMAIL SIGNATURES o
20 I 7 :x;ww.-t-mt POWER POINT TEMPLATES ”
arais 17
BUSINESS CARDS 1o
NAME BADG 18
U B Part 4, Technology | INSTALLING THE FCLF FONTS ON YOUR WINDOWS COMPUTER 19
formerty "ECLE Stye Guide™) :w::w INSTALLING THE FCLF 2015 THEME ON YOUR WINDOWS COMPUTER n
- ren FCLF 5 THEME [ 28
FCLF COLOA PALETTE DETALS 29

This Communicotions Guide provides an averview of the FCLF brand, guidetines for
use of the FCLF logo, colors, fonts, and more. Tools mentioned in this Gulde are

avalioble on S drive > Loan Fung Information > Logos 2018 Tempicies, Stvle Guide

Far specific questions plecss contoct Janet de Guehery.

Man Offce: 501 N Magnoko Ave Zuns 100 8 Criondo, FL 120011364 XFERTISE ANIT
W Mess et & > if
Crincts @ Jacksctre

COmPmameoncns Suate, Poge 7 T m




3. BUILD THE COMPONENTS OF YOUR BRAND GUIDE

BRAND PLATFORM

FLORIDA COMMUNITY LOAN FUND

OAN ‘L\IINE. COMMUNICATIONS GLIDS

HOW WE TALK ABOUT OURSELVES

Sronding and Markeng ore NOt the responsitdity of a particular stoff member of team FCLFS o
Oeterminiid try Wwhatl we Nave Goomplshedd, whem we afe Qoing. ard Bow Gliwrs wew Those
occompiithments ond value to the communty. Marketing 5 something we ofl do every day, it's po
OuF Cultre and our Story, and IS conveyed through Row we tall othees cbout FCLF ond i how we
communicote our organtiation™s occompishments and volue

Elevator Pitch. Loch of us nas out own way of descntang Forsa Cormemunity Loon Fund, ow

PIEn® thart cliows 15 10 give & Dl cvenviaw of Ouf CEQONRAtIoN. HOwWeV You CHOCLS 10 Seicnbs
FOLF, consader mOuing these elements

Key Messages

WHY? We beleve thot every peran in Florkio deserves to live with cignity.

HOW? We provice expertize ond capatal for a wide range of progects that help low- income
pecple Ond comemunine

WHAT? With these FCLF tools, projects can be successful, ona organtzations can better meet
Edr PRESatns O IMPrOVing Suves and Communties

We ak hove a fovortie stocy 10 tell cbout 0ne of Cur DOITOWING OIGNIZOtIONS Of an
Indiaduds Whe was helped through on FOLF 1000 Thete S101es hedp sepion to|
WHO? Istening audencs Bow FOLF heips Duld communies. i you need ¢ s4ory to te . N

Drowse our website ww FCLF Ceg, ook Gt videos on our ¥ouTute crannel of FLORIDA COMMUNITY LOAN FUND
Loan Officer for o SLGERsIRg DOMawsr Story

COMMUNICATIONS GUIDE

THE FLORIDA COMMUNITY LOAN FUND BRAND

What = o brond? An organizobon's brand & not only the oo, colors, and font. but it Is clso o
reNection of its culture and staff. o compiation of s ATbULes and volues It teds cur cudence what
W NEve OCCOMPUENIG and whars we O 9ONgG.

Whest i the FCLF brand? Dunng FCLFYS 2014-18

FCLF has Deen noted for thess mitabubes.

strategic pInnrg process, an Indepencient morketng * TECHMICAL * TINACTY
consuftont led discovery sesHons wian FOLF COMPEYENCE ¢ CREDUBUTY
Stoeah0iders - inCuding DOTOWerS, Imvesion, booard & ¢ RELARLITY ¢ PATIENCE
COmenitine membirs, staff, and communty lecaes - 10 | ¢ CREATITIVY ¢ RRETRANCT
OUr CIROVIDRNS Gtirbutes ond valoes. The | *  FLEXELITY * WE CAas
shows 0 fow of the ottnbutes of FCLF that S ADVOCALT & * LOMGEVITY &
PARTNERS P STABILITY

mentioned Dy those surveyed

furviews, @ waon oo wnstonticted | FCLF adds wolse 10 communiiies through oo
vakie to communities. The most- |+ EXPERISE CONNICTIONS ENCOURALEHENT
uted to Gescnbe our value are In CREDILITY A5 A LENUEN

°
I n n P r n I I he «  ABUTYTO MUT & DEAL TOGETHER
& TRECHNICAL ASSSTANCT
° ° ° °
Vision & Mission e ooy v | S s
ar that for 20 years, FCLF stoff, boord and commetieo
DEpd #1000 the Drond By fOCUng 06 MIsson- i Jrrisd

and heping bomowers ochiess thee missions, FCLFs | T ,_‘m:':'wl Seiacs:
E financi strength o3 weld os patient stoff. it includes

frostonca as well az creotiity, It embracas longevity MISSION

o5 'wwl 65 CRGUMLY Gnd Provation. Our Visen ong Cur expesitse ana captd
p Stoternents, whach pad from the strotegic ph 9 Imks (ORCEL 1ULLELND
process, ore not just a stobement 10 the workd aDout ourseives, but ona hetp arganiation
k0 OCOPOLE Tha Wy OUf DOCTOWNIS NG SUPPOTON view us - Improve ives ana

ey ore o tue reflection of the Alondo Community Loon Pund teong. | Comamrsin




3. BUILD THE COMPONENTS OF YOUR BRAND GUIDE

VISUAL APPROACH

FLORIDA COMMUNITY LOAN FUNI

COMMUNICAT S CAMDE

THE FLORDA COMMUNITY LOAN FUND LOGO

TLORDA COMMUNITY LOWN FUND, FOLE, wot ncoparmena ) 1942, m
N W Ot 06 0 COFL I 1996 10 2005 16 Faros Comimuty Lo
§e0°s of COTITRALY emcTImwn?t francng i Fonao Mmrosuceg G tew
TERINT on Sur Wetnte Gd e300] e, Sarved 19 ATt Gur SaASancH
O Shength aned ety cugh i pesrs, One whew e crw geing Yo i
TeOaed SCLF 000 a0 00 Webale, 0N [arress CONDs ame Weterteod
NN TR ~ GOV Wt O Iell) P Mack orvl T OPRPOrL Ty e S0y |

= Werve e m Pl fer 20 peers

* We e it Frareciaty sbong, seosw, yet Eeagriei e aEEock

v At wa phe b covtrum o chenge mwd groe i e Fosss
TIN O00 D08 CONy ety Cesigned for FULF. 1 wis 1o pulea Yom i
1 urkpn © CAF SIGIRSIION WEME With ¥1e Decagret Incucied marry Shi
of Phe Potxds Cortrmuity Loon Pured, $he ortutes of o beesd, ot
1OEreLenten o o n

e COLORS winch howe been covefly selecind,

100 TEXT wtich Gross Gl GAPOnGation & rome,

ot the “PUARK. e grophe slermmst, whah is regrenentolve of wihet we do ond sty

T S of the 00 0% e S0ty
- . . OO Pa e DOSUBET) Bw felertettls CepurdOlaty, DaShwd T e win. 90
. . . MCurfy. Thare Uring codoss Somwiy oo Bronchal Sreng™ ond Suteiry. The

= Wi undancire the fiescly

THE TEXT meflacts e hntory onst bertoge 0 O3 reeme. B & words of Mooks Comerursty Loon
Funa ol werk 3ogether 1 CONvey 0o Geogropme reach [Flonaal, awr focus (commurmyg and Sow we
Cohed gt Sodn Al Tha cofer varies 1 eeah irw of Sl 19 cOM aflevin 1o eoes Cormponent

FLOMDA COMMUNITY L OAN FUND

COMMUNICATIONS GUIDI

FLORIDA
COMMUNITY =
LOAN FUND

I v Lvat you el remcn thot FLORIGA 1 e prommesand
worz Ve cre the Ant strtewios COF, ond the ook Ssewios FLORIDA
COF Loon Fund O prasance ¥ of of Honmdo - 1o Than COMMUNITY
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3. BUILD THE COMPONENTS OF YOUR BRAND GUIDE

APPROACH

COMMUNICATIONS PROTOCOL

Fonde Community Loam Fund Brand < coovayed thooagh our communicabans, whether written, ol or
wiunl The way in which we comerumicote outiide ond mmude FCLF odds credibdy i whe we ore o1 an
argamisation, ond it comtritutes 12 owr voice Owr communcations style iz professongl yst not overy
formal, we strve 1o winte stones ond descrptons 1o be eauly modable ond without rgon; and m

RUbAC commmanirntions — wach o webste, foct sheets and handouts — we use the mformal “we” rather
referrng to FCLF as "the orgonitetion ™

der to mawnan brand consistency, thic Communications Guade i o tool for FCLF aaft, and includes
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3. BUILD THE COMPONENTS OF YOUR BRAND GUIDE

RESULTS:

Consistency, Brand Awareness, Brand Equity

FLORIDA mEN
COMMDA -

-m T

LOAN FUND |

ANNUAL

e REPORT
2017

www.FCLF.org/2017-annual-report-intro

'
JIRD

i'l] > I | ; Thanks to our supporters, partners, and to the awe-inspiring work of the
. organizations our financing supports, fiscal 2017 was a successful year for
Florida Community Loan Fund. FCLF put over $55 million in new financing to
work this fiscal year to support low-income people and communities

Today we are pleased to share the Florida Community.

Report Read the report online to learn more about our accomplishments as an
organization — but more importantly, to leam more about 3 of our borrowing
partners and the people they serve

We are humbied to have been chosen as a finance partner for so many high-
“We we bamabled 19 have been (hoses y impact projects across Florida, and we are impressed with the character of the
3 Fmece gartae S 10 oy bgh people our borrowers serve. Their resilience and resolve to improve their lives and
wngsct pragets aovss Farda " L their communities inspires us to do more. Today, more than ever, FCLF re
et committed to honoring this resiliency by bringing stability during times of
uncenainty. We strive for a state where all Flondians can live in dignity and
each other with respect, no matter the differences between them

/

—

Ignacio Esteban, CEQ
FLORIDA COMMUNITY LOAN FUND

READ THE REPOI DOWNLOAD @
ONLINE AS PDF

Y
LOAN FUND I

ANNUAL
REPORT

STDRES OF STABILITY AND SUCCESS

2017

| www.FCLF.0rg/2017-annuakreport-intro

CDC OF TAMPA CHOSE FCLF
AS A om
FINANCING A=

¢

PARTNER. ]

View the video and our annual report.
www.FCLF.org/2017-annual-report-intro

FLORIDABE Expertise and Capital
COMMUNITY to Help Your Project Succeed
LOAN FUND R www. FCLF .org
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4. GET THE WORD OUT

MARKETING AND BRANDING ARE

NEW STAFF ORIENTATION — COMMUNICATIONS & MARKETING

Fact Sheets & General Information
* Logo Story

"Elevator Pitch" ideas from Communications Guide
About FCLF
Housing
Facilities
Healthcare
NMTC
Our Impact
Annual Report (most recent)
Loan Officer Areas
FCLF Regions Map
Investment Opportunities
Strategic Plan

Communications Guide
* Print copy
On S drive
Templates on S
Install Muli font, FCLF 2015 theme; set Outlook font to Segoe Ul
Review signature software

Website
* Introduction to various sections
* Work on photo & bio for Staff page
* Social medic sites

Desk Folder
Order Business Cards
Order Nametags




4. GET THE WORD OUT

WHAT ABOUT YOUR ELEVATOR SPEECH?

FCLF Communications Guide Elements:

We believe that every person in Florida deserves to live with
dignity.

We provide expertise and capital for a wide range of projects
that help low-income people and communities.

With these FCLF tools, projects can be successful, and
organizations can better meet their missions of improving lives
and communities.

We all have a favorite story to tell about one of our borrowing
organizations or an individual who was helped through an FCLF
loan. These stories help explain to our listening audience how
FCLF helps build communities. If you need a story to tell,
browse our website www.FCLF.org, look at videos on our
YouTube channel, or ask a Loan Officer for a suggested
borrower story.



MARKETING AND BRANDING ARE
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COMMUNITY B@ HABITAT FOR HUMANITY OF m Habitat
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OAN FUND I SOUTH PALM BEACH COUNTY for Humanity
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THANKYOU!

Questions?
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Janet de Guehery

Communications & Marketing Manager
JANET@FCLFEORG * ORLANDO
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www.FCLForg

501 N MAGNOLIA AVE - SUITE 100
ORLANDO FL 32801
407.246.0846




