Using Graphic Identity Wisely

“People don’t care about my seeds; they care about their tomatoes.” (ascribed to W. Atlee Burpee)

In the new RCC handbook, Speaking Faith: The Essential Handbook for Religion Communicators, Nancy Fisher and Jay Sidebotham ask “Do you know who you are? Do they know who you are?” In a recent interview with the e-Counselor, Nancy Fisher explains that it’s all about making a connection. “Very often we don’t think about whether we know who we are. We fall back on history: ‘We’ve always done it this way,’” she says.  So what can help? “Just stepping back and thinking about it is a big step. Maybe the organization’s focus changed 10 or 15 years ago, but nobody has thought about whether the image changed.”  And, if you’re not thinking about it, she asks, how will the people you’ll communicate with know you’ve changed. “They won’t understand their connection to the new you.” 

It’s not about you, it’s about them …

We don’t have a lot of money to spend, so Fisher says “you get a lot more bang for the buck if you build an image and a meaningful relationship by being consistent. What you do has to be meaningful. While the communication vehicle is important, what’s inside the communication is obviously more important.” She points to the illustrations in the chapter on St. Bart’s Church. “You really notice them.  They were fun, interesting, and caught your eye.” However, they built recognition. The headlines are catchy. Fisher says,  “There’s an advertising concept behind this. You need to look good and you need to make sure your communications are interesting. But, it’s not just how you look, but what you have to say and how you say it. You don’t want to talk to people about who you are; rather you want to talk about who they are. That’s what the St. Bart’s things do. Think about your “product’ from the point of view of what your customer needs rather than what you give them.” For example, she says if you’re promoting a 7 p.m. prayer service, it’s more than information. “Why should the people we’re talking to care about that? Why are we doing this?”

Creativity takes work …

You can’t wait for something to spark it, says Fisher, you just have to do it. “You have to work at it, process through, write it down, revise and write and play with it. You get to a point of finding it fun. What sparks me is thinking through the process of why people should care about it. It has to do with the work rather than inspiration coming from the outside. I’ve written five novels. I’ve found that you have to approach it like a job and set specific times to work at it. Everybody has something that’s tappable. Understand that it may not come immediately.”

When you finally get there, you’ve been getting there all along …

When working on design, it can sometimes be tough to build consensus. An important step is doing a communications audit. Fisher recommends that we “Get as many people as you need consensus from in the room from the beginning. Look at what the organization has now. Provide some material from other organizations.” At this stage the communicator can help define the problem, the challenge, the opportunity. The decision makers can see from the very beginning the need and how the need can be met. Then, Fisher says, “All you have to worry about is selling it.”

It’s also important that the decision makers are heard. “Have one on one conversations. Ask what their perceptions, ask for words that describe who we are, ask how we want people to think about us. Take notes or record it. That way everyone then feels they’ve had a role. Do a summary; circulate the notes.” This way, says Fisher, you’ve put the group on notice as to where you’re going. Once you get to the design, get them all back in the room. 

Fisher says about the RCC handbook, “There’s so much in the book that’s interconnected. Part of a strategic communication is how you look. It all goes to the same message, to the same wholistic process; design is just one piece of it.
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Want to read more? Order your copy of the new RCC Handbook now.

