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BRANDING
Branding is defined as the features that identify goods and services from an organization or company that makes the organization/company distinctive from others in the same field. Branding includes, but is not limited to, the logo/trademark (visual identity) of the organization, the quality/usefulness of its products/services (practical identity) and the feelings that the users have towards the products/services (emotional identity). 
VISUAL IDENTITY:  The logo of CIFOR and the guidelines for logo usage/letterhead usage are as follows: (from the CIFOR bylaws) Sections highlighted in yellow are the sections that are NOT part of the bylaws.
[bookmark: _GoBack]Any and all official CIFOR correspondence written by members or support staff shall be written on official CIFOR letterhead with the official logo and no other illustrations. On documents other than correspondence (e.g., brochures, meeting announcements, handouts, etc.) CIFOR representatives as defined by the Bylaws have the option of using an illustration in conjunction with, but not instead of, the official CIFOR logo. If illustrations are used, they cannot be attached to or incorporated into the logo. The official CIFOR logo must be used intact and must conform to the colors, fonts and layout of the official logo, as referenced in the Style Guide. The CSTE National Office (CIFOR co-chair organization) maintains camera-ready copies for distribution as appropriate.The CSTE National Office (CIFOR Co-Chair organization) will maintain the high-resolution digital files for distribution as appropriate.   CIFOR letterhead should be reserved for correspondence regarding CIFOR affairs. Personal professional correspondence should not use the CIFOR letterhead or logo. CIFOR letterhead may not be used without approval by at least one of the both CIFOR co-chairs with the exception of routine administrative correspondence (e.g., logistics, meeting invites, agendas) which can be created and distributed without further approval on CIFOR templates. and agreement by every organization listed on the CIFOR letterhead.  CIFOR letters should bear the name and signature of both CIFOR co-chairs and be distributed by mail or electronically in PDF format.  Electronic signatures can be used to sign CIFOR correspondence if approval is provided by the CIFOR co-chairs.	Comment by Elizabeth Landeen: Recommended to add into Bylaws
Need to include specifics into the style guide 	Comment by Elizabeth Landeen: Update to be in line with the revised bylaws.
Will be available after the Denver meeting
PRACTICAL IDENTITY:  All of the CIFOR products, including reports, website, guidelines, presentations, internal documents, etc. will have a similar look and feel, to include the incorporation of the official CIFOR logo, and, if the document/publication is more than 5 pages, includes the vision/mission of CIFOR. Templates for internal documents are/will be available to all CIFOR member organizations. The website identity is managed by NACCHO, in conjunction with the rest of the Council. External documents will have a similar (but not identical) look. The Guidelines covers will be updated in line with the new CIFOR strategic plan, and is being developed by CSTE. There will be two cover options, one for Products and one for Reports. Elements which should be incorporated into the design of  CIFOR these product or report covers include: 	Comment by Elizabeth Landeen: Where did this # come from?
1. General color scheme for front and back covers will remain the official CIFOR colors. 
2. Front cover: include both the logo and website.
3. Back cover: include CIFOR website URL under the CIFOR logo.	Comment by Elizabeth Landeen: Leave back cover as is
Back cover: all organizations that are part of CIFOR are listed by name (not logo).
In addition, one page flyers/reports should have a similar look. NACCHO is working on the updating of that look.
EMOTIONAL IDENTITY:  The last element of branding is the emotional identity of an organization. The CIFOR Brand Platform outlines those elements. See below:
CIFOR BRAND PLATFORM
Mission:  To improve methods at the local, state, and federal levels to detect, investigate, control, and prevent foodborne disease outbreaks.
Vision: Local, state and federal partners collaborating effectively to reduce the burden of foodborne illness in the United States.
Elevator Pitch: CIFOR brings together several federal agencies and national organizations to improve involved in foodborne illness outbreak detection investigations to improve response at all levels of government.
Brand Promise: Driven by partnerships, CIFOR develops practical tools for better foodborne outbreak response.
Brand Personality:
· Inclusive
· Professional
· Credible
· Relevant
· Fostering Ccollaborativeon
· Effective
· Trusted 
· Focused
· Dedicated
· Inclusive
· Determined
· Multi-disciplinary
Brand Proof Points
· A long standing multi-disciplinary collaboration of food safety professionals
· Network of all levels of government, all disciplines of science and all industry partners
· Create consensus recommendations for the food safety field 
· A respected, proactive group working toward one goal
· Committed Provide to practical resources and opportunities to strengthen state and local partnerships making an impact with practical, relevant resources 
· Promoteing a better foodborne illness surveillance system in the US



