
ITEM _______ 
CITY OF LA VISTA 

MAYOR AND CITY COUNCIL REPORT 
FEBRUARY 19, 2019 AGENDA 

Subject: Type: Submitted By: 

AWARD CONTRACT    RESOLUTION
BRANDING & MARKETING SERVICES ORDINANCE BRENDA S. GUNN 

RECEIVE/FILE CITY ADMINISTRATOR 

SYNOPSIS 

A resolution has been prepared to award a contract to The Burdette Agency, Inc. d/b/a North Star Destination 
Strategies for professional services associated with branding and marketing in an amount not to exceed $82,000. 

FISCAL IMPACT 

The FY19/20 Biennial Budget provides funding for the recommended professional services. 

RECOMMENDATION 

Approval. 

BACKGROUND 

On November 20, 2018 the City Council authorized a request for proposals for professional services to assist the 
City in developing a brand and to provide brand execution and ongoing marketing and public relations services. 
A total of thirty-one (31) RFP’s were distributed and nine (9) responses were received.  

After the review and evaluation of the proposals, North Star Destination Strategies, Chandler Thinks and OBI 
Creative were invited for interviews.   

Fee Proposal 
North Star Destination Strategies $ 82,000 
Chandler Thinks $ 73,000 
OBI Creative  $120,000 

Following the interviews and subsequent due diligence, it has been determined that North Star submitted the 
most responsive proposal and has the expertise and experience most suitable to meet the needs and expectations 
of the City. 

Copies of their proposal and interview presentation are included in this packet.  Copies of all the proposals are on 
file in the City Clerk’s office.   
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 RESOLUTION NO. ____ 
 

 
A RESOLUTION OF THE MAYOR AND CITY COUNCIL OF THE CITY OF LA VISTA, 
NEBRASKA AUTHORIZING THE EXECUTION OF A PROFESSIONAL SERVICES 
AGREEMENT WITH NORTH STAR DESTINATION STRATEGIES FOR BRANDING AND 
MARKETING SERVICES IN AN AMOUNT NOT TO EXCEED $82,000.00 
 
WHEREAS, the Mayor and City Council have determined that branding and marketing services 

are necessary; and 
 
WHEREAS, proposals were solicited; nine proposals were received, and three firms were 

interviewed; and 
 
WHEREAS, it has been determined that North Star Destination Strategies submitted the most 

responsive proposal and has the expertise most suitable to meet the needs and 
expectations of the City; and 

 
WHEREAS, the professional services agreement has a not-to-exceed amount of $82,000; and    
 
WHEREAS, the FY19/20 Biennial Budget includes funding for the proposed services;  
 
NOW, THEREFORE BE IT RESOLVED, by the Mayor and City Council of La Vista, Nebraska, 

that a professional services agreement, in a form satisfactory to the City 
Administrator and City Attorney, be authorized with North Star Destination 
Strategies for public education and outreach in an amount not to exceed 
$82,000.00. 

 
PASSED AND APPROVED THIS 19TH DAY OF FEBRUARY, 2019. 
 
      CITY OF LA VISTA 
 
 
 
            
ATTEST:      Douglas Kindig, Mayor 
 
 
 
      
Pamela A. Buethe, CMC 
City Clerk 
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COVER LETTER 
 
December 21, 2018 
 
Ms. Pamela A. Buethe 
City Clerk 
La Vista City Hall 
8116 Park View Blvd. 
La Vista, NE 68128 
 
Ms. Buethe,  
 
Thank you for the opportunity to respond to your RFP for the City of La Vista. We would 
consider it an honor to work with you.  
 
After learning more about your situation, we believe North Star is the ideal partner to help La 
Vista achieve its branding and marketing goals. As a leader in place branding, all of our work is 
focused on helping communities identify their competitive strengths and leverage those 
strengths strategically, creatively, and tactically for the purposes of increasing resident 
recruitment, community pride, visitation, and economic viability. Our philosophy is simple: ​Your 
brand should connect the soul of your community to the heart of your consumers.​ The 
BrandPrint process we use to realize that philosophy is much more complex, as it has been 
refined and perfected over the past 18 years through partnerships with over 250 communities in 
44 states.  
 
The North Star team, led by project supervisor ​Ed Barlow, Senior Vice President & Director 
of Strategic Planning ​(ed@northstarideas.com • C: 615.564.0256), will be able to discover La 
Vista’s optimum positioning, the best use of resources to leverage your equity in the brand, and 
the ideal creative messages to positively influence residents, visitors, and businesses. In 
addition, we will provide guidance for you to coordinate and deploy the brand across city 
departments and among your key partners. 

 
I would love to talk more with you regarding how North Star can help La Vista leaders as they 
shape the city’s identity. Please let me know if you have any questions regarding this proposal. 
Thank you once again, and I look forward to hearing your thoughts. 

 
 

Only the best, 
 
 
 
Will Ketchum | President  
O: 904.645.3160 x114 • F: 904.645.6080 • C: 904.304.8742  
will@northstarideas.com 

 
North Star Destination Strategies 
1023 Kings Ave. 
Jacksonville, FL 32207 
EXECUTIVE SUMMARY 
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THE LA VISTA SITUATION 
 

Located on the outskirts of the Omaha metropolitan area, the City of La Vista has nevertheless 
experienced the same prosperity as the metro region in the past two decades. One of the 
fastest-growing communities in Nebraska, La Vista extends a friendly welcome to newcomers 
and old-timers alike. As the charm of this small, midwestern city has attracted many families and 
businesses, they stayed because the city had the foresight to greet new residents and tenants 
while maintaining excellent services and a lively atmosphere for those already there. This has 
meant fostering great schools, parks, and neighborhoods while planning a dynamic and bustling 
core as the goal of the “Corridor 84” project. It has meant offering partnership to employers, like 
PayPal and Securities America, as well as their employees. Both of whom benefit from La 
Vista’s amenities and quality of life. And it has meant remaining an accessible and affordable 
access point to the many opportunities presented by the adjacent metropolitan area. 
 
As La Vista leaders consider branding and marketing their city, they have a wealth of existing 
ideas and ideals that will help shape the initiative and its outcomes. The brand, therefore, will 
not impose a new character on the city, but rather bring its family-friendly, convivial nature to the 
surface. Like before, La Vista will be defined by panoramic scenes—of community, commerce, 
and accomplishment—that are readily apparent to the naked eye. 
 
EXPERIENCE: THE ADVANTAGE OF A SPECIALIST 
 
Over the last two decades, North Star Destination Strategies has partnered with over 250 
communities coast to coast, helping them become more competitive. Bottom line... communities 
are our passion, and we’ve got the success stories to prove that passion. Nationally, North Star 
has collaborated on high-level initiatives with the states of Florida and Mississippi, with 
well-known cities such as Providence, Rhode Island and Jacksonville, Florida, and with smaller 
communities like Dandridge, Tennessee and Petersburg, Alaska. All that varied expertise is 
important for La Vista because you want a firm with the chops, credentials and gravitas to 
manage your project. 
 
Our portfolio of work and record of problem-solving prove that we do not offer a stock solution. 
Beyond a deep understanding of the tourism, economic development, and relocation/workforce 
attraction markets, the advantage of our specialization is that our process—which a generalist 
agency cannot replicate—helps us obtain precisely the right insights to develop the unique 
community brand you need to influence your audiences. 

 
OUR FIRM 
 
Approximately a dozen North Star team members will play a role in crafting the community 
BrandPrint for La Vista. Based out of offices in Jacksonville, FL and Nashville, TN, our team is 
knowledgeable and diverse. Though team members may specialize in research, strategy, 
marketing or design, all have the place-branding expertise to contribute to any survey, strategic 
platform or creative execution developed as part of this project. Your project supervisor, ​Ed 
Barlow, Senior Vice President & Director of Strategic Planning​, will be your day-to-day 
contact for the duration of our engagement and will be tasked with directing the team’s collective 
efforts on your behalf. 
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RESOURCES 
 
North Star will not use any outside resources (subcontractors) for the La Vista project. 
 
CREDENTIALS, CERTIFICATIONS & LICENSES 
 
North Star is a proud member of 3CMA, a city-county communications and marketing 
association. Our clients have won 3CMA’s ​Community Brand of the Year​ award multiple times 
in the past five years for both branding and graphic design. 

 
PROXIMITY 
 
Flights to La Vista through Omaha Eppley Airfield are easily accessible from both our Nashville 
and Jacksonville offices. 
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EXPERIENCE & QUALIFICATIONS 
 
PROCESS: HOW STRATEGY UNITES YOUR COMMITTEE & COMMUNITY 
 
Our process combines a proven approach with customized creativity and out-of-the-box thinking 
specific to your situation. It begins with detailed research and expert-driven strategy 
development. Then it builds vivid brands in the real world through award-winning visual identity 
design and an action plan implementable by your team (or with our assistance as needed) 
within your budget and timeline.  
 
With the array of interests represented in the City of La Vista, this approach will prove especially 
advantageous. Research and strategy will be paramount to reaching consensus concerning the 
direction of the brands well before any decisions about creative elements are made. We find 
that the strongest connections between a community and its brand are made when everyone 
understands and supports the ideas that underlie the eventual logo and strapline. Thus, ​our 
process and guidance is centered first on creating understanding and buy-in to a DNA 
and strategic platform.​ This critical, foundational asset will outlive any campaign because it is 
the underlying truth and driving force of your community. With consensus on it, the creative 
decisions that follow will be relatively simple for your committee. Time and time again, we have 
learned that strategy unites and inspires partner compliance and ultimately changes behavior. 
 
RELEVANT CASE STUDIES  
 
The following are short summaries of work with past clients who welcomed us into their 
communities: 
 
● Gallatin, Tennessee 

Gallatin is that rare town that’s perfectly comfortable with its own place in the world. While 
the town has lots going for it (history, location, nature, opportunity), most of its attitude 
comes from the people who choose to live there. Strong character and strong opinions 
mean they do things their own way, with an eye toward what works instead of what’s 
trending. And they’re refreshingly unconcerned about trying to impress people – which is 
what impresses so many people who go there. In the short time since North Star’s work in 
Gallatin, major publications like ​Reader’s Digest​ and ​American City & County​ have taken 
notice of the city’s “True Grit. Amazing Grace.” brand. The city’s compelling story of 
determination and confidence going back several generations sets a worthy example for 
others to follow. Through it all, ​Reader’s Digest​ “Nicest Place in America” in 2017 remains 
as inviting and humble as ever. 
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● Broken Bow, Nebraska 
Broken Bow is not a place where whiners or fiscal irresponsibility are welcome. This small 
town has a proud agricultural heritage that keeps the community grounded. Strong planning 
and a get-it-done attitude have given the town wings to soar (even as other cities are failing). 
The challenge was determining how much emphasis to place on the town’s prominent 
agricultural past in order to attract and retain the young folks who are the lifeblood of 
growing communities. Add to that a really distinct name that doesn’t really relate to its 
storied past. How best to blend these assets for a perfectly balanced brand? Through an 
in-depth research process, we learned Broken Bow’s young people are just as proud of the 
town’s past as the old timers who have lived there all their lives. Attributes like volunteerism, 
being debt free, connecting with the earth, higher education and cutting-edge healthcare 
have huge appeal for younger generations who want to live in a place where they can both 
succeed and be an integral part of a community. The line “Rooted. But Not Standing Still” 
perfectly balances the town’s grounded past and forward thinking present and future. It is 
combined with a logo that also emphasizes that balance. The shape of the logo is 
reminiscent of authentic signage one might see on a shop or farm. A simple stylized 
arrowhead does double duty, it gives a subtle nod to the community name without being too 
expected and also represents the progressive mindset that defines the community.  

     
 
● Goshen County, Wyoming 

In tourism, visitor perception is everything. Lots of travelers pass by and through Goshen 
County. The region is vast and most visitors are unaware of all it offers except perhaps the 
gas they can see right off the main interstate. Historically, Goshen County’s Fort Laramie 
was the waystation for travelers heading west on the Oregon Trail. In today’s modern world, 
that waystation reputation needed to be revised to include, not just refueling, but also 
exploring the adventures of the area. The vastness of the region was intimidating to visitors 
who were headed elsewhere and didn’t understand the unique experiences that a little bit of 
exploration would reveal. Goshen County needed an identity that showcased the remarkable 
contrasts of the region’s vast and beautiful landscape with the delightful treasures hidden 
throughout it. The line “Big Land. Small Pleasures.” sets up the contrast of wide-open and 
intimate that defines the Goshen County experience. The logo uses illustrated typography to 
present a western feel in a clean classic way. It is a strong tie to the region’s history and the 
prevalent ranching culture that still exists today, feeling almost like a cattle brand.  
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● Dublin, California 
Situated 20 miles southeast of Oakland, Dublin is a city named for its Irish immigrant 
community. Dublin’s distinct name and shamrock logo were working together to position the 
community as Irish, which entirely missed the point in terms of elevating Dublin’s unique 
point of difference. North Star worked through how best to showcase ​Dublin’s many assets 
and attributes without abandoning their existing logo. At the same time, the brand needed to 
look and feel entirely different relative to San Francisco, Oakland and the Silicon Valley. 
Straight from its strategic brand platform, the line “New American Backyard” celebrates and 
supports everything from Dublin’s location in the Bay’s backyard to the way the American 
dream is still alive and thriving. It also highlights the community’s vast system of parks and 
open spaces that serve as kind of figurative “backyard” and gathering spot for this 
connected community. The line also gives the community a platform for promoting all the 
activities, assets and advancements happening right in their backyard. The decision was 
made to update the shamrock logo and add additional graphics, messaging, photography 
and design elements that elevate and evolve the graphic identity. Now, people are really 
taking notice. Dublin was named the Best Place to Live in California by ​TIME Magazine ​in 
2018! 

 
 
PERSONNEL 
 
Ed Barlow 
Project Supervisor  
Ed loves a good riddle. Ever since being the fastest to find the toaster in the tree in his pediatric 
dentist’s waiting room, he has been solving marketing and operational challenges with creative 
and strategic instincts. 
 
Most recently, Ed gained valuable experience on both the client and agency sides of the 
branding relationship as an ADDY-award-winning Director of Marketing and Communications for 
the parent corporation to a group of national facility services companies serving transportation, 
travel, aviation, retail, healthcare, and hospitality industries. He has also worked as Senior 
Copywriter and Marketing Strategist for a branding design firm in Nashville specializing in 
persuasive content for Music Row, corporate, and nonprofit clients.  
 
Ed caters to North Star clients with creativity, effective communication and customer service. He 
has led successful community place branding initiatives for Iowa’s Creative Corridor; Lima/Allen 
County, Ohio; Brookings, South Dakota; Helena- West Helena, Arkansas; State of Mississippi; 
State of Florida; Goshen, Indiana; Tehachapi, California, and many more. 
 
Education: ​Florida State University | MA, Southern Methodist University 

LA VISTA BRANDPRINT   7  



 

Ginny Walthour 
Project Manager 
The love of travel and experiencing different cultures and places are some of Ginny’s core 
passions. From studying in Spain and surviving the Running of the Bulls in Pamplona to working 
for ​USA Today​ International in London, she thrives on understanding and learning about new 
people and places. Ginny is an economic development specialist for North Star. 
 
Relating to different types of clients and cultures is her strength.​ Her easy-going nature and 
expert listening skills allows clients to feel at ease. Having worked in both the private and public 
sectors, she understands the different ways in which organizations operate and can navigate 
through any challenge. As a mother of two, her globe-trotting ways have decreased some, and 
you will now likely find her cheering on her girls at their soccer games or out on the boat on 
Jacksonville’s St. Johns River. And she would not have it any other way.  
 
Education: ​University of Georgia | MBA, Georgia State University 

 
AMANDA TROTENBERG 
Project and Research Manager 
Attending Tulane University in the wake of Hurricane Katrina ignited Amanda’s passion for 
community development. From backpacking the Middle East to studying with James Carville, 
Amanda has immersed herself in learning and discovering new communities and identifying ways 
to help them grow and be successful. A true people person, Amanda loves entering a room full of 
strangers and learning their stories. That curiosity, coupled with comprehensive know-how and an 
entrepreneurial spirit, allowed her to create and implement successful marketing programs for a 
variety of New Orleans clients. From farmers markets to fine dining restaurants, school board to a 
mayoral candidates, Amanda made her mark as a strategist who listens to her clients, 
understands their needs and delivers results. Here at North Star, Amanda manages projects and 
helps bring the creative vision to life. When she’s not reading up on current events and worldwide 
issues, Amanda can be found checking out the community’s local craft brew scene, soaking up a 
live music show or on her yoga mat. 
 
Education: ​Tulane University 

 
ROBERTO MUÑOZ 
Project Research Manager 
 
Writing, marketing, research—all done with careful accuracy and quick wit: Roberto is a five-tool 
player for the placemaking game thanks to his endless energy and versatile skill set. After a 
stint at a downtown Nashville marketing agency, Roberto joined North Star as a supportive 
teammate with a penchant for finding the right words—and numbers—to tell a community’s 
story in vivid detail. Whether working on business development or a research presentation, he 
always looks to learn about unique towns and cities nationwide and about the character and 
voice that sets them apart. 
 
After college, Roberto returned to the Music City to spend time with family and begin a career in 
advertising. If he’s not poring over commas and decimal points, he’s likely catching a minor 
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league ballgame in Nashville’s Germantown or making a seasonal pilgrimage to Wrigley Field in 
Chicago. 
 
Education: ​The University of Chicago 

 
CLAIRE SAMS 
Project Social Media Strategist 
 
A native of Pittsburgh and a die-hard Steelers fan, Claire made her way down to the sunny coast 
of Florida where she now spends her days learning, sharing and connecting on all things digital 
and social media related. With her background in art consulting, Claire uses her eye for design to 
show audiences all the unique aspects of people, places, and communities. When Claire isn’t 
developing social media strategies or test-driving the latest and greatest digital media tool, she’s 
listening to podcasts, reading books, or spending time with her family. She loves exploring new 
places and finding new ways to communicate and showcase a brand or place through all social 
platforms. Talk to Claire about Whitney Houston, True Crime, or trivia and you’ll be impressed. 
 
Education: ​University of North Florida 
 
Patrick Golden 
Project Creative Director 
With his background in history, passion for architecture, and love of a good story, Patrick loves 
learning about the place he hasn’t been, a town off the beaten path, or the true heart of a city. 
  
Combine these qualities with his love of strategy and design, and he is ready to distill all of this 
into design mark, logos, straplines and narratives that are as authentic as the places they 
represent. And he’s got the awards to show it - dozens of Addys and an Effie for marketing 
effectiveness. Patrick has even painted the art on our walls and designed our offices spaces. 
He’s a true Renaissance creative man. 
  
Being mistaken for a local is the greatest compliment you can pay Patrick. He always has a bag 
packed, a camera in his hand and a sketchbook in his backpack, ready to rack-up as many 
miles and experiences as possible. 
 
Education: ​Flagler College 

 
Anita Carter 
Project Creative Services Manager 
Driven by avid curiosity—be it learning the origin of a word or phrase or everything there is to 
know about a place, Anita is an explorer at heart. The need to know how things work and what 
"makes people tick" led her to a Psychology degree with a focus in marketing. From being on 
the team that developed some big consumer brands like the Cadillac Escalade to overseeing an 
international spa skincare brand and developing place brands in her home state of Florida, the 
desire to know what is going on "behind the curtain" has proven a truly valuable asset. At North 
Star, Anita gets involved at every level digging into research to help develop sound strategic 
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foundations and bringing those ideas to life through big ideas, expressive writing and creative 
expressions. When she's not busy figuring things out, Anita is exploring the world with many of 
her adventures taking her to wine growing regions, a passion she shares with her husband. And 
she is a trained massage therapist too but she only pulls that trick out of the bag in 
emergencies. 
 
Education: ​Florida State University 

 
Don McEachern 
Founder • Leadership & Strategic Oversight 
Don McEachern has been growing research based brands for more than 20 years. His 
experience includes working for multinational advertising agencies as well as nationally 
recognized creative boutiques. During his time in the ad world, Don put his stamp on some of 
the world’s most famous brands including Goldkist, Hawaiian Tropic, Suntory Bottled Water 
Group, Trump Plaza, Panasonic and Lanier Worldwide. For his efforts he received numerous 
awards, including a prestigious national Effie for marketing effectiveness and a Clio for excellent 
creativity. 
 
18 years ago, Don struck out on his own. With a dream and a dollar, he launched North Star 
Destination Strategies, specializing in brand marketing and research for places. More than 250 
nationwide communities later, Don has become the recognized expert in the exploding field of 
place branding and destination research. Don is also a sought-after speaker on the topic of 
research and place branding. He has spoken at national, regional and local conferences; served 
as keynote speaker, panel moderator, session leader and break-out facilitator. He has helped 
CVBs, mayors, city councils, governors, city managers, economic development organizations 
and chambers. 
 
Education: ​The University of Tennessee 

 
Will Ketchum 
President • Leadership & Strategic Oversight 
Communities are ​everything​ – spirit, pride, livelihoods, ambitions, friendships, recreation, and 
most of all, home. With that point of view, Will is as passionate about community and place 
branding as they come.  
 
From our Jacksonville office, he manages North Star operations and is always close to clients 
and our work. He’s advised ​Fortune​ 1000 companies, major metros and rural counties on 
marketing and brand strategy over his 30 years in the agency business and has a particular 
focus in community economic development. He has led a community-wide visioning process to 
create a competitive global identity for Jacksonville which involved a wide array of city leaders, 
stakeholder groups and sponsors. 
 
Will’s never seen a trail he didn’t want to take – whether its traveling to solve branding 
challenges in amazing client communities, or traveling for fun with his family.  
 
Education: ​Vanderbilt University | MBA, University of North Carolina 
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MANAGEMENT OVERVIEW, PHILOSOPHY & APPROACH 
 
North Star will not “create” the La Vista brand. It already exists in the very DNA of your 
community. Rather, we will uncover your brand and bring it to life in ways that have meaning for 
your investors, businesses, retailers, young professionals, visitors and residents. 
 
Uncovering La Vista’s unique DNA is essential to the success of the marketing and 
community-building efforts that follow. Just as an individual’s DNA determines everything from 
how that person looks to how that person acts (as well as their health and vibrancy), your DNA 
should be the foundational touchstone for everything in your city from marketing to infrastructure 
to policy. As such, the heart of any truly impactful brand is a research-driven and authentic DNA 
Definition. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
Once identified, this DNA Definition can drive consistent and powerful communications, focus 
brand development, shape experiences, impact your environment, and more. Because this DNA 
is central to the La Vista area, it has the capacity to drive the brands for all your partner 
agencies, initiatives, and campaigns.  
 
Think of it this way: All the players in the branding initiative are like the sections in an orchestra 
– different instruments, different sounds, even different sheet music. The La Vista DNA is the 
score that brings the diverse contributions of all these sections together into something 
harmonious and meaningful. 
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REFERENCES 
 

The following are past clients within the last five years that have firsthand experience with our 
BrandPrint. View testimonial videos and council responses to our work here: 
http://northstarideas.com/testimonials_branding 

 

Tempe, AZ 
Ms. Nikki Ripley 
Communications & Media Relations Manager 
City of Tempe 
31 E. 5th St. 
Tempe, AZ 85281 
480.350.8846 
nikki_ripley@tempe.gov 
 
Dublin, California 
Mr. Chris Foss 
City Manager 
City of Dublin 
100 Civic Plaza 
Dublin, CA 94568 
925.833.6650 
chris.foss@dublin.ca.gov 
 
Quincy, Illinois 
Mr. Marcel Wagner  
President 
Great River Economic Dev. Foundation 
300 Civic Center Plaza, Suite 256 
Quincy, IL 62301 
217.223.4313  
wagnerm@gredf.org 

Gallatin, Tennessee  
Mr. James Fenton  
Executive Director 
Gallatin Economic Dev. Agency  
132 West Main Street 
Gallatin, TN 37066 
615.451.5940 
james.fenton@gallatin-tn.gov 
 
Frankfort, Kentucky 
Ms. Carmen Inman 
President & CEO 
Frankfort Chamber of Commerce 
100 Capital Ave, 2nd Floor 
Frankfort, KY 40601 
502.223.8261 
chamber@frankfortky.info 

 
BUSINESS INFORMATION 
 
The Burdette Agency, Inc. d/b/a North Star Destination Strategies is incorporated in the state of 
Florida. North Star Destination Strategies has been in business since the year 2000.  
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MARKETING & BRANDING SERVICES 
 
PHASE I: DISCOVERY & ASSESSMENT 

 
1. Research 
 
North Star has identified the following research studies to help achieve La Vista’s branding and 
marketing goals. This compiled body of data points us in the direction we need to craft your 
story. You will notice both qualitative and quantitative studies included in this recommended 
matrix. North Star strongly advocates a mixed method approach to research because it will tell 
you not just “How, When, What, and Where,” but also “Why”. Only through mixed methodology 
can your community obtain a true picture of where your brand is now, why, where it should be 
and how your preferred identity can best be accomplished. 

 
Situation Analysis:​ This establishes the current lay of the land from the perspective of your 
critical partners. We administer an online questionnaire to each of your internal groups or 
organizations. We then meet with each group during the in-market visit to more fully 
understand your primary objectives, general history, political landscape, resources, 
competitors, etc. 
 
Research, Planning, Communications and Media Audit:​ We conduct a review of any 
relevant research and planning documents. This includes community outreach and planning 
meetings, surveys, intercept surveys and district-to-district and committee volunteer 
discussions. In addition, we review and analyze marketing materials, branding, logos and 
messaging from public and private sector partners to recent press related to La Vista. 
 
Familiarization Tour: ​A tour of La Vista commercial sites, businesses, housing 
developments, community center(s), retailers, restaurants, parks, arts centers, etc. would be 
conducted. We determine the tour itinerary with the help of La Vista project leadership. 
 
Key Stakeholder Interviews and Focus Groups:​ Some of our most valuable pieces of 
insight for the purposes of defining your DNA and crafting your creative work come from 
these intensive one-on-one interviews and focus groups. With the assistance of project 
leaders, we want to identify and speak to key stakeholders about La Vista (including city 
staff, real estate developers, board members, business community members, property 
owners, nonprofit and civic organizations, tour operators, etc.). We also want to talk to 
articulate individuals who are passionate about the city (artists, historians, professors, 
coaches, ministers, matriarchs, patriarchs and more). We know you want us to talk to 
everyone, so we continue the conversations via phone once we get back to the office. 
Because we can react to the information they give us with original questions, these 
interviews often lead us down exciting discovery paths not revealed by quantitative surveys. 
 
Vision Survey:​ This open-ended, right-brained survey challenges stakeholders to provide 
deeper comments and opinions. We administer the survey digitally to a list you provide, 
guaranteeing all your valuable stakeholders are able to participate. This tool dovetails 
beautifully with the qualitative interviews because it extends your participant universe and 
allows you to layer trending opinions with in-depth perspectives. 
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Online Community Survey & Brand Barometer:​ Giving residents a forum for sharing is 
important. We use some of the themes identified in the Vision Survey to craft a quantitative 
survey posted online for community-wide participation. The brand barometer, conducted as 
a part of the community survey, measures the strength of La Vista’s resident advocacy 
relative to the rest of the United States as a place to live, work and play. In other words, how 
likely your residents are to recommend the city for starting a business or planning a visit. We 
promote this survey using traditional and social media. Fascinating similarities and 
differences between leadership perspectives and resident perspectives are often revealed. 
 
Influencer Perception Study:​ North Star conducts qualitative, in-depth phone interviews 
with professionals outside La Vista to uncover contextual perspectives. In collaboration with 
the City, we compile a list of 20 identified potential interviewees from a target pool of elected 
officials, site selectors, business executives, tour operators, regional and state level 
executives in economic development and tourism and other external influencers you identify. 
 
Quantitative Perception Study​: This survey is conducted using a statistically significant 
random sampling of consumers and non-consumers in outside markets using research 
panels. Data will be cross-tabulated in a number of ways to reveal the most insightful 
patterns between consumer and non-consumer groups. For instance, perceptions and 
attitudes for those who have visited La Vista will be compared and contrasted to those who 
have not visited and are reporting perceptions purely on reputation. This study measures: 
 

● Overall awareness and perceptions of La Vista 
● Overall awareness and perceptions of competitor cities 
● Measurements of La Vista’s delivery of quality of life indicators 
● Consumer experiences in La Vista 
● Attitudes regarding La Vista’s strengths and weaknesses 
● Consumer opinions regarding what needs to be added or taken away 
● Changes in consumer perceptions of La Vista after visiting 
● Patterns of visitation activities associated with consumers’ primary purpose of 

visitation 
 
Competitive Positioning Review:​ We provide a brand messaging and marketing strategy 
analysis to evaluate La Vista’s position relative to the competition in the region. 

 
2. Insights & Strategy  
 
Our insights come from asking a number of thought-provoking questions: What brand ‘‘story’’ 
does the research tell? What emotional attachments can the brand hold? What are La Vista’s 
core values? How does the brand fit into the consumer’s lifestyle? How can the brand best be 
used to elicit La Vista’s desired emotional/behavioral responses? How does La Vista stand apart 
from competitors? 
 
These insight questions are compiled in a succinct storyline that leads directly to the La Vista 
strategic brand platform (DNA Definition). This platform is the ​critical touch point for all 
branded activity moving forward. ​For maximum brand impact, all efforts, thoughts, 
communications, and actions should literally and symbolically support its essence.  
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Situation Brief & Insight Development:​ We get our sharpest minds together at one time to 
review all of the research findings. Data on its face has limited value, but the connections 
between data points open up understanding and opportunity. The entire North Star team 
weaves together these connections into a compelling set of insights that start to tell the La 
Vista story. 
 
DNA Definition (Brand Positioning Statement):​ Based on those insights, a guiding 
statement for the management and development of your brand is created. This definition 
should serve as the touch point for all La Vista activity moving forward. Many of our 
communities reference their DNA Definition when making decisions about everything from 
policy to infrastructure improvement to promotions. The DNA Definition process will also 
guide us to uncover the La Vista Brand Essence. Included in your DNA Definition is: 
 
Target audience: For whom La Vista has the most appeal 

Frame of reference: Geographic context of La Vista 

Point of difference: What makes La Vista special 

Benefit: Why it should matter to the consumer 
 

Here is an actual example of how this construct guided our client Fargo, North Dakota and 
led to their “North of Normal” brand positioning: 
 
Target audience: For cool hunters everywhere, Fargo-Moorhead, 

Frame of reference: an emerging epicenter and powerhouse of young, highly-educated talent, 

Point of difference: Is a gust of fresh air across the Great Plains 

Benefit: Creating a dynamic energy and crafting a connection with each guest. 

 
“Research and Strategy” Presentation & Report (Research Summary):​ This represents 
a critical juncture in the project. We prepare a comprehensive review of all relevant 
research, insights and recommended DNA Definition. A preview of this presentation is 
shared with key branding committee members for editing and fine-tuning. The collaboratively 
perfected presentation is made in person at larger stakeholder meetings, and the 
accompanying report is shared digitally along with raw data files. DNA Definition approval is 
required before proceeding. 

 
3. Creativity 
 
In this stage, the insights and strategy are transformed into tangible creative products that 
embody La Vista. An in-depth Creative Brief and Creative Workshop guide this process. 
Straplines, logos, color, and messaging (with graphic standards) are created. Additional 
deliverables will be developed to express the new brand identity in the context of its future use.  

 
Creative Workshop:​ A collaborative, interactive meeting between the North Star team and 
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the La Vista creative team will explore the roles of different creative elements and identify 
creative preferences. Our goal is to most effectively hone in on the type of work you want 
without limiting the creative thinking of our writers, graphic designers and art directors. This 
meeting is always a lot of fun for everyone involved. 
 
Straplines & Rationale (5):​ A strapline is not the be-all and end-all for your brand. But it is 
the start of the story. Depending on how safe or edgy you want to be, the La Vista strapline 
can capture people’s attention immediately and pique their curiosity or it can serve as a 
solid, hard-working tool that starts the job of positioning La Vista in the minds of consumers. 
North Star will provide a minimum of five different straplines for the City, along with 
rationales for the strengths of each line. We also conduct trademark and Google searches to 
ensure the availability of each line. This is a critical step and one often overlooked by many 
professionals. There is nothing more frustrating than getting to the end of the project with a 
strapline that is not available to you. 
 
Logos (5):​ We will present a minimum of five logo options for the La Vista community that 
represent a variety of concepts, including an evolution of your current logo. We will provide a 
round of revisions to your selected logo. We further design this logo with and without the 
state name and with and without the strapline in vertical and horizontal lockups, representing 
all the different ways you could use it. 
 
Color Palettes (2): ​We start by developing logos in black and white to reduce color bias. 
But once your logo decision is made, we open up the possibilities visually by allowing you to 
select between two very different palettes. This is a key decision in how your visual brand 
identity will “feel” since color evokes emotion. 
 
Looks (2): ​We craft two entirely different visual looks that allow you to choose how your 
brand messaging will be conveyed in terms of headlines, photography style, special graphic 
elements, detailing, and copy points. We will also provide a round of revisions for the look of 
your choice to ensure it reflects your exacting standards. The creative committee will select 
one look, and it will be applied to all subsequent deliverables. 
 
Brand Narrative:​ Your DNA Definition is the core of what makes La Vista special. The 
narrative takes that core and describes it in artistic and compelling language for connecting 
emotionally with your different consumers. The narrative defines your personality and the La 
Vista tone of voice. It can be woven into advertisement copy, placed on websites, integrated 
into speeches or even distributed to businesses to use in their own communications about 
the place they call home. The more it is used, the more widely your message is dispersed. 
 
Graphic Standards Guide: ​This guide contains all the necessary information for using your 
logo, color palette, typefaces, language, narrative, and other key elements to ensure 
consistency across all mediums from any organization. We provide digital and printed 
versions of this guide as well as InDesign files so you can edit as necessary.  
 
Custom Deliverables (10-12): ​To assist in the communication of the final brand concept, 
we will work with you to identify a list of 10-12 custom deliverables that target your specific 
goals. This is a powerful addition as it brings the logo and design to life through elements in 
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the real world. The production of associated materials remains outside of this scope. 
Examples include: 
 

Website and Social Media Branding • Templates (Presentations, Stationery, Email) 
Business Cards • Letterhead • Envelopes • Brochures • Interior and Exterior Signage  

Economic Development Marketing • Print and Electronic Advertising • Event Promotion 
Materials • Co-branding • Merchandise (Apparel, Promotions) • Vehicle Wraps  

Environmental Applications 
 

Internal Activation & Employee Engagement:​ Using the custom deliverable designs, we 
will illustrate tactics to introduce the brand internally—to La Vista employees and your 
valued partners—to jumpstart adoption and advocacy among these key groups. These 
tactics will involve setting up the organization and cooperation that will propel your brand 
forward: 
 

Employee Workshops ​ • ​Public & Partner Education Campaigns ​ • ​Department Initiatives 
Internal Communications Guide ​ • ​Brand Management​ • ​Brand Ambassador Program 

 
PHASE II: BRAND IMPLEMENTATION & MARKETING STRATEGY SERVICES 

 

4. Action 
 
Following your brand’s development, North Star has the ability to implement a strategic action 
and communications plan to begin the work of repositioning La Vista in the marketplace. We will 
proceed by performing fundamental action steps that ensure the brand gains traction and 
maintains momentum. Our goal, and yours, is to make sure that the La Vista brand is the 
guiding principle for your future, not just a logo and line on your letterhead. 
 

Communication & Delivery:​ With an eye to the City’s goals and target audiences, we will 
consider how available marketing tactics and tools fit the desired effect and breadth of the 
brand rollout and subsequently provide recommendations for incorporating the new brand 
into your stakeholders’ communications efforts. 

 
Brand Action Ideas:​ These high-impact, custom ideas are designed to raise the profile of 
the new La Vista brand and bring it to life in every corner of your community. Composed of 
both short- and long-term solutions, some ideas will rely on traditional print and digital 
advertising strategies, while others will serve as inspiration for brand adoption in creative 
and unique ways. Custom ideas can fall into the following categories: 
 

● Policy​ (laws or measures that support the brand strategy)  
● SEO​ (strategies to increase the visibility of your brand’s digital elements via best 

practices online) 
● Economic Development​ (marketing, communications, training, outreach, resources, 

etc…all specifically related to economic development) 
● Tourism​ (marketing, communications, training, products, packaging, merchandise, 

etc…all specifically related to tourism) 
● Private Sector​ (ideas and tools to engage businesses and private sector 
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organizations) 
● Sports​ (tournaments, events, youth sports, etc.) 
● Events​ (any organized activity that ties back to the brand ranging in scope from 

festivals to health fairs to career counseling to community clean-up days) 
● Festivals​ (repackage existing events/festivals or develop new ones that connect to 

your brand) 
● Arts​ (public art campaigns, partnerships, contests, artists-in-residence programs) 
● Environmental Applications​ (look at your community as if it were a canvas) 
● Awards​ (civic awards, organizational awards, etc.) 
● Education​ (programs in schools, small business/entrepreneur mentoring, education 

for front-line hospitality staff, etc.) 
● Health​ (community health programs, school-based health initiatives, business-based 

health initiatives, hospital and health care agency partnerships) 
● Master Planning​ (design and development of infrastructure and support systems 

consistent with the brand strategy) 
 
Collateral & Advertising Development:​ Guided by the foundational creative work, North 
Star can assist La Vista with the desired production of on-brand print collateral, print and 
broadcast advertising, public meeting presentation materials, trade show materials, and 
video productions. 
 
Final Presentation and Report:​ At the completion of the initiative, we compile your brand 
into a final presentation that summarizes the research, takes viewers through the 
foundational creative development (line, narrative, logo, look, and color palette), and through 
the steps of the action plan. Each step is illustrated using the custom deliverable designs. 
We always leave time for discussion to ensure understanding, buy-in and a clean beginning 
to the ongoing implementation of your brand. Your final report will show the research, 
strategy, creative work, and action plan in their entirety and will be shared digitally along with 
raw data files, native design files, and your graphic standards guide. 
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The following are examples of deliverables North Star has developed for past clients. The cost to 
creatively develop the example deliverables on a conceptual level is included in the scope of work 
proposed. Production costs (i.e. manufacturing and printing) depend on specifications and 
quantities. 
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5. Evaluation & Results Tracking 
 

Evaluation yields new information, which may lead to the beginning of a new planning cycle. 
Information can be gathered from concept pre-testing, campaign impact in the marketplace and 
tracking studies to measure a brand’s performance over time.  
 
Ideally, evaluation answers two basic questions: have responses to the brand among target 
audiences changed in the way the BrandPrint intended? And have these changes resulted in 
action that will achieve the desired objectives of the brand?  
 
The research studies in this plan are designed to produce benchmarks and results that can be 
used for comparison with future studies. Additionally, our almost 20 years of branding 
experience have shown that true success can be seen in the spread of excitement, inspiration, 
and innovation surrounding your brand. We are always available to answer questions and help 
with later branding riddles. We have maintained an ongoing personal and business relationship 
with many of our clients, some for more than a decade.  
 
We use the following tools to measure tactical effectiveness: 

 
Broadcast & Print Buying/Negotiation:​ eTelmar, Nielsen (reach & frequency analysis) 
 
Online Media Buying:​ Comscore and vendor server analytics 
 
Print:​ We often negotiate participation in reader recall studies and of course include in all 
ads a a measureable call to action (site visits, calls, social likes, e-mail, etc.). 
 
Social Media:​ We perform social listening audits for our clients and measure not only likes, 
shares, and friends but also qualitative factors such as sentiment. 
 
12-Month Follow Up: ​We follow up after a year of your brand implementation to discuss the 
successes you have enjoyed and hurdles that you are working to overcome. We provide 
suggestions and direction for next steps in your continual brand integration.  
 
Brand Awareness Post-Study​: Our process calls for pre-brand perception studies. With 
the benchmark included in your brand study, the Brand Barometer becomes a simple and 
inexpensive way to track your results and validate your success in word of mouth advertising 
and resident advocacy. We strongly recommend a Brand Barometer measurement every 
year to track the progress of the community. North Star keeps a running annual average, 
allowing you to compare your community to the nation over time. This current national 
sampling mitigates swings in the economy and gives you the truest look at advocacy for La 
Vista. 
 
Quantitative Perception Post-Study:​ Through the initial quantitative perception study, you 
will have gained an in-depth understanding of the brand perceptions of the community 
among consumers. You will also have an excellent benchmark. By repeating the study, you 
will be able to easily assess the changes in your reputation in the minds of outsiders, 
visitors, and potential visitors. This will be one of the most effective quantifiable measures of 
the impact of your branding efforts.  
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PROJECT SCHEDULE 
 

Getting started call Week 1 
 
Phase I 
Research  
Situation analysis Weeks 1 - 2  
Research and planning audit Weeks 1 - 2  
Communication and media audit Weeks 1 - 2  
In-market (fam tour, focus groups, presentations, interviews) TBD 
Digital brand audit Weeks 4 - 8 
Vision survey Weeks 4 - 8 
Online community survey & brand barometer Weeks 4 - 8 
Qualitative (influencer) perception survey Weeks 6 - 10 
Quantitative perception survey Weeks 6 - 10 
Competitive positioning review Weeks 8 - 10 

 
Insights & Strategy 
Situation brief & insight development Week 11 
DNA Definition development Weeks 11 - 13  
Research & strategy presentation Week 14 

 
Creativity 
Creative Brief development (internal) Week 15 
Creative Workshop Week 15 
Foundational creative development Weeks 16 - 21 
Custom deliverable development Weeks 22 - 24 
Internal activation plan Weeks 22 - 24 

 
Proposed Phase I Timeline 24 Weeks 
 
Phase II 
Action 
Brand Action Ideas Weeks 25 - 32 
Final Presentation Weeks 26 - 28 

  Final Brand Report development Weeks 30 - 33  
Collateral & advertising development Weeks 25 - 33 
 
Evaluation & Results Tracking (optional) 
12-month follow up 1 year after implementation 
Brand barometer TBD 
Quantitative perception study TBD  

 
Timeline is dependent upon an efficient client approval process, which requires that data             
and feedback from client is received at key milestones. If the client approval and consensus               
process takes longer than 24 weeks (6 months) for Phase I, North Star will invoice any                
remaining contracted amount at that time and reserves the right to propose project             
extension fees at a blended hourly rate. 
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FEE PROPOSAL 
 
MARKETING & BRANDING SERVICES 

 
Partnering with the City of La Vista is not a responsibility we take lightly. If it becomes 
necessary, we are interested in collaborating with organization leaders and stakeholders to 
create an even more custom scope of work for perfecting this important initiative. 

 
 

PHASE I  

Research, Insights & Strategy  $38,000 

● Includes week-long in-market visit (to 
conduct tour, focus groups, interviews) and 
in-person Research & Strategy presentation  

 

Creativity $32,000 

● Includes virtual (online) presentations at 
each creative milestone (creative workshop, 
strapline, logo, looks & color) 

 

PHASE II  

Action $8,000 

● Includes virtual (online) final presentation. 
In-person final presentation incurs additional 
travel cost. 

● Collateral & Advertising Development to be 
priced separately  

 

  

Travel & Expenses $4,000 

PROJECT TOTAL $82,000  

 
 

This cost proposal has been calculated with consideration to third party costs associated with 
the research (we subscribe to a research tool) and North Star’s blended hourly rate of $175/hr.  
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ADDITIONS, DELETION AND/OR EXCEPTIONS 
 
No exceptions are taken to the contractual terms and/or RFP requirements.  
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& La Vista, NE 



Branding has a branding problem. 



Remember the 4p’s from marketing class? 



Politics 
Politics 
Politics 
Politics 



Bottling up PASSION 



The North Star-La Vista Team 

Don	McEachern	
Founder	&	CEO	
Lead	Strategic	Advisor	

Will	Ketchum	
President	
Project	Leader	&	Strategist	

Ed	Barlow	
SVP,	Brand	Strategist,	
Research	&	Planning	

Patrick	Golden	
Executive	Creative	
Director	

Anita	Carter	
VP,	Creative	Director	

Andy	Gosendi	
Associate	Creative	
Director/Art	Director	

Roberto	Munoz	
Research	Manager	

Heather	Kingry	
Copywriter	

Amanda	Trotenberg	
Senior	Account	Executive	
	

Claire	Samms	
Digital/Social	Media	
Strategist	
	

Becky	Swann	
Art	Director	

Ginny	Walthour	
VP,	PR	Director	

	



18 years of community branding leadership 

Research/strategy that uncovers 
your ownable story 

Enduring creative that      
reflects the spirit of 
your community 

Proven process to create 
community consensus 

Action ideas that bring 
your brand to life 







 
 

Community Branding Consultancy AND 
 

Integrated Marketing Communications Agency 

A Full Service Partner  



La Vista 
Phases of Work	

Phase 1 

Phase 2 



The La Vista Situation 

Growing, high quality community, while within Omaha metro, has 
emerged as a city in its own right – and has its own story to tell 
 
 
Look Out La Vista Comprehensive Plan, Corridor 84 and 2018-2020 
Strategic Plan establish a vision for place & character and new city center 
 
 
Opportunities for investors, business expansion, retail, new young residents 
and visitors demand a clear and compelling brand 



The Questions North Star Can Answer 

Who are we and what is our story to the world? 

 

How do we describe our one-of-a-kind value to ourselves – 
and to potential investors and residents?  

 

How can La Vista’s story and ideal market position align your 
citizens, property owners and business community?	
 
   



Infinite Loop VR 

La Vista City Centre 
Nebraska Brewing Company 

Creation Station 

Lucky Bucket Brewing Company 

Rotella’s Bakery 

Corridor 84 

Streck Laboratories 

El Vallarta 

Patriarch Distillers 

Family-friendly 

Tight knit community 

HP Computers 

Alamo Drafthouse Cinema 

Papillion-La Vista Senior High School 

Kros	Strain	Brewing	

Pay Pal 

Safe 



La Vista Steps & Deliverables 
COMMUNITY EDUCATION: 

Stakeholder Presentation 
PowerPoint and community info/input website 
 
RESEARCH:  

Situation Analysis  
Research, Planning, Communications, Media Audits  
Familiarization Tour 
Stakeholder Interviews & Focus Groups 
Community Survey 
Brand Barometer 
Influencer Perception Study 
Quantitative Perception Study (CAP) 
Competitive Positioning Review 
 
INSIGHTS & STRATEGY:  

Insight Development 
DNA Definition Development 
Research & Strategy Presentation 

CREATIVITY:  

Creative Workshop 
Straplines & Rationale 
Brand Narrative & Key Messaging 
City Logo/Visual Identity 
Color Palette 
Department Logo Family 
Looks & Custom Deliverables 
Brand & Graphic Standards Guide  
 
ROLLOUT/ACTION: 

Brand Workshop & Training 
Brand Action Ideas 
Implementation 

 

Phase 1 

Phase 1 

Phase 2 















Columbus, Indiana 

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. 

Target Audience: 

 

Frame-of-
Reference: 

 

Point-of-Difference: 

 

Benefits: 

How to stand out among 42 other cities in America named Columbus? 































Crafting the La Vista story 



La Vista Vision Statement 

 
La Vista’s vision is to be a place where community isn’t just a word, 
but a way of life; where strong leadership and a diverse economic 
base have built a great city; where passion and pride will ensure a 
bright future. The vision for La Vista is based on how we experience 
the City every day; a place where it is possible to Live Long, Work 
Hard, Shop Local, Have Fun, Move About and Prosper. 
 



 
The greater Sacramento region offers a vibrant, farm- fresh, inclusive 
lifestyle to people of all ages; home to the world’s best food and 
wine, education, innovation, policy advocacy, recreation, and the arts. 
The greater Sacramento region is a wonderful place to visit, with 
plenty to see and do. It is an excellent place to learn, to start or grow 
a career, to raise a family, to experience new adventures, to make a 
difference, or to settle in for an enjoyable retirement. 
 
 



Sacramento is shaping the world’s relationship with food.  



How the La Vista brand will come to life 



















Client Results 

19.2% increase in tour sales income 
Columbus, IN 

23.6% increase in resident advocacy 
Cape Girardeau, MO 

95.6% familiarity with brand 
Columbus, GA 

84% increase in total job creation 
State of Florida 

Reversed a declining trend in population 
Bay City, MI 

23% increase in web inquiries 
Montrose, CO 101% increase in web traffic  

Brookings, SD  

9.1x increase in brand advocacy 
Lee’s Summit, MO 

3.89% increase in employment growth  
North Star Study 

Over $1 million increase in tourism funding 
Virginia’s Blue Ridge 

17% increase in tax revenue 
McKinney, TX 

7.95% increase in restaurant sales  
Cape Girardeau, MO 

Over $4 billion in new investment 
Downtown New Orleans, LA 



2016 City Brand of the Year 





The specialist with full service 
capabilities 
 
Understanding of La Vista’s 
uniqueness and goals 

Passionate about your assets 
and your opportunity 

A clear vision for how we 
build your brand together 

Why North Star? 



Dayton, Ohio 



Hattiesburg, Mississippi 



Newark, New Jersey 



Montrose, Colorado 



Providence, Rhode Island 



Green County, Wisconsin 



South Main, Tennessee 



Lee’s Summit, Missouri 



Gainesville, Florida 



Lima-Allen County, Ohio 



Providence, Rhode Island 



Denison, Texas 



Grand Rivers, Kentucky 



Anchorage, Alaska 



10 ways to screw this up 

1.  Make your brand just about a logo and tagline 

2.  Proceed without research 

3.  Ignore your culture and heritage focusing solely on your aspiration 

4.  Unveil your brand identity and ask for public feedback before you implement 

5.  Apply strict controls for usage by private sector and other public agencies 

6.  Think of this as an ad campaign 

7.  Appoint a large stakeholder group to approve creative development 

8.  Engage the press for the first time during the unveiling 

9.  Make a contest of creating your community’s slogan 

10.  Hire a dog and then do your own barking 
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