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Today: 

Broadening the definition of Brand 

The path to a competitive identity 

Missing tools in the community brand toolkit: 
Brand Platform 

Brand Narrative 

Brand Behavior 

Questions 



Why brand? 



A great brand means never having to justify your pricesé 



éor explain yourselfé 



éor even write your name. 



A great brand signals whoõs the besté 



égives you a competitive edgeé 



éa public faceé 



éand a legacy that endures. 



 

 

òYour brand is what they say about you 

when youõre not around.ó 



 

 

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. 



 

 
71% 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 

communityõs reputation is what gets you on 

a shortlist. 

 



 

 

Your brand is what they say about you when 

youõre not around. 

 

Branding is what you do about it. 



Research 

Brand Platform  

Creativity  

Consumer  

Community  

Competition  

Brand Identity  

&  

Brand Behavior  

Narrative  





 

 

Brand Platform 

Brand Narrative 

Brand Behavior (symbolic action) 

3 tools most often missing from a communityõs 

marketing tool boxé 



Research 

Brand Platform  

Creativity  

Consumer  

Stakeholders  

Competition  

Brand Identity  

&  

Brand Behavior  

Narrative  



Target Audience:   For people who value discovery and Midwestern  

   traditions 
 

Frame-of-Reference:  Dayton, Ohio is a city with a rich history of   

   invention 

 

Point-of-Difference:  has created a culture of innovation  

 

Benefits:   promising a progressive future with character. 

 

Dayton Brand Platform 

















Sebastopol Brand Platform 

Target Audience:  

Frame-of-Reference: 

Point-of-Difference: 

  

Benefits:  

For people who value the earth, beauty and simple 

living  
  

Sebastopol is a small community of forward thinkers 

in beautiful Sonoma County  
 

where global consciousness and local flavor are 

revered  
 

leading you down your own path to self 

actualization.  











Research 

Brand Platform  

Creativity  

Consumer  

Community  

Competition  

Brand Identity  

&  

Brand Behavior  

Narrative  



Mississippi Brand Platform  

  
 

 

 

 

 

 

Target Audience:  

 

Frame-of-Reference: 

 

Point-of-Difference: 

 

For those who appreciate authentic people 

and places  

Mississippi is the  most southern state  

and the mother of southern 

cultureéyesterday, today and tomorrow.  







Brand Action Ideas 
Reframe Mississippiõs Bicentennial in 2017  

 

with a statewide òHomecoming of the Southó. Partner with the stateõs matriarchs  

(literal and figurative) to invite all Mississippi children home to their true south. 
 

 

 

 

 

 




