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PROJECT OVERVIEW

Phase 1:  Our Identity
ü Credo & Mission

ü Core Values

ü Identity Platform

ü Personality

ü Value Proposition
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Phase 2:  Our Story
Message Framework

Storylines

Elevator pitch, cocktail party pitch, media 
boilerplate
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BRAND IDENTITY



O U R  C R E D O

WHY
The belief that drives our work.

HOW
How we act on that belief.

We believe everyone 

deserves the opportunity 

to create a life they love.

We are fiercely devoted 

to the empowerment of 

vulnerable youth and 

families.

4

WHY
The belief that drives our work.

HOW
How we act on that belief.

WHAT
The services we provide today.

Housing 

Counseling 

Education & Workforce

Advocacy

LifeWorks’ mission is fearless advocacy for youth and families finding their path to self-sufficiency.MISSION



HUMILITY

We are here to serve.

COMPASSION

We extend kindness to everyone.

CURIOSITY

We must understand problems in 
order to solve them.

TENACITY

We are unstoppable.

TRUTH

We face truth with confidence.

EFFICACY

We deliver the most effective 
solutions possible.

C O R E  V A L U E S



IDENTITY PLATFORM

We offer acceptance & respect

The achievements of LifeWorks and our 
clients are firmly rooted in a foundation 
of acceptance and respect.

We help our clients attain self-confidence, 
identify their strengths, and define their 
personal goals. We do not judge, blame, or focus 
on failures. We believe everyone is equipped 
with unique, inherent strengths that enable a 
life of self-sufficiency.

We are agents of change

We are forever transforming the lives of 
a forgotten population.
We use new and proven methods to create, 
evaluate, and refine programs that enable 
transitional youth to transform their lives. We 
document and distribute our insights for those 
that share our goals. And we serve as a voice 
for transition-aged youth by generating 
awareness of their needs and by influencing 
legislation and policy that affects their 
opportunity to achieve self-sufficiency. 

We are driven by real, 
meaningful impact

Delivering measurable impact drives 
every decision we make and every action 
we take.
Therefore, it’s only natural that LifeWorks is a 
data-driven organization. Data helps us 
understand the people we serve, the challenges 
and opportunities we are helping them address, 
and how well our current services are performing 
against our objectives. It enables us to work 
strategically and at peak performance.

LifeWorks provides programs and services proven to enable vulnerable, transition-age
youth and families to create lives of self-sufficiency.
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B R A N D  P I L L A R S

P O S I T I O N I N G  S T A T E M E N T



VALUE PROPOSITIONS
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Hope

Safety & Well-being

Self-Sufficiency

Proven Efficacy & Stewardship

A Healthier Community

Insight & Solutions

LifeWorks is fiercely devoted to the empowerment of vulnerable youth and families.

B R A N D  P R O M I S E

V A L U E  W E  O F F E R

O U R  C L I E N T S

V A L U E  W E  O F F E R

O U R  A D V O C A T E S



8

BRAND PERSONA



Every year, thousands of transition-age youth experience homelessness, abuse, 
and trauma. Some rely on private or public social service agencies while others 
receive no support at all.

A HERO for Youth and Communities

Hero brands are brave, skillful warriors. They promote themselves as providing 
good quality products and as superior to their competition. They promise 
triumph.

LifeWorks is a Hero. We empower vulnerable, transition-age youth to create 
lives of hope, well-being, and self-sufficiency.

A GAME CHANGER in Social Service

Game Changer brands are disruptors. They change the way we see things. They 
go further than challenging the category convention–they change the way we 
think about and experience a product category.

LifeWorks is a Game Changer. We are changing the way communities address 
the immediate and long-term needs of vulnerable, transition-age youth and 
families.

P O S I T I O N I N G



B R A N D  P E R S O N A L I T Y

BEHAVIOR

We are professional.

Our empathy fuels us, but we act on informed, strategic decisions. We employ 
proven business practices, methods, and models for conducting operations. We 
are respectful and respected. We are honest and forthcoming, but we are 
humble and minimize drama.

We accept you.

We respect and value diverse viewpoints, beliefs, and goals. LifeWorks equally 
supports people of every race, ethnicity, nationality, religion, gender, sexual 
orientation, political belief, and more.

We see potential.

We recognize the gravity of our clients’ circumstances, but we do not exploit or 
pity our clients. Instead, we focus on their capabilities and goals.

We are reliable.

We demonstrate through consistent action that people can count on us to keep 
to our word and to deliver on our promise.
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We rally.

We inspire, unify, and rally people that share our credo and care about our clients.

We are fierce.

We are deeply devoted to ensuring our clients have the opportunity to create a 
sustainable future of well-being. Beware: we may be kind and gentle, but we are 
also bold and unstoppable.

We are always seeking better solutions.

Our innovative spirit originates from our drive to make real, meaningful impact in 
the lives of our clients. We are always lifting our goals, and as such, we seek new 
approaches and improved solutions. However, we are motivated by impact, not by 
ego or change merely for the sake of change. When a previous solution proves to be 
the best option, we revert to the previous solution.

We are good stewards of opportunity and resources.

Our innovative spirit originates from our drive to make real, meaningful impact. We 
have expanded and established our organization. We strategically invest where the 
return proves highest for our mission. Our work has become more sophisticated 
and less scrappy, but we remain as accountable and resourceful as ever.



B R A N D  P E R S O N A L I T Y

TONE

Kind and caring, not condescending or weak
The youth and families are dealing with unimaginable 
circumstances without the support of a trustworthy advocate. 
They are not broken, but they have been forgotten. We are 
deeply sympathetic and communicate with a tone of love, 
compassion, and encouragement. However, our tone also 
reflects our respect; these youth have unique capabilities and 
potential, and by accepting our help, they have exhibited great 
strength.

Confident and calm, not stoic or pretentious
The youth and families are dealing with unimaginable 
circumstances without the support of a trustworthy advocate. 
They are not broken, but they have been forgotten. We are 
deeply sympathetic and communicate with a tone of love, 
compassion, and encouragement. However, our tone also 
reflects our respect; these youth have unique capabilities and 
potential, and by accepting our help, they have exhibited great 
strength.
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