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What is a Brand?

A Brand is an emotional bond that connects people with products and services. Brands are visual, emotional, rational and cultural images that you associate with a company or product. A Brand is your reputation. Ultimately, Branding is the practice of building trust between a place or community and its collective audience – potential residents, businesses, visitors, the local community, the press, etc.

Every action we make throughout each day as individuals and professionals either increases or decreases this trust. Realizing that Branding is about building trust requires that we become more intentional in our Brand management practices. Trust is not built on chance or happenstance. Trust is earned by living up to the promises we make.

Leading Brands understand trust is the key to ongoing success. They make Brand Promises that directly connect with what is most important and relevant to the target markets that they want to form relationships with. Once this is established, the Brand focuses all of its energy on fulfilling those promises. 

Weak Brands are unsure of what to promise. Because they are confused, they confuse the marketplace. Brands that do not have a clearly defined promise are forced to live in a world of reaction instead of leadership. 

How do you know if you have a Brand?

Every community, developer and builder has a Brand. Every community has unique Brand assets and Brand associations, whether their developers realize it or not. The power of Branding is revealed in how conscious or unconscious developers are about nurturing, growing, and protecting their communities’ assets and associations.

How will Branding help your community?

A well-understood and consistently communicated Brand simplifies choices, saving time and money. Branding is especially important internally. Branding improves internal clarity, which improves teamwork, which improves job satisfaction and increases productivity. Externally, Branding reduces marketing costs and increases return on the marketing expense by consistently communicating what the Brand is.
What are the basic truths that must be realized to create a Brand and what do you have to do to get the process started?

Truth #1: Defining and distilling the Brand is the job of top management.

What your community believes in, how it should be perceived, how it will operate, what kind of reputation it aspires to can only be determined by top management or key community leaders. Guiding the Brand is job number one! It is not a task that can be handed off to someone less busy, or to a committee. Defining and distilling a Brand takes vision, insight, courage, and commitment. Because Branding is so central to what your community will stand for, it is entirely accurate to equate Branding with business management. In fact, Brand knowledge and commitment to the core values that guide it determine business strategy. Understanding the significance of this essential business principle goes a long way toward explaining why so many communities struggle with focus and consistent, predictable practices. They simply don’t know what they stand for and have never taken the time to determine and 
communicate it. 

Truth #2: Branding takes place in the mind. Branding is a collection of impressions. Each person that comes in contact with your community constructs his or her own, individual portrait of the place. It doesn’t matter if they are a residence owner, retail customer, or a visiting city official. Each one builds their own idea of what the community is and what it stands for like birds build nests, from scraps and straws they chance upon. It isn’t fair; it isn’t rational. It’s very fragmented. That’s what makes effectively communicating the Brand so important. Which means first there must be some kind of distinction, something that sets the Brand apart, so that people can associate a unique identity with it that has meaning and value to them. It’s called positioning the Brand. Once the Brand positioning is determined it must be communicated consistently and predictably at all points of contact with all audiences.

Truth #3: Consistent communication is the key to achieving a high return on the 
Branding investment.    

Brands are built by communicating them 360 degrees. It starts internally. Developers must understand the importance of not just educating their employees about the Brand – they must indoctrinate them. People, after all, are the Brand. Unless everyone is on the same page, there is bound to be confusion and frustration. Lack of Brand knowledge translates into higher levels of misunderstanding and disappointment for everyone that interacts with a Brand. Most communities recognize the value of a consistent graphic identity. But effective Brand communication goes way beyond using the same colors on signage, collateral, and advertising. Everything that touches a customer communicates the Brand. The way the phones are answered, the look and feel of the property, the way people are treated – everything provides a clue about how to think about your community.    
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