


“Whether you realize it or not, every business has a brand. How
you de\/e‘op it is the difference between creating your point of
distinction or blending in with the crowd:; projecting a positive
image or e|ici+ing a.negative-one; growing your business or merely

existing; successfu“y reoching your target audience or missing the

mark o|’roge+her. Brand does matter. And, those who build their

brand and manage it success{u”y can proFiJr mighﬁ|y.”

Pasternak 2005, p.]




1.0 GOALS AND OBJECTIVES
11 MAIN CAMPAIGN GOAL.:

a. To secure $100,000 in funding per year for three years (in-kind donations also
occep’red)

111 MAIN CAMPAIGN OBJECTIVES:

a. 20 corporate sponsor warm leads by December 2014
b. 10 corporate sponsor meetings by March 2015
c. 3 corporate sponsor partners by July 2015

112 CAMPAIGN PROCESS OBJECTIVES

a. To create a new company website

b. To create a new company logo

c. To create a company pi’rch video

d. To create a company sponsorship kit (including funding tier op’rions)

e. To create a media kit (inc|uo|ing a media release and po’ren’riol sponsor list)

f. To create a CEO kit (oio|s with Gpprocching organisations for Funding, includes

business cord)
12 SECONDARY CAMPAIGN GOAL.:

a. To raise the profi|e of The CAD Fochory ’rhrough press, online and social medio,

and direct morke’rmg

1.2 SHEORID AR xMP AL OBJIECTINVES.

a. Increase website traffic by 100%
b. 5 city or local press stories published

a7 1@ sponsorship enquiries from press stories

d. Gain 2000 friends on Facebook
e. Gain 2000 followers on Twitter

f. Increase views on YouTl ube channel by 100%
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- 2.0 INTRODUCTION

There are many facets of this campaign that will work in harmony to position The
) Fochory as a professiono|, well-established brand with a Unique Se||ing
Proposition (USP). In order to reach the ultimate desired outcome - $100,000 of
funding per year for 3 years - we have developed a campaign that reflects o
consistent message and will increase the credibility and appeal of The CAD
Factory brand tfo po’ren’rio' sponsors and supporters (Cornwell & Roy A|ong with
deve]oping design assets (|ogo, colour scheme, fonts) that encompass The CAD
Factory's message and mission, we have also developed several solutions
specifico”y for the pi’rching process, which will work Jroge’rher to position The CAD
Factory as well deserved of outside funding and support. Solutions include a pitch

vio|eo, a sponsorship pockoge and @ new website.

The two produc’rs associated with this rationale are The CAD Factory pi’rch video
and the new company [ogo. Both of these produds aim to arm The CAD Factory
with material Jrhey need to present their story in ifs best ligh’r, higHighﬁng the
value they will bring o the companies of potential sponsors - be it through
emp|oyee engagement programs or the heigh’rened image that their brand will
receive through association (ABAF 2001, p. 44). As The CAD Factory is working
within a limited budge’r, the video has been made in such a way fo have a

myriad of applications. These include its use as pitch support material, as

engaging website confent and as future marketing content.
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- 22 THE VIDEO - ths://vimeo.com/94968245

A|’rhoug|ﬁ the primary use for the video will be in pi’rch meetings with corporate
decision makers (in accordance with the main goo| of the compoign), it also
ﬁ”w doubles as a rich piece of content to he|p raise. The CAD Factory's online profi|e: in
social media and on their website (in accordance with the seconolory goa|s of the
campaign). Video content is quickly becoming the most consumed content on the
’ web; researchers at the University of Massachusetts expect video content to
| constitute 85% of global consumer web traffic by 2015 (Krishnan & Sitaraman
4%? 2013). Five tweets per second contain a Vine link (Davey 2013) and with sites
like Youtube and Vimeo servicing 'i’rero”y billions of users Worldwide, engaging
video content can give brands huge market reach. In-website video is also looked
at more fondly by Google; according to marketing Research Company Forrester
Research, videos are 53 fimes more |il<e|y than ordinory web pages to get fo page
one in Google's search results (Elliott 2009) and so with more video, The CAD

Factory website will see an increase in organic web fraffic, éé‘ =

The CAD Foc’rory video communicates several Jrhings. Firsﬂy, it combats some
negative perceptions within corporates about arts sponsorship that were found in
the original research. In a study done on cultural sponsorship in Australia,
researchers found that “there is a perception that the genero| public feels greater
goodwi“ towards profecting the environment or children’s health than fowards arts <
and culture. Therefore, the social impact of cultural sponsorship is expec’red to be
quite narrow” (ABAF 2001, p. 29). For this reason the majority of the footage in
the video has been taken from The CAD Factory's projects that engage the
community. The video reinforces the fact that their art is not just about highbrow L
go”ery appreciation, and rather setfs out to use expression as a way to engage,

he|p and heal Australian communities (inc|uo|ing corporate communities).

The second insight from the research underlines a "perceived seriousness’ that
marketing managers associate with the arts. Managers were reported to feel that
arts and cultural projects deal with topics that are too serious to be associated

A with the fun and enjoyment of their brands (p. 29). To address this issue and
5 paint The CAD F0c+ory in a less-serious |igh+, up|iHing, pop-s’ry|e music has been

6 used o underscore the entire clip.



https://vimeo.com/94968245

The Foo’roge moin|y shows peop|e smi|ing and enjoying their community in the

context of art and expression, and includes shots of peop|e from all walks of life,
@*‘ from the under 5s to the over 70s. The other pieces of audio are excerpfs of a
speech that Vic McEwen (the primary arfist at The CAD Foc’rory) made at one of
his recent exhibitions. The speech is passionate and informed, and communicates
the unique value that the arts possess, fincncio”y and socic1||\/. The use of Vic's
voice also gives the video a more personol tone; viewers will be able to relate to a
real person rather than a highly produced piece of marketing. Clear, bold, white
i text has been used fo communicate the main points in the video for maximum

effect and minimum clutter.

4 This video does not infend to be an exp|ici+ piJrcl’w for sponsorship, our other produc’rs

! serve that function - it intends fo start a conversation. It communicates the mission
of The CAD Fochory visuo”y, higHigh’ring their redefinition of the artist’s space

o from the go”ery to the Iondscope, from the individual to the community, and does

so in a fun and |igh’r—heor’reo| way. As well as educc’ring poJrenJrio| sponsors

i specifico“y about The CAD Foc’rory organisation, the video seeks to also educate

& about and inspire support for the arts genero”y in Australia.

‘ 9.3 THE LOGO

«»CAD FACTORY




Keller (2002) states that "whenever a marketer creates a new name, logo,

symbol...he or she has created a brand” and they note that practicing managers

define a brand as "having actually created a certain amount of awareness, e
reputation and prominence in the morke+p|oce". Arts organisations, 0|ong with all i
other companies searching for corporate sponsorship, do not exist in a vacuum -

Jrriey are part of a market, and their pericormcmce in that market depends on their

iridividuciii’ry and their brand's perceived VCI|U€, be it social or economic value.

Ai’rhough The CAD Fociory may be a reio’rive|y small organisation, H’iey are a
Working company with a name and thus a brand, and the existing brand lacks
consistency, c|dri+y and persono|i’ry. As the sponsorship market is higHy saturated
in Australia (Harris 2002), there was an opportunity to recreate the existing CAD
Foc’rory brand with a |ogo, to better communicate their persorio|i+y, their services
and fo help them cut through the competition with a unique and memorable

image.

Every’ri’iing, from the use of colour, to the Jrypogrdpriy and the symbo|ism of the

design elements, has been carefully crafted, to convey not only an idenfity, but a

vision, a culture, their goals and values. Insightful logo design is important for o
memorobih’ry's sake and also creates a riigrier perceived value around a brand
(Keller 2002). According fo |_ci|orecque & Milne, “ye||ow taps the cheerful facet of
sincerity as it genero”y elicits icee|irigs of optimism, extraversion, friendliness...and
happiness and cheerfulness” (2011, p. 714). To tie in with the idea behind the
playfulness of the video, The CAD Factory logo is comprised of mainly yellow
and sections of white. Yellow was also used to denote the sun, which is an , ;M'

important part of the environment where The CAD Fochory works; regiono|

Australia. o

The symbolism of the logo aims to create associations with the word factory’ F2
coupled with The CAD Factory's artistic practice. The main section of the logo is
comprised of a canvas on an easel. Three different types of paintbrushes double

as Foc’rory chimneys, which, instead of producing smoke, produce fextured strokes

O'F ye||ow—oro nge pOiI’ﬁ'.




The diversi’ry of the pcin’rbrushes symbolises The CAD Factory's artistic diversi’ry
within the community, as Jrhey work with young children, |O|rge communities,
corporate companies and mature-aged citizens. The canvas and the brushes create
an obvious association with the arts, but the inversion of the brushes and the
actual brush strokes occurring outside of the canvas indicate that this is not an
orclinory arts organization - the beou’ry and the magic of The CAD Factory exist
outside of the canvas. The font of the |ogo is also p|oy1cu|, the main font is a
brush-stroke font named PilGi that does not lean to the righ’r or direcHy s’rroigh’r up,
like the majority of fonts typically do. It is a litle more haphazard and symbolises

artistic expression.

Both of these produc’rs c|eor|y communicate the Unique Se||ing Proposition of The

CAD Factory Regiono| Arts Centre - the way ’rhey he|p and heal communities

+|1roug|1 art. They oppeo| fo the corporate market, which is our main target :
market in this campaign, and they will certainly add fo a more professional and »g

well-known online presence for the company into the near future.

3.0 REFERENCES

Australian Business Arts Foundation 2007, ‘S’rroJregic direction in corporate
sponsorships: proc+ico| imp|ico+ions for the arts’, Cultural Ministers Council, pp- 1-79.

Davey, L. 2013 "Why it's vital fo add video to your marketing mix’, Econsultancy
Website B|og [Online], URL: <h’r’rps://econsuHoncy.com/b|og/639]5-Why—i’r—s-vi+o|-
Jro—c1o|d—vio|eo—’ro—your—morke’ring—rT1i><—Q#i.mo|z5yv1bs71csmy>.

Elliott, N.E. 2009, The Easiest Way to a First Page anking on Goog|e’, Forrester
Research, [Online], URL:
<http://blogsforrester.com/interactive _marketing/2009/01/the-easiest-way.html>.

Hois st 22002 ‘Sponsorship Proposo|s', NSW Department of Sport and
Recreation, pp. 1-3. Keller, K. 2002 'Bronding and brand equity, in B. Weitz, &R
Wens‘ey (Eds.), Handbook of morke’ring, | ondon, SAGE Publications L1d, pp. 151-
179.




N N—.
-
Krishnan, S. S. & Sitaraman, R. K. 2013, ‘Understanding the Effectiveness of Video
2‘ Ads: A Measurement Study’, University of Massachusetts, Amherst and Akamai
;‘; Technologies, [Online], URL

3 H’rp://comce re nces.sigcomm.org/imc/QOB/popers/ichOQ—k rishna nA.pohc>, pp. I-14

Yk

Lobrecque, L. I. & Milne, G. R. 2011 Exciting red and competent blue: the
impor’ronce of color in morkeﬁng', Acodemy of Morkeﬁng Science, Vol 40, Pp- /15E

Pasternak, L. 2005, ‘\)\/hy Brand Matters’, MarketPoint LLC, [Online], URL:
<th://www.yourmor|<e’rpoin+.com/1ci|es/mp_—_why_brcnol_mo’r’rers.pdf>, pp. 1-8.

INTEGRA

GEORGIA VIDLER
HEAD OF PRODUCTION
INTEGRA COMMUNICATIONS

s




