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How New York Insight

Meditation Center
evolved its brand identity
to convey a “‘more
profound and holistic
message”
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Introducing New York Insight
Meditation Center (NYI)

New York Insight Meditation Center is an urban center, based
in midtown Manhattan, for the practice of mindful awareness,
called Insight or Vipassana meditation. Everyone is welcome to
begin or deepen meditation practice based on the teachings of
the Buddha.
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_ A Peaceful Refuge in the Heart of the City,
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Branding Challenges

What needed to change? Our client told us:

\We know it is time to re-brand because we
realize that our old logo of the circular hands
and tagline ‘A peaceful refuge in the heart
of the city’ do not resonate for us anymore
as a full expression of what we have be-
come—a diverse community dedicated to
transformation. #
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Brand Recipe: The Steps Taken

Stone Soup's proprietary process is an intensive one that
identifies and strengthens an organization's brand through a
positioning strategy that effectively differentiates an organiza-
tion, allowing the brand to move forward with confidence.

1. Decision-makers should be involved on the Branding Team

2. Character and personality of the brand is built from the
organization's core values

3. Positioning and direction of the brand is determined by
character and personality

4. Mood of the brand is developed
5. Brand elements are designed
6. Brand messages are developed

7. Brand Guidelines are developed

BRAND RECIPE CASE STUDY
NEW YORK INSIGHT MEDITATION CENTER



1. Brand Values
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Brand Values

Stone Soup worked together with NYI's
Branding Team to uncover truths about the
organization that were already there, that we
could all agree upon — including these Brand
Values: who the organization is, on a core level.

Peaceful
Calm and conducive to reflection

Diverse
An eclectic, multi-cultural group

Urban

Mid-town Manhattan location

Welcoming
A warm and supportive community

Transformational
Through the teaching and the practice

WWW,STONESOUPCREATIVE.COM
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g Stone Soup
QJ CCCCCCCC 2. Personality

Brand Personality

How the organization looks, feels, and sounds;
it’s “dressing”. What you see outside is a
manifestation of the culture inside.

Welcoming
Personal

Peaceful
Transformative

Urban

Happiness
Generosity COmmunity
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Brand Tone

Values and personality inform the tone for later Brand Elements.

Values Personality Tone
Peaceful Refuge .......cceuenees » Reflective, Subdued ........ f......
DAVETSItY «eeveeseeeseesessenieannes » Eclectic, Variety «.-ceeeeeseeeflenenn.
Urban Setting ««-s-eeeeeeeeee. » Contemporary, Hip - -feeee.
Welcoming Atmosphere...» Friendly, Warm -....cccc..cc.feeenee
Transforming Lives ........... » Active, Powerful ..ccceoeeeeiiic e
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S
Mood Board

Color chips, photography, icons and symbols

provide a visual recollection — feelings evoked —
of our branding discussions so far.
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3. Brand Positioning

Brand Positioning

One unique element, something no one else

can say, that will give the organization a
competitive edge, it is used to set up a benefit
for their audiences. |

“New York Insight is the only

urban Vipassana meditation

center to welcome everyone of
different cultures and backgrounds
to begin or deepen their

meditation practice.”

WWW,STONESOUPCREATIVE.COM
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3. Brand Positioning

Competitor Analysis

Defining an organization’s position in the
market requires looking at who else is occupy-
ing the space, and noting common themes,
visuals, messages and claims (reasons to buy).

Zen Center of New York City

Fire Lotus Temple Branch of the Mountains and Rivers Order
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1. Brand Values
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2. Personality

. 3. Brand Positioning
Audience Personas

An organization’s “imaginary friend” that
represents the kind of person you want to
communicate with in order to make marketing
decisions that attract, inform, and engage.

4. Ideal Audience

5. Validation Research
6. Color Analysis

7. Internal Audit

S a r a h 8. Brand Guide

Age: 42

Location: Brooklyn Heights

Profession: College Professor

Education: Highly Educated
Hobbies: Choir, Running, Reading

Personality: Warm, Generous

WWW,STONESOUPCREATIVE.COM n
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Validation Research

Assumptions up to this point need to be tested
with stakeholders via surveys and interviews
before going public with the new brand.

__ The sense of community
__ Iit's a praceaful ratrast
I teel welcome

__ The guality of instraection
__ Choice of classes

__ I feal more ralaxed

___ Self-transformation

I feel batter physically
__ HMgditation instrection
__ Ethical conduct
__'Work, relationghip, and life skilis

__ Other - please list:

6. What 15 of most value o you at NYI? On & scale ol 1o 5

Mok gt =i & |ittle Pdesstral Somerstot & Lat
1 a ES 4 5

__ The ganargsity of "dana”

__ Teachers fram within Crather than bringing in experts from the outside)
& guiding teacher

Crivarsity

__ Tha Therawada teaching tradition

Perception

5. Why did you choose to practice and/or study at NY1 over cther centers? On a scale.
Mok at =i & little Peurtral ok & Lat

1 2 I £l 3

1. Brand Values
2. Personality
3. Brand Positioning

4. Ideal Audience

5. Validation Research

6. Color Analysis
7. Internal Audit

8. Brand Guide

foontired)

A EXCERPT OF SURVEY DISTRIBUTED TO STUDENTS AT THE CENTER

BRAND RECIPE CASE STUDY
NEW YORK INSIGHT MEDITATION CENTER
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Color Analysis

Discovering a color opportunity allows
the brand to own their own color,

another point of differentiation. 6. Color Analysis

Shambhala

New York Open Cer
Garrison Institute
Self-Realization Fell
New York Zen Cent¢
Downtown NY Med.........
Center

Interdependence Project
Village Zendo

Dharma Punx

Tibet House

\
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SVAS

b\‘\ Insight Meditation Society
. Rigpa
Eckhart Tolle
Buddhist Global Relief
7 Gaia House
WWW,STONESOUPCREATIVE.COM
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Internal Audit

The next step involves gathering all the uses of

NYI's existing brand visuals and logos. We want
to discover what their attitude is to the existing
brand visuals. We are looking for consistencies

and inconsistencies. Being consistent with your
brand is critical to its success.

7. Internal Audit

Paths of Practice

BEGINNING YOUR PRACTICE

See our “New to Practice?” beginners' fyer for more
detailed nformation.

GULTIVATING YOUR PRACTICE

Suggested Activitien:
+ Continue a home practice:

Rogister for a weekend program

Enrol in multhweek courses.

Attend the monthly Day/Weekend o Silence

Suggested Astivities:
+ " Attend the Beginners'Siting Group

Become an NYI Event Volunteer
Explore further readings

Consider a dedicated practice course
Consider a residential retreat

DEEPENING YOUR PRAGTICE

Suggosted Actvten

R

Culaingand mitain o modhao procic onyur oun | |5 ARG oty Dudstd Prcic Srgha
e teine v B S ot ooy | 1 EN

can e chalenging I Busim Snghs G |- s sy ot st
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Begin @ home practice

You might have never meditated before but are
curious about the practice and not sure where to
start. NY offers a variety of opportunites appropriate
for_beginning a_practice. The monthly Monday

g Beginners' o
Watkohaps offer bagc nsrucione whle e Fout Entagen ¢ sevieprojct or other
Weok Segimer Couse ofers o More Indeptn | | Weekly roups, weekendprograms and multiwesk courss ofer
Cotorionof he teachnge. Wy stnd Goups re | | i oo Torowmip 4
oo for all vl e o & medhaton
et i some nucion, ok and at e

Having practiced for some time, the teachings.
become integral to your daily lfe and you begin o

deepen your studi 11 as your formal practice.
READINGS The Dedicated Practice Sangha meets very Monday
in the NYI small meditation room. The group is open

-A Path with Heart by Jack Kornfleld events can often be attended as stand-alone daylongs or as
Weekend Intensives, You may also consider a dedicated practice | {0 Practitioners with intensive vipassana meditation
experience, including silent rg rma
Henepola Gunaratana study. NYI also offers courses that more deeply

At s, o r e et s | i e e B
pror | [ saen o b o i eenc

fn | B e e sk ks
o engage i v serees s sour ol

Teacings vk farmal raion oo sty
New York Insight wmeeirarion cenran " | meapmas

1n the Buddha’s Words:
~Satipatthana: The Direci

New York Insight Meditation Center PRESENTS

“People of Color
Sitting Group

March 5-11, 2012
NEW YORK INSIGHT WEEKLY

. NYI Needs You! e

L Nrw Vonx: [\skare Wi Cuoera bas had n prmieg pespusn o s prre
rmms ves the yvare. Thowsands of Sew Vorkers barve haad an oppr tuniy

Insight Meditation 101:

Four Week Beginners’ Course
with Jom Aaron
Tuesday, March & ord siten
Heer and parteipate in teachings central 1o [nsight

and b ot of Mecitation, and Hearn practices for S22ing and waBGRd fph, [t can sl
manily. meditation and developing mindiuiness in dadly e
ol 2 ki na Sharpe Do B v oy e ey oo o it o
with Gina Sharpe | o e S 1 i BAVTINE ot costderst g R ey ot
1 o rrirraty, mediEstion cvenis, brginmers’ corses, e A Aoy the poswer 10 apen Ut b3
woekahops, and evening sHings, Second Mosdays of the Manth, 7-8ge WM""“'
donation e
Th: rebsod Boavily mh NS s et e e

and 6th Ave), 10th fic, NYC

o sl bt commitied group of volurterrs.

At NYIMC, 28 West 27th St (btw. Broadway

¥uu ey be nteressed i veluneering with XV plose £ et the applioation

G g b o s g I il s el 2

ConCiusons, flnes wiews and
openians and draws coaflcts.
: Dharma & Sangha: March Potluck Fath docs ot e
sk, we merd addiional help. wmmﬂmmwmﬁ'ﬂw“‘um\dﬂﬂ“:: 9 coviusns,; rather &
e wvide Instruction i ins ridiny, March § #makong s {0 @ mysteny of
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srow aaed Riarsh. B 4 e i ahaan mediration and foster mutial SHpROr 06 o ¥ of cowse, feasting. Pease tring, f yess e, & Frapdom.
encellent way 1o caltivele genvenmity us & spirisal practice among the growing compirity of prople of color W g efterrg B B thing you woud be o e
- poing. find nourishment amd inspiration i this peaetice. No pre-  ay o LA insgiratres &2 practice. We
What da olferi have sirang seeds of fadh o
: T viotes meditation experience i requice. e s b here 2n b
W wekcans your new e o think o e i ot B of s Path. Aust by coming o e
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mard. what the eonid thinks is of

See reverse for a listing of volunicer needs and an application. =

We can't do it without you!
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Mindfulness at Wark
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Saturday, March 10
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1. Brand Values

&) stone soup

2. Personality

. 3. Brand Positioning
Logo Design )

NYI needed a new logo, which would
eventuallybe included in the Brand Guide.
Internally, we worked on several preliminary
designs...

4. Ideal Audience
5. Validation Research
6. Color Analysis

7. Internal Audit

8. Brand Guide

New York Insight
MEDITATION CENTER
y ol % %%
3N L‘-'::ﬁ
ot e ;
S ew York Insight

MEDITATION CENTER

NY Insight

MEDITATION CENTER
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1. Brand Values
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\\_SJ CREATIVE 2. Personality
sree @ 3. Brand Positioning

Logo Design ()

...until we settled on three strong directions to
present, hitting on several key concepts, each
with a rationale for choice of color, typeface
and graphics.

4. Ideal Audience
5. Validation Research
6. Color Analysis

7. Internal Audit

2

s

NY Insight | | Ny NsiGHT

; MEDITATION CENTER
A Vibrant Community

Where Hearts and Minds Awaken A Vibrant Communil ity Where Hearts & Minds Awaken

8. Brand Guide

A CONCEPT A A CONCEPT B
AWAKENING BUDDHA URBAN SANCTUARY

However, none of the logos seemed entirely appropriate yet.

The branding team was drawn to Concept B, but felt the cityscape
was too generic and the overall feel was too ‘lightweight’. They
preferred the boldness of the type and rich, warm colors from
Concept A. We were told:

“The ideas behind these logos are in sync with our values and
personality, but their execution is a little off...”

BRAND RECIPE CASE STUDY
NEW YORK INSIGHT MEDITATION CENTER



1. Brand Values
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2. Personality

. 3. Brand Positioning
Logo Design 3)

...SO we kept refining with rounds of feedback
from the branding team, until we had our final
logo (and tagline).

4. Ideal Audience
5. Validation Research
6. Color Analysis

7. Internal Audit

8. Brand Guide

%

A NEW LOGO AND TAGLINE

New York Insight

MEDITATION CENTER
Where Hearts & Minds Awaken

WWW,STONESOUPCREATIVE.COM
BRANDING FOR NONPROFITS



1. Brand Values
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2. Personality

. 3. Brand Positioning
Logo Design @)

Elements and concepts from the mood board
were integrated from earlier in the process.

4. Ideal Audience
5. Validation Research

e Color A palette of warm gold, orange, and 6. Color Analysis
deep red tones is evocative of the spice-color § & oo A G

robes of Theravada monks in southeast Asia.

8. Brand Guide

o Type Prokyon is a humanist typeface —
quirky, clean and modern in appearance.

e Graphics A New York cityscape emerges from—and is
elevated by—a lotus flower, a strong Buddhist symbol
representing purity and enlightenment.

The logo execution is bold, to emphasize the strength and
commitment necessary to practicing meditation and
following the teachings.

ABCDEFGHIJKLMNOP
QRSTUVWXYZAAEIO
abcdefghijklmnopqrstu
vwxyzaa&123456789
01234567890(S£€.,!1?)

WWW,STONESOUPCREATIVE.COM
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1. Brand Values

&) stone soup

2. Personality

_ 3. Brand Positioning
Brand Guide

This manual provided the files, tools & guidance
NYI needed to start producing their own
polished, consistent marketing materials.

4. Ideal Audience
5. Validation Research

6. Color Analysis

7. Internal Audit

BRAND STANDARDS GUIDE

8. Brand Guide

l”‘l New York Insight

l ', MEDITATION CENTER

Where Hearts & Minds Awaken

WY i

A THE BRAND GUIDE REITERATES FINDINGS FROM THE BRAND RECIPE PROCESS AND PROVIDES GUIDANCE ON WRITTEN
AND VISUAL BRAND ELEMENTS.

WWW,STONESOUPCREATIVE.COM
BRANDING FOR NONPROFITS



&) stone soup

Building on the Benefits

Soon after our branding project concluded, NYI began
successfully applying their new visual identity and messaging

to a series of communication materials, including an email news-
letter campaign, website and Facebook page.

‘ Come T e
I”l New York Insight

‘\" MEDITATION CENTER Where Hearts & Minds Awaken

ABOUT NYI NEW TO MEDITATION UPCOMING EVENTS COMMUNITY

g 41, y y ;'_"' ]
e J'/' ‘7/ 1/
n /

New to Meditation?

Many NY| programs are
appropriate for those new to
meditation. You can start one
breath at a time.

LEARN MORE

WWW,STONESOUPCREATIVE.COM
BRANDING & DESIGN FOR NONPROFITS



Qutcomes

" our new logo blends the vibrancy of the city

with the beauty and grace of the lotus flower...

and the tagline where hearts & minds awaken
reflects a much more profound and holistic
message about us now. Thank you for a beau-
tiful brand 1dentity. I always appreciate your
process and its caring and careful qualities.
Very much like mindfulness.

— SEBENE SELASSIE, EXECUTIVE DIRECTOR, NEW YORK INSIGHT
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Soup

CREATIVE

WWW,STONESOUPCREATIVE.COM
BRANDING FOR NONPROFITS

212-721-9764 « INFO@RSTONESOUPCREATIVE.COM




