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Defining Brand

The translation of a vision, purpose, place, odpob into
a cohesive image and, typically, a tag line

An effective Brand has longevity — an appeal that is
timeless

By it's look and feel, engenders a response — igl&ale
that reaches the target audience at an emotiodé&ran
sensory level

Speaks to and resonates with a demographically
appropriate audience

Communicates a “brand promise” that creates an
expectation of experience



Why Brand Promise?

e Brand failure is, in large part, due to an inapiti
understand, articulate, and execute the Brand
promise.

 |f we do not know what the Prescott experience is
then how can we expect our visitors to experience
It?

« How can we as individuals, stakeholders and

community embrace and execute something that is
not defined?



Brand Marketing

 |s about the consistent, frequent, and repetitsee u
of Brand to:

e Create and manage positive perceptions
e Create visibility & recognition resulting in top-
of-mind

e Recognition creates comfort, comfort inspires
decisions, decisions lead to actions



Prescott “Brands

Arizona's Christmas City

listory Lives On!

Everybody’'s Home Town

The World’s Oldest Rodeo

Mile High City

Whiskey Row

First Arizona Territorial Capital
Cowboy Capital of the American West



Prescott “Brands” Search Data

Arizona's Christmas City
* No searches - Radio City dominates
History Lives On!
* No searches
Everybody’'s Home Town
 No Searches — Prescott gage with Media, PA, Sioux City, I1A
The World’s Oldest Rodeo
» 28 Searches (time relevance) — Payson “Continuoudlicts/shares page
Mile High City
o 345, but not Prescott — Denver dominates
Whiskey Row
« 1000 searches — Dominates
First Arizona Territorial Capital
 No searches
Cowboy Capital of the American West
» 75 Searches, not Prescott — Oakdale, CA & Bandenaii®hville Texas



Many “Brands” = No Brand!

 |dentity crisis in Brand marketing Is
devastating to Brand development

 Every time we speak to and represent the
City in a different voice, we fail Brand
development

 \When we allow the City to be referred to In
media In different ways, we fail Brand
development



ine Data

Search Eng



Denver is “The Mile High City”

 Mile High Events

* Mile High History

 Mile High State of the Arts
* Mile High Transportation

e The 1&" Street Mall is a Pedestrian
Promenade that is one mile long.




San Diego — “Happy Happens”

Happy Happenings
Happy Deals
Happy Happens Videos

Happy Faces — clouds,
nirds, coffee, PDA




Bisbee, AZ
Copper to Culture



How Do We Get There?
WE BRAND!

* Create an effective City-wide Brand and use
it as an “umbrella” for all events and
tourism marketing

 Make It available for everyorne use,
resulting in the leveraging of marketing
dollars and maximizing Brand exposure

e Everybody uses it - always!!




Hypothetical Translation

« EXxponential exposure equals greater saturation of
our Brand which effectively means that everyone
has million dollar ad budgets!



What's In It For You?

* Bringing tourists to the City means:

You have the opportunity to sell your
products/services

You help create tax revenues that pay for City
services and future tourism marketing

You help expose the City to potential future
residents and businesses guaranteeing on-going
economic prosperity for the community



The Use of an Effective City Brand
Is aWIN-WIN for all!
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