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Today's Agenda

@ The 324 Places initiative
@ The role of branding for Virginia's 324 Places

@ Key steps in branding and reputation
management

@ Participant discussion
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324 Places in Virginia

@ New program from VML focusing on the key
trends that local governments in Virginia
will face over the next 10 years.

@ Providingyou a roadmap with strategies.

@ Articles monthly in Virginia Town & City.

@ Theme of 2015 VML Annual Conference, Oct
4-6 in Richmond: The Future of Virginia: 324
Places.

€i

cH
Beyond research.
T ﬁ y

@ Generations
Matter

7/28/15



7/28/15

@324

e

Today's Agenda

@ The 324 Places initiative
( @ The role of branding for Virginia's 324 Places )

@ Key steps in branding and reputation
management

@ Participant discussion
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"WELCOME TO

~ VIRGINIA IS FOR LOVERS
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wn of Ashland

Second Citizen Leadership Academy 1o Start in September
The Town is now eccepting applications for the Ashiand Citizen Leadersip Academy, a montly
series designad 1o provide insight inlo how the Sown works, & chance 10 talk wih town leadecs and

Did You Know: Brush Collection Information for Residents

Brush collection 16 e and AUtDMATE 10 aF Town residents - Our Siraet craw goes around collecting
Dbrush from the curb year-round, and you don't even have to scheduie a pick up! Read on

Joe Topham Hired as Business Retention and Expansion Manager

The Town has hired Joo Topham % be its business retention and expansion manager. Mr. Topham
s a Richmood native mos: recently employed as the executive assistant of operations in King
William County. He began his service with the town May 28. Read cn

o VIENALL NEWS & ANNOUNCEMENTS,

Sun, Aug. 2

Biuemant Concert at Rendolph-
Macon Collegs (Mary Branch
Resicance Hal|

Tue, Aug. 4

Town Councl Meeting

Thu, Aug. 6

Gattery Fiux Opening Recepton |
“Lay of the Land” Greup Show

Cshaeus A & =

Select Lenguage

| Online Bill Pay B3

| PLACES

UNTIES
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Why Worry About Branding

@ Help build community pride
@ Recruit newcomers

@ Attract businesses

@ Attract tourists
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“But We Aren't a Consumer Product™”

WORLD-FAMOUS

POPEIL Poc ket

ot n Ot et st e = Spin Casting Outfit

18!.00 .(l atra
hires and hooks
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You Are in Communications:

Website?

Facebook, Twitter, YouTube?

Email newsletters?

Bills to citizens?

Welcome sign?

Town seal?

Letterhead for departments?
Business cards?

Economic development efforts?
Community access cable channel?
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You Are in Communications:

Website? ™
Facebook, Twitter, YouTube?
Email newsletters?

Bills tocitizens?

Welcome sign?

Town seal? BRANDI NG
Letterhead for departments?
Business cards?

Economic development effortg?
Community access cable ch_a)lel?
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Are you
controlling your

~

K messaging? /

You have dozens of
channels of "owned"
media in which to
communicate with
your citizens.

\_ )L

municipalities do
not manage,
monitor, or
leverage all of
those channels
very well.
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You Are Not Alone

@324
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Chamber of Commerce
Economic Development
Neighborhood/Districts
Tourism Attractions
Arts & Cultural Organizations
Local Media
..And Many More!

~
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Why Worry About Branding

@ Help build community pride
@ Recruit newcomers

@ Attract businesses

@ Attract tourists

Q324
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Helps you bounce back from
unforeseen circumstances
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Remember?

How the Tylenol murders of 1982
changed the way we consume
medication
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Strong Brands are Resilient

e I
New Orleans
Baltimore
Charleston
\_ /
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Today's Agenda

@ The 324 Places initiative
@ The role of branding for Virginia's 324 Places
( @ Key steps in branding and reputation J

management
@ Participant discussion
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The Goal for Brand and
Reputation Management?

CONTROL
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Key Steps:

@ Leverage what you already have or are
known for.

@ Remember everyone owns the brand.

@ Coordination, consistency, and
continuity deliver exponential
benefits.

CITIES+TOWNS+COUNTIES|

Leverage Your Distinctiveness

@ Virginia's 324 Places are each UNIQUE.

@ ldentify specific physicalassets, features, or
attributes that are truly uniquely yours:

River

Mountain

Beach
Location (crossroads?)
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Strong Brands Are: |
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VML Q324

.......................

Leverage Your Distinctiveness

@ Virginia's 324 Places are each UNIQUE.

@ ldentify specific physicalassets, features, or
attributes that are truly uniquely yours:

@ River
@ Mountain
@ Beach
@ Location (crossroads?)
@ Be the first to claim a “generic"” asset as
uniquely yours (in Virginia).
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Roanoke

2a. ROANOKE
@ CUTSIDECOM

GET OUTSIDE GET INVOLVED GET GE

Learn why Roanoke is

the best outdoor town
on the East Coast.
Choose your adventure
and GET OUTSIDE!

VML @324

LACES
Pre-emptive Claims

/ Outdoors \
Mountains
Valley
Views
Beaches
Festivals
Arts & Culture
K Friendliest j
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Attitude and Personality
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Attitude and Personality

.....

United =
Airlines 2%
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Attitude and Personality

ADELTA
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Attitude and Personality

Southwest.
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Leverage Your Distinctiveness

@ Take stock of what you have that makes you
different.

@ Determine what you can claim you have,
preemptively, that could make you
different.

@ Make sure itis not just unique, but
believable (true to who you are) and
meaningful.

@ Make it a distinction that matters to
residents, visitors, and businesses.
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Everyone Owns the Brand
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Everyone Owns the Brand
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Everyone Owns the Brand

'RVA MERCHANOISE

We invite you 1o Import pictures of people, places and things that are both uniquely Richmond and uniquely creative to
generata your own personalized RVA identty.

Scroll down 1o the bottom of the page to discover public loges that are avadable for downkad and more RVA Creates tools.

4 Upload your image ) Drag your image to position &7 Generate your RVA logo
J g -

DOWNTOWL‘IR
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Every person
is just as powerful

as a hewspaper
N /

United Breaks Guitar
YouTube Downloads: 11 Million
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Track Online Communication

@ Understand current sentiment among
constituents, especially around important
issues.

@ Deeper dive than Facebook or Twitter.

@ You can't control it online, butitisinyour

best interest to know about it.

VML 324
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Coordination, Consistency, and Continuity

@ Easy to do. Rarely done.
@ Requires a Communications Audit first.
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Norfolk: No Graphic Consistency

Little Consistency with Use of
Mermaid Icon
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InconsistentBusiness Cards

51

Inconsistent Use of Tagline

= 4

NORFOLK

Lifr. Celebrated Daily

52

Health, Colotyated DAV
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Coordination, Consistency, and Continuity

@ Easy to do. Rarely done.

@ Requires a Communications Audit first.

@ Engage all relevant organizations shaping
your municipalities' brand image.

€3
VML 324
You Are Not Alone
4 Chamber of Commerce )
Economic Development
Neighborhood/Districts

Tourism Attractions
Arts & Cultural Organizations
Local Media
\_ ..And Many More! -
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The Norfolk Collaboratory

Norfolk’s Story: Our Brand Message Architecture
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We are creating an amazing community where people desire to live, work, and play.
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Key Steps:

@ Leverage what you already have or are
known for.

@ Remember everyone owns the brand.

@ Coordination, consistency, and
continuity deliver exponential
benefits.
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Today's Agenda

@ The 324 Places initiative
@ The role of branding for Virginia's 324 Places

@ Key steps in branding and reputation
management

( @ Participant discussion J

CITIES:TOWNS+«COUNTIES

Thank You

Next Session:
Education
Tuesday, August 26, 2015
11:00-11:45am
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