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Agenda

• Brand research recap

• Brand research implications discussion
– Brand strategy

– Brand messaging

– Brand architecture

– Brand implementation

• Next steps
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Brand Research Highlights

Key Research Implications to Consider



Research objectives

• Understand the context in 
which Easterseals exists

• Capture baseline brand metrics 
to track over time, including peer 
benchmarking

• Determine which attributes 
drive understanding, engagement 
and action

• Uncover how audiences view 
Easterseals on the attributes 
that matter most
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Awareness

Familiarity

Consideration

Choice

Recommendation

Loyalty

Societal Context



Key research take-aways

Insights Implications

• Issues that matter most to Americans include the 
economy, health, jobs, and poverty, followed by 
DEI issues, including racial equity, disability 
inclusion, and support for veterans and seniors

• Make a stronger business case for disability 
inclusion — connecting investments into a 
positive impact for the economy and society 

• Drivers of giving include disability advocacy, 
early intervention, community support and 
workforce development for those with disabilities; 
where Easterseals has the greatest credibility is 
on attributes tied to reputation, trust, caring, and 
leadership in disability inclusion/DEI

• Lead with clear and concrete language that 
consistently communicates who Easterseals 
serves (i.e., people with disabilities and the 
community), how (i.e., life-changing disability 
and community services, at every stage of life), 
and why (i.e., equity, inclusion and access)

• Although the services Easterseals offers are 
compelling to all, especially employment and early 
childhood services, program awareness is low

• Reframe how we talk about program areas to 
be more concrete and better align with issue 
priorities and drivers of choice

• Easterseals’ Net Promoter Score (a proxy for 
loyalty) is highest with those that have used our 
services or know someone who has

• Equip those that know Easterseals best with the 
resources and tools to champion the brand and 
educate and inspire others to learn more, get 
involved, and take action
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Brand Strategy and Messaging

Refocusing Our Story for Impact



Easterseals’ brand platform — current 
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We see the whole you
We’re driven to achieve
We pave the way
We’re stronger together 

To change the way 
the world defines and 

views disability by 
making profound, 

positive differences 
in people’s lives 

every day

Behaviors
Our actions

Personality
Our voice

Purpose
Our reason for being

Determined
Fearless
Personal

Local
Honest
Inspired



Easterseals’ brand architecture — current 
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Live
• Autism
• Adult Day Services
• In-Home Care
• Therapy
• Mental Health

Learn
• Accessibility
• Safety Tips
• Transportation
• Guide for Caregivers

Work
• Employment & Training
• Veteran Reintegration
• Senior Career Employment

Play
• Camping & Recreation
• Respite Services
• Brain Games

Act
• Advocacy



Easterseals’ messaging — current 

Boilerplate
Driven by its purpose to change the way the world 
defines and views disability by making profound, positive 
differences in people’s lives everyday, Easterseals has 
been an indispensable resource for people with 
disabilities, their families and caregivers, and the greater 
community for more than 100 years.   

Delivering outcomes-based services and powerful 
advocacy through its Network of 67 Affiliates nationwide, 
Easterseals impacts the lives of more than 1.5 million 
individuals throughout the lifespan every year.  Its 
services include early childhood programs; autism 
services; medical rehabilitation including physical, 
occupational, and speech therapies; employment 
programs; and adult services including behavioral health, 
transportation, and adult day programs.  

In schools, workplaces and 
communities, we’re fostering 
environments where everyone 
is respected, included and 
valued — making a real and 
positive impact on us all.

Together with our partners, 
we’re ensuring that every one 
of us is empowered to live, 
learn, work, play, and act in 
communities nationwide.
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The opportunity — shift from the “what” to the “so what”
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What We Offer
(programs/services)

How We Do It
(culture)

How We Do It
(approach)

Why We Do It 
(impact)



The power of purpose

Source: https://www.jimstengel.com/purpose/

In 2020, 86% of companies that 
over-performed on revenue growth 
linked everything they did to 
purpose

86%15:1

Purpose-driven brands 
outperform the market 15-to-1
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https://www.jimstengel.com/purpose/


Brand 
Strategy

A lens that guides how an 
organization thinks, acts 

and communicates 



A nonprofit best practice
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Show a sincere concern for others
Be truthful in what you say and do

Treat each other as we’d all like 
to be treated

Be accountable for your 
promises and actions

Strengthening 
community by 

connecting all people 
to their potential, 

purpose and each other

Pillars
Our actions

Personality
Our voice

Purpose
Our reason for being

Welcoming
Genuine

Nurturing
Hopeful

Determined



Purpose — recentered
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To lead the way to
100% equity, inclusion, and access
for people with disabilities 
and the greater community.

• Builds on 100+ year track record 
and high-performing attributes 
such as ”trustworthy” and 
“good reputation”

• Asserts a leadership position

• Is declarative; sets a bold goal

• Connects issue areas to 
broader DEI conversations

• Is compelling to audiences —
especially corporate partners

• Owns a distinctive and decisive 
role in the broader DEI context

• Is inclusive of those that may 
not self-identify as being a 
person with a disability

• Aligns with the theory of change 
work, as well as top drivers



Pillars — refocused

• We believe in 100% equity, inclusion, and access. 

• We value and respect the whole person.

• We develop essential resources and supports for every stage of 
life.

• We impact people where they need us most — school, work, home, 
or in the community.
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Personality — recalibrated

We are bold
• We lead with hope, determination, and an unwavering commitment to 

our purpose.
We are genuine
• We treat people with honesty, empathy, and respect.
We are inclusive
• We listen to and learn from our communities, welcoming diverse 

perspectives, and finding better ways to communicate and care.
We are dynamic
• We energize people and empower them to take action.
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Easterseals’ brand platform — revitalized 
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We believe in 100% equity, 
inclusion, and access. 

We value and respect the whole person.

We develop essential resources and 
supports for every stage of life.

We impact people where they 
need us most — school, work, 
home, or in the community.

To lead the way to 
100% equity, inclusion, 
and access for people 

with disabilities and the 
greater community.

Pillars
Our actions

Personality
Our voice

Purpose
Our reason for being

Bold
Genuine
Inclusive
Dynamic



Chat/Discussion

• What elements of 
the strategic platform 
energize you most,  
and why? 

• Any other comments 
or considerations?

18

Zoom Group Chat

From Me to Everyone.

Text



Brand Messaging
An external translation of the brand strategy 
into clear, compelling language that drives 
understanding, engagement and action 
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Easterseals’ messaging — re-energized

Boilerplate — Before 
Driven by its purpose to change the way the world defines 
and views disability by making profound, positive 
differences in people’s lives everyday, Easterseals has been 
an indispensable resource for people with disabilities, their 
families and caregivers, and the greater community for 
more than 100 years.   

Delivering outcomes-based services and powerful advocacy 
through its Network of 67 Affiliates nationwide, Easterseals 
impacts the lives of more than 1.5 million individuals 
throughout the lifespan every year.  Its services include 
early childhood programs; autism services; medical 
rehabilitation including physical, occupational, and speech 
therapies; employment programs; and adult services 
including behavioral health, transportation, and adult day 
programs.  

In schools, workplaces and communities, we’re fostering 
environments where everyone is respected, included and 
valued — making a real and positive impact on us all.

Together with our partners, we’re ensuring that every one of 
us is empowered to live, learn, work, play, and act in 
communities nationwide.

For more than 100 years, Easterseals has been leading 
the world to full equity, inclusion, and access for all people 
through life-changing disability and community services.

Through our national network of 67 affiliates in 48 states, 
Easterseals impacts people where they need us most —
school, work, home, or in the community — from the critical 
first five years of life onward. Each year we directly serve 
over 1.5 million people, providing early childhood services, 
autism services, medical rehabilitation, employment 
programs, behavioral health services, adult day programs, 
veterans' services, and more. Across every level of 
government, Easterseals leads advocacy initiatives to 
address the urgent and evolving needs of the one in four 
Americans living with disabilities today.

For children and adults with disabilities, for veterans and 
seniors, and for families and caregivers across the nation, 
Easterseals delivers support and drives political action to 
increase access and enhance quality of life. Together with 
our partners, we’re reducing poverty and homelessness, 
improving health care and employment, and empowering 
people of all ages and abilities to be full and equal 
participants in their communities.
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Boilerplate — After



Easterseals’ messaging — re-energized

For more than 100 years, Easterseals has been leading 
the world to full equity, inclusion, and access for all people 
through life-changing disability and community services.

Through our national network of 67 affiliates in 48 states, 
Easterseals impacts people where they need us most —
school, work, home, or in the community — from the critical 
first five years of life onward. Each year we directly serve 
over 1.5 million people, providing early childhood services, 
autism services, medical rehabilitation, employment 
programs, behavioral health services, adult day programs, 
veterans' services, and more. Across every level of 
government, Easterseals leads advocacy initiatives to 
address the urgent and evolving needs of the one in four 
Americans living with disabilities today.

For children and adults with disabilities, for veterans and 
seniors, and for families and caregivers across the nation, 
Easterseals delivers support and drives political action to 
increase access and enhance quality of life. Together with 
our partners, we’re reducing poverty and homelessness, 
improving health care and employment, and empowering 
people of all ages and abilities to be full and equal 
participants in their communities.
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Boilerplate — After

Is bold; asserts a leadership position

Is genuine; leads with impact on the issues that matter most

Elevates a key driver — local and national 
advocacy

Shows how we meet urgent needs in our communities

Is bold and dynamic; underscores our audacious goal 
and makes a clear and compelling business case

Is inclusive; highlights the breadth and depth of audiences



Chat/Discussion

• As we think through 
implications, any 
additional thoughts or 
considerations we should 
take into account?
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Zoom Group Chat

From Me to Everyone.

Text



Brand Architecture

Reconsidering the Presentation of Programs
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Brand Architecture
A cohesive system for organizing and presenting 
an organization’s various offerings and 
relationships



Brand architecture building blocks and best practice

Organizationa
l 
Brand

Offering 
Categories

1. Brand architecture approach
Drives all associations to primary brand

2. Organizing principles
Uses a simple framework to highlight 
three areas of impact

3. Hierarchy of information
Clearly defines and differentiates its offerings 

4. Naming
Incorporates descriptive names across its 
offerings 

5. Visual treatment
Creates a cohesive system with proprietary 
visual identity

Organizing 
Principles

Naming 
Conventions

Signature 
System
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Organizing principles are most powerful when 
they clearly support an organization’s strategy

• A clear brand strategy communicates who
we are, what we do and why it matters

• Effective organizing principles demonstrate 
how we do it
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A nonprofit best practice
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Strengthening community by connecting people to their 
potential, purpose and each other 

PURPOSE

AREAS OF IMPACT



Remember, brand architecture is not web architecture
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Primary navigation

Call-to-action messaging

Organizing principles for 
United Way’s offerings

Note: While organizing principles may influence web content, they play a broader role

United Way’s organizing principles:  

Organizing principles 
on unitedway.org:  



Option 1: Refine our current organizing principles —
and better define what programs live under each pillar
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Live Learn Work Play

• e.g., early intervention 
services, autism 
support services, 
mental and behavior 
health services, adult 
day services, etc.

• e.g., early childhood 
education programs, 
school-age education 
for children with 
disabilities, etc.

• e.g., skills assessment, 
job training, veteran 
reintegration programs, 
etc.

• e.g., camp and 
recreation, after school 
programs, etc.

# of people supported
# of households or 
communities reached

# of people supported
# of communities reached

# of jobs created
# of people placed
# of companies 
consulted/advised

# of program participants
# of communities reached

Opening opportunities to …



Option 2: Reframe our organizing principles to appeal 
to all audiences — and be more concrete
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School Work Home Communities

• e.g., early childhood 
education programs, 
school-age education 
for children with 
disabilities, etc.

• e.g., skills assessment, 
job training, veteran 
reintegration programs, 
etc.

• e.g., adult day services, 
respite services, autism 
support services, etc.

• e.g.,. camp and 
recreation, after 
school programs, 
transportation services, 
etc.

# of individuals, schools and 
communities reached

# of jobs created
# of people placed
# of companies 
consulted/advised

# of people supported
# of communities reached

# of people supported
# of communities reached

Meeting people where they need us most …



Option 3a: Reimagine our areas of focus as areas of impact
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Education Employment Health Community

• e.g., early childhood 
education programs, 
school-age education 
for children with 
disabilities, etc.

• e.g., skills assessment, 
job training, veteran 
reintegration programs, 
etc.

• e.g., early intervention 
services, autism 
support services, 
mental and behavioral 
health services, etc.

• e.g., camp and 
recreation, after school 
programs, respite 
services, transportation 
services, etc. 

# of individuals, schools and 
communities reached

# of jobs created
# of people placed
# of companies 
consulted/advised

# of people served
# of communities reached

# of program participants
# of people supported
# of communities reached

United for 100% equity,  inclusion, and access in …



Option 3b: Reimagine our areas of focus as areas of impact
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Enhancing 
Education

Advancing 
Health

Expanding 
Employment

Elevating 
Community

• e.g., early childhood 
education programs, 
school-age education 
for children with 
disabilities, etc.

• e.g., early intervention 
services, autism 
support services, 
mental and behavioral 
health services, etc.

• e.g., skills assessment, 
job training, veteran 
reintegration programs, 
etc.

• e.g., camp and 
recreation, after school 
programs, respite 
services, transportation 
services, etc. 

# of individuals, schools and 
communities reached

# of jobs created
# of people placed
# of companies 
consulted/advised

# of people served
# of communities reached

# of program participants
# of people supported
# of communities reached

Leading the way to 100% equity,  inclusion, and access by …



Chat/Discussion — which framework resonates most? 
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Option 1: 

Live Learn Work Play

Option 2:

School Work Home Communities

Option 3a:

Education Employment Health Community

Option 3b:

Enhancing 
Education

Advancing 
Health

Expanding 
Employment

Elevating 
Community



Brand Implementation 
and Activation

Re-energizing Audiences



Social media
Website

TV ads

News stories

Mailings

Emails

In-person events

Print ads

Retail store

Signs or billboards

Radio ads

Virtual events/Webinars

Podcasts

Other

According to research, social media is the best way 
to reach all audiences, followed by the website
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• Those on the Easterseals list prefer emails to the website

36%
29%
29%

19%
14%

12%
6%
6%
5%
5%
5%

3%
3%

2%

43%

22%

13%

14%

13%

32%

10%

4%

5%

6%

5%

10%

2%

2%

44%

30%

23%

13%

7%

14%

8%

8%

4%

8%

4%

6%

3%

0%

Best way to see and hear more about Easterseals and its work 

General Population (n=2679) Easterseals List (n=872) Employer Decision-Makers (n=307)

Professional 
orgs/associations 7%

Trade publications 2%

Chamber of 
Commerce 1%

Source: Edge Research, April 2021



Those who’ve received Easterseals services give it a strong Net 
Promoter Score (NPS) — we need to equip and activate them
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ES Supporters

+32
Promoters 58%

Passives 16%

Detractors 26%

% of 
Promoters

% of 
Detractors 32

-100 100

Donors

+24
Promoters 51%

Passives 21%

Detractors 27%

% of 
Promoters

% of 
Detractors 24

-100 100

Used Services or 
Know Someone Who 

Has

+67
Promoters 77%

Passives 13%

Detractors 10%

% of 
Promoters

% of 
Detractors 67

-100 100

Net Promoter Score (NPS) is an indicator of brand loyalty



Prioritizing our marketing and communications mix
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Paid
Media

Shared
Media

Earned
Media

Owned
Media

• Traditional PR
• Word of mouth
• Influencer marketing/relations

• Social media content 
(Facebook, Instagram, Twitter, etc.)

• User-generated content 
(social media, reviews, etc.)

• Website
• Events
• Publications

• Native advertising
• Event sponsorship
• Paid search 

(like Google AdWords)



Chat/Discussion

• What resources would 
you like to see come 
out of this initiative?
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Zoom Group Chat

From Me to Everyone.

Text



Next Steps

Immediate Action Items



Next steps

• Brand research implications workshops 

• Post-workshop survey to Affiliate CEOs 

• Brand strategy refinements and action plan 
development

• Board recommendations

• Final refinements and delivery
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