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Let me share just a little of my background with you to help explain
why my thinking may be different than other speakers you may
have heard talk about branding.
First thing to understand is that my degree in in mathematics.
Second, my branding experience is in the world of
pharmaceuticals.
Third, I wear multiple hats at the moment. I work for P&G, but am
on loan as the Executive Director of the Ohio Business
Development Coalition. And I am CEO of my own company The
Burghard Group.
.
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Branding for Economic Vitality
• What is Branding?
• Three Moments of Truth
• Brand Building on a Budget
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I will feel successful tonight if you can walk away with just one new
insight that you feel you can apply right away to help your
community become even more attractive for capital investment.
I am going to explain what branding is so we can all start on the
same page. I find there are a lot of misperceptions on the subject
so it is important we have a common understanding.
Then I am going to share a model I’ve developed that will help you
see the capital investment decision through a different lens.
And, I am going to conclude the talk by giving you some practical
advice on what you can do to help make your community more
capital investment friendly.

3

Place Branding Is Not
Simply a logo and a tagline.
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This is what I find most people think place branding is.
They hire an Agency who creates a vision document for your
community and then translates that vision into a logo and tagline
for you to use.
Then you pay the Agency for their service only to realize you have
no money left for much more than letterhead, envelopes and
maybe a brochure.
Your business leaders are upset with the outcome, your politicians
lose faith in your project and move on to the next challenge, and
you are left wondering why you even started the process in the first
place.
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What is Place Branding?
Making a heart and mind opening
promise of what somebody can
expect to experience when they
invest time or money in a location,
and proactively working across a
complex delivery system to ensure
that promise is realized each and
every time.
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I believe a brand is a promise.
You look somebody square in the eye, you tell them what is
reasonable to expect if they invest money in your community, you
shake their hand with conviction.
Branding is all about ensuring the experience you promised is
realized.
It is as simple and complex as that.
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Constructive Dissonance
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Another concept that gets all jumbled is the idea of a brand image.
Is it something you have, or something you want? Is it something
you are stuck with, or can it change?
There are really two terms to know when you talk with marketers,
brand identity and brand image.
Your brand image is the current perception of your community.
You need to look at it as an insider and as an outsider. You need
to be very objective in your assessment and this is where a
professional can help.
Your brand identity is what you want your community to stand for,
or how you want it to be perceived by the people in it and the
people outside of it
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Currency of Place Branding
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The building blocks of a brand image are called equities. These are
the things associated with your community.
There are positive equities and negative equities (good perceptions
and bad perceptions).
There are equities your community owns. Equities you don’t own
yet but want to. Equities you own but don’t want to. And equities
you share that no community owns outright.
Place branding is all about creating an association of your
community with the right equities that will move you along the path
from current image to desired identity. Sometimes you need to
create new assets or invest in strengthening current assets to build
the association of an equity with your community.
In this way, place branding informs both public policy choices and
infrastructure investment choices.
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5 Keys to Success
1.
2.
3.
4.
5.

Relevance
Authenticity
Competitiveness
Clarity
Consistency
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If your promise is not relevant, nobody will care.
If your promise is not authentic it is considered a lie.
If your promise is not competitive, then you’ll never win.
If you don’t state your promise clearly people will be confused.
If you are inconsistent in sharing your promise, it will get lost in the
noise and nobody will hear it.
Four important questions you need to ask before you can evaluate
the strength of your promise are 1.Who do I want to talk to?
2.What is my community image in their mind?
3.What do I want my community identity to be?
4.What do I need to be able to say and do to get there from here?
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Once you know what you want to say and who you want to say it
to, then you need to figure out when the best time to say it is and
how you are going to say it.
To do this you need to understand what drives the capital
investment decision process.
My research suggests you can think about the process as three
specific moments of truth that need to be won in order to have a
vibrant economy.
Your community owns the Third Moment of Truth. Depending on
the size of an opportunity, your community may either lead or play
a supporting role in the First and Second Moments.
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Place Branding impacts all three Moments of Truth.
A good place branding effort creates awareness and interest so
your community is in the consideration set to receive a request for
proposal.
A good place branding effort creates heart and mind opening
reasons to preferentially select your community over the
competition. It converts awareness and interest into desire and
action. Desire to have what you promise resulting in a capital
investment in your community.
A good place branding effort ensures all promises made are
promises kept, and creates loyalty that helps keep companies in
your community from relocating.
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Branding is a Process
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Branding is a continual process that needs care and feeding in
order to serve your community well.
It is an investment over time.
It requires the systems and procedures to facilitate change so your
community can move from current image to your desired identity.
Like all processes, it can be managed well or poorly.
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It Started With an Idea in 1912
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I titled this talk Baldnobbers & Branding. You may have been
wondering why. It is because I want to quickly share the history of
Branson, Missouri through the eyes of a marketer.
I think it is a great case study of what a small community can do if
they adapt place branding as a strategy for job growth and
economic prosperity.
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Branson Case Study
•
•
•
•
•
•
•
•
•

1903: Vision - Industrial Town built around lumber and the railroad
1912: Incorporation and new Vision - Resort location to take advantage
of caves and popular parade
1913 - 1958: Product Improvement - beautification of downtown
1959: The first show in Branson, The Baldknobbers Hillbilly Jamboree
Show, opened
1960 - 1962: Capital attraction - New shows and theaters open
1963: Product Improvement - Table Rock Dam creates Table Rock Lake
1983: Capital attraction - Swiss Villa opens seating 7,500
1991: Public Relations Effort Bears Fruit- Time Magazine runs story on
“discovery” of Branson
1992 - Now: Capital Attraction - 7 more theaters open, outdoor drama
show opens, Scenic Railway opens, Polynesian Princess sightseeing and
dinner cruise on Table Rock Lake opens
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Branson is a small town of roughly 7,000 people that attracts about
7,000,000 visitors each year. 60 Minutes has called Branson the
country music capital of the universe with more theater seats than
Broadway.
It wasn’t always that way. In fact,originally the vision for Branson
was to become a logging community.
But through a series of purposeful and highly strategic choices to
invest in improving the infrastructure, Branson has taken itself from
relative obscurity to a world renowned location for entertainment.
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Branson, Missouri Today
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Today, there are 40 theaters and 500 shows by 70 different acts
each year.
To diversify their economic portfolio, in 2001 plans were unveiled
for the Branson Landing project which includes a 220,000-squarefoot convention center, a 250-room four-star hotel, a boutique
hotel, 140 waterfront luxury condominiums and nearly 450,000
square feet of retail shopping.
Overall, Branson generated over $250 million for the project, and
ground was broken in 2004. In April of 2006, Belk’s Department
Store opened its doors to the first Branson Landing customers.
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Key Learnings
•
•
•
•

Understand your current image
Align on your desired identity
Define the gaps
Create and resource a plan to close
the gaps
• Stay focused and disciplined
• Assess progress and adjust
• Have patience
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Let me quickly review my take-aways from the Branson
experience.
Branding is a process.
As a process it can be managed.
Branding requires a shared and unambiguous vision for a desired
identity and a plan of action to get there from here.
Branding takes time and money.
It wasn’t a logo and tagline that drove Branson’s success. It was a
clear promise and a focus on making that promise real each and
every day.
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Practical Advice
1.
2.
3.
4.

Make Place Branding a Priority
Get Digital
OPM - OPR - OPK
Communicate and constantly enroll
community
5. Get Social
6. Build Momentum
7. Invest in Success
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So what can you do?
Learn as much as possible about branding. We’ve barely
scratched the surface.
Digital is the great equalizer. It is the most cost effective way for
you to tell your community story.
Leverage your lack of resources to your advantage. Hardwire the
system for your benefit. Use other people’s money, other people’s
resources and other people’s knowledge. Become an expert in
how economic development is done in your state and become the
preferred location to work with.
Your community is your best sales team. If you do not have
community involvement or commitment you have no branding
project. It is that important.
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Place Branding
Community of Practice
www.StrengtheningBrandAmerica.com

To learn more about place branding, I have created a community of
practice where ideas and experience are shared.
This is a perfect example of OPM - OPR - OPK
There is no cost to participate. I created this community because I
believe that better reapplication of product and corporate branding
principles in the branding of places will make our states and
communities more attractive for foreign direct investment inflow
and as a consequence strengthen Brand America.
The site contains a lot of resources that can make your job easier.
My personal contact information is also available on this website if
anybody would like to contact me directly to ask a question.
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