Gravity Gives NewBridges A Lift
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Before (top) and after logos
for NewBridges are depicted.
Gravity Group did the work
at no charge.

Local Nonprofit
Gets Makeover

By NATE DELESLINE IlI
Daily News-Record

HARRISONBURG —
NewBridges Immigrant
Resource Center has a
new professional-grade
website and publicity ma-
terials — all at no cost —
thanks to Gravity Group,
a local marketing and
communications agency.

The brand makeover,
which also included a new
logo, brochures and a

Want To Apply?
To apply for Gravity
Group's 2012 Nonprofit
Brand Challenge, go to
gravitygroup.com, or visit
the company's Facebook
page for more informa-
tion.

tagline, were donated to
NewBridges, which beat
out almost three dozen
other nonprofits that ap-
plied for the company's
“brand challenge.”
NewBridges began in

Company Creates A Brand Manual

Gravity FROM PAGE A3

“You're there to help peo-
ple, but you're not always
thinking about all these
other audiences,” Horst
sald. “It’s a learning curve.”

The Gravity Group
staff also created a brand
manual for NewBridges
and helped the small four-
person staff understand
how to better use Face-
book and other social me-
dia sites.

The company selected
NewBridges over about 35
other nonprofit groups that
applied for the opportunity
to have a professionally ex-
ecuted marketing and
brand review in 2011.

“What we really looked
for was an organization

[where] there was a defi-
nite need and they
showed a lot of potential,”
sald Lindsey Laughlin, a
marketing and communi-
cations specialist with
Gravity Group, which has
been in business in the
Valley for about 20 years.

Christian Perritt,
Gravity's creative direc-
tor, said he hopes other
local companies will fol-
low itz lead in partner-
ing with nonprofit orga-
nizations.

“Your brand identity is
key to how audiences per-
ceive vou, and I think
NewBridges’ new brand
identity will help them to
better share their story
with their clients, donors,
and wvolunteers,” Steve

Gilman, president of
(Giravity, said in a state-
ment.

Starting this month,
Gravity will begin accept-
ing applications for what
they're dubbing the 2012
nonprofit  brand chal-
lenge. Gilman said the
company’s goal is not only
to serve organizations,
but to empower them as
well.

Horst said she'’s excited
to move forward with
New Bridges’ new look.

“What I'm realizing is
that we have Incredible
tools and it’s up to us to uti-
lize them well,” she =aid.

Contact Nate Delesline il at
5746275 or
ndelesiine@dnroniine.com

2000 as an initiative of
several local churches to
serve the Harrisonburg
area’s immigrant commu-
nity.

Alicia Horst, New-
Bridges’ executive direc-
tor, said it's an ongoing
challenge for nonprofit or-
ganizations to effectively
communicate their mes-
sage and goals to clients,
donors and the communi-
ty, all while working with
a limited budget and
small staff.

See GRAVITY, Page A4
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Christian Perrit, creative director of the Gravity Group (left);
Alicia Horst, executive director of NewBridges Immigrant
Resource Center; and Lindsey Laughlin, marketing and
communications specialist with Gravity, discuss the branding
strategy that Gravity created for NewBridges.



