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Luiza Campos: [00:00:00] You're listening to branded world podcast episode number seven.  
 
Announcer: [00:00:08] Welcome to a branded world podcast where we explore great brands 
and give you tips, tools, hacks and guides to create brands that captivate clients and drive 
growth and revenue. And now your host Luiza Campos.  
 
Luiza Campos: [00:00:29] Welcome everyone to episode seven of a branded world podcast. 
In this episode, I interviewed Jeff Dyer the current CEO of the Boys and Girls Club of Calgary 
and the past Executive Director of Accessible Housing. Both organizations of course are 
nonprofit organizations. In this episode, I talked to Jeff about his experience on rebranding 
Accessible Housing. Now that's when I met Jeff. I did the rebranded to Accessible Housing 
and had the privilege of working with Jeff and his brilliant team at Accessible Housing. And I 
wanted him to talk about his experience and share that with you in this podcast. So, if you are 
a nonprofit or a small business you will get a lot of really good insights of what it takes to do 
a rebranding, particularly for organizations who have limited resources and high workloads. 
And what has been, and what you can expect to be outcomes of doing a rebrand process 
what are some of the tangible benefits of doing this free brand in terms of bottom line but 
also in terms of the culture internally and externally of the impact that you can have beyond 
your bottom line beyond your ability to bring in new funders or additional volunteers and 
other supports like that. So, this is a fascinating story that I really wanted Jeff to share with 
you about his journey at Accessible Housing. Why they decided to do, why he decided the 
organization needed a rebrand. What was the process like, what were some of the benefits as 
I mentioned and outcomes of that.  
 
Luiza Campos: [00:02:26] And now of course since he is in his new position, what are some 
of the challenges of this particular organization when it comes to their brand. So, this is a 
very interesting episode and I think you'll get a lot of insights out of it. Make sure you go to 
see the show notes at a branded world podcast dot com. And there is a downloadable .pdf 
with some of the main benefits of the rebrand process and what you can expect from that as 
well as links to both Accessible Housing. Jeff Dyer if you want to know more about him and 
of course the Boys and Girls Club of Calgary, and if you haven't yet please subscribe to the 
podcast you can do so on iTunes, Google Play or Stitcher. I would really welcome your 
feedback so if you can leave an honest review on iTunes that would be great. I read all of 
them and it's great for me to hear your feedback so I can make sure that the podcast is 
tailored to your needs and it's a useful tool for you. So, thank you so much. And without 
further ado here is Jeff.  
 
Luiza Campos: [00:03:35] Hi Jeff how are you.  
 
Jeff Dyer: [00:03:37] Hi Luiza, I'm doing really well thank you.  
 
Luiza Campos: [00:03:39] Awesome it's so great to have you here. I am delighted to talk to 
you today and hear about your experience at Accessible Housing, which is obviously a 
nonprofit here in Calgary. For those of you who are not familiar with Accessible Housing you 
really should check it out. They do amazing work. So just to give a little bit of a background, 
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Jeff, of course you are now with the Boys and Girls Club of Calgary, which is another 
amazing organization and we'll talk more about that organization towards the end of our 
conversation. But I do want you to share with us your experience because when you were 
with Accessible Housing as the Executive Director there you really went through a whole 
rebranding process and you helped transform that organization to what it is today. So, I really 
love to hear your experience about that. And then of course we can touch on your current 
position at the Boys and Girls Club of Calgary.  
 
Jeff Dyer: [00:04:49] Sure, sounds great.  
 
Luiza Campos: [00:04:50] Awesome. So just to help us understand, when you arrived, when 
was it when you started your position with Accessible Housing and what did you know about 
the organization at that point? And, you know what, what were your sort of your first 
observations as as you took on that position with them?  
 
Jeff Dyer: [00:05:11] Yeah you know, so I didn't know a lot about Accessible Housing before I 
started to pursue the role of executive director. And did some digging and look through their 
web site, talk to community folks that I knew and trusted and tried to explore the difference 
they were making in Calgary and what I would say right off the bat is that they did really 
amazing work that nobody knew about. So then when I arrived there was a lot of ways it was 
a bit of a spirit of discouragement that sort of hung about the office and throughout our 
service centers and I could tell that people had lost confidence in who they were and the 
differences they were making and their days, staff members days, were turning into really the 
work of the unnoticed and the unappreciated. And I thought we need to do something about 
this. And in digging through old files and asking people how things were going I could tell 
that we hadn't really looked at who we were as an organization in a really long time. And I 
sensed that maybe that was the root of some of the discouragement. And I thought if we 
could breathe some life back into the place and offer some appreciation and gratitude for 
the real and transformational differences our staff are making in the lives of the people that 
we serve, maybe we'd be able to be a part of a transformation that would kind of build 
energy and hope back into the organization.  
 
Luiza Campos: [00:06:49] So this is interesting when I hear you talk about, having this 
amazing organization who's doing great work but nobody really knows a lot about them. And 
this sort of internally how staff was probably really busy and doing really important work as 
you say but getting a bit discouraged. When I hear those things, I think this could be almost 
any non-profits that I know. In my experience, it is something that I've seen in other 
nonprofits as well. It's amazing work, really important work that people do, but there's not a 
lot of recognition for it. There's not a lot of awareness and that affects the morale. That 
affects the culture.  
 
Jeff Dyer: [00:07:42] It really does. Yeah maybe I'll speak to that just for a moment. What 
happened. I think so. Each and every day what would happen is that our staff members 
would essentially be little miracle workers they're helping people with spinal cord injuries 
returned to a life of some measure of fullness. So, they'd help those people out of bed in the 
morning get them ready for their day and then these community members would head out 
into their neighborhood back to their jobs or into volunteer lives and so on. Connecting with 
their family and friends and our staff would then set their rooms right and get everything 
back in place so that when they returned back home they felt welcomed could continue to 
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thrive throughout their day eat and so on and so that they go to bed that night feeling like 
they had returned to some sense of a meaningful life which for a lot of people who 
experience life with limited mobility they do feel like they've lost their life.  
 
Jeff Dyer: [00:08:35] And so our staff members were giving people their lives back. They 
were opening doors to homes that were affordable and accessible for people with limited 
mobility and they've been doing that for four decades and touching hundreds and hundreds 
of lives and then they've also started the work of basically supporting one in four people who 
experienced homelessness and had a limited mobility helping those people also return back 
home.  
 
Jeff Dyer: [00:09:01] And so I saw the work that our team was doing as transformational and 
incredibly encouraging and people pray for miracles all the time and our staff were actually 
making those miracles happen. And yet they still walked around with their head down often 
quite discouraged and feeling like the work that they were doing wasn't really noticed.  
 
Jeff Dyer: [00:09:22] And I would say you're right, lots of non-profits experience that. There's 
no way to connect the work that they do the most tangible tasks of the day with the sense 
that they've made a huge difference in the world for an individual and their family and that 
community and then a city. And yeah, I think brand is about to try to help articulate the 
difference that people are making.  
 
Luiza Campos: [00:09:44] So then the process for you was it was really sort of had different 
goals. If I understand it right, it was to sort of instill a bit of this sense of optimism and a 
renewed sense of purpose and energy internally, to help clarify your value as an organization 
and these miracles that you talk about that you were delivering every day externally as well. 
Right? And elevate awareness of the organization, right?  
 
Jeff Dyer: [00:10:18] Yeah. You know what I think really our brand process really started with 
us trying to understand who we were as an organization. So, it was a very internally focused 
work. I think organizations often begin their work around brand thinking they're going to get 
a new logo and better letterhead which is an outcome, that's often a tangible outcome that 
people can kind of understand at a very practical level. But for us really, we were just 
beginning the conversation to see who are we. What difference do we actually make and can 
we explain that difference to people who aren't involved in our work on a daily basis. And so, 
then I did have a real catalyzing effect because our staff and the volunteers that we worked 
with and our clients as well started to have a better appreciation understanding for the 
difference they were making in the humdrum day to day of really some of the most 
meaningful and really intimate tasks of the day. For hundreds and hundreds of Calgarians.  
 
Luiza Campos: [00:11:17] So you hit in a really important point here because a lot of people 
think of Brand as that tangible outcome of a new logo better letterhead and a better Web site 
which is an outcome of it. But it's not the reason you do it so if you just focus on a new logo 
or a new website that doesn't mean you have a brand. That means you have a new logo and 
a new website but it doesn't really mean that you have that full understanding of who you are 
as an organization and you can articulate that in a compelling way both internally and 
externally. So, you guys were after that. You really understood the importance of that and 
that was the main goal, right?  
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Jeff Dyer: [00:12:03] Yeah, I think you know from a business perspective brand is the promise 
that you have with your community engagement and I think in the not for profit world that's 
the exchange we have with our various stakeholders in the community itself.  
 
Jeff Dyer: [00:12:18] What's our commitment to that community. What's the difference that 
we make when someone gives some money to us or decides to come and work with us or 
turns their loved one over to us to be an agent of care and concern. What's the promise? 
What are we delivering. What's the tangible difference we're making in the lives of the people 
that we serve. And anybody really can make a really cool logo in fact I remember through the 
process we saw many really fascinating logos and I thought what a creative group of people 
who are pulling these things together. But in fact, the real difference was the conversations 
we're having around the coffee table in the homes of our residents with staff members from 
across the organization and time spent around our board table really trying to understand 
who we are what are we trying to offer and what can people feel like we promise and deliver 
on a daily basis with our community.  
 
Luiza Campos: [00:13:18] Yeah. And it's interesting because those for some people sound like 
very simple questions but it's amazing in my experience how a lot of times we don't ask really 
those questions and we don't answer those questions to any degree of real significance. 
Right? We just go on about doing what we do and in talking about what we do but not really 
from that deep level of the significance of why we do it right?  
 
Jeff Dyer: [00:13:51] I think if you ask people what we did we would say in the morning we 
get people out of bed get them into a wheelchair and get them ready for the day.  
 
Jeff Dyer: [00:13:59] And in the evening, we get those same people out of a wheelchair ready 
for bed and give them a good night's rest. But what we were actually doing was we were 
making sure that the people that came to us felt like they belonged in our community and 
were at home not just housed but they had a sense of belonging and home. And that's a 
much different promise. That's a much different contribution to our community and our 
whole organization started to feel like their chin was lifting because they saw themselves as 
being a part of something so much bigger than those daily tasks which are very real.  
 
Jeff Dyer: [00:14:36] But when you leave at the end of the day feeling like you help support 
belonging and return to home, now you know you've made a transformational difference in 
the lives of people which has an impact again on their families and our community at large. 
And that's what brand was for us and it's not.  
 
Luiza Campos: [00:14:54] So talk to me a little bit about that process. You know how was 
what was it like. Because you mentioned how you started to see staff's chins lift up a little bit. 
So, can you talk to me a little bit about how. How did that took place internally?  
 
Jeff Dyer: [00:15:12] Yeah. So, we were a pretty small organization almost like a really big 
family so we had 40 staff members. We've got a board and we engaged everybody. We want 
everybody to have a voice into who we thought we were and build on that. So that was 
handled over the course of many, many months and again around a lot of coffee tables staff 
meetings.  
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Jeff Dyer: [00:15:38] There was documents written and people were given an opportunity to 
react to those documents. And we asked our clients who are our residents is what we would 
call them, whether they felt that we were overshooting what we were really offering or 
whether what was written here reflected what they had experienced with us. And so, it was 
really the process of all of those conversations that started to take shape and change the way 
we articulated the work we did. And one of the things that we kept in mind through that 
process we said that when people interact with accessible housing we want them to go 
home and tell someone significant in their life about the work they do in a day. If they're not 
coming and feeling like they're part of something remarkable then they're not going to share 
it with anybody. So, we wanted that to be true of our staff and our volunteers our board 
members and a visitor, someone who just had popped in for the day to visit someone or to 
make a generous donation. We wanted people to experience something so remarkable they 
would tell others that it was really the course of those conversations over a period of many 
months that started to happen.  
 
Jeff Dyer: [00:16:49] And it was really hearing our own staff talk about the work they do in 
their language it started drifting towards belonging at home that allowed them to walk 
around the building and the buildings with more confidence and a better sense of who they 
are and what they were contributing but what also happened is that they felt like people for 
the first time, in a long time people and leadership started to recognize the value that they 
were making. They weren't caregivers. They were people making a difference in the lives, 
giving people their dreams back and their hopes back and weaving them back into 
community after being vulnerable and marginalized and often forgotten.  
 
Jeff Dyer: [00:17:25] So the process, I mean we looked at our brand story we looked at the 
values of the organization our vision and mission ended up being refreshed and we started 
debating and discussing and wrestling with the language that we were using. Language has 
power. Language has the power to you know end up wrestling it make jokes about these 
things you wrestle over the terminology and the vernacular and in a vision state in a mission.  
 
Jeff Dyer: [00:17:53] But really what you're trying to do is you're talking about the values that 
people hold dear to them whether those values have been articulated well in a way that 
motivates people it makes them feel something.  
 
Jeff Dyer: [00:18:08] Some of that is true and has the power to change the internal 
audience's view of the work and the external audiences as well. And then we finally got to 
Logos. I mean that was so far down the road logos and colors and images and those ended 
up just being the outflow. But it was really what we wanted at the outset. That's really what 
people wanted to see right away. But they had to do the hard work of discussing how 
language impacts who we are exactly and really that self-discovery process right.  
 
Luiza Campos: [00:18:40] Because the logo is like the clothes you wear right there at the end 
of the process and it’s just an expression of who you are but you need to know exactly where 
you are first to be able to react to that. It’s amazing. It was amazing to me because of course 
I was a part of that process to see how when people can talk about the real significance of 
what they're doing or to realize I should say, the real significance of what they're doing. It 
does sort of open up a whole new appreciation for each other internally right. And in a more 
a deeper understanding even for themselves right because you can be caught up in those 
easy tasks that you have to do every day but it’s so important to every so often lift your head 
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up and see the big picture right see what are those little things really contributing towards 
right. So, I think that discovery is the real significance of the whole exercise, right?  
 
Jeff Dyer: [00:19:48] That's right. And I would say that the really hard work we had to do is to 
help our small staff team come to a better appreciation of the work they did. But the long 
view of what we were really trying to do was we knew that we could serve a couple of 
hundred people every year but if we got better at telling our story we might be able to 
transform the way communities build their homes their neighborhoods their streetscapes to 
be more welcoming and inclusive and accessible. And if that was really to happen if we were 
able to transform the way our cities developed that would have to be done through a much 
more emotive story which really was coming back to our brand our brand not only had 
impact the work we did but then also invite our whole community to pay attention to the 
work we are doing and to think differently about the people that we serve. We only touch 
their lives for a few hours of each day and only for a few hundred people in our city and 
really the work that we were doing impacted thousands and thousands of Calgarians.  
 
Jeff Dyer: [00:20:52] Well you've got to be able to tell that story differently and it did. It had a 
real impact on the way we are perceived in the community. We were perceived internally and 
we saw tangible results that came out of that work and nobody could have predicted that 
really was going to be made so transformational through brand. We just thought we were 
getting a new logo.  
 
Luiza Campos: [00:21:16] Can you talk to me a little bit about some of those results that that 
you that you got because of this process.  
 
Jeff Dyer: [00:21:25] Yeah. So, the biggest thing I think the most tangible difference was we 
were able to articulate really clearly who we were and what we were about and you could do 
that in the quickest way in the elevator speech or up in front of any crowd at any point in 
time. We were essentially making sure that everyone was home and belonged to our 
community and that was the ultimate promise of our brand out in the neighborhood and that 
had an impact. We were on the leading edge of a new policy that came out of the city of 
Calgary to make sure that our streetscapes were more inclusive. We were on the leading 
edge of making sure that were ramps that were accessible to the business community so 
that people who we served could also go and shop in our local communities. We saw the 
development of a whole bunch of new housing that was made accessible not just housing 
that we created but agency partners started to think differently about the amount of 
accessible units they were putting into their buildings. Some even stop thinking about 
accessible units and talked about universal design. Can we just make spaces that work for 
everybody whether you're in a wheelchair or not. And that was we started to see a wave of 
momentum as the community at large started to respond to the people that we served and 
that we started to highlight stories of real lives changed and people wanted to no longer 
exclude those individuals.  
 
Jeff Dyer: [00:22:55] And that was really the work that came about as we got better at telling 
our stories telling the stories of the people that we served. And being a little more proud of 
the work that we do and how it gives people their lives back. Those were three big changes 
but I mean there's many, many more.  
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Luiza Campos: [00:23:14] Yeah. And this is amazing because that's exactly the power of 
branding. But I should say Jeff and to you to you and your team's credit because it's not just 
about developing that brand platform it's not just about arriving at you know at that language 
of how you talk about who you are. Then you have to take that and live it, right? Then you 
have to bring it to life and really start observing all the things that you need to do as an 
organization to honor those values and to bring that brand promise to life. And that's very 
significant because you can have, as I said, the most amazing brand platform, but if the 
organization internally doesn't live by that then it's a tool that you're not using and it's not 
going to bring upon any significant impact or difference to the organization.  
 
Jeff Dyer: [00:24:18] No, you're right you're right and I would even double that and say that 
when I arrived, people had their heads down. There was no change to the work we did. We 
just got better. Telling our own story and it had to be true. It had to be authentic it had to feel 
right and it had a cause and an effect. I mean the fact is it gives an opportunity to pause and 
think about the work that we did. But it also allowed us to lift our heads back up and if we if it 
didn't have that cultural shift that ability to empower a workforce then that story doesn't get 
told. But the brand has to be such a firm platform that you can easily stand on it and 
everybody can understand it. So, it ends up kind of. It's one of those kind of cases, it's a bit 
chicken and the egg. You're right. Our staff team was really amazing and good at telling their 
story but they had to feel like the story was right in the first place. So, both things happened 
really simultaneously. It's hard to know which one was the biggest difference.  
 
Luiza Campos: [00:25:20] Yeah. And it was amazing to see how you really took how staff 
really took that brand platform and proudly stood on it. And how much you've achieved 
because of it because as you said if you're going to make if the promise is to make everyone 
feel like they belong in the community then that has to impact a much larger group than just 
those who you were serving directly at the moment. And, of course, a lot of the examples 
you gave in terms of how people, other developers were thinking of creating the more 
accessible housing and the ramps in the cities making the city more accessible, Just taking 
out those obstacles that for someone who has a mobility issue make life so much harder. 
And they can't really then thrive as individuals if they're constantly just spending all of their 
time trying to go through these hoops and overcome challenges.  
 
Jeff Dyer: [00:26:27] Yeah.  
 
Luiza Campos: [00:26:28] You know were there anything during the process that you 
thought was really a surprise or that you struggled with in any way.  
 
Jeff Dyer: [00:26:39] Yeah. You know what I think is the real challenge in a process like this is 
the people that you're working with and try and understand the values of language and none 
of that was bad. It just was hard. It was really hard work. I think I was surprised at how difficult 
it was going to be to come up with a language you know the I mean simple sentences and 
simple words that we could all agree on and that meant the same thing or something at least 
similar enough that it was true and authentic. I'm a guy who's I really want things to be done 
very quickly. And this challenge me, the process took a long time and it was really heavy and 
at times and we leave meetings at times just unable to come to a conclusion together.  
 
Jeff Dyer: [00:27:34] And you know what that's really relationships. I mean ultimately, we 
were just trying to understand one another and it took a lot of work just to continue to 
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respect one another to hear each other out. We also had individuals that English was not 
their first language. A lot of our care providers English was their second language. And so, we 
had to get language to be so simple yet emotive that reflected and respected the work that 
they did which was a challenge along the way. But at the end I think the biggest challenge 
was for us as a leadership group to narrow in on language that made sense for us and a 
promise to our community that we could all agree on. And for a person like me it just took a 
long time. The results were so quick in our ability to see a change in the community was so 
quick that it was rewarding at the same time and that probably helped me a lot to see that we 
were making such a quick difference. But the conclusion was it was hard to come by. It took 
a long time.  
 
Luiza Campos: [00:28:37] Yeah. And that's something that it's important to note because 
you're right a lot of people you know I think we all want to achieve what we want as soon as 
possible to achieve the goal that we have in mind this is possible but it takes that hard work. 
But so, it is difficult but it's important to take that time because as you mentioned you 
brought everybody along you know you were a team of 40. Everyone had an opportunity to 
be part of it to feel part of it. And then in the end probably that's one of the reasons why it 
was so successful right, because everyone had ownership of it. Everyone understood it. 
Everyone was proud of it and they could really know how to live by that promise right how to 
deliver on it.  
 
Jeff Dyer: [00:29:29] You're right.  
 
Luiza Campos: [00:29:29] So do you have any recommendations you know for other 
nonprofits because we do see a lot of for profits or you know a lot of the businesses taking 
on brands and really understanding the value of that from a business perspective. Now 
having yourself gone through this with a nonprofit what are your recommendations for other 
nonprofits.  
 
Jeff Dyer: [00:29:57] Well I would say do it. Maybe that's the biggest recommendation is to 
start with some frequency and I would say in most organizations that frequency should be 
between three and five years and then certainly when a new leader comes in to stop and 
pause and look at brand and in Accessible Housing's context that needed to be a really full 
scale whole stop and review, for some organizations that might just need to be a refresh.  
 
Jeff Dyer: [00:30:30] If it's that kind of an organization to make sure that the other 
stakeholders unusual suspects get to speak into the process. Now I think at times as a CEO 
or as a member of a leadership team you start to believe your own story in a way that no 
longer is true and resonate out in the community. And so maybe the recommendation is to 
be open minded at the very top and make sure that you're actually hearing what people are 
saying reacting to the promise that you offer to the community and letting you know that 
maybe things have changed over time and what they used to come to you for is no longer 
needed. But they still want you in the neighborhood for whatever reason. And to hear that. 
So, I would say that it's got to be scheduled with some frequency. There's got to be a real 
openness. You've got to bring unusual suspects to the table. And then the vice I'm still trying 
to learn is to slow down, to slow down and let the process unfold and let it become what it 
needs to become without trying to rush to a logo or a Web site or letterhead. Yeah there's 
When I think about our community I think we we're an incredible community service and 
human service agencies out there that are doing remarkable work and very few brands that I 
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think stand tall and firm. So, I suspect there's a considerable amount of work that needs to 
happen across our city and knowing the return on investment that we got at accessible. I 
would say it would be the best possible use of a good portion of the next year for most 
agencies.  
 
Luiza Campos: [00:32:13] I think your hits so many important points because for a nonprofit 
it's of course as it is for businesses but for nonprofits you know there is always that struggle 
with the funds and what is the best use of those funds and a lot of times particularly if people 
are just thinking about this from a nicer logo or web site and letterhead there may not be that 
recognition or the believe that this will be a good investment of their resources. So, you 
know obviously understanding that with very limited resources you have to be very selective. 
It is important to understand that the whole point of doing this is not just to esthetically have 
those final products of the new nicer brighter logo which at times may not even happen. 
Right. What is really significant is again that understanding who you are what is needed in the 
community because that was another very good point that you make. We, and this is true for 
any organization, we are so into the organization and understand at such a deep level of the 
work that you do that it becomes really difficult to have a good understanding of the 
perceptions of the organization externally and even the needs of the community right. So, 
bringing on as you mentioned those unusual suspects, interviewing people, not only those 
who are donors but those who have declined to be donors and why is that, right? 
Understanding those pushbacks or any perception not just looking for the positives but the 
negatives is where you have all of that room for opportunity and growth. Right?  
 
Jeff Dyer: [00:34:08] Right. I think as leaders one of the biggest challenges for us is to be 
open to hear the truth and the process of going through your brand is really like a truth 
telling if you really listen and you get to hear what people really think about the difference 
you make as we go on and tell ourselves things that aren't necessarily true at least beyond 
our walls and our boardrooms and our offices. To your point I think what happens is for 
some of us we think about a new logo and a new letterhead we actually see that as a cost. 
And so, we have to order all of that new material. And so, there’s no good time because we 
have enough letterhead on hand and so we get just dismissive about the process in general 
and for us that accessible housing we had to suspend that for a moment because we did not 
have unlimited resources but we had to use our brand process with the hope and believe 
that we would transform the way people gave to us in the way people would get involved in 
the work that we did. All because we had gotten better at articulating our story and we also 
had to believe that if we got better appreciating the work of our team members that they 
would stay longer and some of the other costs like turnover or lost generosity in the 
community or the ability to get above the noise in the not for profit sector that is asking for 
generosity from our community that we had to believe that the work of brand would actually 
make those barriers disappear and we experience that exponentially. We saw staff turnover 
decreased dramatically.  
 
Jeff Dyer: [00:35:46] We grew as an organization more than 250 percent over that four-year 
period. And I think some of that had to do right back to brand and we saw some of our 
wealthiest Calgarians get very involved in the work that we were doing all because we were 
able to very quickly help them see a line of sight between their generosity and the difference 
they could make in real human beings. And I think without brand we would have been stuck 
saying that we were a care provider and really would a lost or community eventually. So, it 
was powerful.  
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Luiza Campos: [00:36:18] That's amazing. Those are fantastic. This is music to my ears and 
it's just that I see the need out there. Again, you know as we started saying that there's so 
many nonprofits out there they're doing amazing work but somehow people don't see it they 
can't understand it because there isn't that brand there. There isn't that clear compelling 
voice of the value. The difference that they are making right in people's lives and in the 
community so and once you have that then everybody can see that they can communicate it 
and people can understand it, now and they can feel it.  
 
Jeff Dyer: [00:37:00] They understand it as an intellectual but more importantly when it 
comes to brand at the heart level and it motivates them to change or be a part of something. 
People want to be a part to want to be a part of something that makes a difference. And 
brand is your way of telling the community the difference that they're a part of. And if it's left 
wanting they will move on to a brand that they can appreciate and feel like they're making a 
big difference. And I think that's going to be increasingly important as the younger 
generation takes over the lead in philanthropy. They're much more mobile group. They stay 
in employment positions for a shorter period of time. They want to make a transformational 
difference with their philanthropic dollars. And so, I think our brand has to be very honest, 
transparent and motivating or they will move on and find somewhere else to get involved.  
 
Luiza Campos: [00:37:51] That's exactly right. And they have a lot of other choices.  
 
Jeff Dyer: [00:37:55] They do.  
 
Luiza Campos: [00:37:57] And they're not as loyal as some of the older generations were that 
they would always give to the same brand. So, it's really important, as you mention to every 
three five years to do this. It has to be an ongoing deliberate effort. And you have to keep 
tabs on your brand and what does it do and how is it resonating. Is it really engaging with the 
community, with the audience, right?  
 
Jeff Dyer: [00:38:25] Right. Yeah absolutely.  
 
Jeff Dyer: [00:38:27] So shifting gears a little bit Jeff So now you had you know and it was 
amazing because you were able to do this transformation at accessible housing. I mean 
talking about impact, you grew the organization 250 percent. So that's remarkable. But now 
you are at the Boys and Girls Club in Calgary so how long have you been in in that position 
and can you tell us a little bit of the brand of the Boys and Girls Club and what are you 
finding with that.  
 
Jeff Dyer: [00:39:03] So I've been with the organization for 10 months. I've had a really deep 
crush with the organization for a long time I've wanted to be a part of the boys and girls club 
for years and this opportunity came along and I thought what a great gift. But I am a part of 
the establishment. I'm a part of the not for profit leadership cohort who understood at a 
pretty deep level what difference the boys and girls club was making in our community. And 
what I've noticed since I got here is how few people understand that beyond our walls and 
beyond the not for profit sector.  
 
Jeff Dyer: [00:39:37] Most people understand the promise that we make with our community 
is that kids who have a hard time that they would be alone after school we provide them a 
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safe place to connect. Which is true. It's just unfortunately it's only about a fifth or sixth of 
what we do. And so, we've got to do the work of understanding all the ways that we touch 
the lives of vulnerable kids in our community and how that can be articulated in a way that 
we're all proud of no matter which part of the organization we work in that that's true. And 
so, there's you know authenticity to that brand promise and then really set about to do a 
whole scale work around how do we articulate our values and our vision and our mission in a 
way that makes sense to the broader community.  
 
Jeff Dyer: [00:40:27] So we'll having I'm hearing myself speak. And it's true for us. We'll 
probably begin our brand exploration at least after I've been here for a year. I feel like there's 
a time and sensitivity that my job especially in the first year is really just to learn and listen to 
earn the respect of my peers. But I anticipate within the next 12 to 18 months they will go 
through the same process we can get a little bit better at understanding who we are, better 
at hearing from our community the difference that we're making out there. And I suspect it 
will have no impact on our logo. So, we might be one of those stories because we're a part 
of a national community and it's not a logo issue it's an understanding of the impact we 
make in our community. So, people ask me what's it like to work in the boys and girls club 
and I say we serve 20000 kids who are hungry kids who have an unlikelihood of graduating 
high school kids who are experiencing homelessness kids who are fleeing sexual exploitation 
kids who are looking for reconciliation who are indigenous while the upper overrepresented 
population of LGBTQ two S plus kids. And I think that's really what we've got to get better at 
trying to understand and explain that whole story in a really tangible way. It will be something 
like accessible housing at the end of the day we're about belonging at home.  
 
Jeff Dyer: [00:41:57] We'll have to do that in a way that makes sense and is true for the Boys 
and Girls Clubs community. So, we will begin that journey. Yeah in the near future. And really, 
we're always on a brand exploration journey for us leaders. What is the promise that we make 
to the community and what difference does it make.  
 
Luiza Campos: [00:42:15] That is a really important point that you just made. It's I do believe 
that strongly that leaders of any organization should really be constantly on that brand 
discovery process because brands with time evolve. And you know it's really interesting the 
Boys and Girls Club for me is a really interesting organization because as you mentioned it is 
a national organization so it has that national recognition, brand recognition and perception. 
But the one you know the Calgary club may offer different things than others so how do you 
communicate that brand to that community in particular. And this is true with any brand for 
profit or not that has a national or international recognition but they still need to be able to 
communicate to each community that they are in. Each particular community within their 
needs and requirements and the promises that as a brand you need to make to that 
community without losing the touch of the national or international major brands that they 
are part of. So that's a very interesting added level that the Boys and Girls Club brand has. 
And you're right, when you and I were first talking about the Boys and Girls Club when you 
started working there I didn't realize you know all that you do, all the kids they help, I just sort 
of thought of it as that place, as you mentioned, that offered after school activities for kids. 
You know they probably do some activities and things like that but it's much more than that, 
it goes much deeper than that.  
 
Jeff Dyer: [00:44:04] It does and I think ultimately that's you know we can look at that from a 
strategy perspective. We can build an ad campaign but ultimately, I think what we've got to 
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do is get back to the work of understanding what's our brand. And if we can articulate that 
well and be proud of it and feel like it tells the truth then I suspect we'll see another wave of 
generosity towards our work. A better understanding of the commitment we make in our 
community and possibly an extension of the work that we do, just like at accessible, that it 
started a movement bigger than who we were as an organization and more about the people 
we serve. And if we can get to that place we'll know really making a difference. Boys Girls 
Club at a level that is exponentially more than we could ever do you know within the walls of 
the Boys Girls Club I look forward to them.  
 
Luiza Campos: [00:44:55] Yes. And I look forward to that too, and to see you transform once 
again or help an organization evolve and create an even bigger impact then than they have 
before which I know you're the person to do that.  
 
Jeff Dyer: [00:45:10] Thank you very kind.  
 
Luiza Campos: [00:45:12] Thank you so much Jeff for this. I really appreciate your time 
today.  
 
Jeff Dyer: [00:45:17] No problem. It's always good to stop long enough to listen and think 
and ask yourself some good questions, and you do great work. And this has been really 
helpful for me too.  
 
Luiza Campos: [00:45:27] Thank you. Thank you so much.  
 
Jeff Dyer: [00:45:30] Have a great day.  
 
[00:45:38] Thank you for listening to a brand and world podcast. Discover more at a branded 
world podcast dot.com.  
 
	


