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What does your organization do well?

St
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How could your organization improve?

What threatens your
organization's success?

What opportunities are
available to your organization?
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How do they compare to similar products?
 
 
 

How much do they cost?

Where is your product available?
 
 
 

How can your product be purchased?
 

How do people hear about you?
 
 

What are your products?
 
 

Who are they for?

Why should patrons keep coming  back?
 
 

How do you create a culture people are excited to be apart of?
 
 

How do you build relationships over time?
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A brand board is a visual guide that outlines how
each brand element should be used. It helps
your business stay on brand, ensuring
consistency across all your designs, whether for
print or digital materials, and allows you to have
all your visual elements ready at a glance. 
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Throughout the site you can
see the same round shapes

and fonts. This is important
to maintaining a brand

image. The more you use the
same or similar elements

throughout your marketing,
the more brand association

you develop
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Heading
Sub Heading

A

A brand guide could specify to use

a font only with   

             and                               text

weight to add emphasis to your

headlines

Aa

By using a sans-serif body font

you're using a similar style as your

headline with enough difference

to enable readability in larger

blocks of text.

Glacial Indifference
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Notice the difference between a sans
serif vs. serif font in the sub-headings
here and above. Serifs add weight to
your page, both physically (by adding
weight to the  ends of letters) and
mentally. We associate serifs with
printed text, while most digital content
is sans serif. Therefore, using serifs
signals a trusted, traditional voice, 
while using sans serifs signals a more
progressive, modern voice.

Heading
Sub Heading

Using sites like coolers.co can help create a great
brand palette. Color Theory can also help your brand

reference larger marketing associations

hex codes helpmaintain consistencyacross mediums

Here is an annotated brand guide based on
Chorus America's brand. Take a look at all
branded Chorus America materials this weekend
and count how many recognizably branded
touchpoints you see throughout the conference. 
(For reference and educational purposes only;
Chorus America owns this particular brand)

adding variation to font
weights in a sentence

effectively creates a third
font-this is often used in

modern styling 

ARE
login

fontjoy.com is a great free
font pairing site to help you

develop your own branded
fonts.

A good logo is the start to
good branding. Canva.com ,
vistaprint.com, and Adobe
Express all offer free logo

creation, and many offer
free or low-cost use to non-

profits

Cover one example at a time 
 and see the difference a

serif can make!

Photo
elements
always
show

multiple
people

having fun 



 is the process of
reaching out to potential

patrons and explicitly
soliciting their business.

 is the process of 
attracting patrons by 
creating content and
experiences that are

valuable to them. 

Inbound Marketing
Outbound
Marketing
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Where and how can your
products be purchased?

 

How do they compare to similar products?
How much do they cost?

On average, it takes

 
 
 
 

branded touchpoints

to close a sale 
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model

SWOT 
analysis
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Conversion

Loyalty
Why should

patrons keep 
coming 

back?

Awareness

Consideration

THE                           FUNNEL
How do people hear about you?

What are your products?
Who are they for?

Applying Big Marketing Ideas to your Chorus 

are rules your
organization sets for
how it presents itself

to the public, including
its colors, fonts, voice,

photography, and
design.

BRANDBRAND
GUIDELINESGUIDELINES

Start with WHY,then KEEP GOINGto answer who, what, where,when, how, andhow much!
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scan here!


