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Ottawa County, MI 
 
 
 
 
Rural county in West Michigan  
(on Lake Michigan) 

 
Pop. 276,300 
 

 
 

 
 

 
• $60,350 median household income 
• 9% live below federal poverty line 
• known as a conservative and religious   

community with Dutch origins 
 

• Striving to become more diverse and inclusive 
• popular vacation destination (e.g., beaches,  

parks, farmer markets, Tulip Time festival,  
Coast Guard festival) 

City of Cambridge, MA 
 
 
 
 
 

Urban city in eastern Massachusetts 
 (across the river from Boston) 
 
Pop. 107,000 
• 28% foreign-born 
• 14% live below federal poverty line 
• 47% earn $100,000+ a year 

 
Strong commitment to social justice and 
health equity 
 
Innovation Hub: Harvard, MIT, biotech 
 
 

Gender 
• 51% Female 
• 49% Male 

Ethnicity 
• 90% White 
• 10% non-White 

Age  
• 19% (0-19)  
• 29% (20-39)  
• 27% (40-59)  
• 25% (60+) 

 

Presenter
Presentation Notes
We both work at local health departments. Both our health departments have taken on branding in the past few years. 
As you can see, we serve very different populations and the challenges we face are not the same. 
But we both followed essentially the same process to solve communication and identity problems that were unique to our agencies.
KRISTINA: About Ottawa County, MI …
SUZY: About Cambridge, MA:  My health department serves Cambridge, MA, an urban city of about 100,000.  We are across the river from Boston. We are not a suburb of Boston.  Cambridge is home to Harvard and MIT and is a global biotech hub.  We attract people from all over the world and about 28% of our population is foreign-born.  While many people in Cambridge are affluent and homes routinely sell for over $1 million, we also have a sizable poor population with 14% of residents live below the federal poverty line.  Through its investments public housing, human services and public health, the city is committed to sustaining racial, ethnic, gender and income diversity��Karrie has told us, that like local health departments, no two tribal health departments are exactly alike. The good news is that the branding process that we’re going to talk about today is similar for all organizations, whether you're a public health agency or Coca-Cola.  ���
�
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https://youtu.be/k5016fh7TgQ  

Presenter
Presentation Notes
This video includes how we encounter brands in our daily lives. Each brand shown in this video sparks either an emotion, experience, loyalty or a reaction on how you identify with their product or services.  �
In essence, the brands in this video went through the same process to create a brand and an identity among their target audience or the customers they serve - as that is also our goal in public health. 
�

https://www.youtube.com/watch?v=k5016fh7TgQ&feature=youtu.be


Branding Process 

Presenter
Presentation Notes
To get started, engage staff in a conversation about the identity of your organization. What problem(s) are you trying to address? It may be something specific, such as a confusing logo.  Or it might be more nebulous, such as an ill-defined role in the community.

Think about these questions:
Who are we as an organization?
Who do we want to be?
How do others see us?
How do we want them to see us?

You may also want to conceptualize and articulate what “health” means to your health department and your Tribal community.  For instance, a Tribal Programs Administrator for the Taos Pueblo people in New Mexico described what “health” meant to his community: 
"We’re finding solutions that we’re familiar with and turning that into programs that work for our people. We’re working to build a Culture of Health in our community by being inclusive, by sharing information with everyone that needs to have it and by seeking input...really looking at it holistically.” ​--Shawn Duran, Tribal Programs Administrator for Taos Pueblo.​  (Taos Pueblo was a 2014 Robert Wood Johnson Foundation Culture of Health Prize winner.)
�
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�
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Branding Process 

1. Engage Leadership & Staff 
      Buy-in from leadership| Engage Staff | Define Project |Secure Resources 
 

2. Discovery 
      SWOT/C analysis |Stakeholder Perceptions | Competitors | Communication Audit 

 
3. Build the Brand Strategy 
     Vision, Mission & Values | Brand Goals | Brand Articulation| Verbal Identity | Visual Identity 

 
4. Live the New Brand 
      Brand Ambassadors | Brand Roll-Out & Training| Brand Guidelines | Brand Messaging        
      Integrate Brand into other Organizational Practices 

Presenter
Presentation Notes
A few years ago our NACCHO Public Health Communications Committee set about to document the branding process for local health departments. We looked at branding books and what other marketers were saying. We looked around for health departments, like Kristina's, that had undergone branding.  We asked their communicators to join our committee and share their branding experiences with a broader audience.
From there, we developed the branding process that we're going to talk about today.
The first step of the process is to engaging leadership and staff.  We encourage you to think of branding as more than a PHAB requirement.  Branding is an opportunity to get staff excited about exploring and potentially reshaping your department’s identity from the inside out. As you start this process, it is essential to have buy-in from the top, including your health director and governing entities, like Tribal councils. Buy-in is necessary because branding projects require not only resources but also a willingness to change.
The second component of the branding process is discovery.  Discovery is an opportunity to take stock of your health department and find out how it is perceived  by employees and external audiences. The rest of our presentation will focus on discovery, and building and implementing a brand strategy. 
�
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SWOT Analysis  
 

Case Study: Ottawa County Department of Public Health (Michigan) 

Presenter
Presentation Notes
One of the first step's in the discovery process is conducting a SWOT analysis with different groups of staff—including  leadership, program managers, and front office staff. 
�Kristina: 
This table shows how we looked at our department's internal brand strengths and weaknesses, opportunities, and external threats or challenges taken from our strategic plan. I pulled the pieces from it that were applicable to brand building. Don’t be afraid to name weaknesses or challenges. They can often be transformed into opportunities! 

See OCDPH's full branding process at http://miottawa.org/Health/OCHD/pdf/WhyBrandOverview.pdf 
��
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Presenter
Presentation Notes
What do people think of your health department? What are common misconceptions?  Surveys, focus groups and interviews are great ways to get a handle on your department’s reputation in the community. The questions you ask and the tools you use to get this information will depend on the problem you’re trying to solve.

SUZY
At my health department in Cambridge, MA, we knew how we wanted our department to be perceived by residents and our partners. We wanted our department to be known as a trusted source of health information and to be known for our valuable health services, policy expertise, and ability to learn coalitions. At the same time, we strongly suspected that the public, and to some extent our partners, were not as aware of our role in the community as we would like.  
To find out, we surveyed three key audiences:  Engaged citizens (defined as users of city agency websites), our partners, and our staff.
Each survey was short, about 12 questions, and had a mix of multiple choice and short open-ended questions.  The surveys were developed using Survey Monkey and were only available online. The public survey was promoted on city websites, while the partner survey was emailed to 75 people whom we considered are closest partners.
The staff survey was the most different. We wanted to engage staff in assessing our brand and helping us think through some difficult issues. We also wanted staff to feel that branding was relevant to their everyday work.
Too see the full survey questionnaires, go to: http://bit.ly/1on4BNA .
��



Reality Check 

Presenter
Presentation Notes
Suzy:  What did we learn?  We learned that our  staff and the public had vastly different perceptions of our department’s value to the community.



Internal Communications Audit 

Presenter
Presentation Notes
SUZY: If you look at the logos on the left, you'll see how our department itself was contributing to the "lack of visibility" problem. Our old health department logo (pictured top left) closely aligned us with our parent organization, Cambridge Health Alliance, a health care system. As a result, many people thought we were a clinical program of the hospital.  We also have a number of branded programs (see the many logos!) with their own strong identities. We now have a new departmental logo and are currently working on a co-branding guide for our programs so it's clearer that these programs belong to the health department. ��KRISTINA: For examples of how OCDPH co-brands its department and programs, see KW's dropbox  -  OCDPH projects: https://www.dropbox.com/sh/4c1qnegsnu92cjn/AAB4eL8-kxoQoIJDEiE_pUeha?dl=0  



Build the Brand Strategy 
 

Find Common Themes 

Presenter
Presentation Notes
How do you parlay feedback from staff and external audiences into building a credible and authentic brand?

The first step is looking for common themes:  How did staff describe your organization in the surveys or focus groups?  What do they believe sets your department apart from competitors, which could be other government departments, nonprofits, or hospital systems?  

What do they believe is the personality of your health department? 

How is this different from what the public and partners are saying?

What are the actual words that these groups are using? 

Keep this language in mind when you begin to articulate your brand and develop the verbal and visual identities for your department (see slides 12-13). 



Build the Brand Strategy 

Values Mission Vision 

Brand Goals 

Presenter
Presentation Notes
If your Tribal health department completes its strategic plan prior to creating a brand strategy, you will already have developed vision, mission, and values statements. If for some reason, your existing vision, mission and values don’t align with findings from the brand discovery process you may want to adjust some language, if this is possible.

Separate from vision, mission, values, and operational goals for the department (e.g., improve technology systems), you’ll also want to develop brand goals for your organization. Brand goals are aspirational and capture how you want your audiences (i.e., tribal community members, governing councils) to perceive your health department.  

Some brand goal examples: 
To establish our health department as a trusted source of health information.
To demonstrate that our health department offers valuable services to the community.
To demonstrate that our health department helps shape policies and local laws that protect and promote the community’s health.
To demonstrate that our health department is a leader in the community.
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Brand Articulation 

Succinctly communicates what your health 
department stands for; what sets it apart;  
and what is meaningful to supporters.   
 

A short, compelling statement that sums  
up what your health department can do  
for the people it serves. 

Describes the character of your  
organization as if it were a person. 
 

Presenter
Presentation Notes
A brand strategy, also known as a brand platform, has three formal components:  Brand Articulation, Verbal Identity, and Visual Identity.
�Brand articulation is a written distillation of your health department’s position in the marketplace, its personality, and its promise to the community and supporters.
�Brand Position: Succinctly communicates what your health department stands for.  It defines the leadership position that sets the organization apart and is meaningful to supporters. What is your unique niche in the tribal health community? Your brand position should be evident in all  departmental communications. 
Example:  Cambridge Public Health Department’s (CPHD) brand position statement: For people who live, learn, work and play in Cambridge, Cambridge Public Health Department is a city department that overcomes barriers of race, culture, language, class, and neighborhood to increase opportunities for all people to live healthy lives.

Brand Promise:   Think about Volvo and safety. A brand promise is created internally and experienced externally by your various audiences. What is a short, compelling statement that sums up what your health department can do for the people it serves?
Example:  CPHD's brand promise: 
Public:
We will do everything in our power to ensure all people in Cambridge have the opportunity to live a healthy life.
Peers/Partners:
We will be engaged partners, collaborating across traditional organizational lines and seeking out innovative partnerships to help people in Cambridge live healthier lives.
�Brand Personality:  It describes the character of your organization as if it were a person.  Your personality statement could be several sentences or it could be a string of adjectives. Example: CPHD's brand personality: Caring, Helpful, Professional, Knowledgeable, Expert, Inclusive, Collaborative, Goes beyond the call of duty  �



Visual Identity 

A mark or symbol, logotype  
(e.g., font type, size, style) and tagline.  

A simple, poignant word or phrase paired  
with an organization’s name that defines it,  
connects stakeholders to its mission, offers  
a call to action or a combination of these  
three functions. 
 

Presenter
Presentation Notes
Logo - consider font style, size, color, and any graphic elements identifiable by your community - know their likes and dislikes and what appeals to them. Colors are tied to various emotions - psychology of color.
Mc Donalds' -"I'm lovin it"



Verbal  Identity  

A short description of what your organization  
does and why it’s important. You should be  
able to deliver it in 30 seconds or less.  

A sentence describing your health department. 
(Also suitable for a news release or other written documents. Not a tagline!)  
 
A short narrative of the challenge, response, and action 
behind the creation or work of your health department.  
Your story should connect with your audience, instill an 
emotion, and give a memorable experience with your 
organization. (Also suitable for a website’s “About” page or printed materials.) 

Targeted departmental messages to key audiences.  
 

Presenter
Presentation Notes
OCDPH's http://bit.ly/1LatAh9  
 - Letter to the Community � - Intentioanl Identity Letter � - Brand Guidelines�



 
Message Platform Worksheet 

Audiences 

Families Engaged  Residents Tribal Leadership  Businesses   Nonprofits  

Messages 
What does each audience need know, believe or care about to become engaged with  our 

health department? 

  
  

  
  

  
  
  
  
  
  

  
  
  
  

  
  

Ask 
What action(s) do we want each audience to take?  

How can each audience amplify our health department’s efforts? 

      
  
  
  

  
  
  
  

  
  

Presenter
Presentation Notes
Commercial marketers place enormous value on the audience perspective because a product won’t succeed in the marketplace if customers don’t like it and don’t buy it.  By the same token, health departments must also make their customers, known as target audiences, the focal point of their efforts. Unlike commercial marketers selling iPADs and sports drinks, health departments are in the unenviable position of selling “products” that most people don’t want. 

This is why it’s so important to learn all you can about your audiences: Who are they? What do they want and need? How do you reach them? 

To effectively promote your new health department brand, you’ll want to identify some key target audiences for your health department. The more specific your audience, the easier it will be to tailor your messages.  For instance, instead of identifying “the public” as an audience, can you segment that category into a more homogenous group, such as “elders” or “families of young children”?  Your key audiences should also include groups that influence the operation of your health department, such as a parent organization or Tribal government. 

The worksheet on this slide can help you figure what messages are most important for your various audiences and what actions you want your audiences to take on your health department’s behalf. 



Living your brand 

• Media releases 
 

• Grant applications 
 

• Annual Reports 
 

• Brochures 
 

• Videos and podcasts 
 

• Website 
 

• Business cards 
 

• Letterhead 
 

• Social media posts 
 

• Television appearances 
 

• Newsletters 
 

• Paid advertising 
 

• Posters and signs 
 

• Share success and personal 
stories; evoke an emotional 
connection and response.  

• Be brand ambassadors 
 

• Consistent brand use  
logo, templates, messages, etc. 
 

• Rollout brand to the public 
If feasible, hire or contract a communications specialist, graphic  
designer, marketing and public relations professional, writer or an intern. 
 

• Train staff members and provide brand guidelines  
OCDPH http://bit.ly/1OXJoP5  
 

• Create strategic communication plans  
OCDPH http://bit.ly/1M3a29q plan worksheet 
 

• Have consistent, unified, relevant, timely and creditable 
messages, and when necessary, a call to action 
 

• Ensure organizational practices 
• Everyone committed to the vision, mission, values and goals 
• Excellent customer service engagement  
• Positive interactions and experiences with clients 

 
• Maintain a clean and accessible facility 

 
• Seek input from community members and clients  

via surveys, assessments or face-to-face.  
• What do they want from your agency?   
• How do they perceive you?  
• How can you improve? 

Deliverables  

Presenter
Presentation Notes
KW - Your new brand should be a part of everything you do as an organization. Everyone who works at your health department is a brand ambassador!
The success of your brand depends on the ability of your staff to integrate that brand into their daily work, no matter their role. Help your staff live the new brand by giving them the tools, training, and support they need. This includes training staff about the intent, purpose, and value of your brand to help ensure understanding and support for successful brand implementation.
Provide the brand guidelines to ensure all external publications and electronic media have a consistent “look and feel.” A communication toolkit that contains the organization’s elevator speech, talking points, and boilerplate language will ensure consistent messaging.
Most importantly, the brand should become a defining component of your organizational practices. All programmatic areas, workforce development, and agency activities, as well as the agency’s strategic plan and communication plan should reflect your brand.
See OCDPH's Communications Plan worksheet at http://bit.ly/1M3a29q  

http://bit.ly/1OXJoP5
http://bit.ly/1M3a29q


Presenter
Presentation Notes
Suzy:  This is an example of how our health department’s “brand story” was incorporated into our 2015 annual report.  The full report, which reflects our overall brand strategy, is available at:  http://www.cambridgepublichealth.org/publications/annual-reports/2015-Cambridge-Public-Health-Department-Annual-Report-Interactive.pdf
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Resources 
• Cambridgepublichealth.org  

Survey questions: http://bit.ly/1p2ItaS  
 

• miOttawa.org/miHealth 
OCDPH Resources - http://bit.ly/1LatAh9   
 

• naccho.org/communications 
 

• NACCHO Stories from the Field 
Our Branding Process: Improving Public Health Communications (OCDPH) 
nacchostories.org/our-branding-process-improving-public-health-communications 
 

• NACCHO Exchange newsletter   
RiverStone Health: The Value of a Brand http://bit.ly/1O6IDTB (pages 4-7) 
 

• Public Communication Resources http://bit.ly/1UNDqYs  
NACCHO Public Health Communications Committee members 
 

• National Public Health Information Coalition nphic.org 
 

• CDC Social Marketing for Nutrition and Physical Activity web course  
http://1.usa.gov/1o7rgNc  

Kristina Wieghmink, MEd 
Communications Specialist/PIO 
616-494-5597 kwieghmink@miOttawa.org 
        
  
                  
 

Susan Feinberg, MPH 
Communications Specialist/PIO 

/miOttawaHealth​ 
@miOCDPH ​ 
Subscribe 
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http://cambridgepublichealth.org/
http://bit.ly/1p2ItaS
http://www.miottawa.org/Health/OCHD/
http://bit.ly/1LatAh9
http://naccho.org/communications
http://www.nacchostories.org/our-branding-process-improving-public-health-communications/
https://www.dropbox.com/sh/ptk58y1p2gi6gir/AADvpWRskeTg1_2ve5KLqgyZa?dl=0
http://bit.ly/1UNDqYs
https://www.nphic.org/
http://1.usa.gov/1o7rgNc
mailto:kwieghmink@miOttawa.org
https://www.facebook.com/miOttawaHealth
https://twitter.com/miOCDPH
https://public.govdelivery.com/accounts/MIOTTAWA/subscriber/new
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