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What	  is	  a	  brand?	  



	  

What	  a	  brand	  is	  not	  
a	  logo/tagline	  



	  

What	  a	  brand	  is	  not	  
a	  TV	  Commercial	  



	  

A	  brand	  is 	   	   	  The	  emo6onal	  connec6on	  
	   	   	   	  between	  the	  consumer	  and	  
	   	   	   	  the	  thing/place/service.	  	  





	  

Brand	  =	  Experience	  



	  

Brand	  Challenge	  	  	  
Express	  your	  brand	  in	  2-‐3	  words	  



Brand	  
“Cheap	  Chic”	  

expect more. pay less.®!



	  

Des6na6on	  Branding	  

	  

The	  emo.onal	  connec.on	  between	  our	  des.na.on	  and	  our	  
visitors.	  

	  

	  



Our	  challenge	  
Convey	  the	  wide	  and	  diverse	  collec.on	  of	  amazing	  experiences	  in	  Monterey	  through	  
one	  ownable,	  emo.onally	  charged,	  compelling	  and	  simple	  brand	  statement.	  

Then	  

Ar.culate	  the	  brand	  promise	  through	  unique,	  powerful	  and	  consistent	  messaging.	  

Then	  

Deliver.	  	  	  



Des6na6on	  AEributes	  

	  

	  

Scenic	  Beauty	  
Wine	  
World	  Class	  Golf	  
Marine	  Experiences	  
Outdoor	  Adventures	  
World	  Class	  Resorts	  
In.mate	  Inns	  
Culture	  &	  History	  
Spas	  
Incredible	  Events	  
Eco	  /	  Sustainability/Wellness	  

Agri-‐tourism	  
Culinary	  
Family	  Fun	  
Weddings	  
Incen.ve	  Trips	  
Ocean	  Experiences	  
Corporate	  Mee.ngs	  
Racing	  Ac.on	  
Wildlife	  
Shopping	  
And	  more…	  
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Travelers we have 
 
Travelers we want 
 
Meeting Planners 
 
Meeting Attendees 
 
Industry Partners 
 
YOU 
 
 



Owning	  an	  Emo.on	  

	  



Brand	  Formula	  
	  



	  

	  

Brand	  Formula	  

	  

Talk to the customers you have and 
the customers you want 



 
Round 1 (April/May)    Brand Awareness/Perceptions 
 
 
Round 2 (June/July)    Brand Positioning 
 
 
Round 3 (August)    Brand/Creative Testing 
 
 

Research – Strategic Marketing & Research, Inc. (SMARI)     
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73%	  

Thrills	  and	  excitement	  

Enrichment	  or	  learning	  

A	  place	  to	  be	  pampered	  

Connec.on	  with	  family	  or	  friends	  

Being	  amazed	  by	  the	  sites	  or	  experiences	  

Relaxa.on	  and	  rejuvena.on	  

Importance	  when	  picking	  a	  des6na6on	  for	  a	  short	  getaway	  trip	  

Very	  Important	   Important	  



Focus	  Group	  Insights	  

Improved	  
PosiAon	  

Monterey	  

Enrichment 

Relaxation 

Serenity 

AEributes	   Current	  Ra6ng	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
(5-‐point	  scale)	  

Improved	  Ra6ng	  
(5-‐point	  scale)	  

	  Puts	  me	  in	  a	  be^er	  state	  of	  mind	   3.8	   4.0	  

Makes	  me	  feel	  more	  relaxed	  and	  centered	   3.8	   4.0	  

Makes	  me	  feel	  more	  in	  touch	  with	  nature	   3.8	   4.0	  

Makes	  me	  feel	  that	  my	  life	  was	  enriched	   3.6	   4.0	  

Enrichment 
 
Adventure 
 
Rejuvenation 
 
Indulgence 
 
Abundance 
 
Meaningful 

Excitement 



	  

	  

Brands appeal to the Heart & Mind!



	  

	  

Monterey appeals to the Heart & Mind & Soul!
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Monterey	  County	  
encompasses	  a	  wide	  
array	  of	  diverse	  and	  
extraordinary	  places	  
and	  ac.vi.es	  that	  
enrich	  those	  who	  

visit	  there.	  

Travelers	  who	  	  
are	  seeking	  more	  

meaningful	  
experiences.	  

The	  Brand	  Connec.on:	  

Invigorate	  	  
your	  soul.	  	  

Brand	  Truth	   Consumer	  Truth	  

Brand Bridge 



 
Invigorate Your Soul. 
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Brand = Experience 
 
Branding = Storytelling 
 
How to Invigorate Your Soul  
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Launching	  October	  2013	  


