
Beth: Hello, and welcome to Driving Participation. Today I have on Charlotte Prouse. 

Charlotte and I met in a fairly unusual way. She had posted a response to something on 

LinkedIn and it was such an insightful and interesting response about the role of a logo and 

the role of strategy in marketing that I knew I had to get her on here to talk about that. When 

I went in and looked her up, she had such an interesting background, I knew you would all 

love hearing what she was going to talk about. Thank you so much for joining me today, 

Charlotte. 

Charlotte: Thanks, Beth, and thank you for asking me.

Beth: Why don’t you start by talking a little bit about your background and how you’re 

connected with some of the nonprofit, governmental and organizational work that you’ve 

done in your past.

Charlotte: OK, my background has very much been in brand strategy and marketing 

development, and specifically it’s really come out of the tourism sector working for 

organizations such as Tourism Australia who promote Australia to the world to come visit us 

and very much in that space. But what I have is a business called The Destination Marketing 

Store, and we’re very much about how you become the destination of choice, whether you’re 

a precinct, a place or a holiday destination or a business and in the not for profit area, we’ve 

very much worked with national parks and also some other not for profits in that nature. We 

are very aware that how you position yourself so you are a destination of choice or nonprofit 

of choice because we know it’s a competitive market out there getting people to engage day 

or night and have loyalty to those particular organizations, so we are a how do you position 

yourself, how do you create a difference in the marketplace so you stand out from the crowd 

and that’s really where our specialty is. 

Beth: The question that I always ask people in the very beginning is about participation. 
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That’s what our focus is on here, what drives participation. How do you get people involved? 

I would like to ask you, in the work that you do, how is participation relevant? What do you 

count that matters?

Charlotte: OK, there are a couple of things. It does vary slightly across your sector so if we 

look at my national parks experience, working with national parks, they are a conservation 

organization, but in Australia it was about how do we build advocacy? How do we get people 

to support our national parks so when we go to elections that funding isn’t cut to them that 

it is important and the way to build advocacy is of course is to build emotional attachment 

and having to build emotional attachment is by creating a story and an experience that this is 

your national park and there’s a lot of ways I can visit a national park, whether it’s just going 

for a picnic or whether it’s volunteering to do some work in a national park with the park 

organization, but unless you have an emotional connection that speaks to them at a heart 

level, to say “I want to be part of that. I want to be part of a national park and be friends of 

that park and I want to engage in its protection,” that is a really important thing we actually 

work on. Finding what that insight is, what that emotional connection is.

Beth: You’re right. Connecting people with the emotion of what really attracts them is really 

what makes a difference in all sectors. It almost doesn’t matter whether you are even a 

corporate business or a nonprofit. Getting people to show up and stick around and give back 

over and over again, there has to be something deeper in it for them than just a transaction.

Charlotte: I couldn’t agree more, and I think also it’s about if I go back to my national parks 

experience, and I will be calling on my previous experience, as an organization, it was very 

what I would call sage-like and it’s core purpose was about conservation, so when you start 

talking to the people who work in that organization, what was the change for them is that 

allowing people to come in and the idea “We have to educate them. We have to educate 

them about biodiversity. We have to educate them about the Latin names of these plants,” 

and for a specific part of the market, absolutely. They are really interested in that, but they’re 

already bought in to you. They are already engaged with you. If you’re looking at new 

markets, you absolutely have to understand what is the market’s motivation and how do you 

tap into that to create advocacy and participation and once people have that emotional 

connection with you, it’s much easier to keep them. We have a saying here in Australia. It 



costs five times as much to get a new customer as it is to keep one. Put your energy into 

keeping them.  

Beth: Absolutely, and do you also find when you’re doing this communication that people 

can get mixed up with who they’re talking to when? I often call it the connoisseur versus the 

consumer, that it’s easier to talk to people that are inside of your organization or already have 

that connection because they know you and they’re interested and sometimes at a deeper 

level and they sometimes will tolerate being educated, but people who are outside that 

you’re making the effort to bring in, to be honest, people don’t really want to be educated 

a lot of the time in the early stages of a relationship. Nobody wants to be told what to do 

or informed. They often want to be entertained and have a positive good feeling is a good 

reason that they’re connecting with something. Learning how to know whom you’re talking to, 

when, who your audience is, is a big challenge for organizations. Do you find that to be true, 

too?

Charlotte: Totally and this seems to be the great opportunity for organizations is to really 

spend some time on working out who is their ideal participant or customer, especially if 

they’re nonprofit. To talk to everybody is to talk to nobody so it’s about how do you find those 

people, and it’s almost like creating your ideal customer. What would the ideal customer 

look like, and then create that person and then find out what is their motivation and in a park 

space, it wasn’t all about education. We have national parks that are on the beaches here 

so some people just want to go surfing. They don’t want to be educated about biodiversity. 

They want to go surfing, but when that space that they surf in is threatened by a developer or 

by change in legislation, you want to call on them to be your advocates to protect their area 

because it has some significance to the local marine life, but it also has significance to the 

local community to leave it as it is. It is very much about that emotional connection and what 

drives them, but you do have to do that piece of work first.

Beth: I think that the key thing that you said right there about the motivation, it’s easy for 

people to get caught up in terms that they’re more familiar with like demographics and 

segments, and demographics are dividing up your audience based on traits like age and 

gender, things like that and segmentation is about dividing people up based on actions that 

they might have taken, like they came to an event, but creating this ideal profile, I call it the 



perfect person profile, is really about getting deeper than both of those two things and really 

into that aspect of motivation and when you can really picture that person in your mind, you 

can write to them in a way that connects to that emotion in a way that you can’t when you’re 

just looking at how does everyone this age that’s shown up at an event tend to act? 

Charlotte: The other thing is you can have those people the same age turn up to the same 

event, behave in the same way, but this is where psychology comes in. What’s the motivation 

behind the behavior? The motivation could be very, very different for each person so you 

might find one event someone turns up because it’s a music event and they love the music. 

Another group of people might turn up because it’s a really great place and they have fun, 

but it’s about hanging out with their friends so it’s really understanding what motivation is and 

when I was at parks, we spent a lot of time at national parks. We spend a lot of time looking 

at the different segments and what’s the experience that you’re offering them in the park. That 

has to be on brand and that has to be delivered to that market as well, so we started to really 

look at what campaigns spoke to what markets and what were our very measurable objectives 

that we put in place to track ourselves and test what was working and what wasn’t working, 

depending on the market and that type of thinking is so important to get right from right up 

front. 

Beth: That’s exactly what led us to have this conversation in the first place, that it’s so 

common for people when they talk about branding to focus on the things that they’re familiar 

with and that they’ve seen, like the logo and either completely focus on the logo that that’s 

the thing or not focus on it at all, but one of the things that people often do is start at the 

graphical, we call it the brand identity stage, and I really think it’s important to talk about 

where that can steer an organization wrong in the long term by starting there as opposed to 

backing up and filling in the gaps of things they may or may not know before moving forward 

to execution and just creating that graphical layer.

Charlotte: You’re talking about my pet subject, Beth. We quite often get “We need a 

new brand. Can you design a logo?” Now we’re a strategy company not a graphic design 

company, but we have partners in graphic design. What we do is we talk to them about what 

they’re actually trying to achieve in the first place because I always say to my clients “Start 

branding, but don’t put the logo on anything. Create your brand first,” because if your tone 



and your manner and how you’ve written your work or how you’re writing your messages is 

not consistent, if you don’t have a clear personality, we also get into brand archetype do you 

want to show up as, so for example, if we look at something like Virgin or Apple, they’re what 

we call revolutionary archetype but they behave like a revolutionary archetype. Everything that 

they do, every touch point a customer has with those brands, that revolutionary archetype 

behavior is displayed and that’s where the brand leads. How do you bring your brand to 

life? Once you have all that work done, then you can design a logo and a good logo will be 

reflective of that, but if there isn’t that consistency behind the logo, if there isn’t that story 

behind the logo, Nike, you and I have discussed Nike and my response to that blog. Nike 

has a very clear strategy. They’re only talking to a specific market. They’re very focused on 

who they’re talking to and as you said to me earlier, Beth, they don’t even need to put their 

name on their logo, but that’s because of consistency, story, message and positioning in 

the marketplace. If you took all that away and a lot of money, I will admit they have a lot of 

money, but the principles aren’t any different. You still need to have consistency in those three 

areas.

Beth: One of the things that I get a lot of push back on, I’d be curious to see if you hear the 

same thing, when I say things like you were just saying about Nike, they know exactly who 

their person is. They know who they’re talking to, but I think anyone that would even listen 

would know, they have a massive client base so people often struggle with the idea of saying 

that they’re designing their brand for one person because they’ll say “I have all these different 

audiences that I really need to speak to,” but to create a brand, being able to focus on who 

is the perfect person for your brand and have the trust that the right other people will come 

along in the wake is really hard for organizations. Have you found that to be true as well?

Charlotte: Oh my gosh! That is probably one of the biggest issues actually and I think 

it’s because for some people it’s very counterintuitive to talk to one market because here 

they are wanting to turn over a million and they’re thinking “How can you just talk to one 

person?” but here’s the kick in all of that. It’s talking to the group that has the greatest 

propensity to convert in the first place, to buy your product, to be loyal to your product, to 

participate, because what they become is your leaders and your advocates and then there’s 

the aspirational market so I might buy Nike, but am I an athlete? No, but they’ve got me 



at an emotional level. I have some loyalty and I actually do have some loyalty to Nike. I do 

have Nike running shoes in my wardrobe and I do have Nike running shorts, etc. I’m not an 

athlete, but their products are made for athletes. They look good. They’re smart. Everything 

about them is for the elite athlete. That is aspirational and so I think they picked one target 

market and then they pumped millions of dollars into talking to one market, but they know 

that they’re going to collect and pick up because if it’s good enough for those athletes, it 

must be good enough for me. You have to be brave. You just have to be brave and say “No, 

this is who we are,” because the person who you are appealing to, the market that you want 

to talk to is a reflection of you as a brand and that’s really important. How do you want to be 

reflected in the marketplace? You’ve got to draw a line in the sand. Put your stake in the sand 

or whatever it is and say, “This is who we are and this is who we want to talk to and we’re not 

going to apologize for it.”

Beth: One of the hardest things I think for people is to really wrap their head around to really 

have a brand that makes you perfect for a group of people, you have to be willing to be 

totally wrong for other people, and that is incredibly hard for people. 

Charlotte: You’ve got to be totally wrong. So Virgin is very good at that. They’re a brand 

where shops talk about Virgin and I have people say “I dislike Virgin and I can’t stand Richard 

Branson,” or whatever and I say “Good, guess what? That’s exactly their strategy.” They 

actually don’t want you as a customer. They don’t care if you’re a customer or not a customer, 

because there’s a whole other people out there who love them, who love that brand. When 

Virgin Airlines very first came to Australia, when the announcement was made, there was 

something like 3,000 people sent resumes in before they even set up because they wanted 

to work for Virgin. They idea of working for Virgin brand really spoke to them and they loved 

it. They hadn’t even arrived there and now they’re bringing Virgin Airlines to Australia and 

suddenly they’re inundated with people who want to work for Virgin. Now that is what I call 

a powerful brand in the marketplace. If you probably analyzed those people, you probably 

would notice that there was a certain type of person who was applying to work for Virgin and 

they would be Virgin-type people.

Beth: That’s the thing I think a lot of people miss when they want to jump right into branding, 

doing things like “Well, I just started at this organization, and everything looks like a mess 

so I went in there and cleaned it up.” I hear that from people all the time. We fixed our logo 



and straightened out stuff. I completely agree that having a clean, not even a clean, but a 

consistent look and a great set of functional tools is the end game of any brand because you 

can’t deliver on that communication without consistency and clarity, but it’s impossible to 

know what direction you should take that look or that style without really informing yourself 

and getting a sense of who are those people who are waiting in line to come work for your 

company? Who are these people? Interestingly enough in Episode 37 if anyone listened to 

that, I had Amanda Kaiser on, who is a researcher and one of the things that Amanda talked 

about was to focus on the segment of your audience that are in the middle, so your zealots, 

your crazy zealot people are often the people who are going to love you anyway no matter 

what and the people who hate you, it’s like trying to understand why your ex-boyfriend 

won’t come back to you. It’s like a futile thing, no one is ever going to explain it to you and 

the energy that you expend trying to get them back is money that you could be putting to 

something more productive and then what you said, going after the prospects, the people 

who never heard of you, that everyone that’s out there costs at a minimum five times as much 

as anything else. Meanwhile, there is this group of people that maybe are not your crazy 

zealots, but show up and are there time and time again and if you can invest in them and 

focus on them and understand what will take them from active to totally engaged, that’s your 

core. I call them your movable middle.

Charlotte: Yes, and that’s your objective. That’s the outcome you’re wanting to achieve. I 

just finished, with my business partner a piece of work for a new not for profit set up called 

Science for Wildlife and the basis of the organization is that before we make decisions about 

how we’ve got a problem with our beautiful little koala bears in Australia, there are issues 

around how much longer we’re going to have them. 

Beth: Really?

Charlotte: Yeah, yeah so that’s a whole lot of story, but we don’t actually know their numbers. 

We don’t know where they are and we know generally where they’re living, but how many 

in each area and so before we make decisions about how we save their habitat or whether 

it’s a branding program, we need science to give the information so we’re making informed 

decisions. Science of Wildlife has been set up by this amazing, amazing girl who did this 



piece of work in Africa for some of the wild dogs of Africa, and when we started looking at 

their brand, what we were saying is “Who are your competitors in the market and how are 

you different?” and when we started looking at their archetype, they very much wanted to be 

the sage archetype as you know is quite educational focused, and we’re saying a lot of not 

for profits are in that space. What is is that’s actually going to make you different and their 

archetype is now the creator, but everything that they do is around creation of great programs 

for people to participate and they now are training dogs to go into koala areas to sniff them 

out, sniffer dogs. They don’t hurt them. They just sniff them out and now the whole story 

has become about raising funds to train up dogs to become sniffer dogs to take into koala 

habitats so we can start finding and tagging koalas and find out what their movements are. 

The story has become about Badger the dog, but what we have done is through the way we 

tell the story, it’s humorous, it’s creative, it’s engaging and we’re finding we’re talking to a 

completely different target market who have never really engaged with NGOs before because 

they’re quite often telling sad news stories. It’s about saving this and saving that and what we 

try to do is re-position this so we’re saying this is a really fun way to actually participate. We 

try to bring fun back into it and this is so nice. We’re talking about science and we’re making 

science fun and we’re starting to get really great cut through in the marketplace. People are 

obsessed with Badger the dog who goes out there and sniffs koalas and now we’re getting 

more money to train up more dogs to be like Badger. It’s a really amazing story.

Beth: I think that’s amazing and it so perfectly demonstrates what we’ve been talking about. 

So often in nonprofit organizations people want to talk about the masses, like look at how big 

this problem is or on the flip side, because you gave, 10,000 babies were saved or 10,000 

koalas were, it’s so hard to move away from the big numbers and talk about a small story. It 

makes it feel sometimes to people that we’re only doing small work, but what you’ve done 

with this organization is you’ve created this character in Badger the dog that people can 

get attached to and it’s exactly that, which is the emotional hook. It’s not just the general 

amorphous “we” that we are going out to fix this. It’s help Badger go out and do his job. It’s 

something people can picture, they can wrap their arms around it and I had John Lepp who 

is a Canadian brand strategist on the show in Episode 41. He talked about a story where they 

were working with an organization that needed to buy a truck in order to - I can’t remember if 

it was to move for children or something - but they needed this truck and so they actually had 



an illustrator do an illustration of the truck and turned the truck into a character and they did 

a campaign around get me off the lot. “Help me come and help the kids,” and they turned 

this truck that they needed to raise money for into a little character of its own and it went like 

gangbusters. 

Charlotte: Because people can connect to it and we can get into the whole climate change 

movement. When you make the problem too big, bigger than me, then how can I help? It 

terrifies people and then they bury their head in the sand, so it’s about focusing down to 

something they can engage with and so the truck and Badger were stories and every great 

brand I believe has an amazing story attached to it. So how do you create a consistent story? 

Badger sent everyone Christmas cards last Christmas, and they were hilarious. They were very 

funny stories about Badger and about Badger and his love of koalas. It humanized the story 

and it made individuals say, “I can do something,” so quite often you’ve got to show people 

what they can do or show others doing it; yes we did design a logo for Science of Wildlife. 

One of the artists who designed the logo, and the brief was very tight because we needed to 

demonstrate through the logo through some colors and their color choice, which had to talk 

back to our archetype and personality, but the personality had to come through the logo as 

well. 

Beth: So let’s go back and talk about those two things. I want to make sure we talk about 

personality and about a brief, which means a creative brief. Those are two things I think are 

important to talk about. Let’s back up and talk about the idea of this personality. You’ve talked 

a little bit about it being fun and this creative archetype. Can you explain what’s the purpose 

of having a personality and how once you’ve crafted that personality, how does it then help 

you move forward with creating the right tone and the right consistency of communications? 

What does a personality do for an organization as a tool in this brand toolbox?

Charlotte: Okay, the two things that I think are most important of any brand architecture is 

your archetype and your personality so your archetype is overall how you’re going to be in 

the world. If we go back to well-known brands like a Virgin or an Apple, they’re what we call 

the outlaw or revolutionary archetype so the way they behave and what they do is in we’re 

going to change the world. They’re revolutionaries and revolutionaries change the world and 



that’s exactly what Apple did in the computer space. Personality is the tone and the manner 

in which you deliver that story so the way you write the headline or the type of headline, 

you write the way your copy in response, if you’re doing a print ad, which has become quite 

traditional, a print ad. The way your whole campaign is actually rolled out and the story you 

tell. You have to tell it in the tone of the personality. If you are an educator and you want to 

have that sort of authorative type personality, and that’s what you want the education space to 

look like, whatever the particular product is, then you would write in a much more authorative 

tone, but if you’re in Fiji and you write about coming there for a fun family holiday, then the 

terminology and the tone that you would use would be upbeat, happy, fun, family memories 

are going to be created. It changes the way you write and the tone. The secret is you have 

to be loyal and consistent to that personality and to that archetype, through everything that 

you do. When you’re about to roll out a campaign and it might be a campaign to raise more 

funds, for your NGO or increase the number of people coming into your national parks, you 

have to first start off saying this has got to be our personality, it’s got to be our archetype. 

What’s the campaign idea that delivers on those two things and then how do we roll it out, 

how do we write it, how do we form it? Everything you do and this is the other thing. It makes 

life so much easier because you’re not having to start from scratch every time and it builds 

consistency.

Beth: Oh my gosh, and I think that’s what surprises people so much. They think it’s going to 

be so much work and it is. You and I both know that. We’ve both done plenty of branding 

projects. It’s not for the faint of heart. It’s a lot of work and it takes some time, but when 

you’ve invested that time in, it basically tells you how to connect with your person consistently 

and reliably every time. So many decisions, you don’t have to go back to square one and 

make every decision from scratch every time. I call it narrowing the cattle chutes. It gives 

you the guide that says you can ride your tricycle between the driveway and the fire hydrant 

and you know when people present you with opportunities, you know, opportunities with 

the quotes around it. If somebody comes up to you and says “You should really sponsor 

this event,” or “You should advertise in our publication.” When you have your personality 

and your tone and this structure around it, knowing whether that’s a yes or a no is an easy 

decision. It’s right there, and it tells you what you should do.



Charlotte: Yes absolutely and that’s the whole point. Brands build your road map, your road 

map to success and brands build your internal culture. Brands build, going back to that Virgin 

story, the brand was going before they even started employing staff here, they already had 

a staff culture. They had an internal culture in their organization and it’s all informed by the 

brand. You know brands have the power to change the world and in not for profits and in 

government agencies, the job is to be brave, to stand out from the crowd, to focus on one 

market and take ownership of an identity. It’s like creating your own person. You give them 

values and you give them a heart and an essence. You give them a personality. You give them 

an archetype. It’s like creating a human being in that sense. Then all other human beings who 

have the same value set will connect to you, but unless you’re consistent in your messaging, 

they don’t know they can do that.

Beth: Absolutely. Then once you do know your personality and the position that you’re 

taking and your values and you’ve done all that strategic work, then it is the time to move 

into delivering that out to the world. Can you talk a little bit about this intermediate step of 

developing a creative brief that is what I consider a pivot point of figuring out how you’re 

going to take all of that thinking and that strategy and put it into the things that then become 

your executables, your marketing, your graphic design, your look. How is that valuable and 

what do you put into one and how do you use it as a guide?

Charlotte: You’re a graphic designer by trade so you really will be able to answer this 

question. I believe the tighter your creative brief, the more freedom you give the creative 

person. What that actually means is we’ve taken all of our personality, we’ve taken our 

archetype, we know what the emotional territory is we want to own in the marketplace, we 

have our personality. If you start distilling that down into one core positioning statement, not 

a tagline at this point, a positioning statement, then you work down what’s the proposition? 

What is our proposition to our customer that is a benefit to them? If we know what our 

archetype and personality is like, that will start to informing the type of colors, so if you 

took the archetype for a regular person you wouldn’t be having Las Vegas type lots and 

fuscia pink and bright colorful stand out bling bling look at me, perhaps what we would 

call the Kardashian colors. You would have something to be more subtle because that’s the 

market you want to speak to and then if you start telling your graphic designer about “This 



is the type of market. This is the regular person. This is the keen messages we want to get 

across because this is how our brand has informed us.”. What that will allow the graphic 

designer to do is how do we take that thought process and that strategy of who we are in the 

marketplace, who our target market is and how do we roll that out across the whole creative, 

not just logo or tagline but our website is going to look, even how our campaign is going 

to look in the marketplace. If you start thinking about that all at the same time, out of your 

creative brief, doing your logo development, just don’t do your logo in isolation, but how 

does that all roll out? What does that headline look like? What do our blog headlines look 

like? How does that all impact and then you start creating a picture and then you start saying 

“How does that logo fit in there and how does that tag line fit in there?” because the other 

thing, great taglines are those that ask the customer to a) do something or b) the other thing 

you need to do is in your headline or in your copy you have to be able to prove that that 

tagline is correct. You need to prove your point that ìf Nike is saying just do it. They’re asking 

you to go do something. They’re asking you to get out there and just get out there and stop 

dreaming about it and thinking about it. Just do it, and then if you look at the way they write 

all their copy, all their copy is an answer back to how you get out and just do it. First, go buy 

some Nike running shoes.

Beth:  Yeah, right, exactly. That’s so true. One of the tests that I often hear and I love this is 

imagine you took your competitors logo and put it on top of your tagline. Would it be just 

as right sounding like it came from them and if it is, then you need to go back and do some 

more brand homework.

Charlotte: Absolutely. I think creative briefs are about driving, keeping you focused. You 

always have to go back to the creative brief. We’re doing a piece of work right now for an 

area here in Australia, northern New South Wales. We’re having a lot of rain here at the 

moment so it’s very wet. We’re doing a piece of work for northern New South Wales, and we 

have just finished writing the creative brief so we did all the brand strategy first and then the 

creative team came back and had presented to me, back to me saying here’s your creative 

brief. You have told us that this destination is about regular, about the regular guy, it’s the 

family fun, creating childhood memories, that I have for my family and now the logo design is 

starting to say what is something that is symbolic because you can’t tell the whole story in the 



logo with the tag line. This is the other thing. A lot of people think the logo and the tagline 

do all the work. They are the short cut to your brand. Nike has actually stripped their logo 

back over the years. They’ve taken the name out, they’ve taken “Just do it” out. They just use 

the logo. When the creative comes back to us and explains the logo design and the tagline, 

it’s in context. They’ve given us an example of what the headline would be like. They’ve given 

an example of what the copy would read like. We’re not trying to make a decision about a 

logo because I’ll tell you what happens. Every single time we’ve presented a logo, you might 

give them three choices with a couple of different taglines, if we don’t present it having gone 

through this process with the client and we don’t present it in context of what it could look 

like on your website or look like on some copy, we always get bumped out with “I don’t quite 

like that purple. Can you make the purple over there and can you take a bit of logo 2 and can 

you put them together?” That’s all just subjective and my client, this particular destination in 

Australia, was wanting to change the colors around and the color palette from the extended 

palette up to the core palette. We can do that, and she came back to me and said, “I’m very 

concerned. You’re just agreeing with me,” and I said to her, “Liz, when you start moving away 

from the strategy that we have worked on together and have signed off on, that’s when I’ll 

step in, and I will hold my ground and we can have an argument or whatever and fight it out 

black or blue.” You’re not changing anything that’s on strategy. If you want to move color 

around on the color palette, go for it. That is an easy piece of work, but if you want to start 

saying to me we need to now start talking to young couples who want romantic weekends 

when we know our target market is active families who love the outdoors, then that’s when 

you’ll get an argument from me. Because we’ve now done the brand strategy and now we’ve 

done the creative brief, for the client she’s going “Now I get that. OK, you’re keeping me 

honest. I’ve agreed to all these points and now you’re keeping me honest and you’re holding 

me to account and you’re keeping me focused,” and I say yes. The client/consultant agency 

relationship changes immensely.

Beth: I agree. What the creative brief really does I find that it makes, it forces you to stay 

focused on the person that you’re building this for. Without a creative brief, the only tool that 

you’re giving the clients or whoever you’re working with is their own personal opinions and 

whether they like it or don’t like it and when something dissolves into just someone’s personal 



opinion, if they leave that job and another person comes in, they could have very different 

personal opinions. I absolutely have had that happen where we built an entire informed look 

for and in this case it was in publication for a nonprofit and then they hired a new marketing 

director and she said “I don’t like that orange,” and wanted to change everything and without 

the data behind it, it would have all just fell apart, and I have to say, I have to tell a little guilty 

story myself now. I have a client that we’ve had for 15 years, a very long-term client that we’ve 

had years and years so I know them very well, and they just went through a strategic planning 

process where they brought in a very, very good strategic planner. We do strategic branding, 

strategic planning is a different thing, and we won’t get into the differences between them. 

That’s a whole other conversation, but they had this strategic planning team come in, and I 

sat in on a lot of the meetings because they wanted me to be informed. I was super involved, 

and then when all of the direction got approved and it was time to move forward, I sat in on 

all these strategy meetings, and I knew this client for 15 years so I skipped writing a creative 

brief, which I know better than to do. I was just like I know this client. There was a really 

tight budget, so I went against my better judgment and just dove into the project. The logo 

design of that project went five times over budget because there was no guide. There was 

no preliminary agreement of who this person is, this is what we’re trying to achieve, this is 

the message we’re trying to get out through the graphical expression, and then just over the 

past two weeks, we have a brand new client. Somebody we’ve never worked with before so 

of course I’m going to do a creative brief on this project, and we did an incredibly thorough 

intake with them, did an amazing creative brief on it. The logo got approved. We showed 

them three designs, they picked one, made one very small change to it. That got approved 

and it went forward. It was the easiest process because when we showed them the designs, 

everyone had the creative brief in front of them so it wasn’t about which one do you like, 

which one do you not like? It was “Let’s review the creative brief, what are we all going for, 

who are we speaking to and what’s going to embody that concept the best,” and the process 

was all on budget, we’re on schedule and we’re able to move forward to jump in and start the 

website process with no hitches because we took the time to make them separate their own 

personal opinions from the goals of their business. 

Charlotte: Yeah, and you know I’ve worked on client side and I’ve signed off on logos that 

I don’t necessarily, I look at and go, I’m ambivalent towards the colors because I am not the 



target market they’re speaking to and the creative team have given me a very good rationale 

behind why that works and what it actually represents and how over a period of time we can 

build recognition through our consistency of storytelling and if they can do that, OK, move 

on.

Beth: That’s a huge point. I mean it really is for everyone who is listening that is the client. 

I’m sure many who are listening are nonprofit marketing directors and people who are the 

ones who have to make this decision. That’s the part where we get stuck a lot, somebody 

going “I just don’t love it. It doesn’t really speak to me. I don’t really feel connected with 

this one.” If we can do anything through this conversation to get people to understand 

you are not necessarily the target for the creative and that going through the process of 

understanding who is the target and what you want to be to them, it makes it really easier to 

make that decision about what is the right logo for your organization and to take everyone’s 

personalities out of it because sometimes you’ve been through this and in nonprofits, you 

often have to get a logo or change like this approved by not only staff, but also a board. 

When there’s a group, a lot of people that have to agree on something, I call it, you can end 

up with Franken-logo. A little bit of this and a little bit of this and the next thing you know 

you have this spicy sweet mocha prune ice cream that is disgusting to everyone and basically 

everyone ends up unhappy. It’s ultimately about the knowing your audience, consistency and 

focus and what a logo can do for you is be that visual hook, but it’s not the entirety of the 

brand. Charlotte, this was fabulous. We need to wrap up the show now and I just want to 

thank you so much for your great insights and also for being my very first international guest. 

Charlotte and I are 14 hours apart in time so scheduling a time was an interesting challenge 

so I truly appreciate you finagling this. It’s kind of like I have a time delay as if you’re on Mars 

or something. It’s been fascinating. I think it’s been wonderful. It’s nice to know I have a friend 

in Australia I can go visit, and your insights have been terrific, and I really know that everyone 

is going to appreciate you sharing your stories. 

Charlotte: Well, Beth, thank you very much and if you ever get down to the land down under, 

please come visit.

Beth: Absolutely.



Charlotte: Thank you!


