
 

 

 

 

 

 

 

Protect Our Past is the mission. 

People of the First Light is the invitation. 

 



THE PEOPLE OF THE FIRST LIGHT 

Marketing a Movement 

 

 

Core Insight 
People are not looking for history. 
People are looking for belonging. 

Promise 
Welcome Home. You Belong Here. 

Mission 
These homes spent centuries protecting us. 
Now we protect them. 

Call To Action 
Take Your Place In History. 

Legacy Question 
The builders left this place to us. 
What will we leave to those who come after? 

Everything else in the report is really just execution details hanging from those five pillars. 

 



THE PEOPLE OF THE FIRST LIGHT: 

MARKETING A MOVEMENT 

Prepared for Protect Our Past (POP) 

 

Welcome Home. You Belong Here. 

This may be the most important idea in this entire initiative. 

Not simply a tagline. 

Not merely a slogan. 

A strategic platform. 

Because it accomplishes three things simultaneously: 

Welcome Home 
= warmth 

You Belong Here 
= identity 

Here 
= intentionally expansive 

"Here" can mean: 

• Cape Cod 

• America 

• this community 

• this organization 

• this story 

• this moment in history 

• humanity's continuing story 

Most organizations ask people to join. 

Movements remind people they already belong. 

That distinction lies at the heart of everything that follows. 



Executive Summary 

People of the First Light should not be viewed merely as a film. 

It should be viewed as the opening experience through which audiences discover the mission of 
Protect Our Past. 

It should be viewed as the opening chapter of a movement. 

The film is the front door. 

The mission of Protect Our Past remains the destination. 

The film's role is to create emotional engagement that inspires stewardship, participation, and 
preservation. 

 

Protect Our Past has an opportunity to lead with identity through the People of the First Light 
campaign. Most preservation organizations ask people to care about buildings. 

This initiative invites people to discover their place in an ongoing human story. 

That shift changes everything. 

It transforms preservation from a maintenance issue into an emotional, cultural, and civic 
movement. 

It creates opportunities for: 

• Membership growth 

• Fundraising 

• Sponsorships 

• Grants 

• Tourism partnerships 

• Educational programs 

• Community engagement 

• National expansion 

The greatest opportunity within People of the First Light is not preservation. 

It is belonging. 



 

 

People of the First Light provides a powerful emotional gateway through which new audiences 
can discover, support, and participate in the organization's preservation mission. POP is the 
mission. People of the First Light is the invitation. 

 

 

The Central Insight 

Most preservation organizations sell history. 

People of the First Light can sell belonging. 

That is a fundamentally different emotional proposition. 

The traditional preservation question is: 

"Should this old house be saved?" 

The People of the First Light question becomes: 

"Where do I belong in the story?" 

That shift changes everything. 

The audience is no longer being asked to care about a building. 

They are being invited to discover their place in an ongoing human story. 

The homes become witnesses. 

Not artifacts. 

The homes become storytellers. 

Not structures. 

The homes become reminders that generations lived, worked, struggled, celebrated, loved, and 
endured before us. 

And that generations will follow after us. 

 

The Great-Great-Great Opportunity 



One of the most powerful emotional concepts available to this campaign is the collapse of time. 

Consider: 

"This house was standing when your great-great-great-great-grandparents were alive." 

Or: 

"Long before your grandparents. Before their grandparents. Before their grandparents. This 
house was already here." 

Or: 

"What do you and this house have in common?" 

"You both descend from the same story." 

The building becomes a witness. 

Not an artifact. 

The audience suddenly realizes: 

"I am not looking at history." 

"I am standing inside it." 

This realization may be the emotional center of the entire movement. 

 

What We Are Actually Building 

At first glance, People of the First Light appears to be a film about historic preservation. 

It is not. 

Historic preservation is the vehicle. 

Belonging is the destination. 

The deeper challenge facing many communities today is not the loss of old buildings. 

It is the loss of connection. 

Connection to place. 

Connection to ancestry. 

Connection to community. 



Connection to continuity. 

Connection to meaning. 

Many people feel increasingly unanchored. 

Disconnected from the past and uncertain about the future. 

People of the First Light quietly addresses this need. 

Not politically. 

Not ideologically. 

Not nostalgically. 

Humanly. 

The message becomes: 

You belong to something larger than yourself. 

Larger than this moment. 

Larger than your lifetime. 

Others came before. 

Others will come after. 

The story continues through us. 

That is preservation. 

But it is also identity. 

And identity movements are what grow. 

 

Core Positioning 

Traditional Preservation Message: 

"This building is old." 

People of the First Light Message: 

"This building remembers who we are." 

The emotional proposition is not preservation. 



The emotional proposition is belonging. 

The viewer should leave feeling: 

• Pride 

• Wonder 

• Connection 

• Responsibility 

• Inheritance 

• Stewardship 

 

The Five-Layer Marketing Funnel 

Layer 1 — The Film 

People of the First Light 

A 4–5 minute emotional experience. 

Goal: 

Make people feel. 

Make people remember. 

Create a deeply emotional experience. 

Not educate. 

Not explain. 

Feel. 

 

Layer 2 — The Movement 

Protect Our Past 

Once emotional engagement occurs: 

• Membership 

• Donations 



• Volunteers 

• Homeowners 

• Sponsors 

• Advocates 

Messaging: 

Welcome Home. 

Welcome Back. 

You Belong Here. 

Take Your Place In History. 

 

Layer 3 — The Stories 

Create dozens of smaller stories. 

Examples: 

• The Widow's House 

• The House That Survived Three Wars 

• The Last Blacksmith Shop 

• The Window That Saw 250 Years 

• The Family Bible Found in the Attic 

Each story becomes: 

• Short film 

• Social content 

• Educational content 

• Fundraising content 

 

Layer 4 — The Places 

Position Cape Cod as: 



America's Living Museum. 

Attract: 

• Tourists 

• Donors 

• Preservationists 

• Historians 

• Families 

 

Layer 5 — National Expansion 

Protect Our Past Cape Cod 

becomes 

Protect Our Past America. 

Every town has stories. 

Every town has buildings worth saving. 

Every town has memory worth preserving. 

 

Distribution Strategy 

Online Distribution 

YouTube Premiere Event 

Launch as an event. 

Not a video upload. 

Invite: 

• Local officials 

• Donors 

• Preservation groups 

• Media 



Build anticipation. 

Create a moment. 

 

Social Media Strategy 

Turn one film into dozens of assets. 

15-second clips 

30-second clips 

60-second clips 

Quote graphics 

Stories 

Email campaigns 

Key lines: 

"These homes spent centuries protecting us." 

"Now we protect them." 

"America before America." 

 

Facebook Priority 

Most preservation donors are older. 

Facebook should be the primary social platform. 

Not TikTok. 

Not Instagram. 

Facebook. 

 

Physical Screenings 

This is where impact happens. 

Historical Societies 



Offer screening kits. 

Cape Cod. 

Massachusetts. 

New England. 

Beyond. 

Libraries 

Film night. 

Discussion. 

Membership invitation. 

Donation opportunity. 

Churches 

Strong overlap with stewardship and continuity. 

Museums 

Museum screenings create legitimacy and visibility. 

 

Tourism Distribution 

Imagine: 

Visitor centers showing the film. 

Hotels displaying QR codes. 

Tourism websites embedding the film. 

Historic walking tours beginning with the film. 

This creates preservation tourism. 

 

The Missing Piece: 

The Call To Action 

The current closing line: 



"Protect our past so the future remembers." 

Beautiful. 

But not actionable. 

People leave inspired but directionless. 

The audience needs somewhere to go emotionally. 

Not merely digitally. 

The strongest CTA is: 

Take Your Place In History. 

Alternative CTAs: 

• The Story Continues With Us 

• Become A Steward Of Memory 

• Join The Story 

• Keep The Light Burning 

The goal is to transform observers into participants. 

 

Landing Page Strategy 

The film should not simply dump viewers onto the POP website. 

That creates friction. 

The campaign deserves its own identity-driven destination. 

Not an organization page. 

A movement page. 

Its purpose: 

Capture identity. 

Capture email. 

Build community. 

Then invite action. 



 

Recommended Domains 

TakeYourPlace.org 

JoinTheStory.org 

PeopleOfTheFirstLight.org 

WeWereHere.org 

TheStoryContinues.org 

 

Landing Page Flow 

Film Ends 

↓ 

QR Code 

↓ 

Landing Page 

↓ 

Headline 

"These homes spent centuries protecting us. 

Now we protect them." 

↓ 

Short emotional story 

↓ 

Email Capture 

↓ 

Button: 

"I Want To Be Part Of This Story" 

↓ 



Membership 

↓ 

Volunteer Opportunities 

↓ 

Events 

↓ 

House Tours 

↓ 

Donations 

 

Fundraising Strategy 

Most nonprofits ask: 

"Please donate." 

People of the First Light should ask: 

"Become a steward." 

Different emotion. 

Different identity. 

 

Membership Levels 

Keeper of the Light 
$10/month 

Steward of Memory 
$25/month 

Guardian of Heritage 
$50/month 

Builder of Tomorrow 
$100/month 



Founder Circle 
$250+/month 

The names matter. 

People should feel they are joining a mission. 

Not paying dues. 

 

Sponsorship Strategy 

Seek alignment. 

Not sponsorship. 

Target: 

Historic restoration contractors 

Window restoration companies 

Paint manufacturers 

Local banks 

Real estate firms 

Tourism organizations 

Construction suppliers 

Insurance providers 

Educational institutions 

They already market: 

• Craftsmanship 

• Heritage 

• Continuity 

• Stewardship 

 

Grant Strategy 



Major categories: 

Historic Preservation 

Public Humanities 

Arts & Culture 

Community Storytelling 

Tourism Development 

Education 

Potential uses: 

• Film expansion 

• Educational curriculum 

• Community screenings 

• Traveling exhibits 

• Historic documentation 

• Youth preservation programs 

 

Educational Expansion 

Create: 

Classroom Version 

Discussion Guide 

Teacher Toolkit 

Discussion Questions: 

What do buildings remember? 

Why preserve anything? 

What do we owe future generations? 

Potential audiences: 

• Massachusetts schools 



• Cape Cod schools 

• American History 

• Civics 

• Architecture 

• Community stewardship 

 

Festival & Conference Strategy 

Traditional film festivals should not be the primary target. 

Prioritize: 

• Preservation Conferences 

• History Conferences 

• Museum Conferences 

• Tourism Conferences 

• Civic Engagement Conferences 

These audiences are mission-aligned. 

 

Long-Term Vision 

Year One 

Film launch 

Membership growth 

Press coverage 

Museum screenings 

Grant applications 

Sponsor outreach 

 

Year Two 



Historic Home Story Series 

10–20 short films 

School adoption 

Regional partnerships 

Sponsor support 

 

Year Three 

Cape Cod Preservation Trail 

Interactive map 

Tourism partnerships 

Annual preservation event 

 

Year Five 

Protect Our Past expands beyond Cape Cod. 

Massachusetts. 

New England. 

National. 

 

Final Strategic Observation 

The strongest strategic asset in this entire project is not the cinematography. 

Not the music. 

Not the history. 

It is a single idea: 

"These homes spent centuries protecting us. 

Now we protect them." 



That phrase transforms preservation from a maintenance problem into a moral and emotional 
obligation. 

Everything can be built from that foundation: 

Fundraising. 

Membership. 

Education. 

Tourism. 

Partnerships. 

Advocacy. 

Stewardship. 

The homes are the doorway. 

Belonging is what people find when they walk through it. 

And ultimately, the movement's message may be as simple as this: 

Welcome Home. 

You Belong Here. 

This is the version I would actually hand to the board. It reads less like a marketing plan and 
more like a vision document—which is exactly what POP needs if the goal is to build something 
larger than a film. 

 

 

What I Would NOT Do 

T-Shirts 

Coffee mugs 

Tote bags 

Water bottles 

Mouse pads 

Keychains 



Not because they don't work. 

Because they shrink the movement. 

 

What I WOULD Do 

1. The Steward Registry 

This one could be huge. 

Imagine: 

Every donor's name permanently recorded online. 

Not as donors. 

As stewards. 

For example: 

The Steward Registry 

Those who helped preserve the memory of this place. 

People love immortality. 

Not vanity. 

Remembrance. 

 

2. The Book of Stewards 

Physical book. 

Beautifully printed. 

Displayed at events. 

Maybe eventually displayed at a preservation center. 

Imagine: 

Deborah Lindegren 

Steward of Memory 

2026 



Simple. 

Elegant. 

Permanent. 

 

3. Name on a Shingle 

Now we're getting interesting. 

Not a souvenir. 

A symbol. 

Imagine sending donors: 

A reclaimed cedar shingle. 

Branded. 

Numbered. 

Accompanied by a card: 

This cedar shingle represents one piece of the work. 

Hundreds came together to preserve a home. 

Thank you for helping carry the story forward. 

That's not cheesy. 

That's meaningful. 

Especially on Cape Cod. 

 

4. Name Inside a House 

This one is powerful. 

When a restoration is completed: 

A discreet plaque hidden inside. 

Attic. 

Basement beam. 



Wall cavity. 

Preservation log. 

Something like: 

Restored in 2027 through the generosity of 427 stewards. 

This mirrors what builders did centuries ago. 

Initials in beams. 

Dates carved into timbers. 

The donor becomes part of the chain. 

 

5. Certificate of Stewardship 

Sounds boring. 

But not if framed correctly. 

Not: 

Thank you for your donation. 

Instead: 

Steward of Memory 

In recognition of your role in preserving the story of Cape Cod for future generations. 

Now we're speaking the project's language. 

 

6. Adopt A Window 

This one might be a fundraising gold mine. 

Remember your line: 

Every restored window is a promise made to the future. 

What if: 

$250 = one pane 

$1,000 = one sash 



$5,000 = one window 

The donor gets: 

Before photos. 

Restoration photos. 

After photos. 

GPS location. 

Historical information. 

That feels tangible. 

 

7. Adopt A Shingle 

Similarly: 

The roof that protected generations. 

This becomes emotionally powerful when connected to storytelling. 

 

8. The Century Club 

This may be my favorite. 

People love belonging to tribes. 

For recurring donors: 

Keeper of the Light 

Steward of Memory 

Guardian of Heritage 

Century Club 

For those helping preserve structures older than 100 years. 

Very simple. 

Very prestigious. 

 



The Big Idea Hidden Inside This 

Remember the phrase: 

These homes spent centuries protecting us. 

Now we protect them. 

That naturally creates a fundraising model. 

Not: 

Donate to POP 

Instead: 

Help Protect This House 

Or: 

Help Save This Story 

Or: 

Become Part of This Story 

 

I think the most powerful donor reward may actually be something surprisingly simple: 

A beautiful card or certificate that says: 

Welcome Home. 

You Belong Here. 

Thank you for becoming a steward of memory. 

Because that is the emotional promise of the entire movement. 

The donor is not buying a gift. 

The donor is receiving recognition that they have taken their place in the story. 

That's a much bigger idea than a mug, a tote bag, or even a brick. 

Help us send a message across generations. 

 

The Steward Time Capsule 



Imagine this. 

Every major restoration project includes a Time Capsule of Stewardship. 

Inside: 

• Names of contributors  

• Family photos (optional)  

• Short messages  

• Children's drawings  

• Letters to future generations  

• The story of the house  

• Newspaper from the year  

• Images of the restoration  

• Community signatures  

Then sealed. 

And not opened for: 

25 years 
50 years 
100 years 

 

The language becomes: 

The people who built this house never imagined you. 

Yet because of them, it still stands. 

Someday people you will never meet may walk through these rooms because of you. 

Leave them a message. 

Now we're talking. 

 

This Connects Directly To The Film 

Think about the emotional arc. 



The film says: 

These homes spent centuries protecting us. 

Now we protect them. 

The time capsule says: 

And someday others will protect them after us. 

It completes the circle. 

Past → Present → Future 

The whole project is built on that chain. 

 

The Letter To The Future 

This may actually be the most powerful donor reward. 

Not a mug. 

Not a tote bag. 

Not even a plaque. 

A letter. 

Imagine: 

For a $100 donor: 

Write a letter to a person who may open this capsule in 2076. 

Questions: 

• What do you hope they remember?  

• What do you hope they protect?  

• What was happening in your life when you wrote this?  

• What do you love about this place?  

Suddenly the donor becomes part of history. 

Not metaphorically. 

Literally. 



 

The Family Legacy Angle 

This is where it gets really interesting. 

Imagine this language: 

One day your grandchildren—or their grandchildren—may stand before this house. 

They may never know your struggles. 

They may never know your worries. 

But they will know that you helped preserve something worth passing on. 

Your name will be waiting for them. 

That's incredibly powerful. 

People are wired for legacy. 

Not necessarily fame. 

Legacy. 

 

The Book of Stewards + Time Capsule 

Combine the two. 

Public Record 

Book of Stewards 

Visible. 

Permanent. 

Growing. 

 

Private Record 

Time Capsule 

Hidden. 

Waiting. 



Future-facing. 

Almost sacred. 

 

A Preservation Ceremony 

Now imagine the annual event. 

Not merely a fundraiser. 

A ceremony. 

Every year: 

• New names added to Book of Stewards  

• New letters sealed  

• New capsule contents archived  

• Restoration milestones celebrated  

This feels more like a tradition than a donation campaign. 

Traditions survive. 

Campaigns don't. 

 

The Emotional Hook 

I keep coming back to one line: 

The builders left this house to us. 

What will we leave to those who come after? 

That might become an entire fundraising campaign. 

Because nobody argues with it. 

It transcends politics. 

It transcends demographics. 

It transcends preservation. 

It's simply a human question. 



 

What I Think Could Become the Signature Experience 

The Steward of Memory Program 

Membership includes: 

• Name entered in the Book of Stewards  

• Annual Steward Certificate  

• Invitation to Steward Gathering  

• Ability to submit a letter to the next generation  

• Inclusion in future Time Capsule archives  

And every few decades: 

A capsule is opened. 

Children read letters from people long gone. 

Families discover ancestors who helped preserve the house. 

The story becomes real. 

Because ultimately the most powerful sentence in the entire project may not be: 

Welcome Home. You Belong Here. 

It may be the sentence that naturally follows: 

Someone you've never met protected this place for you. 

What will you protect for someone you've never met? 

That's the question that turns a preservation organization into a movement. 

 

Belonging → Stewardship → Legacy 

 

 

The Three Ideas That Matter Most 

1. We are not marketing preservation. 



We are marketing belonging. 

Not: 

Save an old house. 

But: 

Welcome Home. You Belong Here. 

That is the strategic breakthrough. 

 

2. The movement is the outcome. 

The film is the front door. 

Protect Our Past is the steward of that movement.

 

3. Preservation is really stewardship across generations. 

This is where the Time Capsule, Book of Stewards, and great-great-great concept all converge. 

One sentence: 

The builders left this place to us. 

What will we leave to those who come after? 

That may be the deepest fundraising message in the entire project. 

 

One Thing I Would Add 

Not a new initiative. 

Not a new program. 

Just a test. 

Ask yourself: 

Could this become a creed? 

Movements have creeds. 

Not necessarily formal ones. 



Just a simple statement people repeat. 

For example: 

These homes spent centuries protecting us. 

Now we protect them. 

or 

Welcome Home. 

You Belong Here. 

or 

The story continues through us. 

If, ten years from now, POP members are naturally repeating one of those phrases, you've built 
a movement. 

If they're only talking about restoration projects, you've built a nonprofit. 

That's the distinction. 

 


