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0202. Branding

Brand Strategy

Branding is not solely about a logo, a slogan or a tagline. Branding is more about the emotions evoked
by a certain image or thought. A good brand is like a sphere in that regardless of your viewpoint, it will
always look the same. A poor, ineffective brand is inconsistent and therefore shapeless. It is a
meaningless image, jingle or phrase that will be forgotten tomorrow.

In order for a brand promise to be effective, it needs to be conveyed in everything that people
experience about an organization — from top to bottom. We cannot begin communicating we are
something that we are not living out at every level.

The public will never support a brand unless the promise is met by the organization. As a result, all the
requisite benefits of a strong brand (better name recognition, trust, loyalty) will be lost.

Our Brand Promise

There are three elements to “Giving Hope Today”. Each of these three words describes the corporate
Salvation Army as well as the commitment its individual members have for its mission.

Giving: This element of the brand emphasizes that we are not keeping anything for ourselves. Our
time, resources and energy are all offered up as we support others. The implied solicitation for
donations is subtle, but nevertheless important.

Hope: This is the promise in all that we do — as we participate in care with others, the opportunity
for a better life exists. Hope is a word with edges. It can cut through years of bad habits and poor
choices to create a new way of living. It is meant to inspire and motivate — to reflect the reality of
changed lives through God’s grace.

Today: This is meant to give constant relevancy to our ministry. The history of our organization is
very important, but it can, at times, muddy the significance of what we are doing right now —in the
streets, in worship and in our centres each and every day. This aspect of the brand is key to keeping
The Salvation Army immediately relevant to today’s younger donor base which may be less familiar
with the Army’s proud history in Canada and around the world.

This brand promise reflects everything that The Salvation Army does. Bearing that in mind, “Giving Hope
Today” is a spiritual message. The Salvation Army is a mission-centered organization whose focus is on
the mandate it receives from God to support vulnerable people. “Giving Hope Today” is a clear
reflection of that purpose and demonstrates how the Army can connect the present to the promises of
eternity.



