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Innovation suffers 
when capacity 
gaps exist.

We understand the challenges nonprofits, communities,  

and small businesses face. Marketing is often the last 

line on the budget, which means it’s the last challenge 

solved and the first item cut. Often forgotten but always 

necessary. This gap in creative capacity means fewer 

creative minds at the table. Fewer creative minds mean 

slower innovation.
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Organizations often lack 
creative capacity.

We help get it back.

TrailBlaze fills marketing gaps by providing marketing 

staff to support the strategic and / or tactical needs of 

organizations. We accomplish this by engaging with 

clients in several ways:

1 Project-based work

2 On-Call Support

3 Marketing-in-Residence®

4 Organization Development
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Marketing-in-Residence®

The TrailBlaze Marketing-in-ResidenceⓇ model provides 

your organization with the strategic, creative, and tactical 

capacity to consistently manage its marketing and 

communications needs. Uniquely designed to provide 

staff-level consistency and participation at a fraction of the 

cost, TrailBlaze appoints our team member to serve as a 

marketing guide for your organization, attending team 

meetings, looking for opportunities to maximize storytelling 

opportunities, and offers creative suggestions towards the 

organization’s mission.

Organizations have 
capacity gaps.

TrailBlaze conforms to fill 
those gaps.

When support is sustained, 
great things happen.
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Organization Message

Audience

Nonprofit Dimensional Communication
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The Audience.
SECTION ONE
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AUDIENCE
COMMUNITY

7
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Audience Persona
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The Organization.
SECTION TWO
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Can I          them?trust
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+ Culture defines brand

+ Brand reflects culture

+ Both evolve mutually

+ Alignment yields authenticity

+ Synergy aids engagement

Symbiosis of 
Brand + Culture
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Core Values n. 
Fundamental beliefs and guiding 

principles that define the ethos and culture 

of an organization, shaping its decisions, 

actions, and interactions with the 

community and stakeholders. These intrinsic 

values uphold the mission, direct ethical 

practices, and foster a unified commitment to 

social, environmental, and/or humanitarian 

goals.

Value of 
Core Values
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+ Employee Onboarding and Training
+ Performance Evaluations
+ Decision-Making Processes
+ Internal Communications
+ Customer Service Standards
+ Partnership and Vendor Selection
+ Product Development and Service Delivery
+ Crisis Management Plans
+ Community Engagement and Social 

Responsibility Initiatives
+ Reward and Recognition Programs
+ Physical Workspace Environment
+ Leadership Development Programs

Applying
Core Values
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Threshold / EP Voices
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The Message.
SECTION THREE
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Core Brand 
Elements

+ Tagline

+ Belief Statement

+ Vision Statement

+ Mission Statement

+ Impact Statement

+ Value Proposition

+ Brand Promise

+ Core Values

20



21

Dignified Storytelling

+ It’s Not My Story: Collaborate with 
contributors in shaping their stories.

+ I Do No Harm: Ensure the safety and 
well-being of contributors.

+ We Are All Multi-Dimensional: Represent 
individuals as complex, multi-faceted people.

+ Ask, Don’t Assume: Use inclusive language 
and follow contributors’ preferences.

+ Trauma Awareness: Be mindful of trauma 
and handle stories with care..

21

Dignified Storytelling upholds human 
dignity by ensuring respectful and 
authentic representation.
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Get Their Attention
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+ Disruption

+ Add Conflict

+ Provocative Questions

+ Trend Hijacking

+ Polarizing Statements

+ Satire & Parody

+ Unexpected Collaborations

+ Contrarian Viewpoints
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Pulling it All Together.
SECTION FOUR
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Organization Message

Community
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Nonprofit Dimensional Communication
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http://www.youtube.com/watch?v=FKSjQQ8O1cA
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See you again soon.
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Thursday, October 24
2:15 - 3:15 pm

Using your Brand to Attract 
Resources: A Fireside Chat with 
Michelle Madden and Chris Page

Friday, October 25
9:00 - 10:00 am

Elevate Your Impact and Polish 
Your Digital Presence: A 
Professional Development 
Workshop
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Let’s talk.
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Do not go where the path may lead. 
Go, instead, where there is no path…

…and leave a trail. 
:: Ralph Waldo Emerson
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