Podcast: the when, how and why of a re-launch 
Ian: Good evening, everybody. I’m Ian Bruce. I’m president of the Centre for Charity Effectiveness and on behalf of Professor Paul Palmer, who is the director of the centre and associate dean, may I welcome you all here this evening.

 

I’m proud to have founded the centre, a long time ago, in 1991, but in 2002/3 we had a radical transformation of our structure when the business school formed a partnership with a company of management consultants livery company and jointly formed a trust and that trust is the guiding light of the centre now. I’d like to welcome the chair of the trust, Patrick. Thank you for coming, Patrick McHugh. I’d also like to welcome various other members of the company, the livery company, for being here tonight. And in terms of the centre, the centre has a mission to increase the effectiveness and achievement of voluntary and community organisations and we’ve got the broadest range of services of any such academic centre in Europe, and from an international conference I went to recently, I’d suspect, anywhere outside North America.

 

And those are the five service areas that we concentrate on. There are five part-time MScs, or people like yourselves who work in the sector. We have a very strong research arm led by Professor Jenny Harrow and Professor Cathy Ferro. I should have said that Professor Paul Palmer heads up the MSc programme. I’ll come back last to e-learning and KnowHow NonProfit. We have a consultancy and talent development agency which is headed by Denise Evans, who I know is here. Yes, Denise. That might be better, yes. I do that because some people might like to talk to Denise and some of her colleagues here in the reception afterwards. And last, but certainly not least, we have something called KnowHow NonProfit which aims to be everything you need to know about how to run a non profit agency and it’s online and, in fact, if you’re interested in that we’re going to be signing people up for a mailing list, an email, list in the reception afterwards so I won’t say more about it.

 

I’d like to take this opportunity, publically, to thank the outgoing CEO of NonProfit, Sahara Quli, for all the important work she has been doing for KnowHow over the last two years and this is at a time when she moves on to pastures new. Sahara, your brilliant entrepreneurial skills have been critical to KnowHow’s success. You’ve spotted opportunities that the rest of us haven’t, and one particular example was your development of the microsite model. Your ability to persuade other organisations to partner with us has been phenomenal. It’s transformed the reach of KnowHow. We’re reaching a lot of areas where traditional training has failed and that has been a lot to do with you. And your persuasiveness has opened up doors in government and the commercial sector which are going to stand us in very good stead for the next few years. So, Sahara, thank you so much for all your commitment, thank you so much for your hard work and so much for your achievement. We wish you every success in what, I know, will be a very exciting career in our sector.

 

*Claps*

 

Stand up, stand up.

 

And there’s one other note of thanks that you would like me to give and that’s to our sponsors, HSBC. This series wouldn’t be possible without our sponsors. It’s financially quite a significant commitment and they help us with it which means you can come with such low ticket prices. But, it is also good to partner with them because they know a lot about our sector. This wasn’t one of those partnerships that you go into out of necessity. We went into this absolutely voluntarily and I’m absolutely delighted with how we are working together because they are able to give a broad range of advice. Let me just introduce who is here from HSBC. Nick Reed. Just pop your hands up so people can see you. Nick Reed, Sean Taylor, Malcolm Hillier, Alison Bell, Alan Kinaird, and Colin Peel. Right, so they’re around and they’ve got badges so you can’t miss them if you’d like to have a chat.

 

Lets then move on to the main theme for this evening which is obviously charity talk and that is one of our most popular services coming out of the centre. We’ll be following the normal format. Because many of you are new, we’ll start with a case study, follow it by a response to put that case study into the broader context. Then there’s a great opportunity, I think everyone who has been before will recognise, for you in the audience to contribute either by the way of comment or by question. Then afterwards there is a very nice reception which is one of the advantages of having such a generous sponsor. We’ll have some nice food and some nice wine and that’s a real networking opportunity.

 

There are evaluation forms we’d obviously like you to fill in and we operate under the Chatham House rule which, I think you all know, means you can speak in confidence in terms of  your organisation will not be quoted. I don’t think there are any journalists here but should there be any journalists here the substance of what you say could be quoted. So that’s the sort of background to where we’re at. 
Let me now introduce the two speakers. Our subject tonight, of relaunch, is a very important one. There are so many relaunches going on in our sector at the moment and some of them I think we all know privately, and some have seen publically, have failed. So we clearly have chosen a relaunch that we believe has been a great success and it will be your chance to hear about it from Dame Claire Tickell, chief exec of Action For Children, a post that Claire has held since January 2005. Action For Children is enormous. I mean, over 6,000 paid staff and over 500 projects, primarily in this country but also in the Caribbean and Africa. So this is a significant relaunch. This is not any old relaunch. Claire was previously chief exec of Stonham housing and Pheonix House. She is a member of the Public Interest General Council of the Office of Public Management, a trustee of Children England and NCBO and currently sits on the 2020 commission on public services led by Sir Andrew Foster. And in the last week it’s been announced that she will lead an independent review of the early years foundation stage for the government - a role of truly massive importance - so we are very pleased, Claire, that you’ve had the time to come and talk to us tonight.

 

The response is going to come, as you can see, from your programme, from Caroline Diehl. Caroline is the chief exec and founder of Media Trust, a communications charity. Media Trust works with media organisations and with charities to enhance their communications and enable the voice of communities to be heard. Caroline has personally played a major part in ensuring that the voluntary sector’s voice is heard in the ongoing debates around the communications and media policy generally in this country. She is a trustee of the small charities coalition and the World Film Collective and she’s on the advisory council of business schools entrepreneurship programme. Caroline received an MBE for her services and she’s also won the Ernst & Young social entrepreneur of the year award. So I think you can see that in our two speakers we have two very distinguished contributors and I won’t introduce them further, just ask them to speak one after the other. So if Claire would like to start. Thank you, Claire.

 

Claire: Thank you, Ian. You hear those CVs and they sound so fantastic but, actually, what’s completely front of mind to me this week is that we’ve moved offices and I don’t have a computer! So it sounds so fantastic but, actually, I’ve been sitting in this black hole of a space which seems to take no reception from any telephone so that’s actually much more important than any of this. So I’m slightly puzzled today as I’ve been unable to talk to…I think, actually, as well there was some kind of conspiracy within my organisation and they though we’ll put the chief executive in the bit where there is no signal whatsoever and we’ll see what she does.

 

What I’m going to do is talk about our launch. It’s a bit Janet and John because rather than give you opinions, I thought probably within the context of what I’d be speaking about, it’d be helpful to take you through what it was that we did, and at the end, if people want to ask questions on some of the stuff I haven’t covered, I’m very happy to pick up on those.

 

A bit of context first about our organisation. For those of you who don’t know, and I’m sure there are lots of you that don’t, NCH, as was, was founded in 1869 by a Methodist minister and it began life as the national children’s home. It was plus a change that was taken from good childcare practice, funnily enough, from Germany. We continue to take good practice, good childcare practice from Germany to this day. We began as a National Children’s Home because there was one of us in Waterloo, and we then became National Children’s Homes because we multiplied. We then became the National Children’s Home and Orphanage in the 1920’s because we became the first organisation to become an adoption agency. We then stuck with National Children’s Homes. We dropped the orphanage bit because, I think, it was a bit cumbersome and then in the 1980’s…no, sorry, 1970’s we became NCH as National Children’s Home was difficult in terms of rolling off the tongue. We then became NCH. We then became NCH Action for Children with the absolute intention to slowly and quietly  drop the NCH. I’m not quite sure what happened. 
I came in, however, in 2005, as Ian said and its very obvious that we needed to change our name. It was intensely problematic. Our dialogue was “Oh, you work for NCH. What does that stand for? National Children’s Homes. Oh, you run children’s homes. No.” So it kind of took you into the wrong place immediately which was really very problematic particularly from a fundraising perspective, I have to say, because it took you into a negative straight away.

 

Just to give you a top line of what I’m going to take you through; I came in, as chief executives do and initiated a new strategic review (because that’s what you do when you’re a new chief executive) which was launched in December 2005, and as part of that, we did a lot of work on brand audit because one of the very consistent messages that came through, pretty much from everybody, was that you really need to do something about the name because it’s problematic. It stands for something that isn’t representative of what you do as an organisation. The decision to profoundly and definitively review our brand was taken in October 2006. The decision to change our name was taken in July 2007 and I won’t waste another minute on those timelines and what’s behind them. The launch of the new identity took place is September 2008. Our first advertising campaign was launched in January 2009 and that was the very first for us as an organisation. And then the campaign and appeal on neglect which we launched at the back end of last year happened in October.

 

One of the key issues with us, in terms of the brand, is tracking. We set indicators for ourselves right at the begining. In fact, the authority we got from our board was dependent and contingent upon the measures that we set in terms of brand tracking. That continues and will continue for quite some time. The big issue for us now, looking at this second stage kind of stuff, is how we deliver better on our brand through our services. That’s just begun in a very deep and fundamental sense. Hugely challenging for us as an organisation but incredibly important. And we have a set of brand health indicators that we agreed alongside the authority that we got from our board which inform us periodically of progress and they help us in decision making as we’re tweaking and thinking about how successful or otherwise we’ve been and what it is that we need to change. So from the top, the strategic review and the brand audit. 
As I said, as an organisation what was unclear for us was what our role was as a voice for children. We were very clearly an organisation, and primarily an organisation that is centred around service delivery. We turn over about £200 million a year. Just under £190 million, no sorry, £180 million is money that is directly generated from local authority contracts. We get very little from central government but most of our money comes from local authorities across the United Kingdom. The work we do internationally is increasingly consultancy. We’ve pulled out, for very obvious and good reason, direct service delivery abroad.

 

The brand audit was a very integral part of the strategic review which I commissioned, which we called building on success because it was very clear for us as an organisation to think about how we articulated what it was that we did specifically especially for children. When I came into the organisation and I asked why it was that we did the different things that we did people said “well, we’re there for children” but in actual fact if you tried to create the commonality behind what we did it was quite difficult to get people to do that. To get people to think about what it was that we all did in partnership rather than to get to think about what we did as a loose coalition of activities because we cared about children. So really, really important for us in the sense of developing a brand, developing a sense of belonging, tapping into the commitment and the passion that the people who worked for children was what we thought about; what it was that united us as an organisation; what our values and operational vision, value, purpose and operational mission were; and we spent an awful long time working across the organisation with all of our staff asking them to help us to take what, when I came into the organisation, was actually a 25-page strategy and distil it down into something that was very focused, very punchy and actually covered a sheet of A4 and expressed our vision, values, purpose and operational mission. Actually, what we identified were three words which were passion, equality and hope which was something that everybody in the organisation felt very strongly about and it continues to be the case as you go into projects; that is up on people’s walls. It spoke very strongly to people.

 

Doing that solved key questions for us as an organisation to out strategic direction and clarified explicitly what those at the front line considered an absolute duty for us as an organisation to speak out fearlessly on behalf of children. I think people thought that we’d drifted into something that was very much about service delivery and we ran the risk of finding it difficult to speak out to children, and to speak out to power and other things that motivated the people who worked for us.  Actually, a lot of the people who worked for us had come from local authorities and wanted very much to work in the voluntary sector and that that took them into an organisation that enabled them to speak out, to be part of an organisation that would speak the truth to power and that would demonstrate its independence. 
The brand audit that we did that spoke to stakeholders within and without the organisation found very, very low public awareness of NCH and a brand that simply didn’t support fundraising. Partly because of that dialogue that I talked about at the beginning, but people had never heard of us. Some of that is about where we sat with other children’s charities and, everybody knows, the children’s charity sector is an intensely competitive one with some very big brand names. We have never, and do not seek to as we would never get there, attempted to be bigger than the NSPCC or Barnardo’s as we would never get there, but actually there was a great deal of space between where we sat and the very big brands which gave us something to aspire to.

 

What was very clear in the brand audit that we did was that the commissioners that bought our services and some other key stakeholders, like for instance, and critically for us, the Methodist Church, (I mean, it was only three or four years ago that we severed the constitutional links we have with the Methodist Church), they are key supports for us as volunteers, as fundraisers and as people who care passionately about the work that we do. They felt very positively about us but what they said is that “when we’re fundraising for you it’s very hard to sell you as nobody knows who you are. It’s really difficult for us standing on doorsteps or rattling tins around Christmas time” and the commissioners felt that we needed to sell ourselves far better than we did. 
Uniformly, every stakeholder we spoke to felt that our brand completely failed to express our values and strengths and that we were underselling ourselves through our brand. So the change of identity which we agreed was part of a bigger strategic review which we called ‘change for children’. The new strategy was introduced in 2007. Everybody says they’ve been involved in a process of transformation and change but I genuinely believe that what we did for children was about transformation and change. We’re moving into something that is about refreshing and have deliberately moved our language away from that of transformation and change as I think people get fatigue and there’s an important distinction to be made between transformation and change and just what you need to do which is about keeping up and stuff. But we did genuinely introduce a transformational change programme. We put in place a programme management approach that a lot of people are doing now but I have to say at the time was something you didn’t find very much in the voluntary sector. But the complexity and the number of different projects that we had underpinning what it was that we were doing required quite a robust programme management approach because of the interdependencies between them and the complexity of what it was we were doing. The brand programme was one of four major change themes within the programme management approach and within that there were six projects on brand.

 

One was promotion of the brand. The second was rollout which I have to say was, and continues to be, the most complex and risky. Internal engagement which was arguably, and it was successful, in terms of being the most important. Initially people didn’t really get involved and there was an awful lot of “what’s the point in doing this? Our commissioners already know who we are”. Web development because our web stuff was fairly appalling. Well, it wasn’t appalling but it wasn’t designed in a way that supported the brand at all and supported any elements of promotion for us as an organisation. Tracking it, which was really important, which I talked about a bit before, and fundraising. We wanted to establish an absolute link between the brand, what it was we were saying with the brand values and how that tracked through in to fundraising.

 

The biggest challenges for us were…What I’ve put here is being as scientific as possible about something that is not a science. What our board expected, and what we wanted, was to be able to demonstrate that we were on track, that we were doing something that was successful. But it isn’t necessarily a science. There are elements of non-science about what it was that we were seeking to do; there was a huge discipline for us about articulating what it was that we were seeking to do and being forced into the discipline of what it was that we were doing and trying to identify what success was going to look like and successfully identifying what it was we needed to keep an eye on and where it was we needed to change some of our assumptions.

 

Integrating our brand values into our fundraising. What we put in place…What was really important in the context of Action for Children was. I inherited an organisation that had been immensely successful over a relatively short period of time and one of the ways it had done that was by the very successful bits of the organisation operating effectively in very much a silo way. What we did and what we’ve done is to shift in to something that is much more integrated. That is much more matrixed. For anyone that’s done that, it’s immensely challenging to do that. The moment things gets difficult people will retreat back into their silos or even create new silos. That’s what we’ve learnt; that you spot the new ones emerging. But what was really, really clear was that the only way we would land the change that we we’re seeking to do with brand, and actually the only way we were going to land something that was proper matrix management, was by getting this stuff right. In a sense, the two have continued to check against one another.

 

A huge challenge was setting realistic targets for awareness and understanding the level of investment - financial and time - required to improve it. I’m sure Caroline will talk about this. This is quite a big thing to do and if you talk to people in business, if you talk to people in the commercial sector, and I have a number of those on my board, they absolutely get that this is a long-term investment and that there is a direct relationship between the amount of money you put into this, in an ongoing sense, and the return that you’re going to get. That’s much harder to land in the voluntary sector, quite rightly so, and we had huge conversations both internally within Action for Children and with external stakeholders, particularly the Methodists, who when I first arrived used to send me long, long letters about why it was we didn’t recycle envelopes. And when we invited them to anything remotely approaching hospitality they would complain if the food was too lavish or if there was too much food or anything like that because, understandably, it was important to them that every penny was going to children, and the frontline, and service delivery. So getting people investing behind the brand which sits behind that direct service delivery was incredibly important and took a very long time. And I said at the beginning if you look at the timing some of these things took a very long time and it was because it was really important to get people on our side with us, and for them to understand what it was we were doing; and that was not about keeping on telling them but about shifting people’s understanding and getting them to reflect back to us the importance of doing what we were doing.

 

Rolling a new ground out across an organisation whose infrastructure was in need of modernisation. That’s a nice way of saying at the beginning. Actually from what I said at the very beginning when I started speaking, it sounds like we still haven’t. We do, but at the time we didn’t have the IT or the infrastructure to deliver what it was that we were seeking to deliver. And we also had lots of projects that despite the fact we had been called NCH for 15 years still had Action for Children on the wall or National Children’s Home and Orphanage on the walls. There was a whole set of issues with getting people up to speed on a whole set of issues on what we were seeking to do. Understanding the link between brand and marketing and the sorts of things that, actually, if you’re sitting in a project and really struggling to deliver services to children, feel like they are expensive and unnecessary when, in actual fact, if you’re a quasi-commercial marketplace - well, it is a commercial marketplace - are really important.

 

A huge challenge also was achieving and retaining staff commitment. At the beginning of this, as the slide says, we had 75 per cent of staff disagreeing with this, thinking it was a silly thing to do, a waste of our time and why were we doing it? But at the end of it we had 80 per cent of our staff saying it was a really good thing getting it and that’s because of the extent to which we involved them in the process. And that was down to everything - logos, the name - we involved them in everything and we genuinely did. I must say that the name and the logo and the colours we went with weren’t my choice. Because we went for consensus across stakeholders. They were absolutely right and I was absolutely wrong. It comes down to taste really.

 

Key success factors. Really important for us we recruited a fantastic agency pretty much at the beginning. That was somebody who really, really got us and, as it turned out, were able to work with the vagaries of the voluntaries even though they had no idea at the beginning what we were going to be like, what we meant when we said you have to include children and young people, what we meant when we said you have to include people in Scotland and Wales, Northern Ireland and England. They do know now and they’ve been fantastic; a properly researched stakeholder matrix with absolute clarity on existing and desired perceptions. We had a big, big stakeholder matrix and it was really, really important as a discipline systematically to keep going back to what it was different stakeholders felt, who was on our side, who wasn't and what it was that we needed to do about that. 

Making an evidence-based case for investment to our board. I have to say we were in a different place then. There wasn't, as I said, a recession then. Notwithstanding the recession and being very clear to them about the need to hold our nerve because again people get the need, or people got the need, for upfront investment. There has been a continuing conversation about “are  you sure?” because people want a return in three or six months and of course we don't get an immediate or sustained return within three or six months. 

Developing our brand platform on who we truly are. Really, really, really important and then demonstrating that we needed to change our name. We didn't impose a name change. We really, really didn't and one of the options was, from the beginning, genuinely, that if there is ground behind it and a case was made we were quite happy to stick with NCH. 

Our internal engagement focused on understanding what brand means. We had a lot of conversations about that because people get muddled between brand and logo. And on our values. Not just on why we are rebranding. People want to, and there's the  thing, if we just change our name then everything's going to be alright. And everybody knows there's a depth to brand which goes from the top to the bottom. Ultimately, it's about how your staff talk to external people which is the bit we are concentrating on now. And really important for us there was an enormous degree of trust between us and the board. Polly Mead who led this for me was, and is, fantastic. We were able to have very honest conversations throughout and we were able to explore what was going wrong, more importantly than what was going right, throughout and continue so to do. 

A bit on advertising. We'd never advertised before. The Methodist ethic...There was a positive decision taken by my organisation way back, probably in the nineteenth century, that was stuck to and previously revisited that we mustn't spend money on advertising. The only advertising we ever did was when we were given fillers and freebies from other agencies. There was a huge conversation about why we would do that and what the benefit would be and what the return would be. And an absolute imperative that we could demonstrate the financial and the other in terms of benefit. Everybody in the organisation, and that includes external stakeholders and interested parties, were involved in developing the advertising campaign. That was really, really important for us and that critically included children and young people. It was really important to us that we weren't exploitative and we didn't objectify children and young people in terms of our advertising which limited us a great deal actually. Some of the treatments we got from some advertising agencies probably would have raised shedloads of money; we weren't prepared to do so because of the way it promoted, or demoted, children and young people. 
Fundamental to our brand is transformation. Really important to us is that we show need and then we show solution and that we are portraying children and young people as people who have enormous potential and can speak out for themselves and who aren't victims, and who aren't people who terrible stuff happens to and you give us money as an organisation and we make stuff better. All the campaigns we've used, and will continue to use, use children's real stories and that limits enormously when it's them talking and you can't say “wouldn't you prefer to say it like this”? You have to stay true to how it is the children want to portray their stories. We also used animation for the three adverts that we had and again those were heavily influenced by the children and young people. If they didn't like what the animators did we had to take it out and that creates, not a tension, but a very interesting conversation where you think if only you could do it like that and they're saying “no, it's not true. That's not how it happened”. 

As with all the other stages we did do substantial research on advertising with our key stakeholder groups including service users and again that took some stuff out of the piece because there were some things that we thought were great ideas, and actually the advertising agencies thought were great ideas, but service users, but parents, were saying no and we took them out. Important for us was differentiating us from the market leader and that was very clearly the NSPCC and from our nearest competitor, Barnardo's, which again limited us but actually we saw that, and we see that, as a positive thing; there are many empty spaces for us to occupy. The problem is that people think I'm going to come and join you in that space. 

Fundraising messages were, for us, a major challenge given all the things that I've said, and integrating a sales message into a pure values-based brand. Any of you that work in, or are close to, any organisations where there's a service delivery arm and then there's advertising or a fundraising delivery arm, there's some real tensions there with the fundraisers saying “this is how we want to sell it” and the service delivery people saying “No. That doesn't in any way, shape or form represent what we're doing.” One of the reasons it took us ever such a long time, and one of the reasons I think we've genuinely cracked it, but it has been immensely challenging, is that we now genuinely do get our service delivery people working with our fundraising people and working with our press people in developing things which they all feel happy about; and actually if there's one thing I'm proud of it's that we've managed to achieve that and I think it's fairly special.
 On the brand tracking, quickly, we have awareness targets, and we have very clear objectives for all stakeholder groups and we slavishly track those. They don't always tell us what it is we want to hear but there we go. We recognise we need to be flexible and respond if our brand house indicators show up problems which means shifting and actually, sometimes, throwing up unexpected successes. We submit annual targets for agreement by trustees and we report annually against these targets and on stakeholder targets against that. Again, that isn't necessarily comfortable but so far all of our targets have been met and we know we've improved brand awareness in the public, both prompted and non-prompted. 
We have considerably enhanced policy makers and media perceptions that we're a voice for children. We set out, very specifically, to show ourselves as an independent voice for children speaking out to power and so on and that resoundingly has come back as being very successful. Staff are incredibly enthusiastic now about the new brand and they are wanting us to do more and develop it further. One of the things we were worried about, given the fact that we have such a high commissioner buy into the old brand, was that we would lose some of them to the new brand but in point of fact we haven't.  

The next challenges are continuing to increase awareness on a much reduced spend. The recession has not driven coach and horses but severely changed some of our thinking on how we would want to continue. I have to say even if we had shedloads of money, and I absolutely have to say we haven't, I think the appetite for this is different anyway. There is an external environment that we need to be aware of in terms of how it is seen. I'm not sure how well it's going to play big charities, or any charities in fact, spending huge amounts of money on advertising in terms of where we are now and I think we need to pick our way carefully through what that looks like even if we had the money, which we haven't. 

Giving brand it's proper place in our decisions about service development and strategy. We've done this first bit, actually embedding it truly and properly now, right throughout the organisation down and then back up again. I think it's a challenge for any large organisation and we're no different from anybody else. As I said a minute ago, competitors are now responding to what we've done and there's a big question as to how we're going to respond to this ourselves: Do we stick to what we've done? Do we shift? Do we tack or not? Do we just think: “great look at how the people are coming into the space we've created?” Lots of issues about the continuous improvement of integration especially across campaigning and fundraising. I've just said it's one of the things I'm proudest of but I have to say it continues to be something that we will continue to need to do and the development of new digital comm strategy. That's the bit I think that when we started on this process we didn't anticipate quite how plural the social media environment was going to be and what was going to happen on lots and lots of things in terms of YouTube, in terms of Twitter and all that kind of stuff; and that's variously, incredibly exciting but also challenging and, not least, picking the bits that really do matter and the bits that will be gone next week or whatever. And that's it. Good afternoon. I've suddenly moved to something called Heavenly. 

Caroline: Well, that was fascinating, absolutely fascinating, and I hope I'm not going to be duplicating things that you've said. I've been asked to give some response to what Claire said, but also to talk about branding in a wider context as well; so I'm going to give some initial reactions to Claire's talk and then talk you through, very fast, a set of slides one of the agencies that works pro bono with the Media Trust uses at some of the sessions that we use for branding. 

First of all, a tiny little bit about the Media Trust. I'm Caroline Diehl, chief executive and founder, as my staff always tell me to say, of the Media Trust. We're a communications charity. We're there to support the rest of the sector. We work with the large agencies who tend to pay us, like The Prince's Trust and Cancer Research UK, but our passion is the vast mass of smaller charities, voluntary organisations, communities and, increasingly. groups of people who want to communicate and who need to communicate. Everything that we do, we try to harness the wider resources of the media and communications sector which is a wealthy sector but it's a sector which isn't used to giving money. It is the sector which can give the most amazing value back to the charity, community and voluntary world. That's what the Media Trust is. John Snow, who is our deputy chair calls us the dating agency because in just about everything we do we're mixing, bringing these two worlds together in order to give them a voice, and increasingly as Claire was saying to give their beneficiaries a voice. No longer is it about the chief executives appearing in the media and that's a wonderful shift that we've seen in the Media Trust over the last 10 years. 

So, first of all, just immediate reactions to what Claire was saying. I guess for me that one of the strongest things that came across that for those of us in the sector, if you can still call it that, it's a moving world. It never stops. When you embark on this thinking about are you going to do this? Are you going to change your brand in any way? It's not going to stop suddenly. It's not about a lot of hard work and then we can relax. You might rest a little bit but it's transformational change followed by a little rest and then more and then more and then more. The world outside is changing all the time and we need to change with it so that is part of the culture that I think we all need to be thinking about more and more, about change. 
It's difficult because, as Claire was also saying, our stakeholders in the voluntary sector  are affectionate for some of these old brands. They love the old brands and the old brands have a history and a legacy that people don't want to lose because they've not invested so much of their cash, although they will have put cash into these old brands, but they've invested their care and their passion, which was a word that Claire was using again and again, and their values and their time and it's quite hard to lose those old affectionate charity brands. It doesn't always have to be done. The other thing I'd like to pick up on, which Claire touched on at the end of her talk, is that it's a world where search, digital search, online search and Google have completely transformed the way we have to talk about our work, or about our organisations, or about our values because it will be one word that will drive our business or our impact often. It will be that search word, it will be the long, ongoing statements that don't work anymore. What is that long key word that sums you up? Because people will be looking for that key word and reacting to that key word. It's a world where language is different now and has to be used differently and where moving pictures suddenly start to be a key way of you telling your story and again Claire touched on this. It's like a tidal wave hitting the Media Trust at the moment; the demand for organisations to be able to use moving pictures and it's amazing. You've got the huge £multi-million that are using moving pictures to change their story, to define their brand but it's also the tiniest little grassroots group that are also able to use moving pictures. It's the beneficiaries, it's the young people who can't read and write but who can tell their story with moving pictures and who can become the brand of the organisations that are supporting them through those moving pictures. 
That's a wonderful plus for us but it's also a big risk because they can go out there and tell their story in moving pictures about what experience they're having with the organisation that's supporting them and that's just going to grow, and grow, and grow and surge over the next few years as that whole generation that is literate with moving pictures, and can make the most amazing content on their mobile phones and tell the story of your organisations. Storytelling, I suppose, is what I'd pull out of that. You can use stories to relaunch your organisation; to strengthen your brand and get your beneficiaries to do that as well. The other thing that struck me from what Claire said is what you said about staff coming from local authorities to work for you or our own areas of work we want to do. 

Ok, I'm going to whiz through these slides. They're all going to go online I understand, so do forgive me if I whizz a bit. Well, you'll probably be glad if I whizz actually. I should say first of, before I start even, Heavenly are this wonderful agency. They do a lot of work with branding on television. Most of the television companies, television channels that you watch will have been branded by Heavenly. They also did some amazing pro bono branding for us on the community channel so if you do look at the community channel on screen or online and you see the lovely pink that it is now that's done by Heavenly pro bono. They do work for a lot of large charities that pay them as well... so they've prepared these slides for us. So, really whizz, whizz, whizz. 

They talk about the seven habits of highly effective brands. What is a brand? And they have here a long list and I'm not going to read it out but you can see the word truth that Claire talked about a lot I noticed. Don't know if you picked up on that. They talk about investment. They talk about investment, much like Claire did investment of time and money, values, the words are all there. I think the most interesting word there is on the right hand side, second from the bottom and we'll come to that later on. I think it's a really interesting one because I think brand is something that actually opens up your organisation. Heavenly says it's also something that protects your organisation. This is again what Claire said. Your brand is what people say about you when you are not in the room. That's the founder of Amazon. I remember when John Burt was running the BBC he had 60,000 people all around the country that were being negative about the BBC and that would be people who worked for the BBC. It was absolutely unbelievable. You'd go to a local radio station or talk to the top creative director of the BBC everyone was moaning about their organisation. Can you imagine that? Having 60,000 people out there who are negative about your organisation? Well, that is again something that Claire has picked up about carrying people with you as you are now when you relaunch and I think Claire I'd love to ask you, or for Ian to ask you, is a brand change, a relaunch, an opportunity actually to galvanise people behind you. It's so multi-purpose this thing isn't it and that's what came across from your talk. It's a really fantastic way of turning an organisation round and to get everyone involved behind you. 

So, why are brands important? Well, I'm going to pick up on this second bullet point here. 5,000 new charities register every year and Claire you touched on this. We can never stand still because the better we get as an organisation, whether a grass roots organisation or a huge one like Action for Children, the better you get the more people are going to want to copy you. So there's 5,000 new organisations coming through, whether they're grass roots or they're big, and many of the charities that are set up now suddenly become very, very big are competition. It might be good competition. It might be that they do it better than you do it and you think 'right, it's time to close down' but you'll be aware it's a cluttered, busy marketplace. 

So, Heavenly's seven steps. Clear vision. That's obvious. Know what you want to be. I don't know if I like that 'Preventing cruelty to children' strapline of the NSPCC but... Make sure you're servicing a need. I love the way Claire talked about the importance of the delivery of the projects. Did you hear that talk about good management coming through all the way? This isn't about a logo. It's about are you meeting a need? Are you there for a need? And are you delivering fantastic quality service? You have to know who your target audience is. You have to know if there's an opportunity in the market. You need to make sure it is different from other organisations which is, in an increasingly competitive world, very difficult. I think there is an issue around this last bullet point here that we've got to think about when  we're relaunching or rebranding which is this fuzziness between the sectors now. I talked earlier of the values in our sector being so strong and so different but actually sometimes it's really difficult to know, for the public particularly, and the donors, between the public sector, the charity, the corporate social responsibility that's being driven by a commercial organisation and the social enterprises. You hear talk of a social enterprise. Sometimes they're charities, sometimes they're ruthlessly profit making and commercial and they still call themselves a social enterprise. It's a fuzzy thing so our brands need to hang on to that key difference; what is the essence of charity or voluntary organisation, or not for profit. 

Ok, so we'll whizz through this. Get under the skin of your audience. Keep a constant dialogue. BT, when they rebranded from being British Telecom, talked about reciprocal communications and they were the first company to really, as they were a telecoms company, to talk about that whole thing of communications. That was a long time ago now. How long ago was it, Ian, when BT rebranded? 20 years? Yep,  so they were the first company to say it's about reciprocal communications. It's about listening as well as talking. Now we can't avoid that. You've got people coming at you all the time talking to you. Yes, online through tweets and things but also through the telephone, the people you meet on the street, the people you talk to in your service centre, doctor's surgery, wherever you are as a charity. It's about the constant dialogue coming back. 

I'm gonna whizz through this. You can see some of these commercial brands. Missing People is a case study that we'll come to in a minute. We're gonna whizz on. Competition. Keep your competition close. Are you offering something new? What's the market opportunity? Absolute. They're a case study. They decided they were going to brand themselves around the concept of purity, standing for something new. In need we've talked about. And then the third step, offer a lifestyle badge. This is about the values. Now you can see here some of these brands we see again and again. Very visual with an emotional idea at the heart of the brand and a lifestyle statement. Can charities do that as well? Absolutely. There you have Oxfam which has completely rebranded itself. It's got a big association with young people now which it never used to have. 

Stand for one thing well. Again, Claire talked about this and I think you used the word focus again and again, Claire. I made some notes when you were talking. Your focus, your three words you had about passion, quality and hope. That came across so strongly when you went through it. About the need to be absolutely focused about what you are there for. Do less mean more, Heavenly say. Volvo: safety. Nike: victory. Apple: creativity. Interesting isn't it? And this next one, very familiar to us all. International Justice which I don't know if I'd think about that if I saw the Amnesty logo but the association between the picture and the word is there. Whether you like it or not actually, so you have the possibility when you are re-lauching it to make sure there is that there is that association and to deliberately go out and make it happen. 

So, Heavenly talk about a brand map and they put the proposition, the single word or phrase the brand seeks to own in the mind of the consumer at the centre of it and then the three products...three values rather, that define the key benefits and the three characteristics. And, again, Claire talked about her three - passion, quality and hope - that drive everything that they do. 

Signposting your brand. They talk about making it speakable. Spellable. I like that. Memorable and the shorter the better. Own-able and differentiated versus the competition. Shorter, punchier brand names making for stronger logo types. Again, the visual brand as well as the speakable and spellable. Is it credible? Does it reflect your vision? And will it appeal to your audience? 

And just a quick case study before I finish now, on the National Missing Persons Helpline which heavily rebranded. It was called National Missing Persons Helpline. They said 'well, a truly national brand doesn't need to prefix their brand with a title.' And I just wanted to say there that the other theme that's coming through to us at the Media Trust, with both the huge organisations and the tiny grassroots groups, is that it's a very small world and increasingly that tiny little grassroots group on that estate in Sunderland is communicating with people who are doing the same sort of thing all around the world. And again, young people coming through are very global. They've grown up with MTV and The Simpsons and American programs and everything... speaking English, music that is global, everything that is global. It's a very, very small world so national is perhaps a negative as well as not very clear. So they got rid of the national. They then didn't like the word persons. Person: not very warm or friendly. Helpline: the charity has evolved to be much more than a helpline. So they just changed it to Missing People. They kept the essence of the existing brand. They didn't change it completely. They made it more friendly, softer and more explicit and as Claire says it's a name that says what it does on the tin as yours is now compared to that very first name that talked about homes that you don't run anymore. 

Visual identity I touched on with the whole idea of moving images but I want to look at how O2 looks at their brand. Those bubbles, you see them everywhere and interestingly we're doing a bit of work with O2 at the moment at the Media Trust. They don't bother using the O2 symbol very much, they now use the bubbles and there is huge brand recognition for those bubbles wherever you go. We don't want to know what the cost of that rebrand and that relaunch for O2 was. 

So, don't try to say everything in your logo. Strong brands own a visual kit of parts. I'm sure you got this too, Claire, when you got your kit of parts. The kit of parts then signposts to customers and is a protective shield for your organisation. There's that phrase again about the shield, the fence, the gate, the gate keeping almost of what you are. And a few here that we recognise. Do you recognise that? I didn't to begin with. You recognise that with the misspelling. Apparently we look at the visual much more than we look at the words. And there's the real thing. Oxfam again. I think that brand is pretty recognisable now without the word in there. And we all know what that one is. 

Last of all they say be consistent and Claire talked about that as well. It's a core idea that has to be reflected in all communications. I like this; the strong internal glue, the united front. And the need to apply your visual identity across any medium. I'll tell you a quick story about Oxfam. They decided that they were going to run a project called Oxjam to get young people involved and they gave the young people their logos and said “right, we're not going to bother with a brand agency doing our logo, putting everything together properly. Here's our name, here's our little squiggle thing that you saw earlier. Off you go and make a load of little films about what Oxfam and Oxjam is to you and they came back, of course, with all these films and everything else with the logo in the wrong place, and upside by mistake but that didn't matter to them because the young people owned that logo and they owned that relaunch, and they owned that rebrand, and to get it out there owned by the creators of their media; these young people that cared about Oxfam's values, was more important to them than getting the logo in the right place, in the right shape, in the right colour even. It's very interesting. Can you imagine that really? Letting go of that much of your brand? Very interesting. 

I'm going to stop here actually. It's a summary of the seven steps and the Missing People case study. But, I'll whizz through some of the idents. Maybe I'll stop there on that nice picture. So thank you to Heavenly for what you've done but very quickly to sum up. I was asked to also talk very briefly about government. Time? I've presumably run out of time? Do you want me to mention just two seconds around that? Or talk later? I don't mind.

Ok. Yes, please do, please do because I want to read you out something funny as well. Nobody can not know that the whole thing now is about local and big society so I just think the key issue for big organisations, and I'm not sure how many of you in this room are from big organisations, how the hell do you move away from a brand that says 'we are huge, we are national, we are associated with big government agencies’ to a brand that means something to the local, to the group where you have to be getting your money from, perhaps, not even a primary care trust but from a GP surgery. I think the challenge, the brand challenge, for the large agencies to have a suitable brand message identity at grassroots is going to be really tricky and I'd be really interested to ask Claire about that. I think, from what I can see, that the work of Action for Children will be very good at grass roots, but it's going to be a big challenge for a lot of the bigger charities and it's going to become a huge challenge for the grass roots groups as well to become professional and to create that brand that will work locally. I'm just going to finish off by saying ‘well done’ to Claire. I think I got the feeling as well of how brave you were, and you especially as the chief executive, how brave you were as an organisation. It's being brave that drives change and impact, and along with that braveness that you clearly have, the words discipline came through again and again and consistency so, wow, is a relaunch complicated. It's about creativity. It's about listening. It's about technology. It's about letting go but it's about building a shield. It's about being brave, strong, disciplined, compromising all the time and being true to your values. Well done, Claire. It's absolutely fantastic what you've done. Really good. 

Ian : Ok, so now it's your turn and I'm hoping people have got comments and questions about those fascinating presentations. Who would like to start?

I'm sorry to those of you who haven't been before because we record this and put it up on video later and it normally slows thing down to pass a microphone round; I normally just repeat the essence of a question so grit your teeth as this will all be edited out of the thing going online.

So how did you bring staff along with you? A crucial question. 

Claire: Well, we talked to them. We engaged with people. We held seminars. We did it with the cascade, we put stuff up on the intranet, we consulted with... I'll turn it back on. Pretty much everything we could. We had post boxes. I think probably the important thing was that there were lots of good ideas; we'd clearly changed the way that we thought so having done that, and we fairly deliberately did that actually, when I said we moved from 75 per cent antipathy to 80 per cent of people being very positive about it, it was because throughout the process we were saying 'what do you think of this?’ Pick something and then we'd come back saying this is the one we've gone for and this is why we've gone for it and on a couple of occasions people came back with 'no, we don't think that's right' and we refined it. We did that on everything, every aspect of it actually. So the buy in came because people felt they were genuinely being listened to and we explained lots of stuff as well. 

The brand health indicators are just about prompted, unprompted testing. We go back and we ask people what it is they like of what we've done and we report back on how successful or unsuccessful what we've done has been. A lot of it is done externally by people who aren't employed by us to ask questions about how successful. I mean, have they heard of us? We've followed through on a number of campaign calls that we've done. We've set out specifically to land a profile for us as an organisation which is now unprompted; will come back to us from policy makers; “Oh, yes, Action for Children do that, or Action for Children did that really good piece of work on that, didn't they?” 

Ian: Given that very large organisations find it very difficult to do things all at once, would it be a good idea to have a soft launch followed by a hard launch? Question to both speakers. 

Claire: Well, we did do it all at once but we did an internal launch followed by the external launch but they were only three weeks apart. I have to say for us it was absolutely critical that we had everybody lined up simultaneously to do it. The nightmares of signage and getting signage to, you know, Stornoway, and getting signage installed in Stornoway, and getting people to get rid of the compliment slips when at the same time you're talking to them about challenges on budgets, are absolutely massive for all the reasons we've talked about and that comment, I think, was absolutely right.

You're actually talking about brand ambassadors. You're asking people to sign up to, and understand, and take a real opportunity to buy into what it is that you do and in passion, equality and hope. It's not quality. I wanted to make that really clear. So, what it did is slow us down in terms of the launch date and the internal one was about getting everybody... because lots of people... people hadn't seen it. It was a commercial secret. We did it internally and swore everybody to secrecy which staggeringly worked. It didn't leak out but it also allowed us to iron out 98.3 per cent of the glitches.

Caroline: Well, I've never done a rebrand for a large organisation but my gut feeling and experience from the other organisations I've talked to has been the same. Do it as fast and as big as you can when it comes to the crunch.

Claire: Absolutely.

Caroline: And the press as well. I've got an article here. I won’t read the whole thing out to you but it's in the Telegraph today. I'll put it online as well. It's entitled ‘Why, oh why, change the YMCA to The Y?’ It has just been rebranded and announced today. It's very funny actually but it goes on to talk about the negative reasons. Why have they bothered to rebrand the YMCA, such a well-known old name? Despite the fact that the CA stands for Christian Association which it isn't at all anymore. 

Presumably, Claire, you've also go to be really prepared for that press coverage which could be negative or positive? I'd love to hear how you managed that as well because again you've got the national, this is in the Telegraph, and presumably you've got the Stornoway local newspaper as well which may be negative. 

Claire: The biggest, well no, there were lots of issues for us around language so we spent a lot of time getting Action for Children translated into Welsh and all those sorts of things are really, really important and we spent a lot of time with journalists beforehand getting them on our side and getting them brought into the process and getting them to understand why it was that we'd done it; but also the upside of having a low profile is that people haven't heard of you in the first place. 

Ian: How do you deliver the brand promise consistently every time? What do you do when it goes wrong? And what did you do to make sure it went right every time? 

Claire: Well, you can't. My organisation works with 180,000 very vulnerable children and their families every year. I think for us there is a real importance in distinguishing between customer as in commissions buying services from us and clients making use of our services, many of whom start life, or start  from a position of disadvantage in any case. Things we try very hard to do is to find ways to encourage them to speak to us and to complain. I mean, anybody who works with challenged or disadvantaged people knows the difficulties of getting them to complain because they tend not to. I think that we started from a... I mean we are, like everybody else that works in social care particularly with children, intensely aware of the importance of us in terms of discharging the duty of care that we have for very vulnerable children. For us, it's incredibly important that we reflect and learn from the mistakes that we make and that we hear and genuinely engage with people who are unhappy about what it is that is their experience of us as an organisation. And I wouldn't want to sound complacent at all but I think that we feel, I don't think we are any different to anybody else, confident in our ability to respond to all of our stakeholders including those who use our services on a relatively regular basis. 

I mean people are unhappy about our services, are unhappy about what we do. Sometimes people go to the press. We talk about that. We're not particularly defensive about that. If people say dreadful things about us we would rebut that and understand what we were talking about. I think that question is a huge issue if you feel there isn't the integrity and the quality underlying what it is that you do and you don't have the systems and processes in place to ensure that you have the checks and balances in the sort of audit sense. We're also a heavily regulated industry. I mean, when you're working with children there are all sorts of people telling you what they think of your service and buying from you because you have all sorts of checks and balances. I don't know if that answers the question. I don't know if that sounds complacent at all because we're not complacent but I don't think that was more of a concern as a result if the brand than it would be for us in terms of discharging the duty of care that we have. I don't know if that makes sense. 

Caroline: I think it's interesting that I had not seen your slides before and I thought you'd said quality because actually I think the relaunch and rebrand is potentially a fantastic opportunity to reinforce those values of quality customer service to your staff in all that huge preparation time. You're saying to your staff that our brand is about quality experience as much as it's about the passion and the truth and everything so right from the beginning you made me think of Santander and Abby. When Abby rebranded to Santander when it was taken over bizarrely, there was a groundswell of complaints that came through from Santander's customers. They were the same people that had been using Abby for donkey's years going in to what was originally a national... I think people thought 'oh, we're going into a new local branch. It's something different. And they got rather a poor customer service back and there was this contradiction between this rather flash advertising and positioning around Santander and the customer experience. And I don't know; I don't know what their process was and how they engaged their staff. 

I think it can be quite tricky, presumably, because you can be putting out a message of 'oh, we're new and squeaky clean and we're different' and if you haven't got that message right down into those grassroots volunteers...

Claire: Well, I think what we had was a kind of... One of the reasons people were so supportive of the rebrand in the end was that people found out that we were by and large a very good organisation they felt proud to either use or be associated with; but nobody had heard of us and so the enthusiasm from service users, from children and young people as well, was 'great, we're on the tele' and they felt excited and motivated by the fact that the organisation they felt a huge amount of commitment to was suddenly there, and the same for commissions and people so in a sense it reinforced the pride people had in the organisation. 

Ian: I think one thing this conversation has brought out is the absolute necessity of any relaunch, any rebrand being truthful because if you're not truthful you're going to get found out. Of course there are going to be small glitches but if you have fundamental challenges coming in as Caroline said then that is bad branding, that is bad marketing. I saw three people here: one, two, three. 

Can you rebrand without logo? If it is not about logo what is it about?
Caroline: Absolutely, but I'm just trying to rapidly think of an example and I can't and I bet there must be hundreds of examples. It certainly helps if there's a visual identity change I think, but I was telling you about the affection for some of the old brands. Well, a lot of charity brands are letters; acronyms like the YMCA so sometimes the brand will be a slight tweak of the colour or whatever. I think it's about strap lines often. It's about colour sometimes. Sometimes it's about using a moving image instead of a still image. Sometimes it's about an articulation of what you do but I can't think off hand of a case study and example to talk to you about where that hasn't happened. 

Ian: Some of you in the audience know that one of my passions is non profit marketing so as the chair I don't intervene too much but I'm bursting to here. I would take a different view. You cannot have a branding or a rebranding without some kind of a name or... It doesn't have to be visual. If we say Oxfam, in that split second, all of you have got something in your mind. 

Caroline: A visual you mean?

Ian Bruce:  Well, there has to be... Some of you may be thinking what is this brand? I mean, simply put the brand is the sort of personality, the identity of the organisation. You couldn't conceive of any of us going around without a name; sort of 'you in the blue dress' or whatever. You are Alice, or Ian, or Pete or whatever. If you say Peter Smith and you know Peter Smith everything you know about Peter Smith is in your head at once. You need something that triggers that relationship you have with that organisation so I don't think you can really seriously have a relaunch without having at least a name. It may not have to be a logo but it has to be a name somewhere. 

Caroline: A change of name. 

Ian: Or keeping the name because, you know,... (points to Claire)
Caroline: I think with some of the old brands you know, like cornflakes. Maybe there's some research we better do. 

Claire: There's an interesting question about stickability. BP would come to mind. Nike, I think, is interesting. I'm not convinced by what you're saying about Nike because Nike have had quite a challenge, haven't they? They've stuck with the swish but the association with Nike for some people is not as fantastic as it once was and the stickability of the newness is probably quite challenging. 

Ian: For small organisations with low budgets what ways can we actually relaunch using some of our strengths as opposed to the commercial world who have got the strength of money? I elaborated. 

Claire: I think that's a good question actually. Although, I mean again, people aren't necessarily interested in us. What we did was to make the story, NCH changing to Action for Children, and why we did it and were quite explicit about what it was we were seeking to do. People were interested in that. I mean, they were interested in that as a story in itself and actually they were interested in the challenge of doing it and they were quite interested in whether it was going to work or not actually - you know, from relative obscurity; but having said that we did think about building  profile before that through research. What we were trying to do was to make it easier for people to associate us with what it was we wanted to do post relaunch which was about setting ourselves up as an independent voice for children and preparing people for what we need was to be coming which was specifically going to be about the way we wanted to represent children and young people. So it was a piece really and we were able to talk about what we were doing in the context of a rebrand rather than a change of name. And that, whether you're big or small, that's the important thing; that you have a narrative, not just 'we're changing our name' or 'we've got a new logo' because that is really boring and it won't have the stickability. It's the transformational change you are seeking and that is interesting I think. 

Ian: Asking how the inevitable cutbacks that are going to occur are going to affect rebranding, particularly relationships between charities perhaps, getting more challenging. 

Caroline: Well, I think that absolutely is the case. I think it's so important for us all to tell the story of our impact now and that can often be brought in with a rebrand or a relaunch. It's also something that can work for a small organisation trying to use the media to aid their relaunch. What difference are you making? And we all struggle in telling that in our stories, and our brands and our logos so I think it's going to be quite good for us. I don't approve of the cuts but it's going to be good for us to really, really, really have to fight our corner, to make our case and tell the story of the impact we're having and encourage our beneficiaries to tell the story of the impact. And by telling the story of the impact we're also having to talk about that thing that Heavenly talk about in their branding exercise; about what is unique about you. In one of those slides they talk about you've got to be the first and the best in your area to justify the donations or the money you're getting and I think that'll be very good for us and we'll struggle to do it, all of us, but it should work and sometimes, then, the joint ventures. Mergers, takeovers, acquisitions and the partnerships will tell a new story about increased impact through working together.

We'll have to get good at telling that story if even perhaps behinds the scenes it has not been so pleasant and so hopefully it can be done with a positive effect. 

Claire: Just a little bit. I'd think I'd challenge. I mean, I certainly agree there's going to be lots of cuts and that it's going to be deeply unpleasant. There is something for me though about brand integrity and why it is that... what your brand's about and what it is you're saying about yourselves as an organisation. We were really clear, and have continued to be clear, and this answers some of the questions that I raised at the end. We are a very large organisation that has a low brand profile and it continues to be nowhere near that of the big children's charities who have very high profile, who spend money we simply can't afford in our wildest dreams to spend, probably wouldn't anyway. So actually comparing ourselves to them is just a zero sum game. 

What's important for us is the integrity of our brand in terms of what it is that we say, in terms of mission, how it ties in with our values and with sticking with that. And in a sense rather than wanting to compete or compare...What's the point? I mean... Having said that the other reason not to have national is, I think, reinforcing size at the moment is deeply unhelpful. I think the extent to which we're going to see local... I mean for us we're interested in how we help people locally with solutions and how we connect with and engage with people at a local level. If we can't do that on our own we will do that in partnership with other organisations and one of the ways we can use our size is to work collaboratively with smaller organisations to enhance our offer and that seems to me the kinds of ways we need to be thinking about rather than try to be competing with organisations that are going to blow us out of the water if they get their chequebooks out, frankly. 

Ian: Okay, I can see a couple of people signalling but I'm afraid it's eight o clock now and it's the witching hour. 

Claire: The wine hour...

Ian: Yes, the wine hour. You have a Methodist background...

Claire: No, I don't actually. Catholic, it's even worse.

Ian: No wonder you had those long letters at the beginning. Right, I just think this has been a fascinating debate. Something has come out of it which I wasn't expecting and that is this interesting comparison between relaunches in the commercial sector and our sector. And for me, and I think, our two speakers, we shouldn't assume because we have less money out interest will be less powerful. You heard about the great length of time that any of the successful relaunches in our sector take because that way we're bringing our staff with us. That's the difference between the more old-fashioned transaction marketing and the newer relationship marketing. Relaunches we've heard about tonight are about building relationships with staff, about building relationships with beneficiaries or clients, building relationships with the public and that's much more powerful marketing, much more powerful rebranding. It's co-production. I think we heard from Claire in particular, the way young people were involved in the ad creation. That is pure co-production. Very, very powerful relationship marketing. Far more powerful than any of the commercial relaunches that we've seen. 
We should also not forget our very powerful editorial possibilities.  Commercial relaunches are all about television time and some charities like the NSPCC can get those big TV advert times but most of us can't. It is to do with small local charities working with their local communities, their local newspapers. It is about getting stories out with our latest research reports, with our latest policy and we can produce very powerful, truthful, credible relaunches putting our own tweak on traditional methods. So hearing you two, I thought it was really very workmanlike, but that's a figure a bloke can’t use anymore, is it? But you know what I mean. It was down to earth. We were talking about how it's like in practice and so were your questions, so thank you for them. I just can't help but say there were two kinds of terms that came out. Claire, when you said ‘speak truth to power’, I just thought 'wow'. You know, we're here to do that, aren't we? And you talked about the one word world and I hadn't thought about that either because certainly with KnowHow NonProfit we've seen the power of the one, two, three words as opposed to this story; the tensions between stories and one, two, three words. So this whole discussion has been very fascinating. Thank you, both, very much, but thank you from the audience for bringing that alive, too. 
