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What we will cover today 

•  Observations on the status quo 

•  Brand essence 
•  Identity and tone of voice 

•  Company descriptor 

•  Communication strategy 

•  Elevator pitch 



The limitations of this response 
•  Only what can be done in 4 or 5 days, including immersion and desk research 
•  Strategic and conceptual thinking takes time to develop and refine 

•  Preparing conceptual designs and writing slides has taken 50% of the time 
•  The brand essence and identity design alone would be a 4 - 6 week job for a 

design agency! 
•  The communications strategy would need to be worked through, examining all 

the available channels and allocating/generating budgets, so is just a skeleton  
•  This is just a first response, to set a direction 

•  A full project timeline with resource requirements, work plan and associated 
costs would be prepared going forward 

•  Don’t take any of the design examples literally! They are just to illustrate the 
creative thinking and direction 



The brief - Background 
What is Protimos? 
•  Charitable organisation of lawyers 
•  Providing legal advocates and access to law for indigenous 

communities. 
•  Responding to issues affecting communities in developing 

world 
•  Collaborating with people, to help them understand and 

assert their legal rights 
•  Getting justice for communities where legal rights are ignored 
•  Empowering them to shape their own futures. 
•  Current issues 

–  Intellectual property rights in biodiversity 
–  Free, prior and informed consent 
–  Environmental impact of large projects 
–  Environmental pollution 
–  Impact of corruption 

•  Working in Southern Africa, but will soon expand nationally/
internationally. 



The brief - Background 
What is Protimos trying to achieve? 
•  Legal empowerment of poor communities who find 

themselves vulnerable to exploitation and corruption 
•  A legal voice that enables communities to benefit from their 

natural resources and gradually to emerge from poverty 

How are they going about it? 
•  Future of poor communities is shaped by governments, 

businesses and institutions, but they… 
–  Are not familiar with the law  
–  Have limited access to qualified lawyers 
–  Are side-lined from legal process 

•  So Protimos pays for professional development of local 
lawyers and improves legal systems 

•  Which means sustainable legal resources for communities 
to actively participate in shaping their own futures 



The brief 
Develop the brand essence with… 
•  A meaningful identity 
•  A relevant tone of voice 
•  A consistent look and feel 

Devise a cohesive communications strategy that will… 
•  Help Protimos make a significant step change in the legal empowerment space 
•  Raise the Protimos profile among potential client communities, institutions, and 

prospective supporters of the work 
•  Support the existing fundraising strategy of focusing on trusts and foundations, 

philanthropists and private donors 
•  Promote and recruit for Atticus, which pairs sponsors with selected   

Development Lawyers 



The brief 

Success criteria 
•  More partnerships 
•  More funding commitments  
•  More client communities with access to us 
•  Global recognition of the value of the work that 

Protimus does 
•  World Peace! 



Who are we talking to? 



Target audiences 



•  Charities, trusts and foundations 
•  High net worth philanthropic individuals, people on the rich list/our 

database 
•  NGOs, outreach workers working for us, or potential candidates 
•  People suffering injustice 
•  The media 
•  Brand partners like Kelloggs, Heinz, Warburtons, Coffee Republic, 

Apple, Microsoft, John Lewis, Waitrose, Google, Amazon, British 
Airways, Landrover etc 

•  Corporate business funders 
•  Event organisers, and attendees like The Palin Lectures (they also need 

a sponsor) 
•  Young lawyers with a vocation (potential Atticus recruits) 
•  Celebrities like Janet Suzman, Oprah Winfrey, Sting, Lenny Henry 
•  Governments, politicians, royalty, heads of state, thought leaders 

Target audiences 



Brand Essence 

•  Before we discuss what to communicate to your 
target audience we have to develop the brand voice 
to ensure… 
– Relevant, engaging language 
– Tone of voice 
– Appropriate vocabulary 
– How you look and feel 
– Your personality 
– What you stand for 



Brand Essence 



Protimos 
Brand Essence 

‘Ana Tree’ 
Essence 

Personality 

Benefits 

Attributes 

Values 

Who we are 

What we stand for 

How the attributes 
answer the 
customer need 

Key features 
of our 
product or 
service 

JUSTICE 
FOR 

THE POOR 

Empathetic 
Diplomatic   Passionate 
Collaborative   Powerful    

Champions    Authoritative    
Strong   Advocates   Steadfast     

Making the law work for everyone 
Against poverty and injustice 

Integrity    Respect     Fairness    Humanity 
Equitable development   Zero tolerance of corruption 

Empowerment  for marginalised communities   Qualified legal resources  
Communities learn how to use the legal process themselves   

Sustainability   Self respect   Harmony   Awareness of spiritual component 
Protection of intellectual property & use of natural resources     Binding legal agreement     

Recompense for loss of livelihood    More secure future    Corporate certainty    Clear FPIC   
  

Registered Charity   Funded by trusts, philanthropists, corporations, governments   
Professional lawyers in London   Working in developing countries   Indigenous lawyers    

Local knowledge  Legal advice and representation for poor communities 
 Establishing new protocols   Can talk to big corporations, institutions and governments 

Lawyers against poverty 



Identity 



Identity - where you are currently 



•  Yellow a bit weak, 
garish? 

•  Does it have any 
significance? 

•  Is the Ancient 
Greek meaning 
of ‘honouring 
value’ lost on the 
people we deal 
with? 
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We could stop here but… 



What could the logo 
convey about us? 
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may mean 
nothing to native 

people 



Protimos needs 2 hats 
•  There is a disconnect between how you need to look and feel to 

commercial businesses in corporate communication, and how you 
come across to the indigenous people in their communities 

•  How does Protimos bridge the gap and engage/empathise with both 
parties at the same time? 

•  Can we develop a brand  image that can be a good fit with both sides? 
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  speaking	
  up	
  for	
  people…	
  

A	
  nice	
  P	
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Protimos needs 2 hats 
•  We need to speak their language 
•  To fit into very different environments, from boardroom to village square 
•  The logo should not stick out awkwardly in either 
•  It should live & breathe, and feel appropriate and relevant when it is seen in the field 
•  It should be flexible and able to adapt itself to many different situations, from city office 

block to humble rondavel, or on the shirt of an outreach worker in a village 
•  It should seem like it proudly belongs there 



African Symbols 
 
All over Africa, visual images and ordinary objects are 
used symbolically to communicate knowledge, 
feelings and values. 
 
Symbols play such an important role in the African 
conception of reality, they are a powerful means of 
communication in African culture 
 
Adinkra symbols are very popular in Africa, most 
especially in Ghana where they originated, but there 
is growing popularity in Europe and America. 
 
The symbols were originally used by a tribe called the 
Ashanti and they are used in the traditional villages 
and towns to portray the strength or the beliefs of that 
kingdom, or of a person. 
 
These very simple icons are now used by 
manufacturers, designers, printing firms etc. for 
decoration and are extensively used in fabrics, 
pottery, logos and advertising in Africa. 
 
But Adinkra Symbols have deep meanings, which 
serve as a means of instant visual communication 
without using words and can be used by anyone. 
 
They normally represent concepts or sayings,  
evocative messages that convey traditional wisdom 
about aspects of life or the environment. 

www.symbols.com/category/31 
 





SHIELD AND SPEARS This is a strong symbol 
associated with protection. The hide shield as well 
as wooden shafted spear are traditional and also 
have been well publicised in other countries 
around the world. The shield and spears symbol 
symbolise protection against forces that are 
harmful or perhaps dangerous. The in-turned 
spears show that while aggression will never be 
flaunted, there is power as needed. 

A symbol of 
strength, power and 
protection 



•  Development, not radical change, to express 
our role in a more emphatic but empathetic 
way, understood by those we represent 

•  Defining our intentions with regard to standing 
up for those suffering injustice 



•  Natural, earthy colour, signifies growth, food 
crops, well-being, ‘go’, ‘on’, action, 
sustainability, responsibility & respect for the 
land, etc 



•  Flag of Lethoso features a similar 
shield and spears symbol and 
colours that represent the green hills 
and water 



•  Earthy, natural colours remind us of both the landscape/flora/
fauna and the of the people, in their patterned fabrics 

•  We can choose to rotate the colours of our logo all the time, so 
that it reflects the colourful people it is an advocate for 



•  The symbol can be easily stencilled onto a 
vehicle or door, painted by hand on a rock, or 
even drawn in the sand 

•  But it is still a suitable graphic for a smart 
report cover, business card or letter heading 

•  The African symbol provides an interesting 
and newsworthy back story 

•  It shows that the company has its roots in 
Africa 

•  But it is still meaningful to those who have no 
knowledge of Adinkra 

•  So when we move on to other countries or 
continents it does not lose it’s relevance 
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•  The new identity must support the idea expressed in the tagline or 
brand descriptor 

•  The shield is associated with challenging injustice, defending and 
fighting for those suffering poverty 

•  Linking with the colour of the logo strengthens the bond between 
visual icon and statement of intent 



The identity in 
business 

communications 

Lapel badge 

Tie 

Print 



The identity in 
the field 

Fabrics 

…for clothes or 
Basotho blankets 

Stencilled 
onto 

buildings 



Communication strategy 
Develop a commercial, campaigning edge to communications 
 

•  Redefine the brand identity 
–  To be more meaningful and memorable to all parties 

•  Position Protimos 
–  As people’s champion, powerful defender, understanding mediator/arbitrator, and formidable adversary 
–  Challenge people’s perceptions/misconceptions of what a local lawyer is/does/looks like 

•  Define your cause more clearly 
–  We stand for… justice for poor communities 
–  We stand against… poverty and exploitation 
–  Humanise the issues, by showing how injustice affects real people like you and me 

•  Demystify what Protimos does 
–  Develop a simpler tone of voice that is level headed, steadfast, empathetic, authoritative 
–  Use more down to earth language, not legalese or corporatespeak 
–  ‘Write less say more’ using less copy, more relevant emotive imagery, and film 
–  Give the marginalised communities a voice, let their emotive stories speak loudest 

•  Show commercial brand partners the ROI 
–  Talk commercially without undermining or belittling the seriousness of the cause 

•  Make every piece count 
–  Think of every communication touchpoint as an advertisement for the cause and design/write each piece, more mindful of that 

•  Use earned media to create a footprint way beyond your budget 
–  Think journalistically so that case histories and hot topics become column inches locally, nationally and globally 
–  Court the media, who are hungry for content 

•  Develop a marketing strategy 
–  Engage a wider audience 
–  Activate more funders and supporters 
–  Find relevance for big brands or companies that would benefit from associating with the cause 
–  Pitch promotional ideas to them, to get huge their consumer base involved and open up channels to public awareness 



Communication strategy 

The most important and tangible objective 
is to FUND LAWYERS for Atticus 
•  Builds capacity to take on more projects, so… 
•  Protimos footprint gets bigger globally 
•  No good achieving high levels of awareness and 

demand if we can’t then meet it 
•  So we need an activating fundraising drive as   

part 1 of the brand building campaign 



Communication strategy 
How we might reach our audiences 
•  Charitable trusts and foundations – via applications generally made online 
•  High net worth individuals – via email to key contacts or people already on our 

database with new news, request for a meeting 
•  NGOs, local organisations, village elders/town councils/local leaders – via colleagues 

working in the field, local media, word of mouth, local meetings and collateral 
•  The media/owners/editors/writers/TV producers etc – via press briefings, press 

releases, courting the media, targeting channels that reach our audience 
•  Corporate business funders – via cold call and subsequent presentation outlining ROI 
•  Brand partners – via marketing agency approach with propositions tailored to the 

brand eg Promotions 
•  Event organisers and attendees – via email, targeted publicity, local media, online/

social media 
•  Young lawyers overseas potential Atticus employees in the field – via recruitment ads 

online trade press, scouting, job fairs etc 
•  Celebrities- via email to agents and personal contact 



Communication strategy 
Media channels available or used in the past… 
•  Database of approx 1,500 people just becoming interrogatable for prime targets 
•  Not much print and broadcast media/editorials 
•  A few interviews and not much participation in debates etc 
•  Would participate in filesharing sites like TED and others with presentations 
•  Website, social media pages – But needs purpose, content and traffic builder to get 

visitors and repeat visits or just wasted media 
•  No advertising (but if we got a media owner on board perhaps we could get them to 

donate space eg The Telegraph?) 
•  Some attendance at conferences, symposiums, seminars but needs a marketing/

business director or someone to do it 
•  Face to face – meetings with the Bar Council 
•  Local collateral as yet unexplored eg: branded vehicles/offices/t shirts/biz cards etc in 

the field? 
•  Printed material for distribution or to fulfil info requests 



Communication strategy 
Capturing and distributing content 
•  To build reality driven case histories into engaging collateral  
•  Media students at Uni could be invited to go and cover a 

breaking story or project on camera with interviews, stills and film 
•  We assume NGO workers could be co-opted to take pictures or 

interview people in the areas affected and send back media files 
•  Press releases and media calls - Local news and broadcast 

media could be invited to the areas, especially when we have a 
celeb appearing 

•  Channel 4, independent producers asked if they want to make a 
film about the plight of the villagers/the corruption of the 
authorities, negligence of developers etc 



Communication strategy 

Let the people speak for themselves 
•  As advocates, you are giving them a voice in court and 

empowering them 
•  But you need to remain within the remit of administering the 

law even-handedly 

•  But their testimony is the most emotive call to action anyway 

•  So use real people with real stories to engage and activate 
your audience 

•  This approach could be summed up in two words… 





Adcepts 
At this early stage, these are the easiest way to show the sort of 

creative direction we would take on all your communication 
material including ads, website, printed material, direct emails, 

social media pages etc. 
Remember they’re only concepts – don’t take them literally! 
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Targeted	
  fundraising	
  	
  and	
  awareness	
  ac>vity	
  

Promo>on	
  may	
  get	
  an	
  ad	
  
feature	
  if	
  we	
  can	
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  the	
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  to	
  fund	
  it	
  as	
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  (with	
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Targeted	
  awareness	
  building	
  in	
  the	
  USA,	
  possibly	
  funded	
  
by	
  media	
  owner	
  or	
  a	
  philanthropist	
  subscriber?	
  



Jeremy	
  Wade	
  Shockley,	
  Photographer	
  
hKp://shockley.photoshelter.com/#!/porVolio/G0000aDcwjyb_52s/1	
  

•  An	
  excellent	
  porVolio	
  of	
  Lesotho	
  and	
  Southern	
  African	
  shots	
  
•  Get	
  permission	
  to	
  use	
  them	
  in	
  return	
  for	
  a	
  credit/commission	
  him	
  
•  Ask	
  him	
  if	
  he	
  will	
  do	
  a	
  charity	
  rate/for	
  nothing	
  as	
  a	
  credited	
  dona>on	
  



Fundraising and marketing 
Activation campaigns 
•  Fundrasing campaign concepts would need to be worked on after 

creative direction has been agreed 
•  Will be aimed at recruiting support and funding from big brands and 

taking the message to consumers eg: 
–  Kelloggs, John Lewis, Apple, Daily Telegraph 

Boards and the USA 
•  Consideration to be given to Boards and specifically addressing the 

USA, going forward, but we haven’t had enough time to do this yet 



Copy Platform and elevator pitch 

•  To be written once the 
direction has been agreed 

•  Needs a different approach 
for each of the very different 
target audiences 



Next steps 

1.  Feedback from Protimos 

2.  Agree plan of action and time scales 

3.  Produce schedule of work and costs 

4.  Go ahead from Protimos 

5. Finalise communications strategy 

6. Develop simple brand equity book 

7. Supply master design/artworks as a kit 

8. Oversee production of all future material 



“Ngiyabonga” 


