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Location Branding!

Presented by Jim Walton

What is Location Branding?




What is Location Branding?

« A community’s brand is a relationship
between it and a current or prospective
resident or visitor.

What is Location Branding?

» A brand describes the feelings,
thoughts, and emotions people have
when they interact with your community.
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What is Location Branding?

» A brand defines the essence or soul of
your community.

What is Location Branding?

» A brand exists in the mind of your
residents, prospective residents or
employers, and your stakeholders or
staff.
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What is Location Branding?

» A brand consists of a powerful set of
promises that deliver a relevant and
distinctive experience.

What is Location Branding?

« A brand is NOT a slogan or a logo or an
ad campaign. These are marketing
elements that help convey the brand but
they are not the brand itself.
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What is Location Branding?

* A brand must be relevant, differentiated
from the competition, believable, and
have emotional value.

What is Location Branding?

Your brand is your reputation.
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What does Las Vegas mean to you?

Family fun?
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Gambling, etc.

What does New Orleans mean to you?
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What does New Orleans mean to you?

What is your
Community’s Brand?




What is your Community’s Brand?

 In order to develop an effective brand
strategy, it's important to first
understand what your brand currently
represents.

What is your Community’s Brand?

* By comparing where you are now with
where you want to be, you can develop
a strategy that will get you there.
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What is your Community’s Brand?

« The only way to accurately understand
your current brand

position is to ask
guestions or
measure.

What is your Community’s Brand?

» At Brand Acceleration, we go to three
key audiences for the answers.
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What is your Community’s Brand?

e They are:
1. Current residents and employers
2. Prospective residents and employers

3. Your stakeholders

- (staff, elected officials, Chamber
leaders, community leaders, etc.)

What is your Community’s Brand?

* Only by discovering common feelings,
thoughts, and emotions among all
three groups can we truly understand
the current brand position.
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What is your Community’s Brand?

What is your Community’s Brand?

Brand
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Why Brand?

Why Brand?

« Competitive advantage
- What are your competitive advantages?

14



Why Brand?

« Competitive advantage
- People are more comfortable doing
business in or moving to a community
they know.

Why Brand?

« Competitive advantage
— Builds pride and loyalty
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Why Brand?

« Competitive advantage

— Builds pride and loyalty
- People want to feel they’'ve made the right
decision.

Why Brand?

« Competitive advantage
— Builds employer loyalty

5/7/2010

16



Why Brand?

« Competitive advantage

— Builds employer loyalty
Employers want to have pride in their
community.

Why Brand?

« Competitive advantage
— Builds employer loyalty

- It's easier to attract the best employees.
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How Selections are Made

How Selections are Made

Deal Killers: Lack of information, Web site turn-off.
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How Selections are Made

Deal Killers: Incomplete response, Unresponsive staff.

How Selections are Made

Deal Killers: Limited utilities, expensive start-up costs, etc., etc., etc.
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How Selections are Made

Chose top three of four.

How Selections are Made

Negotiations and site visits begin.
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Target Audiences

Target Audiences

» Site Selectors
— Site selectors are the
accountants of the economic
development world. They're

the number crunchers, looking for demographic
information, skill levels, workforce, education and
training, incentives, tax information, and costs of
living and doing business.
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Target Audiences

o Corporate Real Estate
— Corporate real estate professionals,
are also interested in detailed
information about quality of life
topics. Entertainment, shopping,

schools, and dining opportunities are just a few
items of interest to corporate executives, their
children and the often present trailing spouse.

Target Audiences

« Commercial Developers
— Commercial developers, in
addition to previous information
outlined, want to know more

about retail, conventions, traffic and tourism
opportunities.
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Target Audiences

 Entrepreneurs
— Entrepreneurs may need help
with a business plan, business

management education, real estate assistance or
even a coaching team. While these services may
be in place, the typical entrepreneur may not know
about them.

Establishing a Brand Strategy
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Establishing a Brand Strategy

o Strategy defines your ability to see
your community as it looks to
outsiders.

Establishing a Brand Strategy

« Strategy defines your ability to see
your community as it looks to

outsiders.
- Don'tjust tell them what you want them to
know.
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Establishing a Brand Strategy

o Strategy defines your ability to see
your community as it looks to

outsiders.
- Don'tjust tell them what you want them to
know.

- Tell them what they want to hear.

Manage Every Touch Point Wisely

* How you present your community.
— Streetscapes
— Logo
— Slogan
— Signs
— Ads
— Brochures
— Presentations
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Manage Every Touch Point Wisely

* What does your logo and slogan mean?

Manage Every Touch Point Wisely

* What does your logo and slogan mean?
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Manage Every Touch Point Wisely

* What does your logo and slogan mean?

Manage Every Touch Point Wisely

* What image is conveyed by your
business cards, letterhead, envelopes,
etc.?
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Manage Every Touch Point Wisely

» What image is conveyed by your
business cards, letterhead, envelopes,
etc.?

Manage Every Touch Point Wisely

» Do your ads and brochures captivate
and engage viewers, making them want
to read?
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Manage Every Touch Point Wisely

« Are your entryways inviting?
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Manage Every Touch Point Wisely

« Are your entryways inviting?

Manage Every Touch Point Wisely

« Are your entryways inviting?
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Manage Every Touch Point Wisely

* Visitor contact

Manage Every Touch Point Wisely

 Visitor contact
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Manage Every Touch Point Wisely

* Visitor contact

You Need Buy-in from All Levels

Elected officials
Chamber

EDC
Businesses
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You Need Buy-in from All Levels

* You've got to be flexible and get along!

Your ED Effort Needs Support

« Web site

» Ads

Public relations

Logo and slogan

Signs

Be seen — be everywhere
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Our Work!

Wayne County Economic Development
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Wayne County Economic Development

Jennings County Economic Development
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Greater Kokomo Econ. Dev. Alliance

[-74 Business Corridor
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Pulaski County Community Development

Madison-Jefferson County Econ. Dev.
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I-74 Business Corridor

Brand Acceleration Services

Brand Research

Logos and Visuals

Brochures

Web sites

Community Pride Programs
Media Planning

Public Relations

Publications and e-newsletters
Much more!
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Jim Walton
Brand Acceleration, Inc.
317.536.6255
jim@brandaccel.com
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