	Indy trying to sum itself up in a slogan

City joins movement toward 'branding' to lure firms, workers, tourists.
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• Feedback: Does Indianapolis need a slogan? 
 

City branding

Indianapolis officials have narrowed their effort down to a statement that will ultimately inspire the city's branding. Here's an excerpt from that statement: 
"Indianapolis is a place designed around people and the things people need to pursue their goals and enjoy life. You can see it in everything from the easy-to-get-around layout of Downtown to the warmth and hospitality of its residents to the way public and private organizations work together to make Indianapolis so accessible. . . .
"Indianapolis is such an accessible, welcoming place, no wonder the area enjoys such growth and energy."
Here are examples of other city brands:
• Jacksonville, Fla.: "Jacksonville: Where Florida Begins." The word "Jacksonville" is written in script, and the letter "o" is the sun.
• Las Vegas: "What happens in Vegas stays in Vegas."
• St. Paul, Minn.: "Where Goodness Inspires Greatness." The brand also includes a logo with the "St. Paul" inside a stylized semi-circle. 
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Indianapolis may not have much in common with Nike or Microsoft, but city leaders are ripping a page from the corporate playbook to better market the city's image.

An ad hoc group of city and business officials is creating a "branding" -- like Nike's swoosh and "Just Do It" slogan -- for Indianapolis. The new branding, intended to boost the city's reputation, could be ready by June.

Branding campaigns are sprouting up in cities across the country as a way to recruit businesses, workers and tourists following the success of the Las Vegas slogan "What happens in Vegas stays in Vegas."

For Indianapolis, the branding may be a little less risque. But Mayor Bart Peterson said he hopes it will capture the essence of the city's progress.

"Everybody loves Indianapolis when they personally experience it," he said. "And yet it's always the same thing about what a pleasant surprise it is. People don't expect it. We've got to get over the hurdle that we're still backwater."

Officials have narrowed the effort down to a statement that eventually will lead to the branding. That statement focuses on Indianapolis and its citizens as welcoming.

Once unveiled, the branding will appear in advertisements, on the city's Internet site and, possibly, the city's official stationery. Steve Campbell, the mayor's communication director, said the branding will be integrated with other initiatives to sell the city.

One big part of a successful campaign is creating a buzz when the branding is released, said Satina C. Sullivan, president of SCS Consulting, an Indianapolis marketing firm.

"A brand is really a promise," said Sullivan, who added that the city must then work to live up to that promise. "It's about getting people to talk about who we are."

Tom King, chairman of the Indianapolis Branding Initiative, said that in the past, organizations such as the Indiana Convention and Visitors Association and the city itself have spent millions presenting a diffuse marketing message.

King, an Eli Lilly and Co. executive, leads the committee of about 25 people, representing organizations such as the local arts council and the visitors association. The effort has been under way since the fall of 2003.

"If it works, we ought to get a lot of bang for our buck," said King, who said the campaign could help Lilly recruit workers.

"Companies like Nike and Disney have found value in defining themselves in the public's mind," he said.

The project is being financed privately with funds from organizations such as the Eli Lilly Foundation and the Central Indiana Community Foundation. No taxpayer money has been spent.

What's unclear is whether city brandings have had any measurable effect on a city's economy.

Officials in St. Paul, Minn., created their branding about a year ago and are working to get it distributed, said Sarah Fossen, the city's director of marketing. The branding includes a slogan -- "Where Goodness Inspires Greatness" -- and the city's name surrounded by a semicircle.

"It's kind of the essence or the over-arching message," Fossen said. "It's our 150 years all combined into one little message."

Call Star reporter John Fritze at (317) 444-2752.
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