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Did we miss any?
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JUST LIKE THESE SQUARES, A BRAND IS A 
MULTI-LAYERED STORY THAT’S OFTEN 

HIDDEN IN PLAIN SIGHT.
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EDCs 
Developers 
Civic leaders  
Placemakers 
Anybody with a story to tell 

This is going to be a very different presentation 
than most of what you’ve seen while here.
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I’m assuming we’re all 
smart and can apply these 

ideas to your organization / 
project.

( )
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Who is 
Brett 
Posten?
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THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION

© HIGHLINE PARTNERS



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION



© HIGHLINE PARTNERS© HIGHLINE PARTNERS

SINCE 1995, I'VE WORKED 
ON THE BIGGES AND 
THE SMALLEST BRANDS 
ON THE PLANET, 
INCLUDING SOME OF 
THE STUPIDEST IDEAS 
EVER, LIKE THIS WITH 
BMW DESIGN WORKS.
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I AM MEDIA agnostic.
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humor, belief, pain, happiness, joy, passion
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Goal for today:
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What is a 
brand?
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imagine a horse.
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but not this
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Why does 
branding 
matter?
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Why does Arm & Hammer sell?
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Why does Tidy Cat sell?
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We like what we like. 
Regardless if the solution 

has been scientifically 
tested as better.
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Fine.  

But what does that have to do with places?
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15 Seconds: 

Free Association
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15 Seconds: 

JEREUSALEM
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15 Seconds: 

LAS VEGAS
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R&R once partnered with NBC and asked 
travelers to share their own “Vegas stories” 
for a chance to play poker with the cast of 
the popular television show “Las Vegas.” 
Most of the stories involved sex.

“I’ve got to tell you, some of the stuff that 
people were willing to send and sign their 
name to made my toes curl,” Randy Snow, 
R&R’s creative director, told Brandweek 
magazine about the experience. “If people 
think our campaign is too racy, they have 
no idea what is going on in real life.”
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LAZY BRANDING LOSES.
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No outdoor concert halls 
No cell towers  
NIMBY-ISM is equal opportunity. 
No affordable housing  
No chicken farms  
No Amazon  
No power plants 
No wind farms  
No schools 
No churches 
No mosques
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Everything has a brand, whether 
or not it is created intentionally 
is what matters.
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Great brands communicate both 
broadly & personally. 

The truest part of your brand is the 
residue left over after all the 
marketing and experiences are done.
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VS.
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Seriously?
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How do 
you create 
a brand?
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All brands have a 
Core Idea 
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Your Core Idea should be 
at the center of 
everything you do. 

In the first phase, our goal 
is to bring alignment to 
all your brand 
touchpoints, making sure 
that they emanate from the 
core of your brand.  

EMAIL

DESIGN  
STANDARDS

NAME VISUAL ID  
& LOGO

PRESENTATION 
MATERIALS

NEIGHBOR 
OUTREACH

PUBLIC 
RELATIONS

VIDEO 

WEBSITE 
& SOCIAL 

MEDIA
BROCHURES

DIRECT  
OUTREACH

PUBLIC  
AFFAIRS

VIRTUAL 
REALITY

SALES 
CENTER

EVENTS

CORE  
IDEA

BRAND  
VOICE
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Real Target 
Audience: 
 
Demographics vs. Psychographics  
Who do you want to serve? 
Who can you serve best? 
Who do you need to attract to succeed? 
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Core Desire:

Where is the wind?
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Core Desire:

What is the powerful force that already 
exists in their lives that you can tap into? 
Creating a new desire is too expensive.
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What role can your brand 
play to fill that core 
desire?  
This is your grand entrance.
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Compelling Truths.

What evidence compels me to believe you 
are the best in playing that role in my life?
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What’s the 1 thing you 
do better than 
anyplace else?
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Core Idea:

The perfect match of being brand-based and 
consumer-informed.
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“I belong here.”
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Value Brand / Luxury Brand
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QUALITY & HIGH PRICE = “LUXURY” 

LOW PRICE + ACCEPTABLE QUALITY = VALUE

INTENTIONAL 
EMOTIONAL  

CONNECTION 
= 

PERSONALITY

LOW EMOTION  
+  

FUNCTIONAL 
= 

NEUTRAL

OK FUNCTION 
LOW EGO

OK FUNCTION 
HIGH FUN

HIGH FUNCTION 
HIGH EGO

HIGH FUNCTION 
LOW CONNECTION
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LUXURY

VALUE

PERSONALITYNEUTRAL
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LUXURY
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QUALITY

VALUE

PERSONALITYNEUTRAL

WHERE 
DO YOU 

WANT TO 
BE?
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QUALITY

VALUE

PERSONALITYNEUTRAL

Concierge 
Experience

Fun Experience

Invisible 
Experience
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Branding 
Tactics
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Branding vs. Marketing vs. PR vs. Sales?
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Marketing 
Advertising  
Social Media 
PR 
Sales  
Promotions 
Customer Service 

Your Brand 
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Print 
Video 
Press  
Advertising 
Email 
Web 
Facebook 
Twitter 
Linked In 
Instagram 
Pinterest 
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Print 
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Advertising 
Email 
Web 
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Linked In 
Instagram 
Pinterest 

Colleagues 
Everything 

Quick  
Pop of Legitimacy 

Emotion 
Idea Inspiration 

Presence 
Time to Digest 

Lifestyle Stories 
Lifestyle Peek 

Message Control  
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Why 
branding 
wins.
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Obama and Trump 
are brands. 

McCain and Hillary 
are politicians.
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The best brands 
invite people to 
bring hopes, dreams 
and aspiration to 
the party.



H & R Block| IGNITE

BRETT POSTEN

BP@HIGHLN.COM

mailto:BP@HIGHLN.COM


© HIGHLINE PARTNERS

THE ISSUE NUMBER CORPORATION


