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Today:
Broadening the definition of Brand
New media and it’s relationship with place brands

Missing tools in the community brand toolkit:
Brand Platform
Brand Narrative
Brand Behavior

Questions
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A great brand means never having to justify your prices...

50¢ 75¢



...or explain yourself...

Google



...OI even write your name.




A great brand signals who’s the best...

Mercedes-Benz



...gives you a competitive edge...




...a public face...

>
accenture



...and a legacy that endures.




“Your brand is what they say about you
when you're not around.”



Every community has a reputation.



Would you rather have a bachelor party in
Las Vegas or Salt Lake City?



Would you rather take a beach vacation in
Maui or the Jersey Shore?



Would you rather sample wine in Sonoma
or Detroit?



Every community has a reputation.

Not every community understands what
their reputation is.

Not every community understand what
to do about it.



/1% of capital investment deals did not
involve an initial contact with any
development organization until a short list
of potential location options for investment
had been created.

That means that 71% of the time, your
community’s reputation is what gets you on
a shortlist.



“Your brand is what they say about you
when you're not around.”



“Branding is what you do about it.”



Brand Image: Your reputation — what they say
about you when you’re not around.

Brand Identity: The strategy and expression of that
strategy. The core concept of the community, clearly
and distinctively expressed.



Comparison

IMAGE

IDENTITY

Represents other’s view

Represents your desire

Looks back Looks ahead
Passive Active
Perception Promise

Already hardwired in the brain

You want to get hardwired in the
brain

Ohio

The State of Perfect Balance




Brand Image: Your reputation — what they say
about you when you’re not around.

Brand Identity: The strategy and expression of that
strategy. The core concept of the community, clearly
and distinctively expressed.

Brand Behavior: Your 3-dimensional brand.
Applied to experiences through policy, actions,
initiatives and development.



Comparison

Represents other’s view Represents your desire  The Truth

Looks back Looks ahead In the Moment
Passive Active Active
Perception Promise Proof

Already hardwired in the What you want to get The Synapse lItself
brain hardwired in the brain



The 4 P’s of marketing

Product
Place
Price

Promotion



The 4 P’s of Place Branding

Politics
Politics
Politics

Politics



The 4 P’s of Place Branding

Passion
Passion
Passion

Passion









Digital Channels have grown...

Branded Games

Mobile Phones

On Demand

Mobile Phone
Sites

OnStar

Banner Ads

Branded Web
Content
Branded CDs
Bar Code Scanner



Social Media Channels have grown...
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the web has become more social
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New media offers less control....

—

traditional media soclal media

audience in control
two-way/being part of the conversation

brand in control
one-way/delivering a message

repeating the message adapting the message
focused on the brand focused on the audience /adding value
educating influencing / involving

advertiser creates content user created content / co-creation




In fact, peers are the most credible
source of company/product info

58% beeve

what “a person like
me”’ says about an
organization

(up from 51% in 2008) - =
LEAST CREDIBLE (IN THE US): corporate or
product advertising (22% of ages 25-34)

SOURCE:


http://www.edelman.com/trust/2008/TrustBarometer08_FINAL.pdf

Peer recommendation isn’t just influential.
Trust and distrust are widely shared.

5 6% of those aged 35-64 and 63% aged 25-34

were “likely to share their opinions and experiences
about companies they trust or distrust on the web.”*

*SOURCE: 2008 Edelman Trust'Ba rometeir‘ 2 - COPYRIGHT EYE2EYE@FLICKR




New Media

Highly Complex
Environment

Low Control

Trust Peer Voices

People are Media

Communities

Highly Complex
Product

Low Control

Have an Abundance of
Peer Voices

Have an Abundance
of Passionate People
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Research

Brand Platform

Narrative

Creativity

Brand ldentity

&
Brand Behavior




Branding serves communities by:

Gaining a true understanding your communities
reputation in a rigorous and scientific fashion

Collaborating imaginatively, effectively and openly
with business and civic society to agree on a
community strategy — a narrative of who this
community is, where it is going and how it will get
there — which honestly reflects the skills, the genius
and the will of the people.

Maintaining a steady stream of innovative products,
services, policies and initiatives in multiple sectors
that demonstrates the truth of that narrative — and
shining a light on this activity through effective,
creative communications.






3 tools most often missing from a community’s
marketing tool box...

Brand Platform

Brand Narrative

Brand Behavior (symbolic action)



Research

Brand Platform

Narrative

Creativity

Brand ldentity
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Brand Behavior




Dayton Brand Platform

For people who value discovery and Midwestern
traditions

Dayton, Ohio is a city with a rich history of
invention

has created a culture of innovation

promising a progressive future with character.
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Wanted: Original Thinkers.

For business entrepreneurs large and small,
Dayton is a city where originality has always
been rewarded with success. From special tax
programs and startup assistance to financing
packages and a downtown business partnership
that makes things work, Dayton is the place to
grow your brand — and a healthy bottom line.

Looking for a location to make your business
work? Give Downtown Dayton the green light,
and see what the city who patented innovation
- can do.

For more information, contact John Brown at
the City of Dayton, xxx-xxxx, and get the ball
rolling.



Wanted: Hometown Originals.

For families looking to build on a solid
foundation to singles looking for uptown style,
Dayton is the place to call home.

In fact, you might say Dayton patented the idea
of eclectic neighborhoods. From hi-tech lofts in
the Terra Cotta District to painted ladies in

South Park to period rebuilds in Wright-Dunbar.

enjoying a special moment

Want historic charm? We got it. Cosmopolitan
flair? Ditto. How about a place where
everybody knows your name? It's all right here.

< For more information on building a future in
Dayton, contact John Brown at the City of
Dayton, xxx-xxxx, and get moving.
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Dayton ... originals wanted.
daytonoriginals.org ’

Byron and Chad Williams: Dayton residents



DO YOU KNOW ONE ?

The city of Dayton is full of originals - past and present.

Some are as clear and evident as the Wright brothers, g <
Tech Town, or our unique historic districts. Others are F ap "
modest, like the neighbor, student or business owner

who is passionate about making a difference in our
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A key element of our new “DAYTON PATENTED, ORIGINALS
WANTED.” branding campaign is highlighting the many
city originals who are shaping Dayton's future. We
want their story to help tell Dayton's story.

@ CLICK HERE TO NOMINATE AN ORIGINAL




-« A PROUD -

DAYTON ORIGINAL

The Dayton City Commission Recoghnizes

CARESOURCE

For perpetuating Dayton’s legacy as a home of

CREATIVE THINKERS. DOERS. BELIEVERS ano ACHIEVERS.

The city of Dayton is renowned for its legacy of invention,
innovation and inspiration. Dayton has been, and is, a

catalyst for creativity. For originality.

Dayton’s creative nature has touched people’s lives in
countless ways, including art, architecture, science,
education and industry. The city continues to attract,
welcome and reward originality — in thought, in deed and
in character. The result is a community energized not by
the status quo, but by what can be.

Just as Dayton'’s rich history was forged by unique people
and ideas, Dayton’s future rests with those, like you, who
are bold enough to be...Original!

[
: J i i
-
With Appreciation & Best Wishes ‘: ': é:
Mayor Rhine McLin R 1 ". g
Commissioner Dean Lovelace Cornmls's:o’ner,.l,oey D. Williams Y | . ‘E ]

Commissioner Matt Joseph Commlfloner Nan Wholey& ] — !
1 4 - - ‘ e
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Shawnee Brand Platform

For people who appreciate genuine quality

Shawnee (in prestigious Johnson County) is the best value
suburb of Kansas City

where a heritage of nourishing new beginnings continues

so that every day offers fresh opportunity
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600D mornings START HERE,




From affordable real estate and a ﬂ1riving [ o a rich |wi5'ory of new ljeginnings, you'” find everyﬂ'ling you need
to make even your biggestp g0me fo life. Shawnee, Kansas. Good starts here.

SRALYEE

GoodStartsHere.com
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Goldsboro/Wayne County, NC

Target Audience:

Frame-of-Reference:

Point-of-Difference:

Benefit:

Brand Platform

For families who appreciate small-town Carolina living

The Goldsboro-Wayne County area is a rural and
historic piece of Eastern Carolina

where life is built on the idea of spirited service

so you live a life of true value.
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b ; Why Does My Family Love Living Here?
. Let me count the ways.

N 4

GENEROUS
COMMUNITY

-
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CARING
FRIENDLY
NEIGHBOR

WHAT'SNOTTC

Lenditatur serrum quidell itibus volupta tiuntis modisciet, verrovid ma nestis esti cus volores is acerfero tes abores doluptatur sum remObisquis ni
Lenditatur serrum quidell itibus volupta tiuntis modisciet, verrovid ma nestis esti cus volores is acerfero tes abores doluptatur sum remObisquis ni

Whether you're seeking exhilarating fun or a relaxing hideaway, you'll find itin Goldsboro. THE COMMUNITY YOU CAN COUNT ON.

www.greatergoldsboro.com



GOLDSBORO |

IT'S THE NATURAL CHOICE
Lenditatur serrum quidell itibus volupta tiuntis modisciet, verrovid ma nestis esti cus volores is acerfero tes abores doluptatur sum remObisquis ni

Lenditatur serrum quidell itibus volupta tiuntis modisciet, verrovid ma nestis esti cus volores is acerfero tes abores doluptatur sum remObisquis ni
Whether you're seeking exhilarating fun or a relaxing hid you'll find itin Goldsboro. THE COMMUNITY YOU CAN COUNT ON.

www.greatergoldshoro.com




Lenditatur serrum quidell itibus volupta tiuntis modisciet, verrovid ma nestis esti cus volores is acerfero tes abores doluptatur sum remObisquis ni

Lenditatur serrum quidell itibus volupta tiuntis modisciet, verrovid ma nestis esti cus volores is acerfero tes abores doluptatur sum remObisquis ni
Whether you're seeking exhilarating fun or a relaxing hideaway, you'll find itin Goldsboro. THE COMMUNITY YOU CAN COUNT ON.

www.greatergoldsboro.com
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Insights to Inspiration

Strategic Brand Platform

Mississippi

For those who appreciate authentic people
and places

Mississippi is the most southern state

and the mother of southern
culture...yesterday, today and tomorrow.






lues

Until ’\'()u'\'(* sat in the dark and snlt)k}' S;)turd;l}' night audience of a 1'(*;1|J'ukojuint canyou
hear the real blueness of the blues or feel just how tired, just how lonesome, just how broken-
hearted a man or woman can be. Hear true blues in the true birthplace of

America’s music—the real, authentic Mississippi Delta. It’s playing all

the time at Po’ f\l()nkv(\'k‘ Jlub Ebony, and all the tiny holes-in-the-wall

here in Mississippi, the only place in the world to find your True South.

p————————————————————

VISITMISSISSIPPI.ORG 1.866.SEEMISS (733.6477)




True Stories

One of Mississippi’s Pulitzer Prize-winners, Eudora Welty, said, “One place understood helps us
understand all places better.” And N Prize-winning writer William Faulk , “To understand
the world, you must first understand a place like Mississippi.” Immers n the richest of southern
]ll Y lr[i(liti()"\. li\})&’ri(‘n(‘(" lht’ &)lrlhpld(‘("\ Hnd l)"“‘l\L l'()“n’l\ ‘h:‘ﬂ h(i\?‘ 1]]5})irt‘-’(i l}lk’ l“[inl\' (‘hi“’a("“’r\.
pl and events brought to life by the wealth of Mississippi authors, playwrights

and poets who have enthralled us for generations. This is the place where so

l“lin'\ ti\‘l' P(‘()})](‘ ll()\'(’ f‘l)lln(l l}]\"ir })('H('(H Ihl‘lr (\l\”‘t‘“l" (l”‘l l}]("ll' })[l\\i“n.

And this place, Mississippi, is the center of the world when it comes to finding

your True South.

T TR

% 'T'

Enter to win photo contest!

Details about current contests or competitions or promotions go here. Enter to win,
With instructions about how to find your way to the landing page or find more information.




True Towns

Ghost towns like Rodney, where a civilgvar cannonball rests in the wall of a deserted church.
Historic towns like Natchez, once the#ealthiest town in the nation. Towns with funny names like

D’Lo, Panther Burn and Hot Coffee. And super-towns like Oxford, where the center of the universe

is the town square that has changed \‘Plzllitllo since the days when William Faulkner worked at the

Post Office. Everyone here, localsand#isitors alike are having the time of their
lives at the great book store, the fabulous restaurants, the interesting shops

and life itself in one of the best towns}xczmh to find your True South.
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Enter to win photo contest!

Details about current contests or competitions or promotions go here. Enter to win.
With instructions about how to find your way to the landing page or find more information.
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SEE & DO
{5 EVENTS
LODGING
PLAN YOUR TRIP
DEALS & PACKAGES

YOU'LL LOVE
OUR GREENS
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érff'g http://www.youtube.com/user/VisitMississippi

setting Started . Latest Headlines Ry R —

You

pi Tourism & Missi... ifa YouTube - VisitMississippi's Channel X

Search Browse Upload noizyboyzzz

Uploads (37)

3,243 views - 2 montt

337 views - 11 month

2,188 views - 11 mon

Favorites (0)
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1 id.ytimg.com... : i i

IFcE



visitmississippi.org |« tke

Local/Travel

wall visitmississippi.org * Top Posts +

f‘:;&“'"r:;\' visitmississippi.org

E] Info < -* Take me out to the balllllll game! That's right, baseball season’s in full swing, so
= ) , why not enjoy the gorgeous spring sunshine and check out a game? Our own
¥% Join My List - minor league stars, the Mississippi Braves, play through September at Trustmark
£=3 piscussions Park in Pearl, Mississippi. Check out ticket & scheduling information here:

- http: //visitmississippi.org/poi-details. aspx?point=6602

%A video
o Mississippi - Find your true south
Photos (5) visitmississippi.org
E Events So much to see and do—indoors, outdoors, over land and
‘ﬁ] Links over sea, Break out the compass and Find Your True South in
Mississippi.
¢l about an hour ago * Share
5,816
people like this & Carl Woody Woodard likes this.
Likes See Al xfo“,"*v;\ visitmississippi.org
City of Bay § % Looking for a little excitement in your life? There’s nothing like some good gaming

to get your blood flowing. So why not plan a weekend getaway to one of
Mississippi's 24/7 casino resorts? From riverboat gambling to Biloxi’s coastal
resorts, youll find all the fun you're looking for. http: //www. visitmississippi.or
a/gaming.aspx

Springs, PR S
Mississippi

~ Social Media
SlQ_ Tourism
mewes  Symposium
/ﬁ" 3 The Attic Vintage
3 ; Clothing &

1 Atticville.com

” Nike R ¥ 22 hours ago via HootSuite * Share
, & 3 people like this.

Mississippi Gaming & Mississippi Casinos - Mississippi
- Find your true...

WWw, visitmississippi.org

Mississippi gaming ranks among the best in the world, so
explore our exciting Mississippi casinos scene right here! From
Tunica to Biloxi, we have...




Brand Action ldeas

Reframe Mississippi’s Bicentennial in 2017

with a statewide “Homecoming of the South”. Partner with the state’s matriarchs
(literal and figurative) to invite all Mississippi children home to their true south.

HOMECOMING OF THE SOUTH




STUDENT PRINTZ

News Opinion A&E Sports Multimedia Classifieds Ads Contact
Wednesday, April 13, 2011
The Student Printz
Racism in Mississippi: an outside view
Samantha Schott
g Like [E] Be the first of your friends to like this. ¥ Tweet 0 ) email [J share & print

From the outside looking in, Mississippi appears to be evolving more
slowly than other states in the area of race relations.

Some say this slow journey toward acceptance may just be a
stereotype; others blame the state's history. USM professor of black
studies, Curtis Austin, says the media could be weighing the state
down.

“The media, from news and radio to TV and the film industry, has
falsely depicted Mississippi as this racist backwater where social
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is made known," he said. "However, as long we pretend that we live in some kind of fantasy world now being labeled as a

post-racial society based on the election of a half-white president, we will continue to fool ourselves.”

Facebook Comments Site Comments

£ Like 1 Be the first of your friends to like this.

5 Jonathan Andrews Apr 12
To blanket an entire state in the cloak of bigotry based on stereotypes borders on bigotry

| itself. Yes, Mississippi has its bigots. It also has many loving, open-minded, generous
residents who see their neighbors for who they are not the color of their skin. Because
these people are not “TV or headline worthy” they don't often reach the public eye. But
they are Mississippi's true south. In the words of one of Mississippi's most famous
children, “To live anywhere in the world today and be against equality because of race or
color is like living in Alaska and being against snow.” ~William Faulkner, Essays,
Speeches and Public Letters
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H H. Kim Parker: Ah Mississippi. The...

Kim Parker: Ah Mississipp-i. The armpit of the nation. Ignorant rednecks. |

HL hetp:/ www-huffingtonpost.com/ social/Kim_Parker license-plate-kkk-mississipp v C'| (#§~ Google DIEIN -
News Web
HUFFPOST POLITICS
M
POLLSTER 2012 ELECTIONS SPECULATRON HUFFPOST HILL FUNDRACE INVESTIGATIONS ek Alerts
HuffPost Comments
Kim Parker = :
L
B /
Comments (32) | Friends (0) Networker Superuser Moderator
.
Commented on:
License Plate Honoring KKK Leader Proposed In Mississippi
Read More: Mississippi Kkk Leader, Mississippi License Plate, Mississippi Kkk License Plate, Mississippi, Kkk, Politics
News
Like [ Be the first of your friends to like this. 1,048 97 69 Stats Board
Kim Parker "W tweet |
B CED Comments Network
Commented 2 months ago in Politics
Total Comments: 32 Friends: 0
1,663 Comments to News: 30 Fans: §
“Ah Mississippi. The armpit of the nation. Ignorant rednecks. | am a Comments to Blogs: 2 Following: 0
southerner and these people are a national embarrassment.”
HUFFPOST SOCIAL NEWS
FOLLOW US
O +@88
Ner Comm ~
MOST POPULAR ON HUFFPOST q1o2)
dwhomesouth 10:07 PM on 2/25/2011 @ New Superman Movie Gets Its
206 Fans Villain
Hl Like 1K
Don't be vicious! Come visit! Tuck into a plate of our fried chicken, biscuits and Mississippi
mud pie. Sweat and sway to our authentic blues rhythms. Walk through the house where Ke'““?k_)' Miner Finds .
Faulkner penned some of his finest works. Be charmed by our quirky seaside art enclaves. 300-Million-Vear-Oid Koesil
Cheer your team on in the Ole Miss football stadium (as long as your team is the Rebels). Or H Like 3K
test your luck at the casinos. After all that, if you still have a negative view of Mississippi, Il
kiss my cousin! Beck Mocks O'Donnell For
Crying, Says Only 'Hookers'
Need Planned Parenthood
Bl Recommend 12K a
AOL Jobs: Undercover Boss '/
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Columbus, IN Brand Platform

For people seeking a small and innovative Midwestern community

Columbus is an architecturally significant community within the
Indianapolis, Louisville, and Cincinnati triangle

where an environment of excellence creates an uncommon
atmosphere

that inspires you to shape your world
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Columbus, Indiana Web site Portal

Welcome to our city
Web site resource center.
A conveinient way for yo
to connact with the many
city services, groups, and
organizations that make
Columbus a vibrant and
vital city.

For those who are
connecting to the
lives of our residents,
to the young people
who are expanding
their opportunities, to
businesses looking to
build or relocate, and to
visitors who have yetto
experience our hospitality,
we welcome you to
Columbus. Unexpected.
Unforgettable.
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Visitors  Home Tour & Travel Professionals Media

STAY AND

PLAY IN
B coLUMBUS
~

-

~ | Stayand Playin Columbus, Indiana!

Otter Creek, with 18 holes designed by Robert Trent Jones and nine holes designed by Rees Jones, ranks

among the top 35 public courses in the US. www.ottercreekzoif.com
————— el

Timbergate, designed by Fuzzy Zoeller and Clyde Johnson, Sppeais 1o experienced nlauace

hicheck.
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[ Search columbus.in.gov >

a message from

We invite you to scroll through our website to learn more about the city of Columbus — the architectural capital. Locat
Bartholomew County, Columbus is a dynamic edge city with award-winning schools, thriving businesses and family-oriented nei

Welcome  City Hall Elected Officials Services

/|
columbusindiana

unexpected.unforgettable.

committed to preserving its vitality through controlled expansion and prudent planning.

o ]g M| | » City Jobs Now Avalable | |

NOTICE OF PUBLIC MEETING

COUNCIL CHAMBERS
WEDNESDAY, MARCH 12, 2008, 8:00 AM.
DISCUSSION OF PROPOSED ZONING ORDINANCE

State of the City Address

Help

@d just south of Indianapolis in
ghborhoods. The city is

Mayor Fred Armstrong gave the annual State of the City address on February 5, 2008.

[

columbusindiana

unexpected.unforgettable.
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ShapeYourWorId Brand
Galvanizing Festival

b N

‘ Unexpected
w| Unforgettable
Citizen Awards

» ‘u‘ ! ; 5 %
City shapes the Interstate
with bridge architecture

Developer
leverages brand
in downtown

% mall playground

Claude Reeves
wms annual Bad

Cell Phone

Tour of
7 Architectural
Gems

branded
bike racks
provided to
businesses

b 3
2
mbussaiNS

5 PRI T3

- Resident recognized for § '
“shaping”’ their yards

Local Volunteer
models Columbus’s
own Chuck Taylor
“Chucks”

g g,-

Alrport Design
developed with
Brand in mind




Providence, Rl Brand Platform

For those seeking depth and perspective
Providence, Rhode Island is a vibrant northeastern city

where original thinking is expansive

SO YOu are free to create...
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ENTREPRENEURIAL

PROVIDENCE THE CREATIVE CAPITAL

unlock the door to your business at www.providenceplanning.com

David N. Cicilline, Mayor




PROVIDENCE THE CREATIVE CAPITAL

start your culinary adventure at www.providencecreativecapital.com

David N. Cicilline, Mayor




EMPRESARIO

PROVIDENCE THE CREATIVE CAPITAL

unlock the door to your business at www.providenceplanning.com

David N. Cicilline, Mayor
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PROVIDENCE THE CREATIVE CAPITAL

Nam vel leo at elit tempor luctus

s at www.providencecreativecapital.com

David N, Cicllline, Mayor
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OPPORTUNITY KNOCKS
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ANN 5. GOODING
Director of Aoministration

PROVIDENCE THE CREATIVE CAPITAL
agooding.0cBu2 & providencerl.com

WWW.providencer.com

City of Providence
Department of Planning
and Develogpment

Meoenont
00 Westminster Stres

PROVIDENCE THE CREATIVE CAPITAL

City of Providence
Department of Planning and Developmsnt

AQ0 Westminstar Str

Providencs, R OZ903-32

PROVIDENCE THE CREATIVE CAPITAL

David N. Cicilline, Mayor




CITY NEWS

| ‘, 4 David N. Cicilline fMayor
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PROVIDENCE THE CREATIVE CAPITAL e —

Office of Mayor David N. Cicilline

2 25 Dorrance Street
| Providence, Rhode Island Providence, RI 02903

(401) 421-2489
vivivi. providenceri.com
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GO

SEE/HEAR

o Artand Culture

e Enfrepreneurs

* Food and Dining

e Knowledge

Economy

» Neighborhoods

e Podcast

o Sustainability
PARTNERS:

¢ Destination Providence

e WRNT

NEWS / BUzz

ProvidenceJoins Lineup of
Travel = Leisure’s America’s
Favorite Cities
Travel & Leisure

Plan your trip >
Learn more about
Prouvidence at
prouvidenceri.com >

PROVIDENCE THE CREATIVE CAPITAL

IN THIS ISSUE

article by Jan Faust Dane

In a third-story studio on the east side of Providence, in a neighborhood

that he describes as looking like “the quiet Midwestern suburb” of his

childhood, author Chris Van Allsburg conjures the magical stories that

have made him famous worldwide.
Read More

Read more about Art and Culture

B) RSS/SUBSCRIBE

PODCAST

Since 1985. AS220 hasbeenat
the core of Providence's art

scene, From providing

performance space,.. LISTEN

ENTREPRENEUR PROFILE

Abe Dane of Tizra

NEIGHBORHOOD PROFILE

WICKENDEN: A True

Mixed-Use Community

WELCOME FROM PROVIDENCE
MAYOR DAVID N. CICILLINE

From its earliest days,

| el g PRPERNDS RN RO



GO

SEE/HEAR:

e Artand Culture
e Enirepreneurs
e Food and Dining
* Knowledge
Economy

e Neighborhoods
e Podcast

» Sustainability
PARTNERS:

e Destination Providence

PROVIDENCE THE CREATIVE CAPITAL

-—

Left to right, co-founders David Durand and Abe Dane

B rss/suBSCRIBE

WELCOME FROM PROVIDENCE
MAYOR DAVID N. CICILLINE

From its earliest days,
Providence has been a
haven for creativity and
innovation, and that’s no
less true today.

FEATURED IN THIS STORY

s Tizra

ABOUT THIS SITE

Providence the Creative Capital
spotlights the people and
businesses that make
Providence a wonderful place to

[ e Bk U A WA Ca T TS






PROVIDENCE THE CREATIVE CAPITAL

how the web portal works

P PROVIDENCE THE CREATIVE CAPITAL

'WHAT’S GOING ON

Foodies, Rejoice!
This fall, discover the

ENTREPRENEUR PROFILE
flavors of Rhode Isiand ~
events and sdventures that

\ & | §
v 1l
I
let you get up close and K L

providencethecreativecapitpl.com

T13H AVS

pieces and shows...

BUILD YOUR BUSINESS
.

waterfire Schedule From the beginning, the Chace Center was created for people — to be &
crossroads where students, faculty, staff, alumni and museurn visitors from

Renowned artist and RISD
jeneral public all come together. With its unpretentious design, it melds

alumnus Dale Chihuly has

created o site-specific d other public Lo .

installation to insugurate st n aress, creating 3

the special exhibition gal- welcoming center where art is made, studied and enjoyed... LEARN MORE PLAN YOUR TRIP a rtt | X ri com

lery in The Chace Center. Choose trom over 20 hotels. learn about -
Providence’s 200+ restaurants, and e ot

VIEW ARCHIVES
whst's happening ahen youl be heret

* :

providence
downtown.com

providence
chamber.com

providence

goprovidence.com providenceri.com .
planning.org

X *

(redesigned with (new design) (new design)
new colors)

* footnote: these sites are to receive a new widget allowing direct cross-linking.
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Get Engaged

Read our = Creative Providence Cultural
Assessment Findings Report )
document

Join in on our Public Conversation

Sign up for one of our Events

Home

Read the Plan

News

Cultural Plan Goals
Mobilize the Sector
Build Community
Educate and Inspire
Nurture Organizations

Sustain Creatives

A CULTURAL PLA R

Resources at A Glance

= Cy of Prov ':1'-‘:'1':-:-

MAYOR DAVID N. CICILLINE

.<>‘(_.

Upcoming Events

No events

Please excuse our appearance as we update our site.

Mayor David N. Cicilline and the Department of Art, Culture + Tourism launched Creative
Providence to explore the strengths and weaknesses of the capital city's creative
ecosystem. The community-wide cultural plan is designed to better position the city to
realize its full potential as a creative center and deliver on its promise of innovation and
change. Creative Providence will guide public policy, private initiative, and investment over

the nextten years.

Download the Creative Providencs

m

Download the City of Providence Cultural

xXecutry

e Summary

Plan (full document).
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p listen to local music and hear about upcoming performances)










Entrepreneur’s
celebrated

Even trash cans
are ‘‘free to create”’

investment in
Business Incubator

I Ty A

RISDI provides
“Original Thinking
each semester

Co
become brand
ambassadors
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In Hard Times, Rhode Island’s Capital

Hopes New Slogan

Proves Providential

*

Made in Nashville, Logo Extols City’s Creativity;
Peoria (Not That One) Tries to Rebrand, Too

BY PHILIP SHISHKIN
AND JENNIFER LEVITZ

PROVIDENCE, R.I.—A big
popped up on posters on busy
downtown streets here late last
year, and it had nothing to do
with parking.

A bright orange P decorates
the business card of Mayor David

Providence's new brand

Cicilline. He is the man who de-
cided that Providence, previously
touted as “Renaissance City” but
suffering a jobless rate of 11.4%,
needed a new image. After a
$100,000 rebranding campaign
led by a Nashville, Tenn., market-
ing firm, Providence proclaimed
itself the “Creative Capital,” with

Cities Hope brandng Proves Providential

mmmmlmmwwmﬂmmmm-p which has been showing up on posters around the city, right.

a sty'i.i;ed}l:azs alogo. o

“They had to go to Nashville to
let them tell us that we are cre- ‘C:“':_"g:::‘g"u':m:‘g’ i Y
ative,” complains Vincent Some people think the money
“Buddy” Cianci, the former Provi- would be bener spem on some-
dence mayor and radio: thing else. the logos
host. He calls the and dﬂ% are

already using the same phrase as
its tourist slogan. “I'm not sure
how they picked up on it,” says
New Market Mayor Larry Smith.
An Internet search finds the
phrase used by various people in

wasteof money. Mr. Ci:
didn’t pay anyone a penny for the
“Renaissance City” tag he gave
Providence before he had to go to
federal prison for 4% years on a
racketeering conspiracy charge.
As recession wallops cities
i and towns across the country,
many are paying for image make-
£ overs in the hope of attracting
Please turn to page Al4

inal or be:
the point. Controversy has led
some officials to change their
branding plans.

mote. d

has applied for a trademark for
themotto. But Ellyn Elsona Napa.
Calif,

had outlived its usefulness and
wasn ulhharorudmnntheﬂm

2006hookonllwuxuhfeolilb\lﬁ-
cance titled “Live Like You Mean
It,” says she came up with the
name ﬁrsL

Yo Cicling says of Providence.
“We needed a better capacity to
‘market it.”

‘The new name WIA meant to

went with a runner-up: “The
Crossroads of Hlslory. Heritage

gies, the Nashville company that
handled the Providence job, has
done similar work for about 100
cities, towns and other destina-
tions. In the first quarter of this
year, the company got 17 new re-
quests from communities, up
from 12 in the same period last
year. “It's busier than it's ever
been,” says Chief Executive Don
McEachern.

Peoda Ariz, pald North Star
witha

new motto and say the $50,000
paid to a Milwaukee ad agency,

wn Kié, was money well
spent. 'rhe ad agency referred

evoke s wel

as the growing ny irtists,
some of whom squaned n aban:
doned textile mills before getting
Kicked out by developers. As real-

camnlisn that included lhls slo-
an: 'Penm Naturally Con-
al wags offered free
alteruatives on's We
site, including “Peoria,
Not the One in Ilinois.”
: “Peoria. Looks Bet-
ler in the Rearview Mir-
ror

nities have rebranded during
hard times. Mira Engler, an owa
State University professor who
has studied community develop-
ment, says a 1980s recession in-
spired a number of Midwestern
places to repackage themselves
as!mnner towns nrendzves with

Dutch or Norwegian tl

1n1939, three, d&plessedconm
ties in central Massachusetts

rett says, “Some of them
are very funny, I hate to
admit it.” It didn’t help
matters that “Naturally
Connected” was already
being used by Victoria
CountyinCanada. So Peo-
ria shelved the logo and
the slogan.

North Star says most of its
projects have been successful.

‘Pioneer Valley'

by a.group of businessmen look-

ing to drum up tourism. Today, a
ew group of boosters is pushing

torebrand the area “The Valley of

the Dinosaurs,” tocapitalize onall

the prehistoric footprints that
ave i

tensive research, including po]]~
ing and

Vincent ‘Buddy’
Cianci

gets tough, the tough get market-
ing,” says Kelli Trumble, the

ists decamped to nearby Paw-
tucket.

Providence, which
used to call itself the

haslong had issues with
its economy and iden-
tity. The decline of man-
ufacturing in the 1920s
and '30s hit the beehive
hard, for decades. Ur-
ban blight was so bad
that when Mr. Cianci
was first elected mayor
in 1974, “you could
throw a bowling ball
down the center of the
‘main street and you wouldn’t hit

anybody,” he
On his. walch Providence un-
covered a paved-over river, and
put gondolas on the water. The
mayor seldom

ems brand :denmy It recently

ing, Minn., the
blrlhphce of Bob Dylan, on the
“We're More Than Ore” campaign

made a speech without touting

the Renaissance City, he says.
Providence's brand took a big

hit in 2002 with Mr. Clancis cor-

Facing a 20% drop in down-
town business, New Market, Va.,
decided to tap into its Civil War
past, via a slogan contest. The
town promised to pay the win-
ner’s water bill for a month. The
winning entry: “Where History
and »

aimed at the city’s

iron-mining image.

In Wisconsin, many citizens
have been' slamming the new
state motto “Live Like You Mean
1t,” which was previously used to
promote liquor, energy bars and
diet books. Republicans crafted a

It turned out ﬂlll Harrison-
furg, Va, just 18 miles south, was

i TaxLike
‘You Mean It,” a jab at the gover-
nor's propysed budget. The state

myself with some people I
shouldn’t have,” slys Mr. Ciam:i,
ver d red wine ina

g

closures soaring, the $100,000
the city spent on the branding
campaign raised eyebrows. “It's
hard to imagine spending that
much money when you think
about what it could do for a fam-
ily,” says Sara Mersha, a commu-
nity organizer who works with
people losing their homes.

Mr. Cicilline says the Creative
Capital campaign will stimulate
the local economy. “I don't think
there’s any question thatit has:
ready helped us, and will really
stre ‘positionas the re-
cession ends,” he says. The city
saystheartsand culture industry
generates $112 million in eco-
‘nomic activity and creates jobs.

Justdownthe highway n Paw-
tucket, which started itself

“RhodeIsland’s Creative Commu-
nity” at least a year before Provi-
dencesettled ontheCreativeCaj
tal moniker, officials say there's
enough creativity for everyone.
“We took no offense,” says Her-
be:l V\Ileks.‘h.vl_tincﬂmnnm

bar wlled Tammany Hall.

Mr.Ci lected mayoraf-
ter. Mr, Gianc¥s convictian,
wanted to turn over a new leaf.
And that included finding a new
brand identity to replace the Re-
naissance City, which aides say

oll:vmv-mmm
ities to
sloq-nsn




3 tools most often missing from a community’s
marketing tool box...

Brand Platform

Brand Narrative

Brand Behavior (symbolic action)
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e sf ﬁ_'_,:-,.,~_-<--“c'|es that survives,
nor the most intelligent

that survives. It is the one
that is the most

adaptable to
change.”

Charles Darwin
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Community Branding:

Beyond a Logo and a Line

ICMA - 2011

Don McEachern
North Star Destination Strategies
don@northstarideas.com

615.327.9192



Top 10 ways to derail your brand

Make your brand just about a logo and tagline

Proceed without research

lgnore your culture and heritage focusing solely on your aspiration
Engage the press for the first time during the unveiling

Unveil your identity and ask for public feedback before implementation
Apply strict controls for usage by stakeholders

Cover all your political bases in your brand platform

Limit your brand to just communications without regard to the experience

¥ 0 N o U1 A~ W DN

Appoint a large stakeholder group to approve creative development

|0. Make a contest of creating your community’s slogan



