
HI, I'M TAYLOR 
SHANKLIN.
CEO + Fo u n d e r o f Ba rle le  & Cre a t ive  Sh izzle , 
Mo t iva t io n a l Sp e a k e r, Bra n d  Bu ild e r, a n d  Bu s in e s s  
St ra t e g y Co a c h .
taylor@barlele.com

Bra n d in g  is  Fu n d ra is in g
Yo u r b ra n d  e xp e rie n c e  a ffe c t s  yo u r a b ilit y  t o  ra is e  
m o n e y, a n d  h e re ’s  h o w  t o  d o  s o m e t h in g  a b o u t  it .

https://www.barlele.com/


• love queso and helping people think outside 

the box

• hate mosquitos (duh)

• am bad at math

• feeling joyful today

• mom of a dachshund - if you know, you know

A LITTLE BIT ABOUT ME SLIDE



Start With Why

Unpacking
Branding

The Steps To 
WIN At This

Today's Journey: Your Brand Experience

The mindset and the tools to build a 
great brand for fundraising

Open Q & A





+ + =















EXPERIENCE of a lifetime.





today's 
consum e r 
ca re s  ab out  
EXPERIENCE



today's 
m od e rn  
d ono r
ca re s  ab out  
EXPERIENCE



Let's talk about why
branding affects fundraising + revenue



That is the number of times it 
t ake s  som e one  t o  re m e m b e r 
your b rand .

Source :  h t t p s ://www.sm a llb izg e nius .ne t /b y-t he -num b e rs /b rand ing -s t a t is t ics /# g re f

5-7



80 % of b ra nd s  b e lie ve  
t he y d e live r g re a t  

consum e r e xp e rie nce s .

Only 8% of consumers 
ag re e .

*Canne s  20 18 In t e rna t io na l Fe s t iva l o f 
Cre a t ivit y

(Ba in  & Co m p any, Glo b a l m anag e m e nt  
co nsult ancy)

a mind-blowing 
stat

KnowDid you         ? 



You are competing for attention for all 
these things happening in your donors 
and prospects' lives. Competing with...

soccer practice

a  b o ss  b re a t hing  d o wn m y ne ck

t he  ne ws

wha t  fe e ls  like  1,0 0 1 m e ssag e s  flying  a t  us  e ve ry 60  se co nd s  acro ss  t wit t e r and  face b o o k and  t ik t o k

a  lo t  o f b rand s  o ut  t he re  lo o king  and  so und ing  t he  sam e

a  lo t  o f m arke t ing  cam p a ig ns  lo o king  and  so und ing  t he  sam e  

o h, wa it , i'm  la t e  t o  m y ne xt  m e e t ing

t he  lis t  g o e s  o n .....



a d ay  in  the life
O F  Y O U



CEO / ED

😬😬 How can I keep my board happy?

😬😬 How can I manage my time? And the team’s time?

😬😬 OMG, what am I doing? I am an imposter.



Development

😬😬 Which donors are due for a visit?

😬😬 How will we hit our numbers?

😬😬 OMG, I cry on Mondays, Wednesdays and Thursdays



Marketing

😬😬 Should we send our emails at 10am on Tuesday or noon on Thursday?

😬😬 What’s with all this social media? Do I have to be on Tik Tok, Threads, what IS HAPPENING WITH 
TWITTER????

😬😬 OMG I am drowning



Programs

😬😬 How do we get people to show up?

😬😬 How can we get people to fundraise at our walk and not just walk at our walk?

😬😬 OMG, I cry on Mondays, Wednesdays and Thursdays



Branding

Do people even understand what we do 
and why it matters to them?







A brand is how 
people experience 

you - as a whole 
body of work.  

Interaction upon 
interaction.



When Apple released the first 
iPod, they did          sell the 
mp3 player with the most 

storage.

NOT



Apple           put: 
"1,000 songs in your pocket."

They connected their product to you 
on a personal, emotive level.

DID 



It matters because....

"1,000 more hugs with mom."



It matters because...

"1,000 more music lessons for underserved kids."



It matters because...

"1,000 more meals get served."



It matters because:

"1,000 more elephants now roam safely."



Each and every one of you
has the story of 1,000 somewhere



"Branding is owning your voice and showing up with 
it through stories, visualization, and proof of how you 
bring value into someone’s life."

- T-Shank's definition of branding

Le t ’s  t a lk  a b o u t  h o w  t o  t e ll it



Diffe re n t ia t io nbranding is



AUTHENTICITY

Own your truth as an 
organization.

RELEVANCE
+

CLARITY

What matters to the peson 
on the other side of your 

brand.

STORY

Storytelling creates 
common ground between 

you and your audience.



Am p lific a t io nmarketing is



CADENCE Go where the people go

CHANNEL

Getting attention on a 
regular, consistent 

cadence

CALL TO ACTION

Bringing value, and then 
giving a clear call to get 

involved, give, etc.



Bra nd  
Essence

Bra nd  
Messa g e

Bra nd  
Id en t ity

the 3 pillars
to cut through boring



Brand Essence
Th e  fe e lin g  p e o p le  g e t  w h e n  yo u r b ra n d  w a lk s  in t o  t h e ir  ro o m

P e rs o n a lit y  |  P u rp o s e  |  Vis io n  |  Mis s io n  |  Va lu e s



Pre m ium

Se rious

Frie nd

Class ic

Re spe ct ful 

Mass  Appe a l

Playful

Aut horit y

Innova t ive

Irre ve ra nt



MASLOW'S 
HIERARCHY OF 
NEEDS

Source: https://www.simplypsychology.org/maslow.html



Why does it matter to them?

Brand Message

Ge t  in t o  yo u r a u d ie n c e 's  h e a d .

W h a t  d o  t h e y c a re  a b o u t ?

Ho w  d o  yo u  fit  in t o  t h e ir  p e rs o n a l o r  p ro fe s s io n a l a s p ira t io n s ?



a guide comes along

A character

and a clear call to action leading to > transformation

A very brief version of the StoryBrand way

with a problem

and has an easy plan



What does it look, sound and feel 
like?

Brand Identity

Ho w  yo u  c o n n e c t  t h ro u g h  t h e  s e n s e s ...

• Lo g o  
• Co lo rs
• Typ o g ra p h y
• Im a g e ry
• Typ e  o f m e d ia



COMBINING 
THE SENSES



BONUS pillar



Consistency



Presenting a brand 
consistently across all 
platforms can increase revenue 
by this much.

Source:  https://www.smallbizgenius.net/by-the-numbers/branding-statistics/#gref

23%



A brand is a living 
and breathing 

entity that evolves.



One step per day.

every great brand
started with the first step



Stay in touch:

Taylor Shanklin
taylorshanklin

barlele.com  |  taylor@barlele.com

~h o o ra y~
THANK YO U!TEXT ME!

828-457-9157
for a discusion 

about your brand
(and get the slide 

deck)
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