
THE YEAR OF THE FOR-PURPOSE ORGANIZATION

Leading a nonprofit merger with a clear sense of purpose, 
José Luis Castro and Peter A. Baldini are leading a charge to 

use smart branding to drive greater social impact and 
increase organizational cohesion in new ways. 



We are Bold 
On Purpose

THANK YOU for the opportunity to submit this proposal for your review.
From start to finish, our approach is highly collaborative and premised on 
partnering with you closely to understand the World Lung Foundation and 
the Union North America and the challenges you face as you merge your 
organizations. To that end, how we work is as important as the work we do, 
and our goal will be to work as efficiently as possible to help you develop a 
solid foundation to define and grow your brand as you move forward. 

Over the years, we’ve branded a wide range of large and small partners – 
from for-purpose (nonprofit) to high-tech and from start-up to merger to 
turn-around. Regardless of size or intent, it can be an emotional and 
challenging process, but our hope is that it will also be an inspiring 
experience from which you will glean valuable insights about your 
organization should you opt to go through this process with us.

We’re truly excited about the opportunity and hope we’ll be partnering to 
help you realize your goals!

Rod Alanis
Founder, Chief Executive Optimist
Optimistico 



It's What You Stand For

Branding in the nonprofit sector has been approaching an inflection 
point. Although many continue to approach it as a tool for fundraising, a 
growing number are moving beyond this approach to explore the wider, 
more strategic roles that brands can play – driving broad, long-term 
social goals, while strengthening internal identity, cohesion, and 
capacity.

A decade ago, the dominant brand paradigm in the nonprofit sector 
focused on communications. Nonprofit executives believed that 
increased visibility, favorable positioning in relation to competitors, and 
recognition among target audiences would translate into fundraising 
success. Branding was thus a tool for managing the external perceptions 
of an organization, a subject for the communications, fundraising, and 
marketing departments.

However, the emerging paradigm sees brand as having a broader and 
more strategic role in the organization’s core performance, as well as 
having an internal role in expressing an organization’s purpose, methods 
and values. Increasingly, branding is a matter for the entire executive 
team. At every step in an organization’s strategy, a strong brand is 
increasingly seen as critical in helping to build operational capacity, 
galvanize support, and maintain focus on the social mission.

Strong brands in all sectors help organizations acquire financial, human, 
and social resources, and build key partnerships. The trust that strong 
brands elicit also provides organizations with the authority and credibility 
to deploy those resources more efficiently and flexibly than can 
organizations with weaker brands.

As Diane Fusilli, former communications director at the Rockefeller 
Foundation explains, “Brand becomes critical when you’re seeking to 
create partnerships, when you’re seeking other funders, and when you’re 
looking to associate yourself with people in the field. A strong brand helps 
bring greater credibility and trust to a project quicker, and acts as a 
catalyst for people to want to come to the table.”

Hauser Institute for Civil Society at the Center for Public Leadership. Harvard Kennedy 
School. 2014.
Standford Social Innovation Review. 2012.
Edleman Trust Barometer. 2011.
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Collaborative Advantage Trumps 
Competitive Advantage

WE ARE LED BY A DIVERSE TEAM WITH STRATEGY, PLANNING, 
CREATIVE AND DESIGN SKILLS HONED AT AGENCIES AND 
CONSULTANCIES INCLUDING ACCENTURE, JWT, DIGITAS, 
SAATCHI AND MORE.

We are not traditional, conventional or status quo. Our model is built on a 
collaborative of talented experts, and we pride ourselves in delivering 
better value and results with less waste. We bring smart, uber-creative 
thinking coupled with a healthy dose of optimism and a keen ability for 
bringing new ideas to life. 

Angela Doran, 
Creative Director

Jose Fernandez, 
Art Director

Eun Jin Kang 
Designer, Strategist

Joseph Rigo
Writer, Production Guru

Darshan Mehta 
Strategist, Lead Researcher

Rod Alanis
Founder, Lead Strategist
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Collaborative Advantage Trumps 
Competitive Advantage

We are a brand + design collaborative. Our expertise lies in helping 
organizations define and deliver on their brand promise. 

Over the course of our collective experience, we've done brand work 
across a wide array of for-purpose (nonprofit) organizations 
including Helen Keller International, Beginning with Children 
Foundation, U.S. Department of State, Autism Speaks and The 
Headstrong Project. 

For a closer look at our capabilites and experience, please visit: 
http://www.optimistico.com/doing
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BRAND INSPIRATION
• Market research/analysis
• Core audience definition
• Communications audits
• Market segmentation

BRAND "DNA" 
DEVELOPMENT
• Purpose
• Vision
• Values
• Positioning
• Promise

BRAND "ID" 
DEVELOPMENT
• Naming
• Logo
• Tagline
• Color palette
• Imagery
• Iconography
• Patterns
• Guidelines

BRAND ENGAGEMENT
• Integrated campaigns
• Digital
• Print
• Video, TV
• Ambient/Environment, In-store
• Packaging

BRAND WORKSHOPS

http://www.optimistico.com/doing
http://www.optimistico.com/doing
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Great Work Results from 
Great Collaboration

This proposal outlines our approach to partnering with you to:

• Propose a new brand and related identity options for the entity
that will result from the merger of the World Lung Foundation and 
the Union North America organizations.

• Implement a process of rebranding that will draw from the
mission, approach and values of the new organization in a way 
that allows it to clearly articulate to outside stakeholders why they 
should trust and support its endeavors.

• Conduct a short, time-limited discovery process that examines
your values, and your mission and, how the organization presents 
itself as an expert implementing and managing initiatives that will 
significantly improve and strengthen national and local health 
systems and organizations in low and middle-income countries. 

Our approach will entail three stages.
1. Discovery (Collaborate): Investigation, understanding of values, goals
2. Design (Create): Brand and creative options presentation
3. Finalize Materials (Change): Includes graphic standards, and limited

executions of the brand (letterhead, business cards, power point
templates, etc.)

Timing
• Stage One – Two: January 15 – February 18, 2015
• Stage 3: February 19 – March 13, 2015



STAGE I: DISCOVERY 

RESEARCH & PLANNING 

Project/task Timing Description 

Immersion Begin 
1/15/15 

Agency to begin preliminary research and make all 
preparations for continued discovery.   

• Identify key stakeholders, roles and
expectations

• Obtain work/report completed by Merger
Working Group

• Obtain key research from partner/client
o Organizational

§ Brand DNA: Purpose, 
Positioning, Values, 
Promise/Tag, Personality 

o Core Audience(s)
o Competitive Context
o Social Context

• Brand + Marketing Audit
o Obtain key brand materials identified by

partner/client
§ Current brand guidelines 
§ Current brand assets 

o Key internal communications materials
o Key external constituency

communications materials
• Identification and planning of key informant

interviews – Board members, Exec team staff,
Key staff, Donors, Partners and Customers

Discovery Kick-off Tues, 1/20 

Discovery kick-off meeting with core partner/client team 
to continue insight mining and primary research: 

• Review materials gathered to date and identify
knowledge gaps and needs

• Review proposed research process and key
milestones

o Review timeline and approach
o Identify and plan key informant

interviews –  board members, exec team
staff, key staff, donors, partners and
customers
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Great Collaboration



Informant Interviews 1/23 – 1/29 
Key informant interviews underway 

• Interviews will likely consist of a mix of
qualitative and quantitative research

Discovery Briefing 2/5 Presentation of Key Findings from informant interviews 

Stage I Subtotal  $26,500
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Great Collaboration

 STAGE II: DESIGN 

IDEATION & CREATION 

Project/task Timing Description 

Concepting 2/5 – 2/18 

Agency to develop creative concepts – Three options 
for the new brand identity, each with: 

• Rationale for naming and creative identity
• Approach and associated elements including:

o Color palette
o Typography
o Mood board/palette
o Logo

Our process is a highly collaborative approach that 
often includes core team check-ins during the ideation 
and creation cycles. 

Brand Concepts 
Presented 

Wed, 
2/18/15 Brand concepts presented for review and feedback. 

Stage II Subtotal  $39,750 



STAGE 3: FINALIZE MATERIALS 

Finalize and deliver all final materials. 

Project/task Timing Description 

Brand Concepts 
Feedback Fri, 2/20 Partner/client to provide final feedback to agency on 

preferred Brand Identity (ID) concept.  

Brand ID Revised 2/20 –
2/24 

Selected Brand ID revised according to final feedback. 

Exact timing contingent on scope of revisions. 

Brand ID –  
Final Review 2/25 

Revised Brand ID presented for final review and feedback. 

At this time, agency and partner/client will also review and 
discuss details and needs for graphic standards and key 
executions.  

Once feedback /approval is obtained, the agency will begin 
production of the final Brand Guide and all final executions. 

Graphic Standards 
+ Executions 
Design

2/25 – 
3/6 

Agency to design brand graphic standards and key 
executions. Proposed brand graphic standards elements to 
include: 

• Brand Identity
o Purpose
o Values
o Positioning
o Promise
o Personality
o Typeface
o Color palette
o Key visuals
o Logo

• Brand Activation – Key executions
o Business Card design
o Letterhead design
o PowerPoint template:

§ Title slide, Section header slide, 3 
Content slides, Blank slide 
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Review + Feedback 3/6 Agency and partner to review brand standards and 
executions. 

Revise 3/9 – 
3/13 

Agency to revise brand graphic standards and executions 
according to partner feedback. 

Exact timing is contingent on scope of feedback. 

 Deliver 3/13

Agency to deliver final digital design files (PDF, PNG, JPG) 
formats for: 

• All Brand ID elements
o Logo
o Key brand graphics

• Brand Guide
• Key Executions and templates

o Business Card design
o Letterhead design
o PowerPoint template:

§ Title slide, Section header slide, 3 
Content slides, Blank slide 

Stage III Subtotal  $18,850 

ESTIMATED  TOTAL  $85,100 

Please note: All costs above are for time and labor only. Additional outside costs (stock 
imagery, photography, printing, etc.) will be estimated, submitted for your approval, 
and billed separately. Please note these costs are estimates, and as such, are subject 
to vary.  

An initial payment of $16,820  and your signature below authorizes Optimistico to 
proceed with this scope of work.  

Authorized Signature – Partner/Client Date 

Authorized Signature –  Agency Date 
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THANK YOU

The Optimistics
646·484·8763

Rod@optimistico.com

Optimisti.co
419 Lafayette St. · New York, NY 10003




