BRANDING FOR COMMUNITY
—— beyond the mark —
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What will You Learn Today?

» What is Brand
» The Value of Branding for Places
» Brand Strateqy

» What to Expect from a Branding Effort —
Process & Outcomes



INTRODUCTION

What is Brand?
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Brand Defined

1s much broader — the collective perception,
planned or incidental, of your place and is the result of
every interaction a user has with that product or
company or place.



Brand Defined

1s a symbolic embodiment of all the information
connected to a product, company or place, and serves to
create associations and expectations around it.



Place Brands

Paris is Milanis  Vegasis New York 1s




INTRODUCTION

Value of Brand



The Importance of Place Branding

“A — clear, compelling and unique — is the
foundation that helps make a place desirable as a
business location, visitor destination or a place to
call home. A for a city leverages the
features of that place to provide a relevant and
compelling promise to a target audience.”

- from CEOs for Cities: Branding Your City, March 2006
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» Shift the perception of a place

» Create a common vision for the future of the community
» Provide a consistent representation of the place

» Enhance awareness and positioning — locally, regionally and beyond

» Shed unfavorable stereotypes/make the place more appealing
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Brand Strategy
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http://www.ted.com
http://www.ted.com

The challenge of developmg a brand for a
community is the diverse set of peoples,
interests, agendas and visions for the future.

The best part of developing a brand for a
community is the diverse set of peoples,
interests, agendas and visions for the future.




BRANDING FOR COMMUNITY

The Process



Process Overview

d

. Define Goals & Processes
. Research & Engage
. Develop the Brand Framework

. Build the Brand

. Implement the Brand Strateqgy

h U1 p~h W N

. Measure Success






Setting Clear Goals & Processes

v

What is this project aiming to achieve?

v

What specific results are you seeking?

v

What does success look like?

Who will oversee the effort?

v

Who will the decision makers be?

v
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How to Engage

» Public meetings

» Surveys (online, in person)
» Discovery sessions

» Focus groups

» Working sessions

Group activities




Who to Engage

» Council for Economic Development

» Business/Civic Leaders

» Elected Officials

» Community Representatives/Residents
» Board of Tourism

» Local Universities, Cultural Institutions

» Local Media
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Brand Framework Overview

Summarize Research

v

v

Develop the Brand Positioning

v

Define your Why

v

Develop Key Messages



Developing the Brand Positioning

» Define and prioritize your audiences
» |dentify current brand perceptions

» Establish desired brand perceptions




Positioning Defined

A forward-looking statement that succinctly
defines how your place wants to be positioned in
the marketplace. It should be an honest reflection
of who you are today, but with short-term
attainable aspirations.



North Coast Harbor, Cleveland

North Coast Harbor is the one
Cleveland destination where the
City meets the Lake, and Life

intersects with unique venues,

events and activities that

enlighten, engage and entertain.




3. DEVELOP THE BRAND FRAMEWORK

Start with Why

» What is your core belief? Why do you exist?




Elevate the visitor
experience through
amenity additions.

Consider How

» How do we make that
core belief a reality?

A place to be
Enhance safety and accessibility enjOyed by a”

through infrastructure upgrades
in and around the district.

Build awareness and traffic among

visitors and residents through shared
communication and event promotions.



End with What

»

What do we offer to
support our beliefs?

Pedestrian
Bridge

Sanitation &
Safety
Efforts

N\
Additional ze,‘o\
Parking/ &
Less Costly
Parking

Additional
Connectivity
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NCH Brand
Development

NCH Website

What

Gathering
Spaces:
Restaurants,
Pavilions,
Benches

Branded
Placemaking
& Wayfinding

Public
Bathrooms

A place tO be . World-Class
enjoyed by all venues

Signature
Events

Year-round
public events/
festivals/cele-

brations
District PR
NCH Social and market-
Media ing outreach

Presence




North Coast Harbor, Cleveland OH
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Passive
Recreation

Activitiejs/'

BUILD
awareness and
traffic




North Coast Harbor, Cleveland OH

5 e 9‘{:*“"1 *&ﬁn

'.I-‘-H-t

,ﬂwf =

'J. T-.."t.-L

ELEVATE
the experience

Passive
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North Coast Harbor, Cleveland OH
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unique venues, events

and activities

enlighten, engage and

entertain.

VENUE-RELATED

>

>

>

EXAMPLE - EVENT IDEAS

Public Concert Series (Rock Hall) > Lunch by the Lake
Cruises (Goodtime) > Waterfront Wellness Series:
Lakefront Leagues - Sports (Browns) - Group Yoga/Paddleboard Yoga

Lake n Learn Series: - Ship Shape bootcamp-style series

- Discovery (Science/Nature) Trail > Art installations (could be on-going,
(GLSC/Rock Hall) community artists)

- Learn the Sky Astrology (GLSC) > Flea Market at the Pier

- Coastal History (COD/Mather) > Painting Classes

- Naturalist Tours > Bocce courts/horseshoes

Roctober Fest - beer garden and music in > Clubs (photography, running, fishing,

back of Rock Hall kayaking, dog walking)

Cocktails and Chemistry - Fall Happy Hour > Pier sidewalk art days (for kids)
series at GLSC; learn about chemistry of

cocktails while you drink > Fishing Contests

> Rentals & Rides:

Happy Hours/resident
special days or discounts

- Paddleboat or kayak,
jet ski, sailboat rentals

Harbor Pass to
visit multiple venues

Year-round
public events/
festivals/cele-
brations

- Bike Rentals (better connections to
bike paths, trails, etc.)

- Fishing / Ice fishing
- Boating (marina)

- Water taxi (Whisky Island runner/ferry)

ACTIVITIES (smaller-scale, ongoing)

L5 A . . S -E.:-_- 'r o F - :
EVENTS (annual or signature)

>

>

>

>

>

Run or Dye
Land Yacht Vintage Car Show

Cleveland Triathlon

Race for the Place

North Coast Boating and Fishing Fest
Art Show/Festival

Benefit Event (annual to raise $ for NCH)
Tall Ships

Air Show
Harborfest
Senior Games

X-Games

Signature

Events




Key Messages Defined

These are the primary messages you wish to
communicate to your audiences. Generally, 2-5
statements that brand champions can process,
internalize, and communicate. These statements
also form the backbone of marketing messaging
to your audience groups.



South Euclid, OH

Prospective Home Buyers

While I may shop dozens of homes throughout the region, The City of South
Euclid is the first place I look and the one place I land.

Families

The City of South Euclid rates high in safety and education, and offers plenty
of kid-friendly amenities that will keep my family active as we grow.

Divorcees/Empty Nesters/Singletons

The affordability of The City of South Euclid allows me to enjoy more for less,
maintaining the same or better quality of life, especially when comparing costs
of neighboring communities.




City of South Euclid, OH
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“Our son's elementary school and a
beautiful playground are both within
walking distance of our home. This central
location places us within a 10-15 minute
drive to our favorite shops, restaurants and
world-class museums.”

- Kevin & Cathy Fromet Family, 11 Years

Residents: Families:

I'm proud to call The City of South The City of South Euclid rates high in safety and education, and offers
Euclid home. | plenty of kid-friendly amenities that will keep my family active as we grow.



Tagline

A short phrase summarizing either
what you do, who you do it for, or what
you stand for. The Tagline is used in
tandem with the logo and may be

incorporated into the Key Messages.

» Come Together
and Thrive

» City Meets
the Lake






Brand Build Up Overview

» Design or Develop Key Brand Elements

» Create Brand Guidelines



Cleveland’s

NorthCoas

t N

HARBOR

city meets

the lake

pANTONE 1462

cMYk 100/48/6/30
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PANTONE 235
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HEX #DC4405
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RGB 251/225/34
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N
orth Coast Harbor Brand Standards

PR A parkTt
L)
- awer?
P i
-

| IS
- TR
wee

BHAKD CoLORS

e Mort Soook MaTEE BORAG DML Cr et
of § ety o PO Al Bty of Dane
exory, The tow s s o D ."‘_‘;
oy Lo b ELOpNEon IS Wy en w

wavly ~

SOTL: The cokes w3 vy o0 A M
.

paciirs. Th aakecs WK G T4g
Lo,
am e T W S ed Doy Lowe

wqvrerds

TINTS

oo ey AN

tatsof ww O QNS @ T CONSH padnt
[P L)

LORO COADmS

The ot Samd W ted g ¥ 0N

peudeced 0 A G an Pt o pavsae

o
A-\;tl—‘:“ e
» 1 prafaed pelshivg Creqmes i Ct
A, un ASoee B peris KNP e

)
a oaSt\ ogs My Hao e coaet Sgtan B4
Nort C col s o vary kG o e
HAR ROK doiex o park

city ™ o

GAt" seant Je

ﬂorthCOaS\'-\‘
H r\RBOR

els the lake

cit\j me







THE USER CONTINUUM

PRSI 1 | BEFORE

PERCEPTION EXPERIENCE
N build strong brand foundation with: -
A~ - Position + Promise , - ’\)sea"‘““
™~ o~ KeyMessages

- |dentity + Brand Standards

COMMUNICATIONS EXPERIENCE 2 | D U R | N G

tell a compelling story with:
- Traditional Advertising

- Content Marketing

- Maps, Guides + Apps

’ - Sample Itineraries

ARRIVAL EXPERIENCE

welcome + orient with:

- Entry + Parking Signage

- Wayfinding Signage

- Maps, Kiosks, Guides + Apps

I, \F{Ldbeliocli?rglgltjif)t:sms - Brand Ambassadors
ENGAGEMENT EXPERIENCE
/] ERIERLE
exceed expectations with:
- Environmental Graphics
- Signage that Informs, Identifies,
Directs, Tells Stories
- Activities that Align with Brand
3 | AFTER - Opportunities to Capture the Moment
EXPERIENCE EXTENSION EXITEXPERIENCE = = =
maintain engagement with: enaure positive transition with:
\\ - Social Media Sharing p - Exit Path + Egress Signage
\ - Incentives to Return » ~Merchandise
\ - Ratings + Reviews " Exit Surveys
\\ - Inbound Marketing
N\ ~ &
~ -

~—-——



Typical Brand Elements

» Logo/Brand Palette
» Digital Assets

» Ads, Flyers,
Posters, Press Kit,
Promotions

» Template/Tools

» Merchandise

v

Signage/Wayfinding
Amenity Upgrades
Brand Ambassadors
Events/Activities
Master Plan

Streetscape Design

Social Media
Photo Library
Video Library
Publications
Press Release

Brand Standards



Prioritize

Prioritize touchpoints
based on impact, return
on Investment,
alignment with core
values, and available
resources.

MARKETING MAP

© BRAND FUNDAMENTALS & INTERNAL COMMUNICATIONS

BRAND FOUNDATION, KEY MESSAGES, LOGO & COLORS, BRAND STANDARDS, PRESS KIT & REGULAR COMMUMICATIONS

COUMNTER CARD (£}
AHCHOR PLACE EANMERS & SIGRAGE FOR DrSTRICT
COLLATERAL IDENTIFICATION e

MASTER PLACEMAKING
: PLAN & WAYFINDING
BLOG: STORIES _ s 1 |
Jetlodh ot @ . @ ' : € rerue
s STORY
@ -l A BLOGGER
: e . - I OUTREACH
TEMPLATE . 4 b J

MICROSITE § Xl

HUB

FLYER TEMPLATE ()
: EVENT PEINT AD TERFLATE (1)
PRIVATE TOOLKIT e A ey
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BUILD awareness



North Coast‘

{ARBOR

GETTING HERE

Don’t know where North Coast
Harbor is? Don’t worry, we've
got you covered.

GETTING HERE WHAT'S HAPPENING

. ' “gmmammr, )u -

WHAT'S HAPPENING

Fill your days with fun activities
and festivals at Cleveland’s own
North Coast Harbor.

ABOUT NEWS CONNECT

ABOUT NCH

Find out more our
unique venues and
events booking.

REDISCOVER NORTH COAST HARBOR

Cleveland’'s Lakefront is a busy place - discover your connection to Lake Erie,

Visit Voinovich
Bicentennial Park

Read Move >

World Class
Museums

Read More

Pedestrian
Footbridge Opens

Read More >

Transient Marina
Plans Underway

Read More

MON TUE

16

23

30

CALENDAR

Our scheduled events will make you fall in love with
Cleveland all over again!

UPCOMING Speclal Events Seasonal Activities

North Coast Namaste Yoga
Tuesday, June 3, 2014

Wine & Canvas on the Goodtime
Tuesday, June 3, 2014
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Social Media
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Press Kit/Flyers

Unique Events & Everyday Activities Anchor Institutions & District Highlights

North Coast Harbor District Map

Memorable Events Everyday Fun The district is home to world-class venues and local staples
punctuated with park space and waterfront vistas
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Event Marketing

y

NORTH COAST

namaste




Cleveland's “
North Coast"

HARBOR

city meets the lake

North Coast Harbor is the
unique place where Downtown
Cleveland meets the Lake.

The district is home to world-class venues and
local institutions punctuated with park space
and waterfront vistas. Along this dynamic urban
landscape, visitors, professionals, and residents
enjoy endless activities that set the stage for
memorable events and everyday fun.

What memories will you make along the shore?

©

E3 Downtown Cleveland Alliance”  northcoastharbor.org
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£3 Downtown Cleveland Alliance”

HARBOR

city meets the lake

Enlighten

& world-class instriutions ke Hhe

Rock Hall B Greal Lakes Sciene

Engage

fizh off Lhe pier, DaCk & DICIrC, OF
wialk the dog Mong the thore

Entertain

faxe 4 yoga class lunch Dy the lake, or
attend one of our exciling events
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Signage/Placemaking

20

JUNE

north coast harbor events

north coast namasté

Purple Cleveland
Stride Walk Pride FREE YOGA

JuLy AUGUST TUESDAYS

' June 3-Sept 30

Cleveland Gay Games 9 6-7pm
Triathlon Triathlon Voinovich Park

AUGUST

thru Sept 1

LUNCH BY

Gay Games 9 Cleveland
Closing National Air Show THE LAKE

SEPTEMBER THURSDAYS

June 5-Sept 25

Pop Up Party American Heart 12-2pm
on the Pier Walk East 9th St Pier

OCTOBER

visit northcoastharbor.org for full calendar

Rock'N'Roll

Half Marathon I

Cleveland’s

North Coast‘

HARBOR

city meets the lake

CONTEXT ELEVATIONS - BANNER CONCEPT A1
SCALE:1/2" =1-0"




COMMUNICATION & collaboration
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ENHANCE accessibility



ELEVATE the experience







Principles for Measuring Success

» Monitoring the success of branding efforts with key audiences

» Measuring the effectiveness of branding and marketing
activities over time

» Showing the effect brand has on the business by measuring
brand metrics in conjunction with economic and community

development metrics

- from CEOs for Cities: Branding Your City, March 2006



Typical Measurables

A4
v

Property Values Revenues & Taxes

» Event Attendance » Curb Appeal

» Social Media Rankings » Ratings & Referrals

» Website Statistics » Community Engagement
» Development Interest » Special Interest Group/

Neighborhood Group

» Population Growth Development



Social Media Rankings

Park » Tourist Attraction * Mf

Timeline About Photos
North Coast Harbor v Uked = v Following EOPLE » Post
::: ** **1 Write somet
n 674 1,098 likes
212 visits Event Attendance
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Branded
Placemaking

Gathering

plan with PURPOSE

ant Spaces:
Pedestrian & Wayfinding | pastaurants,
Bridge Pavilions,

Sanitation &
Safety
Efforts

Additional
Parking/
Less Costly
Parking

Public
Bathrooms

Additional A place to be World-Class
Connectivity enjoyed by a” Venues

Signature
Events

Year-round
public events/
festivals/cele-
brations

NCH Brand
Development

Y Y District PR

NCH Social and market-
Media ing outreach

Presence
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