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A brief introduction


















Who is in charge?

Mrs Linda Petersen
Nurse




Where does she find ‘
power and trust for her ¥

daily duties?




In a great community




unicef &



What is their mission?




They all care.



But why are they different?




nis tory vision

heritage

competitors
target groups

range of services

legitimation
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characteristics
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Medical care
Speed
Professionalism
MarkEting
approach

unicef &

Unite for children
Sustainability

UN initiative
Multinational
approach

Desaster relief
Full range services
Voluntariness
ReputatiOn

Diaconia sa




brand attriputes

Brand Brand Brand

/J WEDECINS unicef & Diaconia =
SANS FRONTIERES

dynamic established simple

Project oriented Program oriented Case oriented
campaining Institutions and direct

vibrant Ambassadors Myth and symbol

universal Credibility




The attributes visualize
the brand personality.




Brand elements:

e crossing borders

e open angles
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Brand elements:

e umbrella brand

e consistent scheme
e different cultures
e clear frame

e one trademark

established
Program oriented
Institutions and
Ambassadors
universal
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Brand elements:

e monolithic

 few design elements

o different design concepts
e strong message

e one trademark

simple

Case oriented
direct

Myth and symbol
Credibility
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What does that mean for us?

There are different ways
to build successful brands.

What is the diaconia way?




We need to answer some questions.

What is our common idea?

How and to what extent do we show it?

What is an ideal brand?




The answers:

What is our common idea?

How and to what extent do we show it?

What is an ideal brand?




End of part 1,
Thank you



A short introduction



Branding scheme:

Brand idea — core values
Basic design elements:
e logo
e colours
 photographic style S
» typography
o key design idea/ key visuals
e wording Basic elements
Media
(recognisability of the brand)




Brand idea — core values e humanity
« impartiality
e neutrality
e independence
* voluntary service
 Unity
e universality

Peter Gunzenhauser Brussels, © March 2006



* logo

+
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Peter Gunzenhauser Brussels, © March 2006



e colours

Peter Gunzenhauser

Brussels, © March 2006
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 photographic style

Peter Gunzenhauser Brussels, © March 2006



» typography

Peter Gunzenhauser Brussels, © March 2006
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* key design idea/ key visuals

Peter Gunzenhauser

Brussels, © March 2006
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e wording

Peter Gunzenhauser Brussels, © March 2006

precise
brief
direct
clear
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Media
(recognisability of the brand)

Peter Gunzenhauser Brussels, © March 2006




Brand Personality
+ Attributes

+ Visualization

= Brand Design



get benefits
solve functional issues
address target groups



saving resources
time management

improved attention
strong credipility



standardized documents
easy handling
efficient commucation



patients
authorities
business partners
employees



How to deal with all that?



A defined strateqgy and/or key targets are the basis for the develop-

ment of the brand values. The brand values will be developed in
three steps:

Substance values

o conditions that have to be met in order to act as a
welfare organization

Core values
o attributes that describe the uniqueness of the organization

Differentiators
* values that are adequate to communicate the brand



Differentiators The special features of the brand

Core values NA of the brand

Substance values The foundation of the brand



Vision means to see, to view, the sight, apparition, mental image...

A vision is an inner (mental) picture of the future that is so attractive
and valuable, that it is pursued until it becomes real.

A vision should...
* be understandable
* be focused and clear
e be a real challenge (ambitious, motivating...)
e produce a mental picture
 have an impact both internally and externally



A brand vision only comes to life when expressed visually.
In order to translate the content (vision, strateqy, values etc.)

a "moodboard® is a proven instrument.

A moodboard contains
e colour combinations

e narrative pictures

o typographic styles

e design principles
These elements form the basis for the development of
the Corporate Design



L eading to success

s f-’;‘ﬂ -- -g
7 K
...- wy : | i . .

MNetwork

Trustworthy




Team
* set up a small and stable team of convinced supporters

Feasibility
» make sure that overambitious targets don’t lead to frustration

Timeframe
* identity processes are time consuming due to millions of experts

Process
* Be aware that the way from the core idea to visualization of

media is the right approach — not the other way round



Action plan
e develop a detailed action plan

Promotion
e spread the idea and convince stakeholders

Budget
e do "the right things“in the beginning and save money later on

Democracy
* ... Can be the enemy of good design



And now back to our case



Diakonie && Diaconia valdese
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Coskobratraké cirkve evangelicks Commissione sinodale per la diaconia
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What do we want to do?




Peter Gunzenhauser

Dr. Peter Gunzenhauser
Kurfiirstenstrasse 33
10785 Berlin

Telefon +49 (0)30/788 95 474
Telefax +49 (0)30/788 95 473
www.petergunzenhauser.de
mail@petergunzenhauser.de



