
The Cary BrandPrint
A competitive Identity for the Town of Cary



The Town of Cary will . . . The community also 
continues to prosper through attention to quality 

and a commitment to a sense of community, culture, 
and history, revealing the authentic and special Cary.

Our Vision for Cary



Branding has a branding problem.



4 p’s of marketing

Product 

Place 

Price

Promotion



4 p’s community marketing

Politics

Politics

Politics

Politics



4 p’s community branding

Passion

Passion

Passion

Passion



PASSIONATE PEOPLE









Cary BrandPrint
Creative: 
Creative Workshop
Straplines & Rationale
Logos & Logo Family
Color Palette
Design “Looks”
Graphic Standards Guide
Brand Narrative & Sub Narratives
Custom Deliverables

Rollout & Action Plans:
Rollout Plan
Communication Recommendations
Community Engagement
Tactics for “Living Into the Brand”

Evaluation:
12-month Follow-Up
Brand Barometer
Quantitative Perception Study

Education: 
Educational Presentation
Educational PowerPoint
Educational Site – Brand Story Site

Research: 
Situation Analysis 
Research, Planning, Communications & Media Audits 
Familiarization/Red Carpet Tour
Stakeholder Interviews & Focus Groups
Vision Survey 
Online Community Survey 
Brand Barometer 
Influencer Perception Study – Qualitative
Consumer Perception Study – Quantitative
Competitive Positioning Review 

Insights: 
Insight Development
DNA Definition Development
Research & Strategy Presentation



EDUCATION & RESEARCH



EDUCATION & RESEARCH



EDUCATION & RESEARCH



Town vs. City
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Quantitative Study in 
The Greater Phoenix Area



Greater Phoenix Study How would you rank the following cities and towns in Arizona by population?
Drag each into order from largest to smallest.

Mean Ranking



Greater Phoenix Study
For each of the following, please indicate whether 

you associate it more with a city or a town.



Greater Phoenix Study
For each of the following, please indicate whether 

you associate it more with a city or a town.
(cont’d.)



For each of the following, please indicate whether 
you associate it more with a city or a town.

(cont’d.)
Greater Phoenix Study



Greater Phoenix Study Which is more appealing – City or Town – when you think of the following? 



Gilbert, AZ Perception Study
Which is more appealing – City or Town – when you think of the following?

Percentage of people who prefer a city in each case:



Gilbert, AZ Perception Study
Which is more appealing – City or Town – when you think of the following?

Percentage of people who prefer a city in each case:



Greater Phoenix Study Changing Perceptions

It may surprise you to know that Gilbert, Arizona, is one of the largest TOWNS in the 
U.S., with over 150,000 people. How does that change your perception of “town”, if at 
all?

Little, if at all

● “It doesn’t. I’ve lived in Gilbert many years and have seen it grow. It still maintains the small town feel though.”

● “Not at all  we in AZ consider Gilbert a suburb of Phoenix.  More like a neighborhood rather than a separate town.”

Somewhat

● “I find that interesting but I think Phoenix and Mesa are bigger.  Gilbert does have that "TOWN' feel to it.  I would say I am 
surprised.”

● “It really doesn't, but that is an interesting fact.”

Just a name

● “It makes me question that "town" might just be a legal registration name.”

● “I have grown up and lived in Gilbert almost my whole life. The city is a TOWN because of the atmosphere of the town not 
necessarily due to the amount of people that live here. Gilbert is a very tight knit community where even though it is large 
you still feel like you are in a small town which is one of the reasons I chose to start my own family here.”



Greater Phoenix Study Changing Perceptions

Would learning that Gilbert is a “town” rather than a “city” cause you to think about it 
more positively, more negatively, or have no impact at all? Explain.

Positive

● “For a town it provides ample things to do, places to eat, etc.”

● “They're trying to keep it authentic.”

● “Makes it sound not as crazy busy and more for families.”

● “Family oriented atmosphere, cleaner, safer neighborhoods.”

● “I like the idea that Gilbert retains the idea of a "town" but has more amenities of a city.”

Negative

● “It's a suburb not a "town"”

● “It is a large, highly populated area that might not have the right amount of community resources for safety.”

● “I like the feel of a city.”

● “Makes it appear small.”



Greater Phoenix Study Would learning that Gilbert is a “town” rather than a “city” cause you to think 
about it more positively, more negatively, or have no impact at all?



Greater Phoenix Study Unique Advantages of City-Sized Town

How might Gilbert be unique compared to other places, being one of the largest 
towns?

Small town feel

● “Gilbert has a lot to offer with a smaller town feel but a lot of options.”

● “Gilbert is unique in that it makes you feel like home and has the feel of a town. I live in Gilbert and really like the city.”

● “It has a rural feel but lots of options like shopping and dining and schools that you would expect more from a big city.”

Family-friendly, safe

● “Gilbert is very family friendly. The schools are great and it routinely ranks as one of the safest towns/cities. “

● “Gilbert feels safe and comfortable despite having a large population.”

● “It has a lot of trendy restaurants, everyone is of a similar socio- economic status, it’s super safe.”



Qualitative Study 
with the Site Selectors Guild



Site Selectors Study

In terms of attractiveness for business recruitment, would being known as a “town” 
rather than a “city” negatively impact a larger community, such as Gilbert, AZ?

● “Would not make any difference whatsoever.”

● Not in the least”

● “The city or town designation would not change any their performance measures”

● “State and metropolitan area are chosen first...then it is about performance and the deal”

● “No, being part of a larger metropolitan area covers the soft-side quality of life issues”

● “The labor shed is the entire Valley . . . So no.”

● “Only in the most superficial, cursory glance”

● “...Town may actually have some advantages when it comes to talent recruitment”

3030



EDUCATION & RESEARCH

STRATEGIC DNA



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. 



EDUCATION & RESEARCH

STRATEGIC DNA

CREATIVITY & ACTION



EDUCATION & RESEARCH

STRATEGIC DNA

CREATIVITY & ACTION



EDUCATION & RESEARCH

STRATEGIC DNA

CREATIVITY & ACTION



EDUCATION & RESEARCH

STRATEGIC DNA

CREATIVITY & ACTION



Creative Development:
Category Expertise + Fresh Thinking  



Santa Ana, CA DNA

Target Audience:

Frame of Reference: 

Point-of-Difference:

Benefit:

For those seeking the energy of an urban and artistic setting,

Santa Ana, Orange County’s downtown and county seat,

welcomes the celebration and understanding for all (people, 
perspectives, religions, ideas)

and elevates cultures and everyday narratives into a colorful, vivid sensory 
experience.





























































Results

Back to Main Slide



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

30.81% increase in RevPar
North Star Study

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

84% increase in total job creation
State of Florida

17% increase in tax revenue
McKinney, TX

95.6% familiarity with brand
Columbus, GA

101% increase in web traffic 
Brookings, SD 

Reversed a declining trend in population
Bay City, MI

3.89% increase in employment growth 
North Star Study 

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

7.95% increase in restaurant sales 
Cape Girardeau, MO

19.2% increase in tour sales income
Columbus, IN

23.6% increase in resident advocacy
Cape Girardeau, MO

23% increase in web inquiries
Montrose, CO

Back to Main Slide



Endorsement by action



Dayton, Ohio



Hattiesburg, Mississippi



Newark, New Jersey



Montrose, Colorado



Columbus, Indiana



Providence, Rhode Island



Green County, Wisconsin



South Main, Tennessee



Gainesville, Florida



Lima-Allen County, Ohio



Providence, Rhode Island



Denison, Texas



Grand Rivers, Kentucky



Anchorage, Alaska



Sacramento, CA



Cary BrandPrint
Creative: 
Creative Workshop
Straplines & Rationale
Logos & Logo Family
Color Palette
Design “Looks”
Graphic Standards Guide
Brand Narrative & Sub Narratives
Custom Deliverables

Rollout & Action Plans:
Rollout Plan
Communication Recommendations
Community Engagement
Tactics for “Living Into the Brand”

Evaluation:
12-month Follow-Up
Brand Barometer
Quantitative Perception Study

Education: 
Educational Presentation
Educational PowerPoint
Educational Site – Brand Story Site

Research: 
Situation Analysis 
Research, Planning, Communications & Media Audits 
Familiarization/Red Carpet Tour
Stakeholder Interviews & Focus Groups
Vision Survey 
Online Community Survey 
Brand Barometer 
Influencer Perception Study – Qualitative
Consumer Perception Study – Quantitative
Competitive Positioning Review 

Insights: 
Insight Development
DNA Definition Development
Research & Strategy Presentation



Cary BrandPrint



Top 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.  Hire a dog and then do your own barking

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


