[image: image1.jpg]X ”é Partnership Site e





KKL HULA – COVER LETTER
Marketing the Hula: It's all about the story – and positioning!
Marketing is a profession, craft, or job category—take your pick—based on applying factual information and opinion to persuade people toward a particular perspective and to take specific actions. 
Whether you're attempting to position a company or product as a category leader, gain permission from a community to adopt a project, or persuade a major donor to adopt a cause, marketing needs to tell interesting yet believable stories that make the target audience consider a new perspective or see the sponsor in a new light. 
If your stories aren't understandable, interesting, provocative, or supportable (read accurate and believable), then your marketing effort probably hasn't got wheels. 
It's all about the story! 
This is true for KKL-JNF and true for marketing the Hula
Another way of thinking about the storytelling challenge, particularly in the philanthropy world, is bringing "what's different" into your story. 
Marketing gurus Jack Trout and Al Ries have long explained the need for differentiation and it's never truer than when you begin a fundraising campaign.
In spite of the immense overuse of the word "positioning," few truly understand what is involved in achieving perceptual separation in the minds of the market. Read any of their books, such as Positioning, The Battle for Your Mind, Trout on Strategy, or The Fall of Advertising and the Rise of PR, or many others, so you can incorporate clear, simple thinking and strategic direction into your campaign planning. 
Discovering, understanding, enunciating, and demonstrating a clear and simple difference in language, is essential to the success of both the thinking and strategic direction of your campaign plan and public relations efforts. A memorable slogan for this is "Distinct or Extinct." 
So the first thing anyone starting to market the Hula needs to ask is "What's new?" 
What are we doing, or what can we say, that's both important to our audience and unlike what competing entities are saying? 
How can we effectively separate what we're saying or doing from the communications noise affecting the people we want to connect with? 
What kind of an interesting story (interesting to our audience, that is) can we tell that will make them pay attention and help us to gain share of mind? 
Do we need to be contrarian or outrageous? 
Can we discover some key truths that others haven't expressed?
It's pretty amazing how often we miss this basic idea. The essence of storytelling is newness or newsworthiness. To help you achieve this differentiation when marketing the Hula to your donors, we have prepared a number of different Hula stories, each emphasizing a distinct difference. The specific differences highlighted are: 
Effect: how many people were, or are, affected—or will be?
Uniqueness: does the Hula have something that no one else has?
Revelation: is there significant new information, previously unknown?
Uncommon: what features at the Hula are not found at all nature parks?
Quirky: what aspect of the Hula project is highly unusual?
Entertainment: How can we present the Hula as a fun story?
Celebrity: was anyone famous involved? 
The stories we have prepared all use the same format. There is an initial section that presents the background and basic information about the Hula Valley, followed by a second section highlighting one of the specific differentiations explained above. We hope that this material will help you think more creatively about how to market the Hula and benefit you in your campaign work.
