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“There is no exercise better
for the heart than reaching
down and lifting people up.”

- John Holmes

P

Abstract

Imagine you have a child that was born with special
needs, money is tight, support form others is limited,
and you do everything you can to make sure your
child is safe and that every need is met. Every day
has its challenges with worry on how to come up
with the money to pay for the day to day needs of the
family, you worry if the insurance will cover the many
medications and procedures that are needed, and in
the mean time you wonder if you can afford and have
the time to modify your home to accommodate a
growing special needs child. Next imagine that every
time you need to take your child to the doctor you
need to carry the child out of the home, disassemble
the wheelchair, carry the wheelchair out of the home,
assemble the wheelchair back together, place the child
back into the wheelchair and wheel the child into the
ADA equipped vehicle. In picturing all this can you
imagine how it would be to care for a special needs
child? Well Logan’s Heart and Smiles does because
Logan'’s helps such families with home modifications
so that these families can focus more of the time on
the loved one and not time worrying about how to
build a wheel chair ramp, fencing, or other home
modifications. With new campaign materials Logan’s
can attract donations, volunteers and get the
increased community awareness it needs to continue
giving construction services to the families of special
needs children and young adults such as the one
described above.

Logan’s brand has been positioned the same for years
without any movement of growth. In order to remedy
that a new-refreshed campaign needs to be created
to attract more community awareness, donations,

and volunteers that are the core to the success of
giving much needed help to families of special needs
children and young adults.




Logan’s History Past and Present

Logan James Herr was born on
Sunday August 24, 1997 and before
his birth both Joe and Stacy were
given the news that their son would
have Cerebral Palsy. The one memory
everyone has is that Logan had an
infectious smile. A smile that would
brighten up everyone’s day but in the
spring of 2002 Logan passed away
to soon at the age of 4-%2 from
complications of pneumonia. For
Herr going from taking care of a
special needs child who needs 24/7
care to not taking care of Logan at all
really put a huge void in Herr's life. To
help with his grieving process after
Logan’s death an idea came to Herr
to start a foundation that would help
families modify their homes to be
assessable and safe. Herr's first
thought was there had to be a

reason Logan was given to him and
he wanted Logan'’s legacy to

continue on by starting a “It shouldn’t bf_? a @uxury to
foundation that would provide get your child in and
construction services by way of out of your home.”
home modifications to help those - Joe Herr

that don’t have the means or the

time to do so. This foundation

would be a great way to utilizing his 20 years of experience in the construction
industry and what better way than to put this knowledge to good use

than by helping those who need it the most. In the summer of 2002

Logan’s Heart & Smiles was founded by starting out with a small Golf

Outing fundraiser consisting of a handful of close friends. That year

Herr completed the first two projects and the 11 years since has helped

over 50 families (Logan’s and Joe Herr, personal communication,

February 14, 2013).




Donations and the Economy

Being a non-profit and in the hard economic times we are in, it has been hard to
attract new donations and volunteers. All non-profits, small or large, are Logan's
competitors and with most of the non-profits struggling with failing donations
they have to look at either working together, create different ways to attract

donors, or make do with less money coming in (FitzGerald, 2009).

With donations at an all time

low nationwide from the

economic downturn or what

some like to call a recession,

it has been especially hard for CASH - 18.4%
small non-profits to survive.

During these times people G
tend to tighten spending OTHER - 2.0%
because of work reduction,
income reduction, job
eliminations and so forth.
With a shaky economy

most are cautious where
their money is being spent.
Non-profits are facing limited
resources to meet looming

IN-KIND - 7.6%

DIRECT DEBIT - 5.9%

Website and Mobile Device Usage
by Age

Over 70% of donors
ages 18-24 reported
using their mobile
device to read emails
and view websites,
while Less than 40%
of those over the
age 55 reported
doing so.

9

Preferred Method
of Donation

CHECK - 43.1%

increases in demand and are finding new strategies to attract
donors (Cannon, 2011). Donations in the past few years have
been consistent for Logan's, which is out of the norm for most
small non-profits during this downed economy. However, with
the consistency Logan'’s hasn’t been able to expand past the
6-10 families it helps every year (Joe Herr, personal
communication, February 14, 2013). If there isn't enough
money to help the families that apply then the result will be
that the family is put on waiting list for next year. To help Logan'’s
quest to help more families of special needs children or young
adults it is necessary that the campaign be focused on keeping
the current, past, and potential donators engaged in how the
foundation is doing. Doing so will continue the relationships and
when the economy turns

Average Total Donations  2around there will be

opportunities for growth
by Age Group and the result will be

additional donations to

be made (Island, 2011).
According to the Balckbaud
survey that was conducted
on “Donor Perspectives”
in November 2012 it states
that donators in the US are
more likely to donate by
the charities website. A
website donation page
would also benefit Logan'’s
to accommodate those
who would like to have

an easier way to donate

to the foundation.
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Every year Logan's hosts a golf outing
and silent auction, which raises about
90% of that years’ funds for the
foundation. There have been a few
years during the recession that it
looked like the numbers would be
down for that year but to the surprise
of Herr the number of golfers have
stayed consistent. If it looked like the
numbers would be low, Herr would
call a few golfers to see if they knew
of another golfer that would like to
join at the outing. The silent auction
portion of the golf outing is always

a highlight of the event. Herr along
with the committee has always been
resourceful in getting great auction
items. With a newly designed identity
and campaign that could expand the
awareness of the golf outing and silent
auction to not only attract the pro to
the semi pro golfer but also those who
like quality items to bid on.




Volunteers

There has been a number of long standing core volunteers for Logan’s for the
past 11 years. These volunteers mostly help with the annual golf outing and
home modifications. Without these core volunteers Logan’s wouldn’t be

where it is today. As the need for more home modifications are requested and
needed by families of special needs children and young adults so is the need
for additional volunteers. The home modifications projects could have a

handful of volunteers to just one, being Herr himself. One plan would be to
define the projects or tasks that are needed and to give the volunteer work that
will be meaningful to them (Great, 2012). By creating a more defined need for
the home modification projects some of the core volunteers might just switch
what they volunteering for every once in awhile which will keep them interested
in volunteering again and again plus it would avoid volunteer burn out at the
same time (Great, 2012). The campaign materials must include a call to action
plan so it can recruit and maintain the help needed for each project and the golf
outing. It needs to help by promoting volunteerism to other businesses, church
groups, other non-profits, and school volunteer programs to name a few.
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Community Awareness

Logan’s community awareness is relatively low and is solely dependent on
the recognition of Joe Herr. If there weren't a Joe Herr there wouldn't be a
Logan'’s. As of today Herr's brand is much bigger and stronger than Logan’s
in the community. One area Logan’s has had trouble in is getting the
recognition within the local school districts. These districts work with the
families of special needs children in the local communities and Logan’s needs
to have the recognition in order to get the school districts to forward the
information about the foundations services. Another area that Logan’s needs
help on is attracting more business that will want to not only donate money
and encourage their employees to volunteer to Logan’s, but also create a
cause marketing effect. To start of with the brand identity has to be
redesigned to be a strong representation of the foundation along with a
catchy tag line. The marketing campaign needs to have engaging, visual
pleasing, informative brochures, email blasts, flyers, ads, updated website,
along with social media sites.



Why Logan’s is Important to the Community

Logan’s Heart and Smiles is very important to the families it helps. It is
important that these families have safe and accessible home so they to can
be active in the day to day living so many of us take for granted. Without
Logan’s Heart & Smiles most of these families couldn’t afford or have the
time to make the necessary home modifications, wheelchair ramps, or
fencing they so desperately need to keep their family member safe.

Design Strategy
Campaign’s Goal

The main objective for Logan’s campaign goals is to increase its brand
awareness to the community and to families of special needs children and
young adults that Logan's services are there to help them. By achieving
increased brand awareness the families will get the much needed home
modifications without worrying about how to pay for it or making time to
build it themselves. The second goal is create a call to action for donations
by creating visually attractive deliverables, which will increase donations
which will in turn help additional families more than the 6-10 families it
currently helps in a given year. And finally the third campaign goal is to
increase the number of volunteers by creating a visually pleasing call to
action and informative deliverables geared to attracting volunteers to help
the foundation. With the increased brand awareness it should increase
donations, volunteers, and community awareness by 2% in the first year.

Brand Strategy

The core message that Logan’s has to portray is what services it provides to the
families of special needs children and young adults. It has to speak to the heart
of the individual/s by convincing the individual to donate money and volunteer
time to the foundation. The voice and tone of the campaign needs to have a
personality and an emotional appeal, along with targeted tone and consistency.
A personality tone of voice will give an individual a personal connection to
Logan’s. When a personality tone is used individuals are more apt to be
receptive to what message is being delivered. An emotional appeal, used

with the personality tone, can compel an individual to donate or volunteer to
Logan’s. A targeted tone would depict a foundation that cares and wants to
help these families. All deliverables need to have these tones consistent
whether it is from print materials, website, or social media (Time). Creating a
new logo, print materials, and updating the website will provide information
and attention the foundation needs to attract companies/corporations, schools,
volunteers, individuals, and families of special needs children and young adults.
Logan’s needs to send the message that it is here to help those families with
special needs children and young adults that this foundations is there to help
them when they don't have the means or the time to do so for themselves.

Marketing Campaign Elements Examples of 1:12 Ramps

_.-‘“:W[

12 Fest

24 Feat

The marketing campaign
elements that need to be
focused on is creating a new
logo image that depicts a strong
stance in the non-profit world by
using bold primary type colors,
font types that will be powerful
to draw attention, using textures
that will enhance to campaign
elements, and images that will 1 Meter
be engaging and personable.

Further analyzing of the 12 Maters

competitors trademarks will

need to be done during this

process to makes sure there is a

differentiation between Logan's

and its competitors.



“The central struggle of
parenthood is to let our

o

hopes for our children
outweigh our fears.”

-- Ellen Goodman




Logo Redesign

The current logo is not easily recognizable to the
general public in the area it serves. As stated before
the foundations founder Joe Herr has stronger brand,
which is tied to Logan’s. Not that this is a bad thing but
if Logan's is to move in the direction of helping families
nationally it needs to position itself separate from Herr
as a strong brand. The current logo (trademark) is light
blue and has a big graphic element and additional text
to it. The graphic wheelchair and ramp graphic gets lost
in the light blue color and is hard to make out what it

is. The blue is cold and light and is hard to decipher the
wheelchair and ramp graphic. When this logo was first
designed, eleven years ago, the graphic elements were
incorporated so it could depict what the foundation
was about and the color was the preference of the
founder. To help increase recognition of the logo it has
to be changed to a simple trademark that can stand on
its own by making it simple and suggestive with Logan’s
in san serif type font and some sort of acronym that encompasses the heart
and smiles into one graphic element. The color choices for the logo will be bold
colors that stand out, are catchy, and depict a strong non-profit in the eyes of
those that see it. By changing the trademark this will enable Logan’s to become
a strong brand and
will help it move it
forward to compete
with its competitors
locally and nationally
because it is noted
that a strong logo
can become even
more powerful when
it gets put to use as a
larger visual identity
(Schmidt, 2012).

Tag line

Logan’s has had a number of tag lines or phrases in
recent years which where "It shouldn’t be a luxury to get
your child in and out of your home” and “Helping Make
Life Easier, One Child at a Time”. A new tag line needs
to be created that is short and identifiable to the founda-
tion that will capture three elements — its mission, prom-
ise, and brand (Chartrand). By shortening the tag line and
incorporating it with the logo it will shorten the verbiage
and define what Logan'’s is really about.

Color and Textures

A color scheme throughout the proposed campaign is
to use of green, brown, lighter side of yellow, and
rusted orange. Green is to be used because it
symbolizes nature and the natural world (Color). It

also is the trending color right now for construction by
involving “building solutions” and “environmental
solutions” to construction (Green'’s). Logan’s provides

a building solution to families that need home modifications. By using brown it
will bring a natural color that evokes a sense of strength and reliability to the
campaign. Plus it is the color of wood. Using rusted orange in the mix will bring
energy to the color scheme by bringing feelings of excitement, enthusiasm
and warmth and last but not least to add a lighter side of yellow that will bring
warm and lighter feel to the much stronger colors of green, brown and the
rustic orange (Color). For the logo the vision is use a combination of either

2 or 3 of these colors. To play off of the color scheme, the visions for the
textures are the use wood grain, nature, and construction elements.

Type Fonts

When you start the design phase of a campaign the type font is a very big part
in making or breaking the design. For this campaign the fonts that are to be
used are Palatino, Avenir, and Imago. The first type font is Palatino which was
designed by a German calligrapher named Hermann Zapf . Zapf was known to
be one of the 20* century’s most influential people who had designed some of
the most important fonts that included Palatino and Optima (Hermann). Pala-
tino will be mainly used for sidebars, highlights, and quotes throughout the
Logan’s campaign. Palatino was chosen because it will give a different element
of elegance when using the san serif type fonts that are used throughout the
campaign. Adrian Frutiger designed Avenir in 1988 and Avenir will be the



second type font used for the campaign. There is no geometry to the font

but it does have vertical strokes that are thicker than the horizontals, an "O”
that is not a perfect circle, and shortened ascenders (MyFonts). This type font
will be used throughout the campaign for the body copy. Avenir was chosen
merely for the simplicity and readability. By doing this it will make the
documents easier to read for the audience of the campaign materials. The last
type font that will be used is Imago. Gunter Gerhard Lange designed this type
font in 1982 as part of the H. Berthold AG family who are noted for many highly
crafted typefaces (Berthold). Imago is clean narrower proportioned font and
when it is bold it commands attention. Imago will be used for headers and the
main part of Logan'’s logo. The boldness of the font will draw attention towards
the logo, which will give it a crisp strong feel.

e

Images

Images used for Logan'’s campaign will be engaging, colorful, and informative
by telling a story. The campaign photos will focus on volunteers, the children

and families that it helps, and the home modification projects. By using these
images it will engage the reader of these are real life stories of children in the
hopes to pull them in to learn more.




: “I have not been handicapped by P
my condition. I am physically -
challenged and differently able.”

- Janet Barnes




Disability into Ability; Capability,
a winning Opportunity-Indeed a Reality”

1 - Dr Veena Kumari
W’\A




Deliverables

Print

The print campaign goal is to

get information out to families

of special needs children and
young adults, school districts,
communities, volunteers, and
potential donators. Each print
deliverable such as brochures,
flyers, and ads will be designed
to reflect certain targeted groups
in order to bring awareness of
the foundation. The letterhead,
business cards, envelopes and
such will reflect the new logo, tag
line, and colors. Print ads will be
designed toward specific targeted
groups for example to donors, by
creating a call to action ad that would be placed

in construction magazines, local newspapers, school newspapers, and local
magazines. Each ad will be designed specifically to each call to action need.
The brochure and flyers will involve a design that encompasses information
about the foundation, asking for donations and volunteers, and how to
contact the foundation.

Website and Social Media

Logan's website needs to be overhauled so it is more user friendly because
right now it is clunky and it needs to be more visually pleasing. By
incorporating the new logo, colors and photos it will accomplish just that.

The photos will be vibrant photos of special needs children, which will be
featured on most pages of the web site. Logan’s photo or a portrait drawing
of Logan will be included as well on it's own web page, as it is right now.
Expanding the Logan'’s story a bit more to incorporate the history of Logan's
Heart and Smiles will also be added to that page. An added web page needs
to be dedicated for soliciting and collecting donations by letting the donor
donate on-line instead of mailing it in. This will help Logan’s in making it easier
to donate and sign up for the annual golf outing. The annual golf outing page
should also have a form that is filled on-line to make it easier to sign up and
pay for the event. A volunteering page needs to be set up where the potential
volunteer signs up for an event or project. Logan'’s then will be able to collect

information efficiently for
projects and the golf outing.
Updating the website with
information, photos, forms,
and visually pleasing graphics
will give

Logan's an even playing field
with its competitors.

Videos

Create a project video start
to finish depicting what it

or home modifications and
highlight the volunteers that
help in the process. This
would be distributed by
Logan’s website and
highlighted in the Volunteers
website page. This will give
the potential volunteer,
donator, and family more

a view on what it takes to
make these home
modifications and the
people who help to

achieve it.

Marketing Collateral

The additional marketing
deliverables that includes the
foundations’ newly restored
Mayflower Truck, t-shirts,
giveaways, and etc. will be
created using the new logo,
colors and fonts. The truck
will be painted either white
or one of the colors
suggested earlier.




Conclusion

Logan’s Heart and Smiles is a small non-profit that helps families of special
needs children and young adults in the Dane county area and was founded by
Joe Herr after his son past away at the age of 4 2 from complications related to
pneumonia. After Logan’s death, Joe decided to start a foundation in Logan’s
memory as a way to help families make the much needed home modifications so
the focus would be more on the child rather than how to build or pay for such
home modifications. For the past 11 years Logan'’s has helped over 50 families
and is striving to continue by expanding services to the state and eventually to
the nation.

There are three set goals for the campaign and it is to attract donations, vol-
unteers, and community awareness. With the economy still in a recession all
non-profits are competing for much needed donations to keep afloat, Logan’s
brand needs to be refreshed in order to start competing aggressively to attract
additional donations which in turn Logan’s will be able to help more families
with special needs children and young adults each year. With a set of core volun-
teers in place a newly implemented campaign will bring more awareness of the
need to volunteer for projects which in turn will bring volunteers knocking at the
door eagerly ready to help. With the new campaign materials there will be an
increase in community awareness for Logan’s with the families of special needs
children and young adults knowing that Logan’s is there to help them.

The new campaign strategy will be to create a new refreshed brand identity that
emphasizes a set of bold colors, bold fonts and a graphic element that gives a
strong stance by being able to compete alongside the other nonprofits locally
and nationally for the donators bottom dollar. After creating a new identity all of
the new campaign materials will be created to bring unity to the brand.

By directing the campaign efforts towards the new concept it will bring aware-
ness in the community and will help Logan’s expand out to the state and then
towards a more prominent national presence.



~“It’s not how much we gibé but how .
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mch love we put into giving.” g

! - Mother Teresa




Logan's Heart & Smiles Helping Make Life Easier, One Child at a Time
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Helping Make Life Easier, One Child at a Time
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The Logan James Herr Foundation

Welcome Logan’sStory Donate Projects Corporate Sponsors Events Logan’s Golf Outing GetInvolved Logan’s Friends ContactUs

Website

WELCOME

Thank you all for participating in the 2013 Golf
Outing! It was a HUGE success and will go a long way
toward supporting families in need. We have outing
pictures posted — please click here — will have video
posted soon — please check back! Click here for more
details about the 2013 outing.

Many thanks to everyone who joined us on Sunday, April 28th at the High Noon Saloon for the Leeding Zeros benefit, KIDS FIRST. It was a great
suecess and we appreeiate your attendance! Many thanks to the Leeding Zeros, the High Noon Saloon, Ken Lonnquist, Bookie and the Prom Queen for

their hard work and dedication. Click for details.

Often when a family has a special needs child, resources for necessary home modifications are depleted or simply not available. Logan’s Heart & Smiles provides

free labor and materials (based on income) to help ease the burden these families face. Logans Heart and Smiles is 5o fortunate to have the support of so many friends

and family who give their time and money to help those in need. Our annual golf outing is held in May, and the proceeds arc used to purchase the taols and
‘materials necessary to provide families a more reasonable eaviroment to support the special needs of their family members. We thank cveryone who has been
involved throughout the years.
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As:away to honor the memary of his son Logan, Joe Herr works 1o help
make homes safe and accessible for children with disabilities.

Newspaper Articles

INSIDE: Annie’s Mailbox/B2

DAYBREAK ===

- Wisconsin State Journal

i
P —— St s .l eyl s
et e et S

Building

ona

4 st proide

memory ==

Children with disabilities benefit from corporate, foundation efforts

donaion t Unked Cesees alsy

Togans T

Twitter

£) Home (@ Connect  $ Discover

Tweets

Following
Followers
Favorites

Lists
Tweet to Logan's Heart&Smiles

GLogansSmiles

Who to follow - Refresh - View all

Country Weakly @ ccount
olowod by Hilary Sott
Folow

Dierks Bentley & ©Dieicentley
Follow

Lucky Magazine © o1
Lucky oy Hillay Scott
Follow

Browse categories - Find fiends

Trends - Change
#TheNextBigThing
#sSacWhen
#QuestionsAskedOnTheFirstDate
#WhaToSayAfterSex

work ¥

2 v

Apple iCloud Wikipedia News ™ Popular¥ ArY Stores¥ AccountsY Computer” School ¥

Logan's Heart&Smiles
@LogansSmiles

Logan's Heart & Smiles provides free labor and materials to help
‘ease the burden of home madifications for families with special

Madison, Wi

Tweets

Logan's Heart&Smiles -
Great deal at thecommunitychange.com today! Buy 2 Restaurant
Packs (worth over $300 eachl), Get 1 Freell... fo.me/29a53rgKa

pand

Logan's Heart&Smiles .
52012 comes to.a close, we'd Iike fo send out a big THANK YOU
to all of the volunteers, friends and family that.. fo.me/ysnqEdwv

Expand

Logan's Heart&Smiles - .
The transplant was a success and the famiy now heals. As they
recover, we invite you to help Joe, Lauren and... fo.me/1pDXiMigq
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Some of the children
Logan’s Heart & Smiles
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How do we help?

* Fencing

application. This is

Logan’s Heart & Smiles supplies labor and rmaterials
{based on incomne) to help ease the burden of your
child's special needs. The foundation builds:

* Ramps (indoor and outdoor)

¢ Minor ADA Horme Modifications

Who qualifies for help?

Our goal is to help any family with a special needs
child. To qualify for assistance, families fill out a short

und on our Web site or b

contacting the foun:
is based on a famil
families pay a portic

How can yo

Logan’s Heart & S
funded solely by do|
Contributions colle
annual golf outing
and equipment. Vol
help build projects.

Logan’s Hear]
Golf Outing

Every year the foun
where you can parli
or donaling an aucl|
the golf outing can

To send donation
recelve in|

=
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www.log)
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Trifold Double Sided Brochure

Helping children with
exceptional needs.
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Often when a family has a special needs
child, resources for necessary home
modifications are depleted or simply not
available. Logan’s Heart & Smiles provides
free labor and materials (based on income)
to help ease the burden these families face.

zhean & srr&le‘;\

www.logansheartandsmiles.org

Indoor

Modifications

¢
heart & smiles

The Logan James Herr Foundation

www.logansheartandsmiles.org

PO Box 259881
Madison. W1

APPLICATION FOR SERVICES FORM

)

q
heart & smiles
The Logan James Herr Foundation
www.logansheartandsmiles.org

PO Box 259881
Madison, WI 53725-9881
608.204-7215 | 608.271.3354 fax

[ 0o |
Home #: ‘ Cell #
E-Mail
Home #: ‘ Cell #
E-Mail

rovide a benefit to your child/family.

ity Eligibility Requirements:
1. At least one child or young adult, must have permanent
residence at the location of desired services.
2. Work done to residence must enhance the ability of
recipient to move through, and/or in and out of the home.
OR
Work done to residence will ensure the safety of the
recipient, i.e.: fencing, gate, and guard rails.
3. Recipients to receive services on a first come, first serve
me level) basis.

4. You will be notified within 30 days of receipt of application
for status of services.

Please attach with this form:
« Submit a copy of last year's tax return with this form.
* Submit a letter from your insurance carrier that states
the services provided by Logan’s Heart & Smiles will not
be covered by insurance benefits.

Mail this form and attachments to:
Logan James Herr Foundation, Inc.

P.O. Box 259881

Madison, Wi 53725-9881

Letterhead, Application Form, and Business Card

Joe Herr

an's
0 'y
heart & smiles

The Logan James Herr Foundation

www. loganshoartandsmilos.org

PO Box 259881
Madison, Wi 53725-9881
608.204-7215 1 608.271.3354 fax




Gios Garden | Growing Futures for Special Needs Children In the Madison Area.

Growing Futures
for Special Needs Children
O In the Madison Area
19

Therapeutic Respile Care  Work withthe Kids!  Blog  Contact Us

Giving Moments
that Matter

— = %= =

fEAY

About Us

The Mission:Gio's Garden's mission as a non-profit organization is to nuriure
and strengthen families with special needs chiliren (birth to 6 years) by

The Vision:

Gio's Garden secks to grow into a one-stop special services delivery
organization for special needs chidren and their familles. Examples could

include a respi . py, client advocacy, and social
worklsupport.

As with all gardens, Gio's needs

pi that serves the to
help special needs famifies with other services as well. But to o that we need
your help. ' Ip grow futures for
special needs chidren and their famifies.

Website

9

Giving

Geo's Garden is a local nonprofit organization that provides a respite care
facility, therapy, client advocacy, and social work/support services for families
in the Dane County Area of Wisconsin.

Competition Because:
* Vying for local donations.

e Competing for corporate and individual sponsors
for fundraising events. (Examples: golf outings,
silent auctions, and etc.)

e  Solicit within the same locations to attract
volunteers to help with organization.

Positioning

Geo's Garden is relatively new in the area, having only been an organization for
the past 4 years but has been a force to be reckoned with because of all the
publicity it has received for their fundraising efforts. It has a lot of TV airtime
because the founder is also a local newscaster. When compared to Logan’s,
Geo's is a young organization but has more recognition within the community.

Giv's Garden

Grand, Opening

Facebook
Some families need extra
moments (o:

80 to the grocery store
lean the house

- make dinner

- visita friend

- do laundry

- collect thoughts

Moments
that Matter

Find out more at
giosgarden.org

- breathe

these deses
‘amoment that matters.




Competitive Company #2: United Cerebral Palsy

United
(_,erebral

of Greater Dane Cnunty

8 0 6 Home

(415 (@] = wowsconears

House-Stff ¥ You have be. .nessPal.com Social-Media ¥ work Y Apple iCloud Wikipedia News ™ Popular AmY StoresY Accounts¥ ComputerT School ¥

¢ | Reade ]

Search Q

of Greater Dane County

About UCP Our Programs. GetInvolved Newslotter Careers Contact

Understanding Disabilities | Creating Opportunities | Promoting Community Wetre hiring! Visit our careers page.

Lf| 8]

County dedicated o nd
promainga communiy hee evayone blongs. hough our e programs, e sive mae a lasting diference in he lives of .
d aduls with d their families. Celebrity Banquet
paey,we also eptepsy, 2013
araoch, oty and developmant
; including: Columbia, Dane, Dodge, FAbriay0, 2013
Grant, low, Jeflerson, Juneau, Richiand and Sauk Gounties. 20PN 1000 M
. ishinenl Blackhawk County Club

Culver’s

VIP Foundation
'Website improvements are made
T

CONTACT US LEARN ABOUT UCP. HELPFUL LINKS

Palsy of Greater Dana County
230 Co Sveet, ko 30
Vataon,

[ ] Engish  $ [

Website

United Cerebral Palsy (UCP) is a national organization that provides support
and services to people with spectrum disabilities beyond just cerebral palsy
(autism, epilepsy, down syndrome, traumatic brain injury, and delays in slurred
speech, mobility and development) (UCP)

Competition Because:

Vying for local and national donations.

Competing for corporate and individual sponsors
for fundraising events. (Examples: golf outings,
silent auctions, and etc.)

Soliciting within the same locations to attract
volunteers to help with organization.

Positioning
Having been an organization since1959, UCP’s positioning in the Dane County
market is strong because if you ask someone if they have heard of UCP most
likely they will say yes. UCP also has a strong list of supports and volunteers
that give year after year. UCP marketplace is both locally and nationally
whereas Logan’s marketplace is locally and is relatively small.

> 1 E House-Stuf +You havebe_nessPalcom _Socal-Media < work < Apple iClowd_Widpedia _News = _Popular 7 Ari~_Stores = _Accaunts ~_Computer = _School ~

Tweet to UCP Dane.
.

Who o folow -er

UCP Dane
@UCPDane

L Lo W L W Folow

Twitter

H I
v g Jit€d Cerebral Palsy's 26th
|nual Celebrity Banquet &
ction
NT Feb 16, 2013
E/TIME 5:30 pm until 10:00 pm
CRIPTION . .
Join local celebrity servers as they suppart
United Cerebral Palsy of Greater Dane
County (UCP) at UCP's 26th Annual
Celebrity Banguet & Auction on Saturday,
February 16, 2013 at Blackhawk Country
Club. The eve!'n‘ng will kickoff with a
Online Article




STRENGTHS

Strong foundation of core supporters

Strong foundation of core volunteers

Durable and lasting products

Founder has a strong presence

in community

* Ranked in high regards as a great

organization among other non-profits

* Supported by some national retail and
commercial corporations

* Founder has received numerous awards

for his work from this organization

OPPORTUNITIES

Expand services into other communities
Market to companies by creating
“Cause Marketing” effect (eHow, 2012)
Add additional home

improvement services

To increase donations by opening
up the website to accept payments
Align with other non-profits

* Volunteers are sparse on some projects
* Founder covers organizations expenses

WEAKNESSES

No brand or name recognition
within the community and schools
Can only build wheelchair ramps and
fences seasonally

Lack of marketing budget

Not enough funds to help all the
families that are in need for a
particular year

out of his own pocket

THREATS

Competition for donations

New start-ups of new non-profits

Bad Economy

Other fundraisers being held the
same time Logan’s Golf Outing is held
Lack of the community wanting to

get involved

Perception of impropriety



Industry: Construction
Category: Non-Profit

Primary Products or Services:
Products: Wheelchair ramps,
fencing, and home modifications

Services: Construction

Campaign Project Objective
To re-brand Logan’s Heart and
Smiles in order to promote and
expand Logan'’s Heart and Smiles
services through donations,
volunteers, and raising awareness
that the organization is here to
help special needs families.

Big Goal (BHAG)

To increase brand awareness
toward a new target group
along with increased donations,
volunteers, and community
awareness by 2% vs a years ago.
ROl is more donations.

Primary Deliverables Draft

¢ Re-branding strategy

¢ Redesign or update the logo

* New website

* New marketing collateral by
way of print and electronic
documents

e Creating a project video
depicting a ramp being
constructed from start to finish

¢ Create a design for the
organizations work truck.

Key Tenets

GOOD

A feeling you get when you
support this organization.

HELPFUL
To assist all families with special
needs children/young adults.

DEDICATED

Everyone that is involved is
dedicated to helping this
organization.

Primary Target Audience

* Families with special needs
children and young adults

* All age groups Ages

¢ All Income Levels

¢ All Education Levels

e State of Wisconsin and onto
all states in the US

¢ Social workers in schools

* General public

Target Clubs and Tribes

¢ Volunteer Organizations

® Church Groups

* Other Non-profits

e Medical community

* Medical devise consumers
* Website surfers

e Community Centers

e Local Trades and Unions

Two (2) Primary Competitors
& How

Both non-profits that are in
competition for donations

2 Key Strengths and

2 Key Weaknesses

S Strong foundation of core
supporters and volunteers

[72)

Durable and lasting products

W  No brand or name recognition
within the community and
schools

W  Can only build wheelchair
ramps and fences seasonally

Positioning Statement
Logan’s Heart and Smiles is
relatively a small local non-profit
in the market place. It is ranked
towards the bottom compared
to the larger non-profits but is
ranked towards the top with
comparable small non-profits

in the area.

Unique Selling Proposition (USP)
The only non-profit in the area

that builds wheelchair ramps,
fencing, home modifications

in the area.

Sustainable Competitive
Advantage (SCA)
Services to only those that
need wheelchairs, fencing,
and home modifications.
Where other non-profits
don’t have these services.

2 Key Features &

2 Corresponding Benefits
Feature: Durability

Benefit: products made with
quality and lasting materials so
families don‘t have to worry
about repairs later

Feature: Custom Design
Benefit: Uniquely designed
and constructed to match
your home.

The creative Call to Action
Increase donations, volunteers,
increase website views, and
bring community awareness

Current Logo
Need Logan’s Current Logo

Tag Lines Draft Ideas
Ramping up Smiles Every time
Building smiles with a heart
Changing lives with a smile
Exchanging Hearts for Smiles
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Geographic Location:
Age:

Gender:

Education:

Income:

Occupation:

Marital Status:

Social Life:

Social Media:
Cultural:
Political:

Ethnicity:
Personal Values:
Clubs/Tribes:

Faith/Religious Beliefs:

Cross Plains, WI
30

Male

High School
$55,000
Carpenter
Married

Fishing, hunting, bowling,

going to movies, playing

poker with the guys, cookouts

Facebook and YouTube
Loves music
Republican

White

Live life to the fullest

Local hunting club,
Fitness club

Methodist

John Richardson

John Richardson is a 30 year old who lives with his wife Amanda in Cross Plains
Wisconsin. John has been married to Amanda for 5 years and they have 2
children, Noah age 4 and Hailey age 2. John is a master carpenter by trade

and his profession takes him to all the residential and commercial construction
sites around the Southern half of Wisconsin. John's has been part of the local
union for about 10 years as a master carpenter and some of the projects he has
worked on range from office buildings, high end residential homes, retail stores,
movie theatres, and so on. In John's spare time he is an avid hunter and fish-
erman who enjoys the great outdoors every chance he gets. In his last hunting
trip he bagged a buck and a doe and is hoping to do the same this coming year.
Besides spending time with his wife and kids he enjoys cooking out with family
and friends. He is a pro when it comes to flipping burgers and is challenged
when it comes to baking. John likes to go to movies, working out everyday at
the local fitness club and hosting the monthly poker night with the guys. In the
near future he hopes he can someday help others either by volunteering his
craft or by monitory means.




Sally Martin

Sally is a 35 year old stay at home mother of 4 that lives in Verona, WI with her
loving husband Stan. Sally has been a stay at home mother for about 9 years
and is very active with the local non-profits that help special needs children.
Before having children Sally received her Bachelors Degree in Psychology at
the University of Wisconsin and worked in this field for about 6 years until she
had children. Sally’s children are 9-year-old John, 7-year-old Nathan, 6-year-old
Jennifer, and 4-year-old Jessica. In 2006 before her daughter Jennifer was born,
Sally learned that Jennifer would have Cerebral Palsy. Because of Sally’s deep
religious beliefs she felt that every life is a life that is worth living and continued
with the pregnancy. Since Jennifer’s birth she has been active in the United
Cerebral Palsy of Dane County non-profit by volunteering and helping raise
money when time allows it from her busy schedule. The major amount of Sally’s
time is spent caring for Jennifer to make sure Jennifer is getting all her needs
met each and every day which entails feeding, therapy, dressing, and bathing.
In addition to caring for Jennifer, Sally’s time is spent by carpooling her other
children to their sporting events and additional activities they are involved in.
Every year Sally and her family take a vacation and mostly travel to upper
Wisconsin or Michigan in the summer by spending time in a wheelchair
accessible cabin. When time allows Sally also enjoys having dinner with

friends and neighbors, taking long walks, and gardening.

Geographic Location:
Age:

Gender:

Education:

Income:

Occupation:

Marital Status:

Social Life:

Social Media:
Cultural:
Political:

Ethnicity:
Personal Values:

Clubs/Tribes:

Faith/Religious Beliefs:

Verona, WI

35

Female

Bachelors

$0.00

Stay at home mom
Married

Likes to travel, dinners with
friends, walking, gardening
Facebook and Twitter
Loves Country music
Democrat

White

Everyone should be treated

the same regardless of handicap
Fitness, school parent teacher
organization, non-proﬁts
Catholic

9
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Competitive Logo Survey

Competitive Color Survey
Mood Board

Current Logo

Logo Sketches

One Color Logo Development
Full Color Logo Development
Adding a Portrait-of Logan
Final Logo

Media Mix

Asset Sketches
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COMPETITIVE LOGOTEXT SURVEY
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As Bonneville indicated about the aspects of appropriateness of a logo

is that “Your typeface should conform to the aesthetics expected by the
audience for which the design is intended.” This will be taken in
consideration when designing the logo for Logan’s Heart & Smiles and

as seen from the samples above that most of these non-profit competitor
logotexts do just that. Case in point the Multiple Sclerosis Society is a
simple san serif type font with the one of the appendages of the M
eschewed. Having a few friends with this disease | can relate to this logo
and why they chose to design it this way. The Pancreatic Cancer Action
Network logo is very recognizable not only for the font but mostly for the
color. Purple has evolved over the years to be the color choice for
pancreatic cancer organizations just like pink is for breast cancer
awareness. Another example is St. Vincent De Paul’s logo. This logo is
another example on what a typical logotext would also look like because
this logo was designed to be in the circle shape and the type font is
within the circles for a specific effect. St. Vincent De Paul is also
recognized by their blue PMS color as well.
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True Hope, Real Help.
R c E) Transforming Lives Together
) WORLD DAIRY EXPO Lindsay’s
/ CENTER of 1 DAIRY UNIVERSI oS
World Vision V01vce Inc.

Each of these non-profit competitor’s logos are considered to be
logomarks. These could be used with just the logomark (symbol) by itself
if the organization would get bigger. As stated by Farley “This type of
logo is generally reserved for the really big boys and often results after a
redesign when the company is so large that it can be recognized by the
symbol alone. The “"NIKE “swoosh” would be an example of this.

Cgi'nucopjg‘ ?ﬂr_qjgl'

..Growing with Kids

One thing | did observe with these logos is that a few of these logos

are very simple and a few are very complexed. The Wisconsin Children &
Families symbol is very simple and would translate well when used over
multiple formats. This logo would be very memorable with the viewer.
On the other hand the “Nations Together” logo is to complex which will
make it harder to translate over multiple formats which will make it
harder for the viewer to process what the logomark/symbol is and in
turn will make it harder for them to make it memorable (Hardy, 2009).
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Each of these non-profit logos are considered to be a combination
of both the logomark and logotext. These can be used for both
their logomark/symbol or to be used as just their text. Paul Rand
states “a logo is a flag, a signature, an escutcheon, a street sign.”
A logo should be more about what it represents then what it looks
like (Cass, 2010). American Red Cross can be identified by the red
cross but can also be identified for it's type font as well. The same
goes for the Susan G. Komen for the Cure, which is mostly
recognized by the pink ribbon but also, can be recognized by

the type font.

For Logan's
Heart & Smiles
| will'explore
using both the
logomark and the
logotext. | want to
see what type of
elements | can come
up with for the heart
and smiles.




Picking Color for Your Logo

When you are in the process of choosing a color for a logo you should start by
designing it in black and white first. After doing so you can start the process

of choosing the color for it (Hardy, 2009). At this time a designer must

understand the psychology of color. Everyone responds to color differently and
when designing a logo so you need to consider how the viewer will respond
to the any particular color you choose. According to studies color affects more

than your mood it also has the ability to change how we buy products and

services (“Color). According to the Psychology of Color, 80% of the people
think color increase brand recognition, comprehension improves by 73%, it
improves learning by 55-68%, and improves reading by 40% (“The Psychology).
Additional research indicates that people sub-consciously judge a product
within 90 seconds upon viewing it for the first time and between 62% and 90%
of that assessment is based on color alone (“The Psychology). By knowing this
information it will help you when choosing the correct color/s for a logo.

— Primary Color —
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American
Red Cross

|7,

The color red is a strong
aggressive color that can give a
person the emotions of love,
passion, and intensity. When a
designer decides to use red in
their logo they are trying to
command attention to the brand.
It also has been known to raise
blood pressure and create
hunger in others (Color). Some
of the additional brands that use
red in their logo are McDonalds,
Target, Texaco, H&M, Coca Cola,
CNN and etc. Above are some
non-profit competitor logos who
designed their logo in red.

BLUE

— Primary Color —
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Blue is considered a calming, associated with water, serenity, and is
considered a cold color. It is considered to be a color people like and most
like at least on shade of blue. Blue is one of the most popular color that is
used in logos. It is used a lot in government agencies, medical, and Fortune
500 companies (Color). Some of the additional brands that use blue in their
logo are Facebook, Oral-B, Dell, GE, Ford, Pepsi, Wal-Mart, and etc. To the
left are some non-profit competitor logos who designed their logo in blue.

Logan’s Heart & Smiles logo is light blue right now and more research will
need to be done to see if it will be the right choice to keep the color blue

for the new branding or change it.

ORANGE

Secondary Color—
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Orange is considered to reflect excitement, playfulness, and to
stimulate a person’s appetite. Designers use it to draw attention to

the logo (Color). Some of the additional brands that use orange in their
logo are Starz, Crush, Payless, Amazon, Fanta, Discover, and etc. Above
are some non-profit competitor logos who designed their logo in or-

Yellow is bright and very visible
depending on the hue and how it

is used. When a designer decides

to use yellow in their logo they are
trying to attention, create happiness,
and warmth.(Color). Some of the
additional brands that use yellow

in their logo are McDonalds, Hertz,
CAT, Best Buy, IKEA, Nikon and

etc. To the left are some non-profit
competitor logos who designed their
logo in yellow.
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PURPLE

— Secondary Color—

wanREMVEDY

Bea iend Help fend.

WOMEN'S
RECOVERY
FOUN DATION
Tran

ing Lives Together

3)) WORLD DAIRY EXPO
%5)  CENTER ofthe DAIRY UNIVERSE

i
DA PANGEEATIC CANGER ACTION NETWORK

BUNDLE
HEPE

Adoption and Family Services

a] z.orgwl alzheimer’s % association*

Purple shows royalty, mystery,
spirituality, and sophistication.

The color purple is found in many

education related and luxury

— Secondary Color—
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Pink is considered a feminine color
that conjures feelings of innocence
and delicateness. When pink is used

BLACK

in logos it is to add a feminine flare —

to the brand (Color). Some of the vanity Q g've
additional brands that use pink in ")"‘DROJE(’T

their logo are Susan G. Komen for the iy WWF i
Cure, Barbie, and etc. To the left are direen @) gf
some non-profit competitor logos who ShEyen %
designed their logo in pink. — WESE"OOL -

Black sometimes symbolizes

menace or evil, and is popular
as and indicator of power. Black
is found in many logos because

The color green represents life,
renewal, restful health, tranquility, and

product logos (Color). Some of
the additional brands that use
purple in their logo are Yahoo,
Welches, Hallmark, Wonka, Crown
Royal, and etc. Above are some
non-profit competitor logos who
designed their logo in purple.

— Secondary Color—
CinsTiacden.

Single
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symbolizes money or wealth. Green is
used mostly to represent Eco-friendly
or new growth (Color). Some of the
additional brands that use greenin
their logo are BP, John Deere , Animal
Planet, Holiday Inn, Starbucks Coffee,
and etc. To the left are some non-profit
competitor logos who designed their
logo in green.

it is bold, simple, and
sophisticated (Color). Some
of the additional brands that
use black in their logo are
World Wildlife federation, 007,
Swarovski, and etc. Above are
some non-profit competitor
logos who designed their logo
in black.

When using Brown it indicates nature,
woodiness, and unity. Brown is used in

Color Survey Results

_ Secondary Color—_

WS&E?E FER

logos that are related to construction and
legal. It is used because of the simplicity,
warmth, and neutrality (Color). Some of
the additional brands that use brown in
their logo are UPS, Boston Bruins, Na-
tional Park Foundation, and etc. To the
left are some non-profit competitor logos
who designed their logo in brown.

From the competitor color surveys | found that blue was the color choice
of most the non-profits in both locally or nationally. According to Color
Psychology, the color blue is used a lot in government agencies, medical,
and Fortune 500 companies. Red and green came in a close second in
my findings.

Logan’s Heart & Smiles current logo has a light blue wheel chair and ramp
with black lettering. From my analysis of the competitors | will have to
create a logo that stands out from the rest and will have to continue to

analyze which will be best in helping expand Logan'’s brand.
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Directive Word: Volunteerism

This mood board is Volunteerism for Logan’s Heart and Smiles.
This board gives the feeling of the people who like to engage in
volunteering to build no matter what their age, it depicts their
kindness, wanting to be helpful, and their empathy for others.
People who like to volunteer to this organization do so to help
satisfy their inner sense of responsibility and duty to help
others that are in need (Noravian, 2008). After volunteering

most people redirect their values and perspective in their existing
lives. It is almost like a rebirth of humanity to give to others
that can’t help themselves (LaBier, Ph.D., 2010).

The type fonts chosen for this board are Imago, Palatino, and
Avenir. Imago. The colors choices are blue, brown, pale yellow,
and rusted orange. The added textures are wood grain.
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Directive Word: Family/Community

The mood board to the right reflects Family and Community. When
people come together they do so most times to help those in need
or for the greater good of others. The rational for this mood board
was to have communities, businesses, and people come together
to care for those who need help. | wanted to depict a family that
was helped with Logan’s and show the joy they have after having

a ramp built for them. The additional photos depicted a community
of people coming together to build a ramp and also to have photos
of the volunteers photographed with the children it has helped. |
wanted to touch on how the community comes together to help
these special needs children and young adults.

The type font chosen are Banshee Bold and Helvetica. The colors
chosen for this mood board are green, brown, pale yellow, and red.

ORGANIZED pgQp

Directive Word: Compassion/Connection

The mood board to the left reflects Compassion and Connection.
This board represents the support these children get from
others, their value in this world, receiving empathy and kindness,
the humanity that others give, and the love they give and receive.
Those who volunteer or donate to Logan’s do so because they
feel good about themselves when they give their time or money
to helping others. Most who like to help others do so because
they are compassionate and empathetic. They help with

immediate needs because most can’t bear to see anyone suffer
(Noravian, 2008).

The type fonts chosen where Lucinda Calligraphy and Universe

and the colors chosen for this mood board are green, brown, pale
yellow, and rusted orange.
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aqgan's

heart & smiles

The Logan James Herr Foundation
www.logansheartandsmiles.c

Logan’s Heart & Smiles current logo has a light
blue wheel chair and ramp with black lettering.
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[ NA 12 R During the sketching process a heart and smiles that intertwined
l@@ @m S where drawn to see if it work for the direction of the brand.
S — Next a construction/road sign, using a wooden board, and finally

\/ just a strong bold font type font.
A\

9



The logo to the right was designed based on the mood board

volunteerism. It emphases a strong bold san serif type font Lo A N’S |—|__I@ MQS
(Berthold Imago) with an overlay of the & on the Logan's that . 0 .
would unify the Logan’s and the Heart /Smile below. This was Heart Smiles Heart(N. Smiles

eventually chosen for Logan'’s Logo.

| ) » The logos to the left use the basic design from above but with
N s VG,A @ the addition of a heart with a smile through it. It was created
HOT

1y

. . to see how the logo would look with another graphic element
Hear Smiles HeartQ¥ Smiles o = 2 Irap
To the right the logos where created with a wood block y 4 C) T
with Logan's type sitting on the top, a nail to the right, I-m GAN s |
and Heart & Smiles engraved on the board. Heart & Smiles . Heart & Smiles

The logos to the left reflect a heart and smile icon. These logos
where done to test out what it would look like to have a icon of
a heart and a smile as the primary focal point.

v

The two logos to the right where taken from the sketched
drawings by using a diamond shaped box to depict a construction/
road sign. Taking a bit further with stylizing the lines to pop the
Logan’s Heart & Smiles in the middle.

‘LOGAN’S'

. Heart QL Smiles

LOGAN'S\

. Heart(©Z Smiles

o



The full color logo
development started
by using two versions
created from the one
color logo development
and also using two
mood board color
samples. This was

done to make sure what
where the best colors
and logo for the brand.

L o G(A N , S L 0 % N ’ s : () v 7 80198123
Heart <2 Smiles

Heart &2 Smiles

7LOGAN’S \ ’ LOGAN’S\ ’
., Heart&ﬂSmiles , LOGAN'S 9 Heart&,ﬂSmﬂeS £ !-Igrg Asgﬂg

. Heart Smiles

Volunteerism Colors

LOGAN’S LOGAN’S | .-

Heart i\’—‘); Smiles Heart \(-\/-\}-/I S miles CHYK: 87 66 17 2
LOGAN’S LOGAN’S LOGAN’S
Heart @ Smiles Heart L Smiles

Heart <2 Smiles

LOGAN’S

Heart QT Smiles

Y LOGAN’S\
. Heart &ZSmiles
- y

LOGAN’S

. Heart £Z Smiles

LOGAN’S

. Heart Smiles

Compassion/Connection Colors

RGB: 244 221 171
CMYK: 1 13 37 0

RGB: 190 92 53 RGB: 112 126 67
CMYK: 10 78 93 1 CMYK: 60 33 94 15
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After drawing a portrait of Logan the thought was that there are
a bunch of great logos that incorporate a portrait of either the
founder or a fictitious person. During the research there was only
one non-profit logo that was found with a portrait. Additional
research was conducted and the results below highlight logos that
have portraits like Wendy'’s, Aunt Jemima, Quaker Oats, Gerber
Foods, Mr. Clean, Jewish Family Services, or Sun Maid Raisins as
brands that have portraits. The great thing about each of these
logos are that these portraits and the type font are automatlcally
identified either together or separately.

As stated in “Logo Design Love” rules are made to be broken. For
Logan’s logo by using Logan’s portrait and the text could in fact
represent Logan’s Heart & Smiles together or separately. Breaking
the rules and being different that by adding the portrait of Logan
it will give a face to the organization and also differentiate from
the rest of the nonprofits out there.

Jewish Family

Service KNIV
“RAISINS

)



FINAL LOGO RESULT

LOGAN'S

Heart

= N
M SN
¥ RN
L \ 8
3\
1Yy x\\\k‘\ i

f% Heart <~ A Smiles

WORKING OUT THE FINAL COLOR SELECTION
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Each mixed media chosen for
Logan’s Heart & Smiles is to help
attract donations, volunteers, and
Increase community awareness.
Logan’s founder would like

to take this foundation
statewide and eventually
nationally. In order to

achieve this a new

branding campaign

will need to be

introduced along

with a well thought

out Media Mix that

will compete with

the local and

national non-profits.

Transmedia

~ Storytelling
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" MEDIAMIX ¢

LOGA

Heart ¢~ Smiles

Facebook and Twitter

Logan’s will need to update its Facebook and
Twitter pages by adding the newly created logo,
icon, and colors. Logan’s will need to take

full advantage of Social Media to expand the

: non-profit further for fundraising events
and promoting the services it provides to
families. Social media can work with the
Video & Music media, electronic media and
the website. The result will be attracting
additional followers to the organization,
providing awareness of the present and
past projects, and a call out to raising funds.

Video
Create a video that tells the story of Logan’s
Heart & Smiles and all the volunteers that
make the home modifications happen.
Using specially selected music to create
a mood for the video will also be used.
The Video and music will primarily

work by its self but would be

promoted and posted on Facebook
and Twitter. The result of creating

a video is for others to see first hand :
how a ramp is built and highlight some o ’ Joe Herr woganis Heart @ Sm“e'
of the families Logan's has touched with B T/ '
the services it provides. The result would -

be an increase viewing on Logan's website, This is Joe Herr, Founder Logan’s Heart & Smiles
Twitter, and Facebook.
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=\LOGAN’S Letterhead
= ”\I"I"““ s Logan’s will need to update
7 their letterhead to reflect the
new changes in their branding.
LOGAN’S
"£ 7" Heart = Smiles .
gk, _ow. | Business Cards
e wmmm== | Logan's will need new
—— o] business cards. Business
ﬁ}PG“Sﬂjs cards a v.eryuseful.to
- non-profits or business
as a way to promote
and provide information
to others.
Newsletter CIOSANSNEWS
Logan's needs to create a S -~ # e -
”eé"ﬁlet:r by Wayd‘?f tpr'zt | BBS BLACKPOOL ROCKS 2012 LT _ __ | S | T |L,_,;;.
and electronic media to help R : ’
keep the volunteers, families '.. —‘!‘lgsin" S G“ML:': Plﬂllaﬂﬂ
and donors ]nforrr'\e'd. about N Y T
the nonprofits activities. . mmpm BY
y B '5
TENS BRONZE FOR__ HAYLEYBURY SCHOOL '.ﬂ-\lﬁg}.ﬁ AN
JORDANNE SRSl £O33157GFT Signage mﬂ o0
o . i "|.

Signage needs to be utilized
for Logan’s in order to promote  “wwimssma im0
the annual golf outing and lawn
PURABIWOVES N i
WU signs placed in front of each | _
» project Logan’s works on. l -




- LOGAN'S

Heart( ©Smil

Q

e
Marketing Collateral
Additional marketing collateral will
be created as in brochures, flyers,
and any type of informational sheets
or promotional items to provide
information about Logan'’s to others. %2"9&,58",

N Smil

LO(&AH’S
Fieart \.Smiles

RS
7
‘ L
=] 7
i ————— [ i S LOGAN'S
[
| SRR
£ : -\ LOGAN’S
- ‘. Heart.CSmiles
\Af LOGAN’S
L Heart. . Smiles
3 LOGAN’S
Heart\=Smiles

Hgﬁ%ﬂles

Uniforms
A t-shirt will be designed to create unity for the

volunteers that come to help construct projects
or fundraising events.

= tocaws

 Heart C~Smiles

Vinyl Wrap - Foundation Truck

The foundation has converted an old delivery
truck into a construction truck for the foundation.
This truck has had a lot of work to it and would
recommend a yellow paint job and then a custom

vehicle wrap for it.
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% 2 ¢ Heart ("2 Smiles

‘i‘\u ”\ \\ Helping Make Life Easier, One Child at a Time

Logan's Heart & Smiles Helping Make Life Easier, One Child at a Time.

)
B

Welcome Logan's Story Donate Projects Corporate Sponsors Events Logan’s Golf Outing Get Involved Logan’s Friends ~ Contact U

details about the 2013 outing.

=
ed us on Sunday, April 28th at the High Noon Saloon for the Leeding Zeros benefit, KIDS FIRST. It was a great
any thanks to the Leeding Zeros, the High Noon Saloon, Ken Lonnquist, Bookic and the Prom Queen for

t availzble. Logan’s Heart & Smiles provides
fortunate to have the support of so many friends
proceeds are used to purchase the tools and

‘materials necessary to prov

involved throughout the years.

Website

Logan’s current website is outdated and clunky

to say the least. In designing a new website it 15 A A
will give the customer/viewer engaging content " @5 com S0 CARLSON
that will bring Logan’s brand to life. A website \ A

is the next best thing to reality for the customer

that is in charge of where they click next. Websites NBC

are increasingly used as portals for media tools.

From logos to message points, downloading from Television and Mobile Applications

a site enables employees to jump start marketing Utilizing electronic media like television, mobile applications, and
and communications from anywhere in the world” radio will deliver Logan’s message about the foundation.
(Wheeler, 2009 pg152). If Logan’s wants to expand Everyone likes a feel good story and by telling the stories of
through the state of Wisconsin and national it has the families Logan’s helps, a segmented news stories will give

to be able to compete with other non-profits that Logan'’s the free advertising it needs. These stories not only will
have designed their websites geared towards be broad casted during the local news but would be uploaded
servicing those people they help, attracting money onto the station’s website, Logan’s website, Facebook and

from donators, and attracting additional volunteers. Twitter pages.

")
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PREFERRED METHOD

ITE AND MOBILE
E USAGE BY AGE

home mom and the other a construction worker.

nation preference
bsite/mobile usage by age.

FacabookTTuitr s needed togve i boutproject, undrating
vents,  call foradltional vlntews, and machnesded
donatons.

and volntees.

Gt ssowlotr o debrdby e doctock oop
veryonaasocted with the foundtionfomed abot hescitis,
avent, and cuent, and upcoming proecs.

Markstingmateiss it form of e hand ot
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Brand Identity

Unacceptable Logo uses

Type fonts .

Color Palette

Images and Textures
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LOG

Heart ¢ 2

” Smiles

LOGAN’S

Heart ¢ 7 Smiles

There are two elements that can be used for Logan’s Heart and Smiles Brand
Identity. First is the portrait of Logan can be used with the text or separately

as long as each maintains it's shape and proportions. Logan'’s type font is
Berthold Imago with the color of blue (PMS 2945U). Heart & Smiles is created in
Palatino. The Heart-Smiles is the color of brown (PMS 4975C) The &

symbol is placed between the G and A by over lapping a portion of each

and has a color of yellow (PMS 7401C) with the opacity at 100%.



Full Color Logo

LOGAN’S

Heart 7 Smiles

ﬁ I.OGAN’S

Heart <7 Smiles

Black & White Logo

There are two ways Logan'’s Heart
& Smiles logo black and white can
be used. Logan’s can either be
solid black and the “&" sign
outlined or Logan'’s outlined and
the “&" sign solid black. Each can
be used with a portrait of Logan
or without. By providing black
and white you elevate bias when
presenting logos to a client (Airey)

When using the full color version the
portrait can be used with or without
the text. It is imperative that the
portrait be used at all times but in
the cases that warrant the use of
either, the text and the portrait can
be used independently depending
on the media it is to be used for. If
any chosen media cannot support
the portrait icon then just the text
portion of the brand identity is to be
used. When Logan'’s is to produce
high quality printed materials it will
be determined ahead of time which
colored identity will be more cost
effective for that particular delivery
of media. The colored portrait should
be used on all electronic media such
as their website, Facebook, Twitter,
video, and mobile applications.

LO N’S

Hear Smlles

Hea %@3?
N’S

Smlles

Wl
:« ff Hea Smiles

Spacing and Sizing

LR YA \|H“UI 1[0 H|\HH (RN HH ml\‘H\HhHHH”H (T A
f#@ 3458 7 8 9 1\011 ? 13 " 15 ® 11 ® 192\[121 zzzs

<
‘ <

To ensure that Logan’s logo is legible it must not be reduced any smaller
than 1.5" with the portrait and text. With just the text it should not be
any smaller than .25". There also should be between .25 to .75 white
space around the logo for easy legibility.

Transparent/Reverse Logo

When using the reverse or
transparent brand identity,
Logan'’s can either be solid
and the “&" sign outlined or
Logan’s outlined and the “&”
sign solid. The portrait is not
recommended to be used for
these versions.
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Heart & Smiles %
LOGAN’S LY/

Heart (7 Smiles e AN
Hear émjles

LOGAN'S <\ LOGAN’S

Heart QT Smiles = 0 Heart <z Smiles
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HOGANZS
Heart & Smiles

Logan’s logo should be the PMS blue
color 2945U, Heart/Smiles should be
PMS brown color 4975C, and the & in
should be in PMS yellow color7401C only.
The logo should line up with the icon/
symbol according to the spacing and
sizing specs. The icon/symbol should

not be above, underneath, or nudged in
a different spot. Any other colors should
not be filled into the logo.
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“TYPE FONTS ¢

BERTHOLD IMAGO AVENIR

Medium
ABCDEFGHIUKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

Extra
ABCDEFGHIUKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
1234567890

PALANTINO

Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

1234567890

Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ

LOGAN’S
Headlines

Heart & Smiles
Subheads
Sidebars
Highlights
Callouts

Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
1234567890

Light Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
1234567890

Book
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
1234567890

Roman
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

Book Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
1234567890

Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
1234567890

Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

Medium Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

Black
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqgrstuvwxyz
1234567890

Black Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
1234567890

Heavy Oblique
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

abcedefghijklmnopqrstuvwxyz Body Text
1234567890 Subheads

The type fonts chosen for Logan’s Heart & Smiles where Berthod Palatino was picked to complimant Imago from the designer Hermann Zapf
Imago, Palatino, and Avenir. Imago is from the H. Berthod AG Family (“Hermann). Palatino is to be used for subheads, sidebars, highlights, call outs,
("H. Berthold) because it was a strong bold type font that would and quotes. A san-serif font Avenir, designed by Adrian Frutiger (" Avenir), was
command attention to the logo and headlines. A serif type font chosen for its simplicity and readability. Avenir will be used for the body text.

&



A color scheme for this branding campaign is to use of a dark
blue, brown, light yellow, and rusted orange. Blue is to
be used because it symbolizes peace and increases
productivity (Color). Logan’s provides a building
solution to families that need home modifications. By

using brown it will bring a natural color that evokes a

sense of strength and reliability to the campaign.
Plusitisthe color of wood. Using rusted orange
inthemixwillbringenergytothecolorscheme

by bringing feelings of excitement,
enthusiasm and warmth and adding a

PMS 2945U

RGB: 60 88 137
CMYK: 92 69 20 5
#3C5889

PMS 4975C lighter side of yellow that will bring
RGB: 60 36 36 warm and lighter feel to the much
CMYK: 49 77 69 67 stronger colors of green, brown
#3C2424 and the rustic orange (Color).

PMS 718C STEGLE
RGB: 169 78 0 | _ Orange
CMYK: 18 81 100 7 N

#A94E00

; Light
PMS 7401C - Yellow
RGB: 241 223 165 & <
CMYK:2 10 41 0 R and )

#F1DFAS A



Images used for Logan’s campaign will be engaging, colorful, and informative by telling
a story. The campaign photos will focus on volunteers, the children and families that it
helps, and the services it provides for home modification projects. By using these images
it will engage the reader of these are real life stories of children in the hopes to pull them
in to learn more.
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CAMEAIGN
SOEUNTONSE

Website
Facebook/Twitter
Print Media

Newsletter

Marketing Collateral

Videos



Logan'’s needs to have a fully functioning website
to give families with special needs children
information on how Logan’s can help them with
home modifications, building a wheelchair ramp,
or fencing. It will also provide information on how
to volunteer and have a donation page that is
much easier for anyone to donate to. Having a
functional website is vital for Logan’s so it can
stay competitive in attracting much needed do-
nations and volunteers. The website will attract
its target audience of families with special needs
children, volunteers, and donators.
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Logan Ramps

Families ; |- Golf Outing | q

Corporate Volunteer of
Sponsors the Month

Individual
Sponsors

History of . 3
|theFou1?c’lation; | Fencing ; | Video l |- UCP Event |
Logan’s Home
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Logan’s needs to keep up with technology and will need
to update these pages with the new logo and colors to
unify the brands overall new look. One thing that will
need to be done is more postings to give information
about projects, fundraising events, a call for additional
volunteers for projects, and attracting much needed
donations.



MOoD
N

Wit e

" MINOR ADA HOME

IFICATIONS

' Heart <~ Smiles

Back Cover

Logan James Herr (o
Logan James Herr's laughs and sl

with cerebral palsy and died at age f
complications from pneumoria. H
special memories with everyone he t
during his short lfe.

Logan's father, Joe Herr, didn't want
special memories to fade. So, he four
Logan's Hearts & Smiles to pay tribut
those memories. This non-profit fou
adapts the homes of children with pt

having a handicapped child. Performif

home modifications are depleted of

labor and materials (based on incomd
‘case the burden these families face.

LOGAN’S

Often when a family has a special needs child, resources
for necessary home modifications are depleted or
simply not available. Logan’s Heart & Smiles
provides free labor and materials (based on
income) to help ease the burden these families face.

disabilties to make them safe and aci |

Joe knows first hand the difficulfties i

available. Logan's Heart & Smiles pro|

ged on income) to help case the
s special needs. The

d outdoor)

Modifications

fies for help?

y family with a special needs

sistance, families fl out a

|s is found on our Web site or

fndation to have it sent to you.
iy’ income. We may ask that
of the cost of materials.

afou help?

55 a non-profit foundation

i on the golf outing can be

Logan'’s uses the brochures, stationery, and business cards on
a regular basis. These documents are continually passed out
at local events, to families, donators, and volunteers. Newly
updated brochures, stationery, and business cards need to
incorporate a new format design, logo, and colors. The
non-profit industry trends are that corporate giving mimics
the economy, public confidence and transparency, and
purchasing fundraising lists (“Non Profit). Stationery and
business cards will help to clarify to others that this

non-profit is legit.

Logan James Herr (19972002

Logan James Herr's laughs and smiles were:
infectious. He was truly an exceptional child
who captured the hearts of everyone who
knew him. Logan was born on August 24, 1997
with cerebral palsy and died at age four with
complications from pneumonia. He left behind
special memories with everyone he touched
during his short life.

Logan’s father, Joe Herr, didn’t want those
special memories to fade. So, he founded
Logan'’s Hearts & Smiles to pay tribute to
those memories. This non-profit foundation
adapts the homes of children with physical
disabilities to make them safe and accessible.

Joe knows first hand the difficulties involved in
having a handicapped child. Performing
everyday activities can be limiting and labor
intensive. Often when a family has a
handicapped child, resources for necessary
home modifications are depleted or simply not
available. Logan’s Heart & Smiles provides free
labor and materials (based on income) to help
ease the burden these families face.

How do we help?

Logan's Heart & Smiles supplies labor and
materials (based on income) to help ease the
burden of your child’s special needs. The
foundation builds:

* Ramps (indoor and outdoor)
* Fencing

* Minor ADA Home Modifications

Who qualifies for help?

Our goal is to help any family with a special needs
child. To qualify for assistance, families fill out a
short application. This is found on our Web site or
by contacting the foundation to have it sent to you.
Help is based on a family’s income. We may ask that
families pay a portion of the cost of materials.

How can you help?

Logan’s Heart & Smiles is a non-profit foundation
funded solely by donations from the community.
Contributions collected during the year and from
the annual golf outing are used to purchase
materials and equipment. Volunteering your time
and labor to help build projects.

Logan’s Heart & Smiles
Annual Golf Outing

Every year the foundation hosts an annual golf
outing where you can participate by golfing,
sponsoring a hole, or donating an auction item.
Additional information on the golf outing can be
found on our Web site.

Inside Spread




Letterhead, Envelopes, Forms, and Business Cards

LOGAN’S

Heart ¢ /' Smiles

www.logansheartandmsiles.org

PO Box 259881
Madison, W1 53725-9881
608.204-7215 | 608.271.3354 fax

LNCAN’S

iles Application for Services Form

E |

Home #: Cell #
E-Mail:
Home #: Cell #
E-Mail:

les services provide a benefit to your child/family.

psponsibility

Eligibility Requirements:

1.At least one child or young adult, must have
permanent residence at the location of desired
services.

2.Work done to residence must enhance the ability
of recipient to move through, and/or in and out
of the home.
OR

Work done to residence will ensure the safety of
the recipient, i.e.: fencing, gate, and guard rails.

3.Recipients to receive services on a first come, first
serve basis.
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Great News....Logan's Was
Awarded for Best Non-Profit of
the Year.

Met apellaborum nobis moditis unti
voloreped quaspudae qui omnimin
rentiuntem voluptas audandicil
iliquiam corem. Nonet mil et exerum
voleres sunt optio ellicii ssitas ex
astias dolupic torecea debis num
nobisci suntiur adit adi to omnit que
ditat exerspedis.

LOGAN’S

CWS

Joe's Inspiration

Onem faces vel maiorestis nis est,
sinimpo ribercium reius, officiis eatiorum
nus sincius aliae vidusan ditaquos int
ullitas eos coria et ut fuga. Ut ot facculla
dit omnis ea cus mi, adioriorum ea
doloreiur sitius dis as dolores

FEATURED

FAMILY| The Smith
of the Month Falllil’

by Serara Baes

A newsletter will be created that will be distributed in paper and
electronic to the families, schools, events, donators, and volunteers.
By creating a newsletter it will keep everyone associated with the
foundation informed about the activities, events, and current and
upcoming projects. The newsletter will be engaging and informative
so it can attract either a monthly or quarterly readership.
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Puditesse inusani que am re sam
volenia quatus discipiciae. Ut
rempost ra aut odipist doluptate
non natiandigent destiam que resto

Em. Ut ma cum fugiatemos nime
nobiti illibus estia seque natempe
rchitem re simetur acerum facarum
&a sectem facepe quo comnimi

dolupti iliguiatur adis moloria sunte netibus atem sacat.
cumquis est, ipid quisciame nobit,
sunt volorendam, commodios volum
nos st molor suntius.

Ommoluptas nist landign imporio.
‘Quis et snime volo experionem
@stia nime saguat.

Aximi, venis rem audaes con esse-
que nosam asita ditem etur, st as
delliquo

Puditesse inusani que am ra sam
volenia quatus discipiciae. Ut
rempost ra aut odipist doluptate
nom natiandigent destiam que resto

Hanna's Story

Evelit officipsum utem et et volumet

videlitas niscisnimil iniment,

omnpiatestrum nullab inveliquibus et
nobit, iusae niscime poris

guae. Ut es nobit a con nonsece

is il illiquo c 2

Restotaquo gui re venditi sequase.
Musze sitas plia velest, ad et aliqus
coneceatus exerumaguas omnimet
ariate erio ea dolesends am que
quissequi omnia conectus sicitatem
iliguid guos si blaut earum quis aut
de dolore seque volore con ratiber

eptatur?

THE NEW
Non-Profits

by Sarera Bales
Tata cus quam non rerum et, sedi
sende cuptis miligni moloratia
vellessin eiur, none ea cus.

Exped eumnguam expliam est liasse-
quiam wtem fugitam di tem aut et ut
re poris aciatiur seruptur? Everum
ditae nulpa dolorit, tecus dolorro tem
aut mosanimagnam ullorecus ma quis
de et autessi nveliquo miniscia nimil

ipsam qui vent.

Ficiti corum quam, et eius mo beatum
inullaut fugia dia doluptat into omnie-
nis molorume aut ut re, quam numene
ditas num volo volesti odigendunde

Cermum quodi Oragon, Wi
blaccum quaspero Milwaukee, Wi
Blaborero Blanime Cottage Grove S
Abor Auditem Fitchiburg, Wi :!“D:‘:';':i:’“ tzIhose
E‘;f:mf MCIE' I'Lm Des aupan.u:nqul‘s alitatestiam que

Tl Mitwaukee, WI ac_l quos ascit faccaborem fuga
Blborero Blanime  CotmgeGrove | Cioos dolutas volarem perianim
Abor Auditzm Fitchiurg, Wi It ldir, vinanam giiintare.
TR Paa i slml_mﬂ.anda doluptae sselea
SRR OTEW Wi nn!:lscldgl_magnam conestibus
i M1wa|&;ee Wi adias delicit endaerrum ex st.

m :'.laq)em I .

Blaborero Blanime Cottage Grove Wenihil ipsam si volorem la con
Abor Auditem Fitchburg, WI porae moditem fugias ea
Fugitaspaies Faoria, IL volligendi delent volorentium et
Cermum quodi Cregan, W axces alitemn et inusciur ab id ent
blaccum quaspera Mitwaukes, Wi que vellitatiis modisqui dolupti
Blaborero Blanime Cottage Grove  ayenditatis ut anditaquis di iniet,
Abor Auditzm Fitchburg, W1 sin paruntis disquam siminctors,
Fugitaspeles Peoria, IL sequam iuntur, soleseque.

Porshendae doles uta dollo tem

s& poribera consadis sum nobis
ab iumn ni simi, untis aut volorita
nulluptatium inullamet a quiant st
optatem scluptatio ommedissitia
wantum quia quis et, santo
volorpori qui debisit pliquam.

Que eiur acessequi ulparum re,
veloresserum sed modi delendera
officiendita voluptaqui sere
odicaborsium ut magniscia sitat
st eum eiciis velesti alicabo.
Temporr ovitasite velen omnis et
re nonsequo magnimadi omnia
pers, totatem.

corem erferumquam, volum reri
officia nduciist ex et excea quae
estium ipsapel ideliquae ni as eic tes
vellici usdame consenit, que num

et, temposae.

1l imetur modicia adi doluptam
illaboreped eostrundis as dolupti
ssuntius explam et aut ut es as es
sim quos etur, que voluptatur?

www.logansheartandmsiles.org

Financial
UPDATE

Current State of the Foundation

Acilla cum hiciis volorep erup-
tae dolorestrum quiant pos arum
volupit jorest, odicaboreres voloris
nonsequam non parcimolorem
fiuga. Feria volupietur auta nis
doluptin nus, sin resectur modis
eiwm res autate entiasite nobis ent.

Item volendis earuptur rem sitas-
sinias voluptatem reperia vendam




Because Logan'’s holds an annual fundraising
event and also participates in other local
events yearly it needs to incorporate the
new logo and colors to promotional
materials to be handed out at such events.
T-shirts will be designed mainly for unifying
volunteers on projects and events. These
t-shirts will also serve as a form of
advertisement and can be handed out
also. The vinyl truck wrap will be designed
on a 1957 International deliver truck, which
the founder is currently restoring, with the
new colors and logo. | am in the process
of retrieving photos of this truck to
incorporate a design. Signage will be
designed into banners or yard signs to
advertise at the job site or an event.
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Shot 1: Logan’s Heart & Smiles Logo - Animated
Logo in the opening scene.

Shot 2: Joe Herr - Introduction about Logan’s
and the story behind the foundation.
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Shot 7: Home Modification Bathroom and child
using lift

el "
Shot 8: Photos and videos of kids using the
ramps and playing inside a fenced yard.

Shot 3: 3-4 Photos of Ramps and Joe talking in
the background.

Shot 6: 2nd family of a special needs child and
them talking about their story.

Shot 9: Joe talking about the needs of the
foundation and the ending credits.

Logan’s would benefit
greatly in producing two
videos to be uploaded
onto YouTube, website,
Facebook, and Twitter.
These videos will highlight
a couple of families and
how Logan'’s has helped
them live as close to
normal of a life as possible.

The first video will be
marketed towards
volunteers, donators

and families. It will
highlight two families
with each telling theirs
stories and telling the
viewer how Logan'’s has
helped them. The end of
the video will cut to a few
special needs children
using a ramp, playing in

a fenced yard and home
modification. The end will
provide a conclusion from
Joe.



The second video would
be marketed towards
volunteers and donators
to show what it takes to
build a ramp. It will also
highlight a family who will
be receiving a ramp and

a video will be created to
show what it takes to build
one. The end of the video
will cut to a happy family
and a conclusion from Joe.
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Shot 1: Logan’s Heart & Smiles Logo - Animated
Logo in the opening scene.

Shot 4:

e

ideo of a special needs children’s family

talking about their story.

Shot 7: Video of volunteers working on home.

Shot 2: Joe Herr - Introduction about Logan'’s
and the story behind the foundation.

Shot 3: Cut to a narrative explaining the ramp
building process. Show completed ramp.

Shot 6: Start of the project and
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Shot 8: Photo of a happy family.

Shot 9: Joe talking about the needs of the
foundation and the ending credits.
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