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Check In/Tweet The Day
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@iaffnewsdesk
@iafftreg
@tricompr

#ALTS19
#training
#education
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Submit your workshop and overall evaluations to be automatically entered in two 
drawings for a new Apple Watch!

Complete your evaluations using the IAFF Frontline App:

1. hǇŜƴ ǘƘŜ CǊƻƴǘƭƛƴŜ !ǇǇ ŀƴŘ ŎƭƛŎƪ ƻƴ ǘƘŜ ά   Χέ  ǎȅƳōƻƭ ƛƴ ǘƘŜ ǘƻǇ ƭŜŦǘ ŎƻǊƴŜǊ ōȅ 
the logo

2. {ŜƭŜŎǘ άǎƛƎƴ ƛƴέ ŀƴŘ ƭƻƎƛƴ ǿƛǘƘ ȅƻǳǊ iaff.org username

3. /ƭƛŎƪ ǘƘŜ ά9ǾŜƴǘǎέ ƛŎƻƴ ŀƴŘ ǎŜƭŜŎǘ ![¢{

4. {ŜƭŜŎǘ ά{Ŝǎǎƛƻƴǎέ ŀƴŘ ŎƭƛŎƪ ƻƴ ǘƘŜ ǿƻǊƪǎƘƻǇ ȅƻǳ ŀǘǘŜƴŘŜŘ

5. /ƭƛŎƪ ά{Ŝǎǎƛƻƴ 9Ǿŀƭǳŀǘƛƻƴέ

6. Complete the evaluation

7. /ƭƛŎƪ ά{ǳōƳƛǘέ

Win an Apple Watch!

For the overall evaluation, follow steps 1, 2 and 3
¢ƘŜƴ ŎƭƛŎƪ άaƻǊŜέΣ ǘƘŜƴ άLƴŦƻǊƳŀǘƛƻƴέ ŀƴŘ 
άhǾŜǊŀƭƭ 9ǾŜƴǘ 9ǾŀƭǳŀǘƛƻƴέΦ

Winners will be announced 
February 8, 2019

ALTS 2019 | January 21-23 | Los Angeles, CA
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ÅIntroduce yourself

ÅExplain simply and succinctly the 
local you represent

ÅWhat makes your local special?

Meet and Greet

ALTS 2019 | January 21-23 | Los Angeles, CA
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Branding is one of the most 
important elements of curating your 

ƭƻŎŀƭΩǎ ǇǳōƭƛŎ ƛƳŀƎŜ

ALTS 2019 | January 21-23 | Los Angeles, CA
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Branding ς
more than a buzzword

ALTS 2019 | January 21-23 | Los Angeles, CA
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Å950 --! ǇƛŜŎŜ ƻŦ ǿƻƻŘ ǘƘŀǘΩǎ ōǳǊƴƛƴƎ 

Å1385 -- A torch 

Å1552 -- The mark made by burning

Å1665  -- A mark made on cattle

Å1827 -- A trade-mark made on a product

Å1854 -- A particular class of goods 

Å1958 --The impression of a product in the 
minds of consumers 

The Brand History

ALTS 2019 | January 21-23 | Los Angeles, CA
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Å1980+ Globalization, brand 
as company identity, brand 
loyalty: offers benefits of 
belonging

Å2000+ Digital world, brand 
usefulness, sense of taking 
part: networks

ALTS 2019 | January 21-23 | Los Angeles, CA
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Branding is rapidly changing

ALTS 2019 | January 21-23 | Los Angeles, CA
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.ǊŀƴŘƛƴƎ ƛǎƴΩǘ ƻƴŜ-size-fits-all

ALTS 2019 | January 21-23 | Los Angeles, CA
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ά¸ƻǳ ŀǊŜ ŀ ōǊŀƴŘ ǿƘŜǘƘŜǊ ȅƻǳ ƭƛƪŜ ƛǘ ƻǊ ƴƻǘΦΦΦΦȅƻǳΩǊŜ 
ƎƻƛƴƎ ǘƻ ƭŜŀǾŜ ǎƻƳŜ ƛƳǇǊŜǎǎƛƻƴ ƛƴ ŀ ǇŜǊǎƻƴΩǎ ƳƛƴŘ ώŀƴŘϐ 
ƛǘΩǎ ȅƻǳǊ ŎƘƻƛŎŜ ǿƘŜǘƘŜǊ ȅƻǳ ǿŀƴǘ ǘƻ ŀŎǘƛǾŜƭȅ ƳŀƴŀƎŜ 
that impression or whether you want them to come to 
ǘƘŜƛǊ ƻǿƴ ŎƻƴŎƭǳǎƛƻƴǎ ƻŦ ǿƘŀǘ ǘƘŜȅ ǘƘƛƴƪ ŀōƻǳǘ ȅƻǳΦέ 

Ingrid Srinath

Secretary General World Alliance for Citizen Participation 

ALTS 2019 | January 21-23 | Los Angeles, CA
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There is no such thing as an 
άǳƴōǊŀƴŘŜŘέ ǳƴƛƻƴΣ ƻǊƎŀƴƛȊŀǘƛƻƴΣ 
company, product, approach, etc. 

ALTS 2019 | January 21-23 | Los Angeles, CA
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The Accidental Brand 

Inactive vs Reactive vs Proactive

ALTS 2019 | January 21-23 | Los Angeles, CA
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ά¸ƻǳǊ ōǊŀƴŘ ƛǎ ǿƘŀǘ ƻǘƘŜǊ ǇŜƻǇƭŜ ǎŀȅ 
ŀōƻǳǘ ȅƻǳ ǿƘŜƴ ȅƻǳΩǊŜ ƴƻǘ ƛƴ ǘƘŜ ǊƻƻƳΦέ 

Jeff Bezos

ALTS 2019 | January 21-23 | Los Angeles, CA
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How is your local perceived 
with your members?

ALTS 2019 | January 21-23 | Los Angeles, CA
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How is you local perceived 
with the community?

ALTS 2019 | January 21-23 | Los Angeles, CA
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How is your local perceived 
with elected officials?

ALTS 2019 | January 21-23 | Los Angeles, CA
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With the Media, others?

ALTS 2019 | January 21-23 | Los Angeles, CA
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Community
Elected Officials

Members
Media

Others?
Who are we to our audiences?

Why are we important?

ALTS 2019 | January 21-23 | Los Angeles, CA
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What should your brand be?

How do you get there?

Focus of the Day

ALTS 2019 | January 21-23 | Los Angeles, CA
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Local unions need a set of tools to 
effectively manage their brand to 

deliver real impact 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Many locals have very positive brand 
perceptions across a small group of 
ǎǘŀƪŜƘƻƭŘŜǊǎ ǿƘƻ ƪƴƻǿ ǘƘŜƳ ǿŜƭƭΧΦΦ

ALTS 2019 | January 21-23 | Los Angeles, CA
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ΧΦΦǘƘŜ ŎƘŀƭƭŜƴƎŜ ƛǎ ǘƻ ŎƻƳƳǳƴƛŎŀǘŜ 
more broadly and expand that group of 

stakeholders appropriately 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Many union leaders have been 
cautious/skeptical about branding and 

brand management 

ALTS 2019 | January 21-23 | Los Angeles, CA
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People are looking to find meaning. If 
unions want to succeed in this new era of 
ƳŀǊƪŜǘƛƴƎΣ ǘƘŜȅΩƭƭ ƴŜŜŘ ǘƻ ŜƳǇƘŀǎƛȊŜ 
defining and promoting their brand.

ALTS 2019 | January 21-23 | Los Angeles, CA
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ά{ǘǊŀǘŜƎƛŎέ aŀǊƪŜǘƛƴƎ
ά{ǘǊŀǘŜƎƛŎέ /ƻƳƳǳƴƛŎŀǘƛƻƴǎ

ALTS 2019 | January 21-23 | Los Angeles, CA
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ÅA range of activities that enables you to  
communicate effectively with your targeted 
audience

ÅA structured plan to build awareness of the 
ǳƴƛƻƴΩǎ ǇǊƻƎǊŀƳǎ

ÅA means of demonstrating your real value to 
stakeholders

ÅA way to consistently bring positive attention to 
the union and enhance its image

Strategic Marketing/Communications

ALTS 2019 | January 21-23 | Los Angeles, CA
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Adopting a consistent communications approach will help to:

Å Enhance your reputation through name recognition

Å Build membership and engagement

Å Strengthen existing relations with community organizations 
and elected officials

Å Connect with donors for charity events

Å Raise attendance at events and awareness of issues

Å Generate momentum and support for the union and your 
programs

Goals of Strategic Communications

ALTS 2019 | January 21-23 | Los Angeles, CA



31

The Process

ALTS 2019 | January 21-23 | Los Angeles, CA
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Conduct a SWOT analysis

Strengths, Weaknesses, Opportunities, and Threats

ALTS 2019 | January 21-23 | Los Angeles, CA
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Plan
Mission
Goals 

Objectives

Getting Started

ALTS 2019 | January 21-23 | Los Angeles, CA
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Integrity
ÅAligning brand with mission and values, and aligning 

identity and image
Democracy
ÅEngaging stakeholders in articulating and 

communicating the brand; building brand ambassadors
ÅProviding guidance rather than strict controls

Affinity
ÅUsing brand to attract and add value to partnerships in 

service of shared goals

Branding Framework

ALTS 2019 | January 21-23 | Los Angeles, CA
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Stages

ALTS 2019 | January 21-23 | Los Angeles, CA
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Break

ALTS 2019 | January 21-23 | Los Angeles, CA
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Your brand is not just a logo, complaint 
center or a sticker warehouse

Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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What is a Brand?

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brand is an abstract idea, a collection 
of decisions, strategies, verbal and 

visual cues that define an organization

ALTS 2019 | January 21-23 | Los Angeles, CA
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Your brand is the way the world 
ǾƛǎǳŀƭƛȊŜǎ ȅƻǳǊ ƭƻŎŀƭΧƛǘ ƛǎ Ǿƛǘŀƭ ǘƻ ƭŜŀǾŜ 

the right impression

ALTS 2019 | January 21-23 | Los Angeles, CA
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A name, term, design, symbol or any 
other feature that identifies a union, 
organization or services as distinct

Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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A promise to deliver a specific set of 
features, benefits and services

Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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A psychological construct held in the 
minds of brand audiences

Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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In 'blind' taste tests, people prefer the 
taste of Pepsi over the taste of Coke. 

However, if the test is not 'blind' and 
the tasters know which beverage is 
which, they prefer the taste of Coke 
over Pepsi! That is the emotional 
power of a brand. The Coca-Cola brand 
has the power to actually change an 
individual's taste!

Psychological Construct Example

ALTS 2019 | January 21-23 | Los Angeles, CA
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²ƘŀǘΩǎ ¸ƻǳǊ CŀǾƻǊƛǘŜ ²ŀǘŜǊ

ALTS 2019 | January 21-23 | Los Angeles, CA
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All Made By One Company

ALTS 2019 | January 21-23 | Los Angeles, CA
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Nestle

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brand=Vibe 

Feel- Interactions - Voice - Perspective
Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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Soul or Essence

Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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Intangible Asset

Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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Who, what and why

Brand

ALTS 2019 | January 21-23 | Los Angeles, CA



55

Creates trust and loyalty

Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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.ǊŀƴŘΚ LǘΩǎ bƻǘ WǳǎǘΧΦΦ
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Advertising
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Marketing

ALTS 2019 | January 21-23 | Los Angeles, CA
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LǘΩǎ ŀōƻǳǘ ŜǎǘŀōƭƛǎƘƛƴƎ ŀ ŎƻƴƴŜŎǘƛƻƴΣ 
then a relationship, with those most 

important to your success.

Branding

ALTS 2019 | January 21-23 | Los Angeles, CA
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How your key constituents think 
and feel about what you do. 

ALTS 2019 | January 21-23 | Los Angeles, CA
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A set of expectations and associations 
resulting from experience with an union, 

product or service. 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Logo 

Tagline 

Website 

Style Manual 

Mission Statement 

Signage 

Events/Conferences/Programs 

Exhibits, Packaging, etc. 

Brand is LARGER then the Parts

ALTS 2019 | January 21-23 | Los Angeles, CA
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Why should I join? 

Partner with?

Fund?

Work for?

Volunteer? Engage with?

Listen to this organization?

You Brand Answers the Questions

ALTS 2019 | January 21-23 | Los Angeles, CA
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Your brand defines the core message

ALTS 2019 | January 21-23 | Los Angeles, CA
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Your brand should be aspirational

ALTS 2019 | January 21-23 | Los Angeles, CA
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Clear brands build cohesion 
internally and trust externally

ALTS 2019 | January 21-23 | Los Angeles, CA
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Your brand should reflect and serve 
ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ƳƛǎǎƛƻƴΣ 

values, and strategy

ALTS 2019 | January 21-23 | Los Angeles, CA
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Organization Identity

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brands create short hand messages 
that customers recognize 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brands cut through message clutter 
because they provide hooks that the 

public is familiar with 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brands assure customers of consistent 
performance and trust 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brands create emotional rather 
than rational bonds 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brands are a promise between the 
service and the customer that 
contains implicit assurance of 

quality in every encounter.

ALTS 2019 | January 21-23 | Los Angeles, CA
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Your Band should Showcase Impact
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Branding ties closely to your 
value proposition

ALTS 2019 | January 21-23 | Los Angeles, CA



77

Example for Value Proposition

ALTS 2019 | January 21-23 | Los Angeles, CA
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Branding Yesterday/Today

OLD NEW

Definition A logo Strategic Asset that embodies the 
mission and values

Goal Fundraising and PR Mission Impact

Positioning Competitive advantage Clarity and effective partnerships

Communications One-way projection of a specific 
image

Participative Engagement

Audiences Donors Internal and external 
stakeholders

Organizational home Marketing and communications Executive team / board and all 
brand ambassadors

Requirements Money and expertise A brand management mindset

ALTS 2019 | January 21-23 | Los Angeles, CA
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Your brand is your reputation.

ALTS 2019 | January 21-23 | Los Angeles, CA
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Take the Brand Test

ALTS 2019 | January 21-23 | Los Angeles, CA

http://www.smartmarketingquiz.com/flash/SM_Quiz/smartmarketing.html
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²ƘŀǘΩǎ ŀ .ǊŀƴŘ ²ƻǊǘƘΚ

ALTS 2019 | January 21-23 | Los Angeles, CA
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Position with Public

Highlight Everything

Be Aggressive

Tell Stories

Brand as Part of Message Construction

ALTS 2019 | January 21-23 | Los Angeles, CA
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ÅShould not be over-positioned

ÅShould not be under-positioned

ÅShould not be ambiguous

ÅShould not promise irrelevant benefits

ÅPromise should be credible

Positioning Guards

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brand Position

ALTS 2019 | January 21-23 | Los Angeles, CA
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The part of the brand that describes what 
your organization does and for whom.

ALTS 2019 | January 21-23 | Los Angeles, CA
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What is the key differentiation you 
have from your competition. 

ALTS 2019 | January 21-23 | Los Angeles, CA
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What is your unique value? 

How does a 
taxpayer/member/stakeholder 

benefits from your service?

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brand Promise

ALTS 2019 | January 21-23 | Los Angeles, CA
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¢ƘŜ άōǊŀƴŘ ǇǊƻƳƛǎŜέ ƛǎ ǘƘŜ ǎƛƴƎƭŜ 
most important thing that the 

organization promises to deliver to its 
stakeholdersτEVERY time. 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Every organizational decision should be 
weighed against the promise to be sure 
that it fully reflects or at the very least it 

does not contradict the promise.

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brand Personality

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brand traits illustrate what the organization 
wants its brand to be known for. 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Think about specific personality traits 
you want prospects, clients, 

employees, and partners to use to 
describe your organization.

ALTS 2019 | January 21-23 | Los Angeles, CA
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ÅBrand Personalities

Å²ƘŀǘΩǎ ȅƻǳǊ ƭƻŎŀƭΩǎ ŘƛŦŦŜǊŜƴǘ ŎƘŀǊŀŎǘŜǊ 
traits? 

ÅWhat animal or celebrity or pop group or 
breed of dog are we and what do we 
want to be in the future?

What Animal Are We? Want to Be?

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brand Equity

ALTS 2019 | January 21-23 | Los Angeles, CA



96

Building the Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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Place Logo Everywhere

ALTS 2019 | January 21-23 | Los Angeles, CA
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Write down your brand messaging. 
Every member should be aware of 

your brand attributes.

ALTS 2019 | January 21-23 | Los Angeles, CA
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Integrate your brand --how you answer 
your phones, what you say on calls, your 

e-mail signature, everything.

ALTS 2019 | January 21-23 | Los Angeles, CA
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Develop a Tagline 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Design templates and create brand 
standards for your materials. Use the 
same color scheme, logo placement, 
look and feel throughout. You don't 

need to be fancy, just consistent.
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Mistakes in Branding
ÅLack of a vision 

ÅNavigating without a plan 

ÅNot letting go of the past 

ÅNot leveraging existing services 

Åbƻǘ ǎŜŜƛƴƎ ǎŜǊǾƛŎŜǎ ŦǊƻƳ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ 

ÅLimiting stakeholder influence

ÅNot educating the membership

ALTS 2019 | January 21-23 | Los Angeles, CA
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Brand experience 
must match brand image

ALTS 2019 | January 21-23 | Los Angeles, CA
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Be true to your brand. Members, voters --
won't support you if you don't deliver on 

your brand promise.

ALTS 2019 | January 21-23 | Los Angeles, CA
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http://www.nofors.org/
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http://www.flashsplash.org/
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http://www.justifyit.org/
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ÅIncreased stakeholder recognition

ÅEmotional connection with audiences

ÅConsistency of messaging and experience at all 
touch points

ÅSharing a common value system between union 
and audience

ÅEnabling stakeholders to be brand ambassadors

Brand Theory Summary

ALTS 2019 | January 21-23 | Los Angeles, CA
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Your Name

Own Language

Very Little Ads

Best messenger of brand is people holding cup

Not in coffee business/people business

Store is safe haven

Home/Office/Starbucks (the 3rd Place)

Affordable Luxury

Consistency

Starbucks

ALTS 2019 | January 21-23 | Los Angeles, CA
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Break

ALTS 2019 | January 21-23 | Los Angeles, CA
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The Fire Fighter Brand

ALTS 2019 | January 21-23 | Los Angeles, CA
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Public Safety

ALTS 2019 | January 21-23 | Los Angeles, CA
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What We Know

ÅFire Fighters are pillars in their community. 
ÅPublic polling always has fire fighters over 90% 

approval rating.
ÅFire Fighters are thought so highly of, that parents 

allow their kids to go on school field trips to fire 
stations.
ÅYƛŘǎ ŘƻƴΩǘ ƎǊƻǿ ǳǇ ǿŀƴǘƛƴƎ ǘƻ ōŜ ƛƴǎǳǊŀƴŎŜ 

salesmen.

ALTS 2019 | January 21-23 | Los Angeles, CA
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- Fire Fighters are known for helping.
- Powerful images of fire fighters going 
above and beyond strengthen 
ǇŜƻǇƭŜΩǎ ǘƘƻǳƎƘǘǎ ŀōƻǳǘ ǘƘŜƳΦ

- The work Fire Fighters do in the 
community and the level of service

- Fire Fighters provide is a far cry from 
the experience people get with other 
branches of government.

ALTS 2019 | January 21-23 | Los Angeles, CA
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For years fire fighters had virtually 
no competition for 

tax dollars/community support. 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Today, fire fighters compete with other 
city departments for limited resources 

and the possibility of privatization and/or 
outsourcing of certain functions, or 

drastic budget cuts. 

ALTS 2019 | January 21-23 | Los Angeles, CA
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Fire Fighters locals must use brand 
equity in the community to develop 
trust and develop a support base so 

that when times get tough, the 
community remains loyal to the brand 

and steps forward with support.

ALTS 2019 | January 21-23 | Los Angeles, CA
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Traits of Fire Fighter Brand?

ALTS 2019 | January 21-23 | Los Angeles, CA
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Word Banks

ALTS 2019 | January 21-23 | Los Angeles, CA
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Traits of Fire Fighter Brand?
- Public Safety
- Problem Solver 
- Part of the Community
- You Run Into Danger --̧ ƻǳΩǊŜ ǇǊŜǘǘȅ ƳǳŎƘ ŀ ōŀŘ ŀǎǎΦ
- Charitable
- Every action shot taken of you has you doing things 

other dream of or would never do themselves.
- Fearless
- Honest
- What else????

ALTS 2019 | January 21-23 | Los Angeles, CA
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What is Strongest Attribute of 
Fire Fighters Brand?

ALTS 2019 | January 21-23 | Los Angeles, CA
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Prioritize Your Brand Value

ALTS 2019 | January 21-23 | Los Angeles, CA
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Position With Public

Highlight Everything

Be Aggressive

Tell Stories

5ƻƴΩǘ LƎƴƻǊŜ ǘƘŜ ±ŀƭǳŜ ƻŦ ¸ƻǳǊ .ǊŀƴŘ

ALTS 2019 | January 21-23 | Los Angeles, CA
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Image/Photo Bank

ALTS 2019 | January 21-23 | Los Angeles, CA
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Traits of the Union Brand?

Create a Word Bank

ALTS 2019 | January 21-23 | Los Angeles, CA
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Traits of the Union Brand?

Create a Word Bank
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The IAFF Brand
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- Brand is solid in the community.
- Fire Fighters keep their brand 
strong by giving back to their 
community.

- MDA Boot Drive
- Coats For Kids
- Local IAFF charities IAFF

- Toolkits can help you ensure that 
your brand stays strong

In The Community
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- Many locals have their own 501c3 
charitable organization.

- This allows for the creation of 
many feel good news stories.

- Allow your President to speak on 
good things, so when the public 
sees him/her speaking on a 
potential labor issue, he/she has a 
trustworthy.
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Politics
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Brand Book
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A brand book is an official document 
ǘƘŀǘ ŜȄǇƭŀƛƴǎ ǘƘŜ ōǊŀƴŘΩǎ ƛŘŜƴǘƛǘȅ ŀƴŘ 

presents brand standards. 
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Some brand books are focused exclusively 
on design, --- others include a company 
overview & communication guidelines.
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The most important thing is to 
assess the need of such manual in 
your local and decide what aspects 

should be included.
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Visual guidelines

Logo: color, placement, variations, size and proportions, examples 
of logo misuse

Brandmark: color, when and where to use it

Tagline: where it should be displayed

Colors: primary brand colors as well as secondary colors

Typography: corporate fonts for headlines and body texts, etc

Photography: photography style, image guidelines

Other graphics: icons, patterns, textures
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Communication Guidelines

Language: ςin what languages does your brand communicate?

Grammar and formatting:abbreviations, numbers, capitalization, acronyms, 
times and titles

Readability: intricate sentences or short, simple ones

Style: technical/ non-technical; formal/casual/slang

Tone of voice:logical / emotional; intimate / distant; serious / humorous, etc

Email: email structure, email signature

Editorial style guide: guidelines, formatting and structure for blog posts

Social Media: purpose, posting times, post types, for each social channel
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