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Introduction

ABOUT NORTH STAR DESTINATION STRATEGIES

North Star Destination Strategies comprises over two dozen talented individuals dedicated to growing community 
brands through integrated marketing solutions. North Star offers communities a combination of research, strategy, 
creativity and action. This process - called Community Brandprint - provides direction for the community’s brand 
development, like a blueprint guides the construction of a home. And just like a blueprint, the priorities and targets of 
each Community Brandprint are stated in clear and unambiguous language. The resulting brand personality is as 
revealing as an individual’s fingerprint, and just as unique.

ABOUT THE BRANDPRINT PROCESS

Through the Community BrandPrint process, North Star determines Richmond’s most relevant and distinct promise. 
From that promise, we create a strategic platform intended to generate a brand position in the minds of residents, 
visitors, and businesses. We then develop a compelling creative identity to support the strategy, a range of 
deliverables showing that creativity in use and an integrated action plan for bringing the brand to life. Each of these 
tools reinforces Richmond’s strategic positioning and ensures brand equity and growth. This report includes the 
research and strategy phases of the process. The creative and action phases are now underway. 

ABOUT THE BRANDING PARTNERS

Richmond Main Street and Mayor Tom Butt’s office contracted with North Star Destination Strategies to determine 
Richmond’s true, unique and relevant brand position and help the community stand out in the marketplace.
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Executive Summary

North Star conducted research to identify what differentiates Richmond from its competitors. We set out to learn the 
perceptions and beliefs of stakeholders, consumers, and influencers as well as understand the competitive situation. 
North Star then worked collaboratively with the City of Richmond to determine a strategy for guiding the rebranding of the 
community.

Differentiators:  Richmond is home to the most shoreline along the Bay and the most complete trails of the Bay Trail. The 
community enjoys both a waterfront setting and rolling hills among which many parks are located. Unlike some neighbors 
there is a strong history of productivity and resilience in Richmond, particularly with the Rosie the Riveter National Park 
celebrating the nationwide WWII of efforts of women and minorities. That Can-do spirit remains today as the progressive 
city is always willing to tackle tough issues that other cities avoid. The community is innovative in its approach to policing 
and neighborhood revitalization and safety, as well as many others. Richmond is centrally located near major transit routes 
for rail and road as well as an active Port. Richmond is the end of the line for BART and will benefit from a ferry to San 
Francisco in the coming year. Many Bay Area corporations have found Richmond to be affordable and business friendly, 
particularly for manufacturing and distribution purposes. And many tech firms are discovering the space and freedom and 
affordable rents they need to thrive in the Bay Area. Many consider the diverse community of Richmond to be the last 
bargain on the Bay.

Key Research Findings
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Executive Summary

Challenges: Richmond suffers from long-held negative perceptions (earned) for crime and is considered dangerous and 
unsafe (gang turf wars). Political dysfunction is also part of its primary reputation. People do not associate Richmond as a 
waterfront community despite its distinction with the most miles of shoreline. Respondents feel that weak schools and 
lack of job growth are major challenges for the city. Many fear gentrification here. There is considerable poverty in 
Richmond, and many are concerned about unattractive entries and blight. The community has struggled with job 
growth. Those working in Richmond at jobs with higher wages (Chevron, Craneway, etc.) often choose to live 
elsewhere. Young professionals are not drawn to Richmond, with its lack of amenities, entertainment, and reasons to 
visit.  Housing stock in Richmond is not varied. Chevron is recognized as both an asset and as a challenge, but the 
relationship between the City and Chevron is strained and requires improvement.

Opportunities:  Richmond will be the home of the Berkeley Global Campus, and just the proximity to the main Berkeley 
Campus is an advantage and an opportunity. Communicating broadly about Richmond’s waterfront is key to its reputation 
(beyond singular negatives). Available sites and buildings is a compelling economic development message with many Bay 
Area already discovering the benefits of being located in this community with the ready locations for their operations.  
Along with waterfront development, a vibrant downtown is a great opportunity for the community.  The diversity here is 
attractive and offers the type of Bay Area community many were initially drawn to. There is an authenticity here that has 
not been whitewashed. Continuing to communicate the advantages for start-ups and entrepreneurs should prove fruitful 
for Richmond. Affordability is a compelling message for business  and potential residents. Richmond needs to invest in 
marketing and PR and get people to visit to discover how close and enjoyable the community is.  The future ferry will open 
significant opportunities as well.

Key Research Findings



Executive Summary Strategy

Research data was analyzed for trending insights that hone in on the Richmond story. These insights were funneled into a 
strategic brand platform, also known as your Strategic DNA. Just as an individual’s DNA influences everything from how 
that person looks to how that person acts (as well as their health and vibrancy), Richmond ’s DNA should be the 
foundational touchstone for all positive planned action in your city from marketing to infrastructure to policy 
development.

Target Audience: For people seeking a Bay Area existence without being cramped 
or crushed by cost,

 

Frame of Reference:  Richmond, with the most miles of shoreline along the East Bay,

Point-of-Difference: is a diverse community with a steel resolve
 

Benefit: so great ideas are fulfilled on the home front of the next 
greatest generation.

8



Executive Summary Creativity

The final package of foundational creative tools supports the Richmond strategic brand platform, or DNA. These tools layer 
personality on top of the strategy in order to make an emotional connection with the consumer. They include a strapline, a 
narrative, a logo family, a color palette and a creative execution look. Together they tell the Richmond story in a consistent, 
compelling and memorable way. 
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Executive Summary Action

The Brand Action Plan contains numerous ideas – large and small – for integrating the brand into the Richmond community. 
Ideas touch on leadership, infrastructure, tourism, economic development, community outreach and more.  Deliverables were 
designed using the visual brand identity and brand language to serve as a guide for putting the brand to work. The collage below 
is a sampling.
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Creativity
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Brand Identity
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Creativity Tools for Bringing Your Brand to Life

You are about to see a range of creative expressions that will help bring Richmond’s brand to life. This Brand Identity Guide should 
serve as a blueprint for the creative rendering of your new brand. With the exception of the logo, files do not represent camera-ready 
art. Many communities choose to work with local talent for the actual refinement and production of creative communication pieces. 
This allows for true customization and brings local perspectives to the work.

A Creative Committee, identified by brand drivers in Richmond was charged with evaluating and selecting the foundational tools in 
the Brand Identity Guide. All creative decisions were made using the city’s strategic brand platform as a guide. Those tools include:

● Strapline and narrative
● Logo and color palette
● Graphic Standards Guide
● Creative expressions of the brand (in the form of a full page ad)

Every creative element in this Brand Identity Guide represents North Star’s best suggestions for how to put your new brand to work 
creatively. Elements included in the Creativity section influence, guide and inform the tactic-driven Action Plan that follows in the 
next section.

Note: North Star worked with a small creative committee in Richmond to evaluate and make creative decisions.  After several months 
and choosing a preferred logo, consensus fractured and that creative committee was replaced by Mayor Tom Butt and the logo 
development was repeated with directives for an illustration style logo.

Note: All final logos for Richmond are included in the Google Drive folder in both JPEG and Vector/EPS format. We encourage you to 
share this folder with city departments, branding partners, organizations, vendors or other outlets requesting a copy of the logo. All 
files for the creative deliverables contained in this section are also included in your Google Drive folder.
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Creativity Strapline

Richmond … Bay Front. Home Front. Out Front.

● Repetitive use of the word front showcases community position:
○ On the Bay, with more miles of shoreline than other communities
○ As both a great place to call home and an important homefront in World War II
○ As a bold community with upfront leadership, non-profits, businesses and citizens
○ As a winning location for ideas that are out front in innovation, social justice, and cultural diversity

● Repetitive structure adds balance, interest and memorability
● Broad base for messaging for all organizations
● Feels positive, inspirational, motivational
● Emotionally powerful words 

North Star ran a search for the chosen strapline on the United States Patent and Trademark Office’s Trademark Electronic 
Search System (TESS). No conflicts for use of the line were revealed in the search. North Star highly recommends that 
Richmond pursue trademark protection of the straplines along with the new logos. By trademarking the logo and line together, 
this will ensure that the identity is protected from usage by other communities or conflicting parties. North Star’s trademark 
search is documented in Appendix A in your Google Drive.



Creativity Logo
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When the creative committee was dismissed and replaced with Mayor Butt, his direction to North Star was to pursue a detailed 
illustration for the logo that celebrated the waterfront location in Richmond and consider as many aspects of the community to 
include in the illustration from the bridge, to industrial strength, the Bay Trail, wildlife, and diversity.  Many versions of such an 
illustration were provided.  The following reveals the approved logo illustration for Richmond.



Creativity Logo Variations
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Logo variations were provided for the CVB and the Chamber as you consider a family of logos for Richmond.  This design 
exercise is meant to demonstrate how partners or city departments and initiatives can use the structure of the logo to 
incorporate their exact entities or organizations into logo elements without sacrificing the integrity of the Richmond logo.  
Please consult the Graphic Standards located on Google Drive for full guidelines for the main logo as well as variations.



Creativity Color Palette
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A community with such a dramatic natural setting deserves a 
color palette that reflects it. With a primary goal of people 
understanding that Richmond is a waterfront location, blue is 
an absolute must in this palette. Add the golden sun tones 
and a strong brown neutral, and you have a palette that is 
versatile and attractive. These strong tones have also proved 
to be effective in pleasing corporate interests as the 
community makes the business case for Richmond.
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Creativity Brand Narrative

A Brand Narrative was developed using artistic language to set the emotional tone for the brand. Its purpose is to help visitors, 
stakeholders, merchants, attractions and organizations connect the emotional story of the brand to their own situations.  Each 
partner organization or attraction  should develop its own version of this brand narrative leveraging the assets and language here 
for the community.
 
The Brand Narrative is critical to successful integration of the brand for a number of reasons:
● It can serve as a guide for users working to integrate brand tone and language into their own marketing 

and communications.
● It helps maintain consistency of tone and message amongst all users, thus preserving the integrity of the brand.
● It provides language users can replicate verbatim in their own communications when applicable.

Because of the inherent value in brand narratives, North Star recommends wide distribution of the copy, typically in tandem with 
the logo. Many of our clients use the strategic brand platform and the brand narrative together as a touch point for each new 
project or policy they initiate. In other words, “Does this idea support and further what makes us special?”
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Creativity Brand Narrative

Improbable as it may seem, there’s still a place on San Francisco Bay where you don’t have to be a multi-millionaire to buy your 
own home.  A community with more shoreline – and more affordability – than any other city on the East Bay shore. Where room 
remains for the kind of rich diversity that was crowded out of other places years ago and the home-front spirit is alive and well.  
Where people can live in charming old neighborhoods while feeling energized by a swirl of innovative ideas. And leaders are 
progressive, not passive, when it comes to everything from policy to technology. 

It’s been right in front of us this whole time. And now people are starting to take notice as young families, leading-edge companies, 
singles starting out and smart folks seeking room flock to its shores. 

Welcome to Richmond. Bay Front. Home Front. And Out Front. 

Bay Front
You can discover one of Richmond’s secrets just by looking on the map: No other community on the East Bay has a longer 
waterfront. But when people come and experience it for themselves, they discover an even better secret: The Bayfront isn’t just 
geography. It’s an appealing environment where business, pleasure and convenience converge.

The longest completed section of the Bay Trail is right here in Richmond. It’s a favored spot for active people who come to walk or 
jog, or just savor the panoramic views of the glimmering Bay. (Even dogs here enjoy their own Bayfront park.) More and more, 
Richmond’s waterfront is also home to smart entrepreneurs and tech firms who come for the accessibility, the view and amenities 
like the historic, award-winning Craneway Pavilion — a sustainable conference center serving up perfect meetings, fine dining and 
an array of events. And on top of having its own Bayfront, Richmond connects easily to every other spot on the Bay served by 
BART. Soon, you can even casually cross to San Francisco via a new ferry line.
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Creativity Brand Narrative

Home Front
Whether you’re in one of the charming waterfront neighborhoods like Point Richmond with shops and pubs you can walk to, or up 
near the ridgeline, or somewhere in between, you’ll find the most affordable cost of living on the Bay. The variety of housing 
options and prices means Richmond also has another quality many people love — the economic and cultural diversity that have 
almost disappeared from so many other parts of the Bay Area. Instead of bland sameness, Richmond’s neighborhoods present a 
mix of authentic local flavors — spicy and cool, gritty and genteel, locally ethnic and profoundly global — that give the home front 
here a wonderful richness.

The sense of community in Richmond remains unusually powerful. You’ll see it in the way people just seem to take care of each 
other. You’ll see it in the way folks from all walks of life gather at a coffeeshop named for the owner’s Catahoula dog — not just for 
the coffee but for everything from conversation to council meetings to live music. Most of all, you can see it in a fierce pride that 
Richmond residents wear like their favorite hat.

Maybe that pride comes from the unifying identity forged in Richmond’s melting pot for more than a century. Maybe it comes from 
Richmond’s Rosie the Riveter shipbuilding heritage and “We Can Do It” attitude, still commemorated in a World War II Homefront 
national historical park. It’s an attitude that hasn’t gone away. It has played a role in everything from steadily declining crime rates 
to the development of a community that is moving ahead while remaining deeply connected to its hard-working heritage.
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Creativity Brand Narrative

Out Front
You might be surprised by the number of ways that Richmond is out front and pushing forward. Our passion for progress is evident 
in the innovative, talent-rich companies that have moved here: pioneers in their fields like Ekso Bionics and Blue Apron. It’s the 
driving motivator for the planned development of the Berkeley Global Campus at Richmond Bay where an international coalition of 
academic institutions and private sector and community partners will work together on complex global challenges. And it’s a big 
part of why forward-thinking companies come here so their employees can live affordably and work in the same community. 

Of course, some would say that Richmond is most out front with our focus on humanity and cultivating a tolerant, multicultural 
community. But that wasn’t by design. It’s by nature. Richmond is progressive socially simply by conserving the mindset that was 
already here.

Now more and more people want to claim this singular combination for themselves: a spot on the Bay that’s both lovely and livable; 
a community that understands richness as about something beyond mere economic wealth; a place that is at once humming with 
dynamism and yet remarkably free of stress; a place where people remain committed to the notion that community is about more 
than a shared zip code.

Word is getting out. People are moving in. On a variety of fronts — the water front, the housing front, the economic front, the 
recreation front, the cultural front, the work/life balance front, the more-room-to-live-and-breathe front — what Richmond has is what 
seekers are searching for (and not finding elsewhere).

It’s all right here in front of you. 

Richmond, California
Bay front. Home front. Out front.



Creativity Creative Executions (Ads)
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Creativity Creative Executions (Ads)
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Creativity Creative Executions (Ads)
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Creativity Creative Executions (Ads)
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Creativity Creative Executions (Ads)
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Creativity Creative Executions (Ads)
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Creativity Creative Executions (Ads)
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Creativity Creative Executions (Ads)
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Creative Deliverables



Creativity Deliverables

Using the foundation creative tools developed for the Richmond Brand Identity Guide, North Star has developed a full slate of 
creative deliverables demonstrating how the Brand Identity can be used throughout the community. The majority of these 
deliverables were identified by the City of Richmond as being priorities and some were recommendations or examples that 
North Star created to illustrate the tactics identified in the Richmond Action Plan.  

Creative deliverables are shown on the following pages.  
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Creativity Stationery
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Creativity Business Cards
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Creativity Envelopes
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Creativity Letterhead
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Creativity PowerPoint Slides
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Creativity PowerPoint Slides
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Creativity Website



Creativity Website



Creativity Website



Creativity Economic Development Folder (Version 1)
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Creativity Economic Development Folder (Version 2)
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Creativity Window Decal

42



Creativity Window Decal
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Creativity Lapel Pin
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Creativity Visitor Guide
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Creativity Selfie Wall
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Creativity Selfie Wall
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Creativity Entryway Signage
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Creativity Signage
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Creativity Wayfinding
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Creativity Wayfiinding
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Creativity Wayfinding
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Creativity Pole Banners
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Creativity Pole Banners
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Creativity Pole Banners
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Creativity Pole Banners
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Creativity Bike Racks
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Creativity Bike Racks
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Creativity Car Decal
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Creativity Merchandise
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Creativity Merchandise (Amazon Echo)
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Creativity Branded Sail
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Creativity Branded Sail
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Action

64

Bringing the Brand to Life
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So you’ve got a distinct and relevant brand, now what? Strategic implementation is the most critical, and sometimes the most 
challenging aspect of branding. Community brands are not just about straplines and logos.  They are about emotion and 
experience. True branding requires strategies and tactics aimed at getting your brand off the page, onto the street and into 
people’s hearts, minds and souls. Specifically, your brand is about highlighting Richmond’s unique combination of extensive bay 
front (in the very crowded region), home front heritage and out front progressive attitudes and leadership. 
 
Your brand is most vulnerable during the 24-month period following launch simply because both support and awareness are low 
while skepticism is high. (As you know, that is the nature of many public initiatives.) The main goal of this time period is to 
convert the “players” and the community of Richmond into brand ambassadors through education and information sharing. While 
numerous other brand marketing and communication initiatives can take place concurrently, this incubation period is primarily 
devoted to strategies that reinforce and demonstrate the value of the city’s brand. Our goal – and yours – is to take a holistic 
approach to your brand.  

Once everyone is on board the brand team, there is no end to the powerful things you can do with your brand. We have seen it 
happen in other communities across the country, and we are excited to see it happen in Richmond. 

OverviewAction
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North Star has identified the following 15 brand action ideas or categories designed to get your brand going.  To ensure 
momentum, these tasks should be accomplished within the first 6 to 36 months after brand development. Many of these tasks 
address “organization” and are designed to evoke the cooperation that will propel your brand forward. Many are focused on 
simply informing residents as well as potential visitors about what Richmond has to offer. They should serve as a way of thinking 
about your community and how the brand can support a variety of interests. Others are designed to give your brand the richness, 
texture and three-dimensionality it needs to be fully integrated. 

While North Star has prioritized the categories, there are numerous ideas presented within most categories. These should be 
evaluated and prioritized by the branding partners in Richmond taking into account priorities and resources. You don’t have to 
complete all these ideas, but your branding team should complete a representative sampling in each category. This ensures that 
the brand becomes deeply woven into the fabric of your unique society, rather than just serving as a logo and line on your 
letterhead. 

When helpful and relevant, the creative deliverables will be used to illustrate how a specific tactic could look, sound or feel. Again, 
these deliverables are North Star’s best recommendation and are open to revision by Richmond based on Richmond’s own 
interpretation of the brand.  

OverviewAction
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Successful implementation of the brand for Richmond will require accountability, passion, understanding, and respect for the 
branding effort. It will also require cooperation and partnership with other organizations, businesses, and individuals. For these 
reasons, the most important contribution the branding partners in Richmond can make to the ongoing success of its brand is 
appointing or hiring a brand leader to champion the process.

This brand leader can be:
● A brand manager (hired from the inside or out) whose sole job is to implement the brand.
● Someone with an existing position within the Richmond Mayor’s office, CVB or Chamber who would take on brand 

management tasks as part of his/her position. (However, North Star cautions against assigning this job to an individual 
who already manages full-time job responsibilities. Establishing a brand – especially during the first two years – can 
require a great deal of time.) 

North Star has provided you a job description for Brand Manager (See Appendix B). If you hire rather than appoint the brand 
manager, the job description will give you a framework to help guide your decision. If appointing or assigning, the job 
responsibilities will give you a feel for the tasks this individual should manage. And remember, brand management by committee 
is a formula for allowing the brand to fall through the cracks. 

1. Assign a brand leaderAction
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Once the work of creating a brand identity is done, it becomes critically important to expand adoption of 
the brand so that Richmond residents at the grassroots level understand it, buy into it, and become 
ambassadors for it. You have already undertaken some of this effort with your online logo commenting. 
Now, you should reach out to stakeholder groups positioned to help you more fully integrate the brand into 
the life of the community. If you have selected/hired a brand manager, this person should make these 
educational presentations an early priority.
 
Start by creating a PowerPoint presentation that people can use to introduce and explain the brand. You 
should use this presentation with a variety of different groups in the community (and you can customize 
the presentation as appropriate for each different audience). The presentation should cover:
● Why the project was started
● Who was involved
● What you learned from the research
● An explanation of the strategy — your strategic brand platform
● Showing the creative work with an explanation of what it allows you to do, why particular colors 

and images were used, etc.
● How this approach helps Richmond market its assets
● How you plan to use the brand immediately and long-term
● Initiatives you have planned to take the brand beyond just a logo and strapline
● Existing partnerships, activities, festivals and events that could integrate your brand messaging
● A list of ways your audience can participate in and benefit from the new brand 

2. Create a Brand PowerPoint presentation for Recruiting AdvocatesAction
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Recruit a team of brand presenters representing a broad cross section of people from within the Mayor’s office, the CVB, Economic 
Development, the Chamber and the business community. These individuals will then make your brand presentation to your varied 
community audiences. For this task, consider first the individuals who originally were part of the branding team, as well as leaders 
of partner organizations and eloquent and interested voices from various sub-communities within Richmond (business community, 
volunteer community, religious community and teachers and students from the education community). The more diverse your 
presentation team, the more widespread the passion for and use of the brand within the larger community.

Train your presenters in explaining Richmond’s brand identity by making use of the PowerPoint. As you go along, answer their 
questions. Incorporate their feedback in helping you to improve sections of the presentation or to customize it for particular 
audiences. Brainstorm ways for various community members to get involved.
 
Equip your presenters with branded merchandise they can display, including hats, t-shirts and lapel pins. (Encourage them to wear 
their lapel pins to work, not just when they make presentations, as a way of prompting conversations about the brand.)
 
A few tips on the presentation:
● Have branded merchandise items such as car decals available for distribution to all audience members. Your goal should be 

to have every car in Richmond announcing its affiliation with the Bay front. Home front. Out front.  identity.
● Have copies of the presentation available on branded thumb drives for any audience member interested in having one.
● At the end of each presentation, always include opportunities for the group to brainstorm on new ideas for brand integration. 

This will increase buy-in from partner groups by making them active participants in the process.

2. Create a brand PowerPoint presentation for recruiting advocates (Continued)Action
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Once you have a team of presenters, work with them to schedule a slate of presentations over the next several months. Consider: 
Realtors, developers, civic groups, major business leaders, restaurateurs, civil rights leaders, retailers, church leaders, school 
principals, arts organizations and others.

Be sure to schedule presentations with staff of public sector departments as well as influential membership organizations. Some 
examples to guide your thinking:

● Chamber of Commerce members
● Neighborhood Watch groups
● School Board members
● Police Department
● Fire Department
● Public Utilities
● Parks & Recreation
● Economic Development

 
The goal is to create a strong base of support for the brand among community leaders who 
have a stake in enhancing and advancing the community. Such meetings pay off in unexpected 
ways. In McKinney, Texas, a brand manager met with a local developer to explain the branding 
initiative and various ways it could come to life. Months later, the developer contacted the brand 
manager, with interest in flying a flag and banners with the McKinney brand logo in his upscale 
retail area parking lot.

2. Create a brand PowerPoint presentation for recruiting advocates (Continued)Action
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Action 3. Identify consumer touch points and brand them

Every time Richmond public sector employees interact with the public, you have an opportunity to build the brand in the minds of 
residents, visitors and other audiences.
 
The brand manager should review and add to the following list of touch points during your first brand team meeting. Divide this list into 
three categories:
1.                  Easy: Do immediately
2.                  Moderately difficult: Implement within the first year
3.                  Difficult: Revisit later (designate a time)
 
Among the categories to include:

City employees
Phone greetings
Services
Website
Voicemails
E-mail signatures
Letterhead
Publications
Packaging
Signage
Newsletters

Experiences
Proposals
Environment
Public relations, press 
releases
Public affairs
Marketing and 
advertising
Volunteer training / 
interactions
Events

Speeches
Maps
Nametags
Social media
Billboards
Posters
Buttons / pins
Gifts
Marketing partner resources
Sponsors
Local/state/national marketing

Networking
Direct mail
Trade shows
Exhibits
Products
Presentations
Annual report
Sales promotions
Videos
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Action 3. Identify consumer touch points and brand them (Continued)

A few suggestions on how to integrate the brand graphically and strategically into key touch points:

● Stationery: It’s obvious but vitally important. Every letter, envelope, business card, memo, and 
invoice issued by the City of Richmond should reflect the brand’s graphic identity. Give all 
involved a designated number of weeks/months to use up existing stocks of stationery. 
Require reprinting to occur in the spirit of the brand. PowerPoint slides, digital stationery and 
email signatures are also critical components to consider. 

● Voicemail: Incorporate the strapline or the essence of the strategy into voicemail messages 
for relevant organizations.  “You’ve reached Richmond where we are on the forefront of 
progressive thinking,” or “You’ve reached Richmond with more bay front on the East Bay than 
any other community,” or “Richmond Mayor’s Office, where more bay front combines with 
out front leadership.”

● Trade show displays: Use the new brand identity together with high-quality photography to 
present Richmond’s identity in your trade show displays. Design the booth to incorporate the 
logo and strapline.

 
● Richmond-branded car decals: Make these available to anyone who wants one. Offer them at 

public sector stakeholder offices. Or mail one to each Richmond resident with a letter from 
the Mayor introducing the brand.
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Action 4. Create a “Bay Front. Home Front. Out Front.” Inventory

This branding initiative has made three aspects of Richmond’s “personality” crystal clear. 
First, this city has more affordable and accessible bay front than any other community on 
the East Bay. Second, it has a “home front” heritage from World War II that is being 
redefined today by connected neighborhoods and third, it is progressive in leadership, 
research, business, diversity and education in a way that can only be described as out front. 
 
As this initiative grows and matures, your effort should coalesce thinking and action 
throughout the community around these ideas. One important aspect of that is to leverage 
all the things you are already doing in the community that support this identity.
 
The first step in this process is to create an inventory of all the ways that Richmond already 
demonstrates how it is out front. The brand manager should launch this effort, but it will 
require the thinking of all organizations, businesses and even individuals within the 
community. To spur your thinking, here are a few ways to go about it:
 
● Reach out through your website, social media and traditional media asking people 

to submit lists. (Consider incentivizing them for their submissions. The incentives 
could be as simple as a branded window decal or button or something much more 
elaborate, such as the opportunity for respondents to have their name entered in a 
drawing for a prize like a branded Alexa Echo from Amazon representative of your 
out front thinking.)
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Action 4. Create a “Bay Front. Home Front. Out Front.” Inventory (Continued)

● Use this task as an icebreaker at all brand meetings and presentations.

● Make the inventory an agenda item at all organizational and department meetings.

● Approach your schools (even the elementary schools). Talk to principals and solicit ideas from teachers. Ask them, as 
a fun exercise, to have students come up with their own contributions to the inventory.

● Take this effort to an even deeper level by reaching out to individual churches, civic groups, neighborhood groups, 
employers and others. Ask them to list specific things (landmarks, traditions, businesses) that represent Richmond’s 
bay front. What specific things exemplify Richmond’s home front spirit? What does out front look like to different 
groups?  Diversity, the newest technology, cutting-edge leadership? How are neighborhoods and churches and 
employers exemplifying these defining aspects of Richmond’s brand personality? Remember, even the smallest 
grassroots efforts are as important as the large, organized ones, and they often will yield items for the inventory that 
you would not get from other sources.

Reach as wide and deep as possible for input. It’s important for two reasons. First, the more help you can get in compiling your 
inventory, the better and more comprehensive your list will be. Second – and perhaps even more important in the long run – 
involving more constituencies from the community means they will be more involved and interested in the branding effort 
going forward, making it more likely that they will become the informal brand ambassadors you’d like them to be.
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Action 4. Create a “Bay Front. Home Front. Out Front.” Inventory (Continued)

● To help people add to the list, offer some direction and ideas. For instance:

○ Include examples of how Richmond has exhibited bay front availability, its home front spirit or its out front 
attitudes historically, politically, culturally, technically and even spiritually.

○ List personal experiences by residents.
○ List individuals who have demonstrated the something in one of these categories  (including but not 

limited to those who have started their own business ventures).
○ List companies and organizations that have started new endeavors or broken down barriers.
○ List places within Richmond where people especially see and feel these characteristics. The trails along 

the water, for example. Or the Rosie the Riveter museum. 

● List groups and people that make others (especially newcomers) feel at home in Richmond.
● Include the schools and their athletic teams in your thinking. List programs or school traditions that reflect a home 

front spirit. List school initiatives that reflect Richmond’s progressive nature.
● Think outside traditional boxes. Neighborhood watch programs that help make Richmond safer could be an example of 

your home front, looking beyond WWII and Rosie the Riveter. 
● All businesses, events, activities, parks and even water birds found along the bay should be added to this list. This 

alone will comprise a significant inventory. 
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Action 4. Create a “Bay Front. Home Front. Out Front.” Inventory (Continued)

Once you have your list, categorize each of these attributes – bay front, home front, out front – by such areas as arts, 
entertainment, government, technology, business, customer service, architecture, social issues, neighborhoods, volunteer 
activities, as local history. (You might also create a separate listing of things that embody all attributes simultaneously.)
 
Then, consider different ways of leveraging this inventory. For example:

● Launch a PR campaign sending press releases detailing specifics of some of the more interesting efforts. Propose (or 
create) a series of feature stories on some of the most interesting efforts to run in the local media.

● Include the list by category on your website. (If you want to create a deeper level of engagement, enable users to click on 
each item for more information.)

● Feature a different individual each week or month on your website that exemplifies the home front and/or out front spirit.

● A simple, daily tweet could share examples on your list. Residents could follow @RichmondHomeFront, 
@RichmondBayFront or @RichmondOutFront.

● Recruit a team of students from your schools to tweet and retweet examples from your inventory that they know about or 
have visited. Because of its viral nature, social media is key to spreading the word about Richmond’s bay front,  home 
front and out front assets.
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Action 5. Brand your social and digital media

Website
Websites are the single most effective means for spreading and reinforcing Richmond’s brand identity to your various audiences — 
especially residents/potential residents and businesses/business prospects. Your site should serve as the hub for all things Richmond; at 
the same time, it should be organized in a way that continually reinforces Richmond’s bay front, home front and out front attitude. 

North Star has created designs for the home page that can serve as a template for the remainder of the site. In addition, North Star has 
created a main menu bar designed to help users navigate to find quickly the information they are looking for.

● Keep the design simple. Your logo is a complex, detailed illustration. The design of the website should enhance that logo, not battle 
with it. The North Star design uses the gentle curves from the shape of the logo and generous white space to create a gorgeous but 
functional website homepage. 

● A scrolling slide show features a collage of photographs honing in on the different aspects of bay front, home front and out front. 
● Organize your main navigation economically. Don’t list everything. Choose navigation that is intuitive for users to dig deeper for 

content. Consider: City Services, City Hall, Businesses, Waterfront, Recreation, News.
● Utilize drop-down menus for additional ease in navigation to specific information.
● Be sure to include a prominent search field and social media links.
● Secondary navigation can be divided into the three categories of your strapline. Bay Front. Home Front. Out Front. Within these 

categories you can place specialized event calendars, information about activities, development, recreation, etc. on the bay.  Under 
“Home Front” feature a specialized calendar for literal home front activities (the festival, the Rosie the Riveter Museum) as well as 
neighborhood activities, youth and adult sports, volunteer opportunities, schools, etc. This is where you showcase your unique 
attitude toward home front both historically and currently. Finally, “Out Front” should feature every interesting cutting-edge activity, 
organization or event taking place in Richmond. Your inventory should serve as a guide as you develop links within these  categories.
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Action 5. Brand your social and digital media (Continued)

● Community news and views is a great catch all for featuring all the latest things happening in Richmond. Update this frequently 
and look for content that reflects what’s happening on the bay front, activities or news featuring the home front and, of course, 
progressive, out front information. 

● If possible, include a link so residents can submit their ideas on how to make Richmond a better place.  
● Navigation at the bottom of the homepage features more specific items with high popularity including BART/Ferry news and 

schedules, calendars, newsletters, volunteer opportunities, and info about neighborhood activities, the Craneway and the Rosie 
the Riveter museum.
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Action 5. Brand your social and digital media (Continued)
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Action 5. Brand your social and digital media (Continued)

Social Media
● Integrate the brand into all your social media platforms sites such as Facebook, Twitter, Instagram and YouTube. The logo, 

color palette and strap line are the most obvious way to do this. For example, consolidate all existing YouTube videos and 
Flickr photos under the categories of “Bay Front,” “Home Front” and “Out Front”. 

 
● Engage Facebook users to reinforce the brand. Today, a strategy for using your city’s Facebook page is essential to 

building and reinforcing your brand. Here are some examples of how you can incorporate Facebook into your social media 
strategy:
○ Invite people to share Facebook posts about someone or something in Richmond that exemplified the community’s 

bay front opportunities (from best place to see a sunset to experiences on the trails), home front spirit (an example 
of a moving volunteer experience, a community garden or a winning school team), or out front advances (this 
doesn’t have to be cutting-edge technology; a teacher with a unique and successful approach to learning is a great 
example). Create a special area for such posts on your Facebook page.

○ Consider developing Facebook polls in which users can nominate businesses (and their individual employees) who 
showed the most out front or home front spirit. 

○ Sponsor a photo contest on Facebook involving images of Richmond in any of the three categories below. 
○ Use the Facebook page to encourage selfie photographs or videos taken on the bay front, in a home front setting or 

exemplifying out front.  

● Create bay front/home front/out front feature pieces. Create a series of human-interest feature stories involving 
individuals, companies, sports teams and others in that exemplify Richmond in these three areas. These stories can be 
displayed on your website and sent to neighborhood, local and regional newspapers for publications. Create a mini-site 
within your website where users can access a growing inventory of these profiles.
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Action 5. Brand your social and digital media (Continued)

Social Media
● Engage social media blogging to generate content and buzz about Richmond, with a focus on bay front/home 

front/out front activities. In this way, people can read positive opinions and gain new information about the city that 
does not appear to be coming from the city or other organizations whose agenda is to promote Richmond. These 
blogs could be a good resource for people who are considering a move or a visit to Richmond.   

○ If organic blogging can’t gain traction, consider contracting with a local blogger who can supply the 
community with regular content in his or her voice and on his or her site (not coming directly from the city 
increases credibility). This blogger should be allowed to retain control over his or her content. 

● Encourage the taking and posting of Richmond-related selfies with selfies walls in high-traffic areas around the city.  
Not only do such walls appeal to millennials, they give visitors something to do while waiting for restaurant tables or 
browsing shops and galleries.  Ask local artists to create the walls around time with the only requirement being each 
wall contains some aspect of the logo (if not the entire logo).  Ask users to submit their best selfies and place them 
on your social media sites, website, in the front lobby of municipal buildings, in galleries and restaurants, etc. You 
might even consider a public relations campaign using outdoor boards featuring folks in front of selfie walls. The 
higher the profile of these photographs, the more people will want to participate.  
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Action 5. Brand your social and digital media (Continued)

Social Media
● Create branded geofilters for Snapchat that capture where users are or what they are up to in Richmond. Because 

Snapchat photos are focused on fun and good times, having a user capture the Richmond location as part of the photo 
instantly associates your community with good times and fun. See examples from North Star clients Anna, TX and 
Frankfort, KY below. 
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Action 5. Brand your social and digital media (Continued)

Social Media
● Create a branded Richmond Instagram account. Encourage users (particularly young professionals) to take over the 

account each week. Their posts introduce Richmond to all their followers, who then could become followers of Richmond.

● Establish a branded Twitter account. At #BayFrontRichmond or #HomeFrontRichmond or #OutFrontRichmond, people 
could submit photos and tweets from around town of someone “caught in the act” of some activity that is representative 
of one of these categories. Enable users to see the stream of tweets from your website.

● Connect your existing Twitter account more closely with the brand. For example, in addition to routine news about road 
closings and applications for positions with the city, include tweets about anything out front in Richmond. 

● Organize branded photography contests. Sponsor an annual series of branded photography contests via Facebook, Flickr, 
Instagram or Twitter. The photos should all illustrate bay front/home front and/or out front. Drive submissions to your 
website, where visitors can view a regularly updated display of them. To encourage participation, reward those who submit 
photos with free meals at local restaurants, selfie sticks or other branded merchandise. Or consider offering awards for the 
winning photos as determined by a panel of judges.
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Action 5. Brand your social and digital media (Continued)

Social Media
● In addition to reinforcing the brand on your website, the photos can enjoy any number of uses beyond the realm of social 

media. For example:

○ Make them the basis for future PR and marketing campaigns for Richmond (as you should make participants aware).
○ Build a special event around a physical display of the photos that could be held at City Hall or one of your schools. At 

these events, invite some of the photographers to tell the story behind the image: how they discovered it and how it 
spoke of bay front, home front or out front to them.

○ Partner with local restaurants, coffee shops and other retailers to display framed prints of the photos that patrons 
can purchase.

○ Turn the photos into a coffee table book about that can be sold through the city, the Chamber of Commerce and other 
entities. (ECD could give copies of the book to candidates for business relocation.) 

● Create teams of social media ambassadors. Nothing feels more stagnant (in other words, more contrary to Richmond’s 
energetic brand identity) than calendars and social media accounts that aren’t updated regularly with content people care 
about. Create a team of committed ambassadors who are trained in working with the city on social media efforts (and who 
understand your brand). Students from local high schools or colleges, as well as young professionals, are ideal candidates 
for this role. Equip these ambassadors with the ability to post content, photos, updates, status changes and more to the 
city’s social media accounts. This will give updates a personal touch and showcase positive things going on in the city.
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Action 6. Develop branded merchandise

Branded merchandise is a tangible, memorable way to keep the brand top-of-mind with residents and visitors and to use as gifts for 
potential residents. Sell merchandise via your website, specialty gift shops, at parks facilities, etc. A few ideas for including the brand on 
items that people use regularly:

● T-shirts  
● Lapel pin
● Hats 
● USB or thumb drives in the shape of the logo  
● Reusable shopping bags 
● Car decals 
● Doormats 
● Selfie sticks
● Key chains and lanyards  
● Reusable water bottles  
● Workout bags
● Wine glasses or beer mugs 
● Coasters  
● Frisbees 
● Golf balls
● Temporary tattoos
● Laptop sleeves and smart phone cases
● High-tech items like branded Amazon Alexa Echos 

that embody that out front spirit
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Action 6. Develop branded merchandise (Continued)

Give particular consideration to offering items that reinforce the brand identity of bay front/home front/out front. For example:

● Water bottles, dog leashes, binoculars, sunglasses and boating accessories all relate to activities on the bay front. Techy items like 
thumb drives, the Alexa Echo and smartphone covers all relate to out front. 

● Create a “Homefront Proud: Made in Richmond” sticker with the logo that can be affixed to locally sourced products and 
handicrafts. Offer similarly branded bags for home front products at the farmer’s market.  Below are examples from North Star 
clients. 



87

Action 7. Infiltrate your infrastructure

Your infrastructure provides a unique, three-dimensional medium for displaying your brand. Take advantage of the opportunities your 
existing infrastructure offers — and consider cost-effective opportunities to develop new infrastructure where potential for brand 
reinforcement is high.
● Government buildings: Incorporate the brand identity onto all your municipally owned buildings (City Hall, police and fire stations, 

libraries, parks office) with exterior signage or door decals. The asset signage from your wayfinding is another great way to 
identify government buildings. One of the most cost-effective, least intrusive ways to brand government buildings is using flags or 
placing the brand on blank interior wall in the lobbies of government spaces. See examples from North Star clients.
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Action

● All vehicles maintained by the City of Richmond should prominently display the brand identity, too. (Decisions regarding the 
branding of more serious vehicles like police cars and fire trucks are usually made on a case by case basis. Some communities 
feel their city seal is more appropriate.) In some of North Star’s client communities, branding city high profile vehicles like 
buses or vans with a consumer focus is the top priority. 

7. Infiltrate your infrastructure (Continued)
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Action

● Use surfaces on other existing buildings to reinforce the brand identity. Blank facades in highly visible places offer a great 
opportunity to promote brand awareness. Consider adding the Richmond logo, for example, to a bare brick wall to mimic the 
look of murals or ghost signage. See example from North Star client Danville, VA. 

7. Infiltrate your infrastructure (Continued)
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Action

● In new residential neighborhoods, the intersections of sidewalks at street corners could be excellent spots to imprint the 
Richmond logo to reinforce the brand throughout the city.

● Brand your water towers. Because they can be seen for miles and attract attention from people in their cars (especially 
new visitors), water towers are both an obvious and important way to showcase your new logo and strapline.

7. Infiltrate your infrastructure (Continued)
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Action

● Create selfie walls with the logo. On blank walls in areas where people congregate — greater downtown, the bay trails, Point 
RIchmond, Brickyard Cove, your high school, city parks — create a series of “selfie walls” featuring the Richmond logo. As 
momentum builds, people (young people, especially) will stop to have their pictures taken when they're downtown dining out, at 
school or after a walk or jog along the bay. Selfie walls in parks and near athletic fields are a great spot for team pictures. The walls 
not only represent artistic use of blank space, but they also encourage interaction with Richmond consumers, who become 
ambassadors and reinforcers of your brand simply by snapping a picture and posting it on social media.

7. Infiltrate your infrastructure (Continued)



92

Action

● Identify high-profile park installations, where the 
Richmond logo might work. See examples on this 
and the next page:

○ Tennis court wind breaks
○ Bottom of swimming pools
○ The center of basketball courts
○ Signs in the outfield of baseball stadiums
○ Skateboard parks
○ Water parks
○ Running trails

7. Infiltrate your infrastructure (Continued)
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Action 7. Infiltrate your infrastructure (Continued)
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Action

● Brand your manhole covers. Manhole covers are a better 
opportunity for reinforcing your brand than many cities 
realize. Don’t neglect opportunities like this where you can 
add your logo.

● Display art installations that reinforce the brand.  Chicago 
uses cows (a cow supposedly started the great fire in the 
mid-19th century). New Bern, NC — one of the communities 
that North Star worked with on branding — uses bears (bern 
means bears in German, the language spoken by the town’s 
original Swiss settlers). In a similar fashion, consider creating 
and installing iconic art pieces in various locations of the city 
using the bird from the logo.

● Create a mural downtown or on other areas with large blank 
surfaces (playgrounds, walls, building facades). Engage 
artists to paint brand-themed murals illustrating some aspect 
of Richmond’s bay front / home front / out front.  In addition 
to professional artists from the area, consider engaging art 
students from local schools in this effort.

7. Infiltrate your infrastructure (Continued)
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Action

● Bike racks are one of the best ways to bring your brand to life. They serve as a kind of functional public art that can 
tie together the different areas of Richmond. In addition, they exemplify the beautiful outdoor recreation offerings in 
Richmond and the focus on sustainability through activities like biking and longboarding.  

7. Infiltrate your infrastructure (Continued)
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Action

● Install wind sculptures 
shaped like the birds from 
the logo in open areas along 
the bay where they can 
catch the wind and the 
attentions of visitors and 
residents. For full impact 
you may need to show your 
shorebirds in flight. 

7. Infiltrate your infrastructure (Continued)
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Action 8. Brand cost-effective signage 

Signage is a critical branding component for communities. Effective 
signage can positively impact a visitor’s experience, advance general 
awareness, and increase community pride among residents. This is 
particularly true among communities of Richmond’s size. Inventory 
all of Richmond’s signage needs to develop a prioritized list as part 
of a plan for implementation. A few ideas:
● Start with the Mayor’s office. As a critical supporter of the 

brand Mayor Butt’s office should reflect the new look in 
signage. Also consider branded signage for all city offices. 

● Branding municipal offices doesn’t have to be cost-intensive 
(although some communities do go all out). It can include 
window decals, flags, signage in lobbies or tasteful 
architectural additions.

● Create branded city flags. One of the easiest and least 
expensive methods for adding the new brand to your 
municipal buildings is by adding flags with your new logo that 
you can fly along with the U.S. and California flags. Richmond 
should be represented anywhere flags are flown in the city. 
See example right from North Star client Quincy, IL. 
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Action 8. Brand cost-effective signage (Continued) 

● Entryway signs are crucial 
identifiers for travelers entering or 
leaving the city. As one of the first 
things they see when they come 
into Richmond, these signs not 
only tell visitors that they have 
arrived but subtly give them a 
sense of your identity. In a real 
sense, they are the first impression 
you make (consider the impression 
made by modern, nicely 
landscaped entryway signage 
compared to the impression made 
by old, dilapidated signage). It also 
helps reinforce a sense of pride in 
the brand among residents who 
may see the signs every day. 
Entryway signage should be placed 
at all major points of ingress and 
egress to the city.
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Action 8. Brand cost-effective signage (Continued) 

● Using the look of your city 
entryway signage, extend the idea 
to the entryways of major 
districts or parks in the city. To 
the left is an example from a 
made-up district based on the 
brand called the Bay Front 
District. 
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Action 8. Brand cost-effective signage (Continued) 

● Wayfinding signs offer a great opportunity to build brand recognition, since people interact with these signs on a regular basis. 
You can incorporate the brand into directional signs, municipal facility signs, entryway signs and parking signs. Remember 
that function is the priority in wayfinding; brand integration is secondary. Below are two sizes of vehicular signage. 
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Action 8. Brand cost-effective signage (Continued) 

● Following are examples of parking directional signage for higher and lower traffic areas.   
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Action 8. Brand cost-effective signage (Continued) 

● Following are examples of pedestrian signage for areas with significant foot traffic, a pedestrian map with directional 
signage and space to place posters for special events and a mile marker similar to what you would find on a trail system.  
The map signage would also work for your trails.   
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Action 8. Brand cost-effective signage (Continued) 

● Pole banners are another way to increase the visibility for your brand. Use them as regulations allow in parking lots, retail 
developments, schools, parks, golf courses and along main corridors. You can use banners in any high-traffic areas, 
including downtown. An easy-to-use template is an excellent way to promote Richmond’s bay front/home front/out front 
brand. To promote specific events, you can create dual pole banners that are consistent with the brand look and hang 
alongside the banners that promote the brand. Below are branded examples created for the Bay Trail. 
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Action 8. Brand cost-effective signage (Continued) 

● On the following pages you can see how impactful branded pole banners can be in Richmond locations. 
. 



Creativity 8. Brand cost-effective signage (Continued)
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Creativity 8. Brand cost-effective signage (Continued)
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Action 9. Build brand advocacy starting with the Mayor’s office  

Word of mouth remains one of the best ways to build awareness, and a leader of this brand 
the Mayor and employees in his office are a valuable, built-in resource for helping spread that 
word. It is critical that they understand and accept the brand (not just the logo but also the 
strategy), championing it both within the department and in the wider community. This will 
involve both education regarding the value of the brand and engagement initiatives to get 
them involved and excited. As the brand gains traction over time organizations like the city 
may come on board with their support for its use.

Start by presenting a municipal-specific version of the PowerPoint presentation to the entire 
Mayor’s office. Host the meeting in a relaxed environment to spur creative thinking. This 
audience is key to getting the larger group of city employees on board. Have some ideas on 
how the Mayor’s office can use the brand in programming or communications. And then 
brainstorm with them on how the brand can guide efforts larger and more expansive than 
communications. Offer all employees in the Mayor’s office branded merchandise like lapel 
pins, car decals, hats or t-shirts or bottle openers. Also give employees generous supplies of 
car decals for distribution to friends, family and employees in other departments.  

The Mayor’s office will also be the first municipal department to switch its stationery and 
cards to the new brand look. Some communities do this immediately. Other do it as old 
supplies run out. North Star’s recommended stationery look can be found on the next page. 
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Action 9. Build brand advocacy starting with the Mayor’s office (Continued)  
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Action 9.  Build brand advocacy starting with the Mayor’s office (Continued)  

Once the brand is firmly ensconced in the Mayor’s office, you may find that the rest of the city and city employees will follow 
its use. This may take some time, but don’t be discouraged. Comprehensive brand integration can take years. It will be up to 
the Mayor and his employees to help educate the rest of the city on the passions and possibilities of the brand, whether that 
takes place now or months down the road. Again, the best way to start the conversion is to have members of the Mayor’s 
office meet one on one with other Richmond department heads. Customize each presentation slightly so that it represents 
the concerns, jobs and future of that department. Parks & Recreation has a very different set of responsibilities from 
Housing & Safety or Port Operations. But the breadth of this brand makes it easily usable for every department. 

Following each presentation, hold a brainstorming session where each department head can identify how their department 
exemplifies bay front/home front/out front. For example, the Port Department is a great ambassador for this brand. The 
Port represents the Bay in a unique way as the working waterfront. They are the soul of historic home front activities and as 
California’s most diversified cargo handler and with initiatives like the Clean Air Action Plan represent very out front thinking 
and action. Can the logo be placed on flags, wayfinding, containers, vehicles, etc.? See example from North Star client 
Stockton, CA on the next page. Brainstorming with department heads should focus on branding existing activities and 
responsibilities as well as implementing new ideas. As part of this activity, specifically identify communications or 
publications like the annual report, newsletters, maps, blogs, etc. that can be reworked in the spirit of the brand. And every 
time you meet with a department head present him or her with a brand toolkit featuring car decals, hats, t-shirts, a copy of 
the PowerPoint presentation and access to usable logos in all formats customizable for their department. Also, show them 
your letterhead and discuss the potential for making that change.
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Action 9. Build brand advocacy starting with the Mayor’s office (Continued)  
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Action 9. Build brand advocacy starting with the Mayor’s office (Continued) 

Once you’ve met with the City Manager and a good number of the department heads, you’ll have a better idea for how 
enthusiastically the city will embrace the brand. If several departments have expressed interest it may be worth taking the education 
on step further and engaging those city employees. They are certainly an invested and captive group of brand ambassadors. Work to 
develop a program that builds excitement about the potential of the brand for both their work lives and for the community at large. It 
is critical that employees understand that they are pivotal to spreading the good word about the brand. 

To get them excited, plan a fun employee brand introduction that takes place in a large venue like the Craneway. Elevate this meeting 
above the typical department meeting to build enthusiasm and interest. The more people present, the more energy and excitement 
you will generate. 

A few ideas for the brand introduction meeting (you could also hold this meeting just with the department heads if you prefer not to 
get city employees involved):

● Serve lunch or dinner from a local restaurant.
● Following the presentation, have each employee identify one task they perform where simple changes would increase the 

sense of bay front/home front/out front. 
● Have drawings for services and merchandise from local businesses and brand partners. Give away branded merchandise, like 

t-shirts or hats.
● Give employees a generous supply of branded car decals and ask them to distribute them to their friends and family in 

Richmond and the surrounding area.
● If a specific department head has agreed to brand their stationery, distribute new cards to get city employees excited about 

the brand.
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Action 10. Cultivate public-private partnerships 

We just talked about working with the public sector. In addition, mobilizing the resources and manpower of the private 
sector will exponentially increase your power to achieve your goals for the Richmond brand. A team approach — 
including the private and public sectors — to managing the brand will increase buy-in and adoption of the resulting work. 
It keeps focus on the big picture and it transcends political administrations. To accomplish this, establish a Market 
Richmond Partnership that draws heavily upon the Chamber and its members from large and small businesses but also 
includes representation from a variety of sectors: Realtors, arts groups, media, civic groups, area developers, start-ups 
and even individuals. Allow anyone who is interested and willing to contribute time and funding to participate in this 
collective focused on marketing the community. A key point about such a partnership: the group can solicit funds for 
brand implementation from its members (typically, the larger the organization, the greater the financial support). 
Ultimately, partnerships with private sector companies and organizations will be the primary funding source that drives 
the brand. A few ideas for the first meeting:

● Under the guidance of the brand manager, hold regular meetings 
(at least one per quarter) of this partnership for it to gain 
momentum and make progress. We even have a charter to give 
you that seals member commitments in writing (in Appendix C). 
See members of the Market Gainesville Partnership signing a 
brand charter in the photo to the right.
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Action 10. Cultivate public-private partnerships (Continued) 

● Have each member of the partnership bring a printout of their company’s website homepage to the first meeting. Discuss ways to 
integrate ideas and language that support the brand strategy into these homepages. Use your brand narrative as a guide. How does 
each company connect to or represent Richmond’s beautiful and expansive bay front?  In what ways does each company or 
organization bring to life the idea of home front -- either from the perspective of the Rosie the Riveter history or the idea of a 
connective, supportive home?  What are the shining examples of out front products or processes?  

● Develop a branding toolkit that business partners can use to put the brand to work in 
their enterprises. Include research and the explanation of the brand, camera-ready art 
of the logo, bumper stickers, and a premium item such as a T-shirt or lapel pin (see 
Richmond’s lapel pin to the left). Packaging for this toolkit can be inexpensive and 
straightforward or customized and expensive.

● In addition to adding branded language to their website homepages, adding the 
strapline to the bottom of cash register receipts is an easy way to reinforce 
messaging. Or giving out branded car decals at the point of purchase or service. 

● In subsequent meetings of the partnership discuss public sector initiatives and 
identify opportunities for cooperative efforts with the private sector. Co-branded pole 
banners, signage, public art, events, merchandise, music, programming, products, etc. 
are just a small sampling of branded projects you can undertake in partnership with 
the private sector.
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Action 10. Cultivate public-private partnerships (Continued) 

● In addition, enlist businesses in the partnership as well as the Chamber to set up their own presentations to 
businesses that are not members of the partnership. Go through some of the same exercises performed in 
partnership meetings, and help them brainstorm how the brand relates to their own strengths and their value 
proposition to their customers; then help them imagine ways to incorporate bay front/ home front/ out front into 
the way they present themselves to their audiences.

● Adapt the closing paragraph strategy for press releases using copy from the brand narrative for the private sector 
and your non-profit community organizations. Ask your Brand Manager or a public relations writer to develop a 
closing paragraph appropriate for each major business or sector (dining, healthcare, start-ups, energy, 
manufacturers, event organizers, education, realtors, and so forth). This paragraph can serve as a customizable 
template for use by Richmond businesses in their own press relations.
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Action 11. Increase community pride using the brand

For too long, negative press or events have defined the reputation of Richmond.  A distinct brand gives you a concise message to help 
overcome that noise and increase community pride. One of the ultimate goals of any community-wide brand is to increase resident’s 
pride and advocacy in their hometown. Even if not all citizens like the brand or the strapline (and not everyone will; that is the nature of 
creativity), all citizens can agree on the unique trifecta of assets Richmond offers. One of the most important ways to ensure the 
success of Richmond’s brand reputation is to make its messaging part of your resident’s way of living. As they claim the brand’s 
message for their own, residents will reflect not only a general pride in Richmond but, more specifically, pride in the brand personality 
that makes the city special. Toward that end, here are some ideas you can use to begin the process of helping the brand take root 
among your residents.
 
● Start up a “From the Home Front” Contest. To embody Richmond’s home front spirit, enlist residents in generating ideas for 

starting new activities and creating new amenities. Sponsor an annual contest in which you invite people to submit their ideas. 
These might involve things in any number of categories, from infrastructure to parks to schools. Publicize the contest 
throughout the community and offer adequate time for entries. Form a cross-sector committee to evaluate entries based on 
feasibility and the value they would add. Each year, implement the winning idea. Hold a banquet to announce the winner and 
honor the person who came up with the idea. You might consider expanding this context by picking winners in various 
categories:

○ Fun from the Home Front: related to entertainment and/or recreation  
○ Creativity from the Home Front: related to the arts
○ Knowledge from the Home Front:: related to learning new knowledge or skills
○ Food from the Home Front:  recipes, dishes and the stories behind them representing the cultural diversity of Richmond.
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Action 11. Increase community pride using the brand (Continued)

●  Some examples of ideas for “From the Home Front” :
○ Sponsor a “Riveting Past. Rosy Future.” photo contest where people take 

photos of themselves doing something amazing things and flexing their muscle 
like Rosie the Riveter. Feature photographs online and/or in a poster series 
around town. 

○ Launch a tree-planting campaign that symbolizes the idea that things are 
encouraged to sprout and grow in Richmond. Provide the trees and rely on 
volunteers to plant them.

○ Host the nation’s largest potluck dinner. People should be encouraged to bring 
dishes representative of their culture. Such an event would demonstrate both 
the diversity of the community and the connected nature of the home front. In 
conjunction, with the potluck publish a “Recipes from the Home Front” 
cookbook. 

○ Partner with area universities to offer continuing education courses in the 
evenings at the high schools. The short courses would offer Richmond 
residents to supplement their knowledge on select topics, from classical music 
to California history to navigating the healthcare system.

● Make sure that every resident in Richmond has a car decal. Distribute them in stores, at schools, at government offices 
and even in utility bills. If people want more decals allow them to order through the website. The more people -- inside of 
Richmond and out -- see those car decals the more they will associate the community with that beautiful bay front scene. 
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Action 11. Increase community pride using the brand (Continued)

● Connect relevant events to the brand. Annual festivals like the Home Front Festival offer an excellent opportunity to build 
and reinforce the brand. A few other ideas for the festival:
○ Sponsor a branded hot air balloon that really makes a statement about who you are and where you’re going during 

this defining event. See example from North Star client Anna, TX. 
○ Feature a one-of-a-kind athletic event that touches each of the areas of the strapline. Include a run or bike ride 

along the bay front, a team-oriented home front type activity like painting a mural on an empty wall in the 23rd 
Street corridor, and an out front activity like having all participants pedal a round “conference” bike the last mile of 
the event. See picture of the specialty bike above. 

○ Feature a storytelling component that includes stories of Richmond residents during World War II.
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Action 11. Increase community pride using the brand (Continued)

● Create a “Best of Richmond” competition oriented around bay front/ home front/ out front services, attractions and 
activities. Many communities have “best of” competitions in which residents vote for their choices in various categories 
(e.g., best pizza, best customer service). Instead of merely rating these categories according to “best,” give the awards in 
various categories according to the best of the bay front, the hottest on the home front or most out front service or activity. 
Allow people to vote online through your website. Consider running ads in area newspapers creating awareness of the 
contest. Publish the list of winners. Award plaques or certificates that can be displayed by the winners, and create a 
city-wide event where the winners can be announced.

● Develop a clearinghouse agency for volunteers. To encourage more people to show home front spirit as community 
volunteers, develop the infrastructure to support a clearinghouse for volunteer efforts across the city. (For a model 
program, see HandsOn Nashville https://www.hon.org/search?page=1&sort_c=&sort_o=&opportunity_id=.) Groups with 
volunteer opportunities can submit information to the clearinghouse that is posted on a special website. There, potential 
volunteers can find and sign up for opportunities that match their interests, talents and availability. Give the clearinghouse 
a name that aligns with the community brand, such as Home Front Heroes. Develop a line to accompany the program, such 
as “Be a home front hero today.” Volunteers would receive branded t-shirts or caps that they wear to their volunteer 
projects. Kick off the program with an event involving the city’s leadership as well as with the Chamber of Commerce and 
local churches and schools.

● Hold monthly “Home Front Socials” for new residents to Richmond. Invite new residents (and business owners) to an 
informal reception where they can meet city officials and enjoy refreshments. You can use these gatherings as an 
opportunity to create brief videos in which people describe why they came to Richmond. 
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Action 11. Increase community pride using the brand (Continued)

● Regularly sponsor old-fashioned, covered-dish suppers for the community. Set up areas downtown or in one of your parks or 
along the Bay Trail. Make a dish of some kind the price of admission. Allow local restaurants to participate, if they choose, 
with samples of their fare. Use the events as a way to build a stronger sense of community and neighborliness, reinforcing 
your strong connected home front. As a variation on this theme, have community grill outs on the Fourth of July as the 
prelude to a fireworks show. Or have covered-dish suppers on a neighborhood-by-neighborhood basis, with the mayor in 
attendance.

● Offer a Home Front Cookbook. Reinforce your diversity and strong neighborhoods with a book of multicultural recipes 
submitted by Richmond residents. The book project could be a fundraiser. Sponsor a Home Front Cooking Week at area 
restaurants, in which each participating restaurant makes and serves one of the recipes in the cookbook, with recognition for 
the person who provided the recipe.

● Help start community flower gardens working through neighborhoods. Designate a public space in or near each 
neighborhood  where people can establish a community flower garden. The requirement is that each garden represent the 
that specific neighborhood’s home front in some unique or interesting way. Public art, the types of vegetables and flowers 
produced, unique benches and interesting watering systems are all ideas for making each garden special. Neighborhood 
residents could contribute some of their own plants and take responsibility for watering and tending the garden. Each year, 
sponsor a contest for the best garden. 

● In partnership with neighborhood associations, the Office of Neighborhood Safety and community groups in Richmond, 
create a formal Neighborhood Front Office whose head reports directly to the mayor. Use this office, whose purpose would 
be to enhance the feeling of close-knit community, as a means of conveying ideas for improving the neighborhood (from 
adding stop signs and new sidewalks to playgrounds and neighborhood safety) to city government. The office would create 
a clear point of accountability for neighborhood needs. But also use this office to plan and manage events to celebrate 
neighborliness in Richmond that reflect your home front spirit.
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Action 11.  Increase community pride using the brand (Continued)

● Integrate the brand into existing philanthropic and service efforts. In addition to creating a clearinghouse for volunteers, brand 
existing volunteer service efforts under the idea of “Home Front Heroes”. Issue buttons or other insignia that volunteers can wear 
to identify themselves with this campaign. Be sure to include communications to volunteer groups that explain how Richmond’s 
home front identity plays out in the context of voluntary service. Use your communications with residents (e.g., utility bills) to 
include branded inserts urging them to become volunteers and drive them to the online clearinghouse of volunteer opportunities.

● Give new residents an extra warm welcome to reinforce your 
close home front reputation. Some ideas:
○ Create official welcome kits for new residents as well 

as new businesses. To reinforce the brand, these 
could be billed as “Welcome to the Home Front.” They 
would include information about city services as well 
as branded window decals and a brief letter from the 
mayor welcoming them. Use the design created by 
North Star. 

○ To create more of a home front feel, recruit volunteers 
to deliver the packets in person. 

○ Capture information about new residents and use this 
to provide them with personalized attention. For 
example, an avid gardener might receive a vase of 
fresh flowers from her “new home front.”

○ Study and adapt ideas from other the welcoming 
programs of other communities.
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Action 11. Increase community pride using the brand (Continued)

● Import out front apps and ideas to improve the lives of Richmond residents. A 
couple of examples:
○ Consider a service such as Shuddle, an app for schoolchildren that is 

like Uber or Lyft. When parents are working and no one is available to 
pick up children after school, Shuddle offers safe rides home using 
verified and carefully screened drivers who have worked with children 
before (nannies or retired teachers, for example). Parents can use the 
Shuddle app to arrange a ride up to one week in advance. When the ride 
is confirmed, details about the driver (name, photo and car model) are 
sent to parents, who can also track the ride in real time.

○ The child-friendly Winnie app helps parents quickly find places to nurse 
a baby or change a diaper along with restaurants with kids’ menus and 
other recommendations. The app now has information on more than 
one million locations in North America.

● Involve the schools. Everything about Richmond’s schools represents your new 
brand. Their exceptionalism represents Richmond’s emphasis on home front 
values including acceptance and diversity. Their out front spirit is embodied 
with an emphasis on new ideas, technology and big thinking. As such, special 
emphasis should be placed on educating school leaders on the brand and 
integrating its ideas into the system. Explore ways to involve schools and 
students in the brand. Here are some initial ideas to consider:
○ Look for ways to integrate your logo into the infrastructure and signage 

of your schools. See example from North Star client to the left. 
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Action 11. Increase community pride using the brand (Continued)

○ Give awards for home front spirit. Create an annual competition in which students can present ideas for new service projects in 
the community. Bring in a panel of judges from the community to evaluate the submissions based on feasibility and the value 
they would provide. Award a financial grant to the winning entry that will enable them to launch the maintain the project.

○ Offer entrepreneurship classes that build skills students will need to start their own businesses someday (and that will promote 
financial literacy in the process). Leverage Richmond’s entrepreneurial community to serve as guest instructors. (These classes 
could also be offered in the evenings during the summer, when could also be opened to the public.)

○ Start a Young Entrepreneurs club at the high school. The club’s goals could include building skills needed for entrepreneurship; 
educating would-be entrepreneurs through field trips to area businesses and exploring opportunities and challenges to 
launching a small business. Recruit mentors and sponsors from the local business community, particularly entrepreneurs. Be 
sure to link the club to the out front aspect of Richmond’s brand identity.

○ Offer job shadowing and internship opportunities in which students can learn from Richmond’s most innovative companies and 
possibly earn course credit for the internships. Such a program not only reinforces your brand reputation but can play a role in 
workforce development. In addition, it can help employers feel more of a direct stake in your schools and can encourage deeper 
levels of partnership that will benefit companies and students alike.

○ Sponsor an essay or video contest in which students tell the story (and what that story meant to them) of someone in their lives 
who has inspired them by displaying Richmond’s home front or out front spirit. 

○ Connect the brand to local history. From leadership to diversity to World War II, Richmond history is supported by the brand. 
Help students make this connection by providing opportunity for students to research aspects of this early local history and 
report on them. 

○ Hold “Out Front Futures” job fairs with an emphasis on helping students get the skills they need for successful futures. Consider 
partnering with a local employer in this effort.
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Action 11.  Increase community pride using the brand (Continued)

○ Offer a student version of “Shark Tank.” Borrowing the premise of the reality TV show, create a contest (with sponsorship 
from the Chamber of Commerce or local businesses) in which students from Richmond schools can develop and present 
ideas for starting inventing something or starting a small business. Area businesspeople could serve as a panel of judges as 
well as coaches for each of the teams to help them hone their ideas for presentation. Offer funding for the winning team 
(with a defined limit that is established before the competition begins and within which each team must work). Turn the final 
round of the competition into an event at the high school; invite the community to attend and advertise it on the city’s 
website and elsewhere. Be sure to videotape the event for later use. 

○ Enlist businesses to encourage start-ups and innovation at all grade levels. Richmond’s businesses, start-ups and 
entrepreneurs can be a tremendous resource to build a culture of entrepreneurship and innovation throughout the 
community. They could work with students in Richmond schools on projects that meet certain criteria (such as helping 
others or environmental stewardship). Entrepreneurs involved in start-ups in Richmond could be part of a team that works in 
the schools to encourage such outside-the-box thinking and help students turn their ideas into reality. The effort also 
provides valuable opportunities for mentoring that can greatly enhance the value of an education in Richmond’s schools.

○ Initiate an Out Front Diversity program that promotes acceptance of all kids. Special emphasis should be placed on 
supporting diversity in religion, culture, race and sexuality, anti-bullying messaging and appropriate use of social media.  

○ Even elementary school students can contribute to the out front culture. For example, through a similar program in Seattle, 
an 11-year-old girl came up with an idea to replace her school’s annual rummage sale with an ongoing effort to raise funds 
by selling donated goods online. The entire operation — including community outreach, collection of donated items and 
management of the sale itself — was run by students, with minimal involvement by school staff and parents.
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Action 12. Use the brand for economic development and business recruitment

The perfect combination of assets put forth by the Richmond brand -- accessible, affordable bay front; a connected and diverse attitude 
toward neighbors and home; and a progressive, out front approach to everything from governing to technology makes it perfect to pitch 
new business prospects. Businesses from start-ups to Fortune 500 companies not only are welcomed and nurtured but are crucial to 
Richmond’s identity. The new brand is the perfect vehicle to make business prospects feel that the reason you seek to bring them to 
Richmond is about even more than economic impact but also because you believe they are a good fit with your identity. A few ideas: 

● Site selectors and CEOs do a lot of research on a potential location, often before they talk to any ED official within the 
community. A website that is professional and compelling, and tells the Richmond business story in a unique way is the perfect 
vehicle for putting the brand to use. Even if you don’t have plans to create a standalone site separate from your city site, using 
the new brand it is easy to create a more robust presence. Integrating the brand into the OED link on the city site reinforces the 
message that all the players in Richmond are united in their understanding and promotion of what makes this community 
special. Some considerations for the site:

○ Adhere to IOED data standards.
○ Use Google Earth.
○ Showcase entrepreneurship, progressive thinking, recent out front 

projects, affordability, bay front opportunities, the Craneway, and 
quality of life.

○ Showcase OED as a one-stop shop to assist businesses, along 
with your innovative support and resources.

○ Create a dynamic, prominent presence for OED on the homepage 
of the city’s website. Don’t let it be simply a menu item.
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Action 12. Use the brand for economic development and business recruitment (Continued)

● Work with a media planner to identify national and regional digital and print publications (including Site Selector magazine) 
where placement of a general reputation and awareness ad for Richmond would be cost-effective. 
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Action 12. Use the brand for economic development and business recruitment (Continued)

● Upgrade your recruitment materials. North Star created two versions of a beautiful clean branded design for your OED 
recruitment that could also easily be used to welcome newcomers to the community. The first version places the logo front 
and center on the front of a folder featuring the appearance of expensive textured paper. The swoop in the corner mirrors that 
of the logo. Inside the kit three separate booklets are slipped into a pocket, the first featuring Richmond’s bay front assets, the 
second featuring home front assets and the third featuring out front assets. To convert this to a new resident kit, replace those 
booklets with inserts or a magazine for newcomers covering things like education, volunteer opportunities, resources, quality 
of life, etc. Such inserts are printed on a color printer as needed and can be customized for different prospects making this a 
very flexible approach. Include a letter from the mayor, city manager or OED along with a branded card in the appropriate slot. 
Branded window decals, event brochures, photographs and other information can also be included when appropriate.
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Action 12. Use the brand for economic development and business recruitment (Continued)

● North Star also designed an economic development folder with a cover more specific to business featuring a beautiful 
photograph of the Craneway, one of Richmond’s top business assets. Either approach is fine depending on your budget 
and how flexible you need the folders to be.  
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Action 12. Use the brand for economic development and business recruitment (Continued)

● Brand your trade show booth. At 
trade shows, your booth may be the 
first impression of Richmond that 
prospects receive. Make sure your 
display prominently reflects your 
new brand identity. At a minimum, 
this should involve adding the logo 
and strapline, but also consider 
designing the entire display so that 
messages and visuals align with 
and support the bay front / home 
front / out front identity.  An 
example of North Star client 
Petersburg, AK is found to the right. 
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Action 12. Use the brand for economic development and business recruitment (Continued)

● Create business recruitment testimonial videos. Produce a series of brief testimonial 
videos from businesses in Richmond — with an emphasis on companies that have 
relocated to the city. In the videos, which would serve as third-party endorsements, 
business leaders would talk about why they are situated in Richmond, how it benefits 
them to be here. Ask them also to speak specifically to your out front brand identity. The 
videos could form the basis for an email campaign to prospects but they also have 
many other applications as well, and they could be housed on the OED website.

● Offer an Echo as a VIP gift to top recruits. As a symbol of Richmond’s progressiveness 
and tech orientation, give an Amazon Echo to top prospects for business relocation to 
the community.

● Develop elevator speeches. Create a short “elevator pitch” that OED officials can use to explain the Richmond brand to 
prospects and site selectors. The speech is not intended to be delivered verbatim but to serve as a framework that facilitates 
the individual’s ability to put the message in his/her own words. The pitch should succinctly describe how bay front, home 
front and out front assets are shorthand for Richmond’s brand identity, what the brand means to people in Richmond and 
how it plays out in the work of Richmond businesses and how those businesses connect to their customers. Some of the 
basis for the pitch can be drawn from the Richmond brand narrative. Make these scripts available not only to OED officials 
but provide them (along with suggestions on how to use them) to employers throughout the city.
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Action 12. Use the brand for economic development and business recruitment (Continued)

● Offer evenings and entertainment for site selectors. Organize special events to bring site selectors to Richmond. 
Take them to dinner at a local restaurant. Take them out sailing on a branded sailboat.  Run or walk as a group 
around the Bay Trail. Sponsor an Outstanding in the Field type of dining event on the bay front in conjunction with a 
local winery, brewery, farm or restaurant. Take prospects on a tour of the Berkeley Global Campus at Richmond Bay 
(currently in development), the Craneway and the Rosie the Riveter museum. The event could include testimonial 
videos from business leaders. Incorporate Richmond’s bay front / home front/ out front assets into the presentation 
in a way that is customized for the needs and interests of the audience. Enlist 1-2 residents to offer their views 
about what makes Richmond a great place to launch or relocate a business (and a great place to live and work).
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Action 12. Use the brand for economic development and business recruitment (Continued)

● Show your home front spirit by throwing  parties for relocating and start-up companies. When you welcome new businesses to Richmond, 
involve the whole community. Organize a public reception for them at the Rosie the Riveter museum, the Craneway or some other public 
spot. Invite residents to come and say hello and perhaps hear a short presentation about the company from its leaders. Serve refreshments. 
Present the company’s leaders with branded ballcaps or other items. Such participation would build your reputation for a spirited and 
involved homefront not typically seen in other cities.

● Offer FutureThink. FutureThink is a training product that empowers people to become innovators with tools and technologies, with a goal of 
accelerating change, driving growth, and solving problems creatively (www.futurethink.com). Typically, corporations invest in FutureThink 
for their employees. Richmond should consider investing in this program not only for city employees but also as an incentive to offer 
companies that choose to come to Richmond. The fact that Richmond’s out front attitudes are closely tied to innovative thinking is even 
more reason to offer this perk that connects to your brand identity.

● Develop a newsletter for prospects. Consider a targeted newsletter that keeps prospects informed of progress and growth taking place in 
Richmond. Include content on technology, innovation and quality of life that reinforce Richmond’s brand. Connect the newsletter to the 
brand with a name like “Richmond at the Forefront”. 

● Recruit entrepreneurs from area universities like Berkeley. Richmond has the spirit, culture and affordability that can appeal to young, 
aspiring entrepreneurs. In your business recruitment efforts, don’t neglect to take your message to graduate and undergraduate business 
programs (especially those with concentrations in entrepreneurship) at area universities. Get the word out that Richmond is all about 
helping graduates, entrepreneurs and start-ups. Give them extra incentives to be part of your business incubation plan. Cultivate 
partnerships with one or more of the universities that enable their business students to get hands-on experience solving real business 
problems for companies in Richmond. Fund a paid summer internship each year that enables an MBA student from one of these programs 
to work for a company in Richmond.

● Form a rapid response team. Assemble a “Out Front” rapid response team for handling business questions and issues raised by OED 
prospects, especially those in industries you want to attract. Set strict response benchmarks and follow them. Promote success stories on 
your OED mini-site and in your newsletter.



132

Action 12. Use the brand for economic development and business recruitment (Continued)

● Create home front baskets as gifts for business 
prospects or official visitors to the community. Fill 
the basket with items made by companies that 
originated in or moved to Richmond as a way of 
showing how business-friendly Richmond is. See 
example to the right from North Star client, Miami 
County, OH. 

● Honor out front companies in Richmond with 
something like Hollywood’s Walk of Stars. Along 
sidewalks in a highly visible area (downtown or 
around City Hall), provide a place where executives 
can put their handprints in cement and include a 
plaque with the date and company’s name. 
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Action 13. Engage visitors using the brand 

With more bay front than any other community in the region, a renowned reputation as home to Rosie the RIveter, a growing 
and compelling arts scene, endless outdoor recreation and a reputation for diversity and acceptance, Richmond is the Bay 
Area’s best-kept secret when it comes to tourism. The new Richmond brand succinctly hones in on the areas that make the 
city interesting to visitors. Integrate brand messaging and graphics into your most foundational and high profile tourism 
marketing efforts. This doesn’t necessarily mean replacing the CVB’s existing brand; rather look for areas where the overall 
Richmond brand is supportive. Look for ways with that tourism partners and stakeholder can apply the brand to how they 
position and communicate about the destination. A common vocabulary will help everyone involved. 

People connect with Richmond  through emotion and experience. One of the best ways is through signature, memorable 
events. Examine the current calendar in Richmond to identify ways to re-shape or add to existing events in the spirit of the 
brand. Then bring creative minds together to identify a couple of signature branded events that motivate commerce and get 
crowds to experience the natural environment and the emerging tech scene. 

Clearly the brand is custom made to support the Richmond Home Front Festival and Rosie Rally. Again, this doesn’t mean 
changing anything you are doing currently. This is a very successful event. But do use the strapline, the logo, the narrative, 
the ad design, the Rosie the Riveter “flex your muscle” campaign and all the other tools of the brand to show that this 
festival is representative of the very essence of RIchmond. 

Other festivals and events, especially those based in neighborhoods, technology, arts and bay front activities should also 
include brand messaging. 
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Action 13. Engage visitors using the brand (Continued) 

With the active lifestyles throughout the Richmond area, running, 
biking, or multisport events are a natural for brand extensions. 
Consider a craft brew and music event that then evolves to 
include an entrepreneurial or innovation component similar to 
SXSW music and digital media in Austin, TX every year. You may 
have an existing event that would be a natural fit for this type of 
evolution. Integration of the brand into conventions, sports, 
meetings, healthcare, leisure and cultural marketing will expand 
the impact of existing efforts and uncover new opportunities for 
the future. 

A few specific ideas for applying the brand to tourism interests: 

● Assist the CVB with formulating experiences in Richmond. 
Develop and package bay front/ home front/ out front  
itineraries that feature experiences and attractions from 
bay and beyond. Produce rack cards that identify 
itineraries or key facts about the Richmond destination.  
North Star has designed three separate visitors guides or 
rack cards. Each one focuses on a different aspect of the 
destination: bay front / home front / out front. Extend that 
organization to your tourism website as well.
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Action 13. Engage visitors using the brand (Continued) 

● Meet with attractions as a group or individually with ideas on how to apply the brand specifically to their interests.
● Partner with regional organizations promoting tourism and be sure they have access to your graphic elements and brand 

language. Brand language can be added to headlines, teasers, press releases, promotions, event listings and body copy on 
websites, social media and print publications (update as reprints are needed) by incorporating copy that evokes active 
experiences, a sense of discovery, and entertainment options and so on. Provide brand elements and signage to area visitors’ 
centers. Meet with regional visitors center managers for ways to use Richmond materials in the center and its displays. 

● Have fun with bay-related brand merchandise. Consider totes, beach towels, sunglasses and more. 
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Action 13. Engage visitors using the brand (Continued) 

● Mine the brand principles for new visitor markets. With a brand focused on progress and a connection to bay front activity 
and nature, conferences focused on healthy lifestyles (with healthcare partners), rehabilitation practices (for the health of 
marine life and people), sustainability and environmental stewardship, or social responsibility initiatives in government and 
business present new ways to attract convention business for different venues and lodging partners in the area. For 
entrepreneur events (including social responsibility) use your vacant and creative spaces Downtown and on the bay 
(Craneway) for unique settings from meetings and brainstorming sessions for regional companies and businesses. 

● Meet with event organizers on how to apply the brand or allow the brand to advance their event’s interests. Make a list of 
existing events and holes in the schedule that could be filled by a one or two signature events. Consider adding out front 
elements like unique lighting or light shows to existing events. Host a series of out front activities in conjunction with other 
events or on their own (at the leading edge of culinary arts, technology, spirituality, arts and culture, customer service). Work 
with multi-sport organizers to incorporate all of Richmond’s beauty by hosting portions of events in the various natural 
environments. Bring creative people together to determine what type of events are missing from the calendar. 

● Establish an art trail based on the brand using blank walls as the primary canvas for murals throughout the community.  
Richmond already features a number of beautiful and innovative graffiti murals. 

● Stage an annual Out Front week in Richmond, particularly Downtown among the growing tech sector but connecting with 
locations and assets throughout the community. This event should be heavily promoted in business and entrepreneurial 
schools across the country and through the web. The entrepreneur event should be planned and sponsored by all of the 
entrepreneurial and economic development assets/organizations and is designed to acquaint entrepreneurs with the assets 
of Downtown and throughout Richmond and to provide an educational and networking opportunity for attendees. 



137

Action 13. Engage visitors using the brand (Continued) 

● Consider some of the following types of activities for Out Front Week: 
○ Light Bulb Challenge: Invite a select group of regional entrepreneurs to partner with Out Front to identify and address 

key community challenges. This multi-month program should culminate during Survival of the Brightest with a 
presentation by the participants outlining their challenges and proposed solutions. 

○ Big Idea on Campus Challenge: Focused on supporting start-ups led by staff and students. Pair commercialization 
and tech transfer personnel from area colleges with outside funders, developers and existing businesses through a 
series of pitch events and mentor match-ups with national and international companies. 

○ Kidstarter Challenge: Focus on supporting those who nurture and educate our young entrepreneurs. Consider 
partnering with groups such as 4.0 Schools and Teach for America. Outline a specific challenge each year (i.e. 
closing the achievement gap between rural and urban schools).

● An event like this, if well done, can have a far-ranging impact in increasing awareness of the Richmond as an innovative, 
entrepreneurial community. It can also serve to help attract top talent from around the country. To read about Entrepreneur 
Week programs in other locations, check the following links:
○ http://www.kauffman.org/entrepreneurship/global-entrepreneurship-week-2011.aspx
○ http://ideavillage.org/how_it_works/noew/ 
○ http://www.dcew.org/
○ http://www.entrepreneurweek.net/ 

● Fund a contest which chooses and funds the visits of several well-connected entrepreneurs to come to Richmond during 
Out Front week. The winners should be well-connected, active users of social media. In exchange for their ticket (including 
airfare, lodging, food and entertainment) to the event and VIP exposure to area opportunities, assets and tech leaders; the 
participants would be expected to write, tweet, blog and film their experience and their opinions of the region.

http://www.kauffman.org/entrepreneurship/global-entrepreneurship-week-2011.aspx
http://ideavillage.org/how_it_works/noew/
http://www.dcew.org/
http://www.entrepreneurweek.net/
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Action 13. Engage visitors using the brand (Continued) 

●  In 2010, North Star worked with the New Orleans Downtown Development District and their partner Idea Village to 
design a similar program demonstrating that New Orleans was, in fact, open for business again after the 
devastation of Hurricane Katrina. Funded by a federal grant, 25 well-connected entrepreneurs within four targeted 
business sectors (arts-based businesses, biosciences, digital media and sustainable industries) descended on the 
city as special guests for New Orleans Entrepreneur Week 2012 events. The initiative is named NOLAbound, as 
winners were bound for New Orleans with all expenses paid. During their all-expense paid visit, the participants met 
with top leaders in respective industries, explored the city, networked with entrepreneurs, and immersed themselves 
in the local flavor of New Orleans’ people and culture. Winners of the contest came from across the country and a 
variety of backgrounds. Their task was to assess the status of New Orleans as a model of new business progress 
and thinking. But the most innovative part of the event is that the 25 participants, selected in part for their active 
participation and large networks on social media, shared  their experiences and opinions with the world, unfiltered 
and in real-time via their personal social networks and the contest’s NOLAbound website. In the year after this 
program was begun, New Orleans was named best US city for entrepreneurs by Inc. Magazine. 
http://www.benolabound.com/

● Encourage Parks and Recreation to offer concierge service to visiting sports teams. Have branded coolers filled 
with water, fluids, fruit, and other athlete-focused snacks for sale (chosen by teams ahead of time) so that traveling 
managers or parents don’t have to scramble in an unfamiliar community for basics. 

● Seek to be a site for a Red Bull Flugtag event to demonstrate the fun, quirky side of Richmond’s out front young tech 
sector. Not all innovations have to be serious. http://redbullflugtagusa.com/ 

http://www.benolabound.com/
http://redbullflugtagusa.com/
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Action 13. Engage visitors using the brand (Continued) 

● Create events and activities around bird watching associated with water birds (in light of your logo) and become known as 
the Bay Front Bird Watching destination. 

● Host a regatta with yacht dealers or marinas and sponsor a team with a branded sail or partner with local dealers and offer 
co-branded sails with logo elements and dealer logos. 
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Action 13. Engage visitors using the brand (Continued) 

● Focus on aesthetics (as mentioned in the infrastructure section of these implementation 
ideas), particularly with entry corridors. Streetscapes including benches, pole banners, public 
art, and crosswalks should reflect the brand where possible. 

● Work with the Chamber and encourage merchants to participate in Home Front Deal Days 
that attract shoppers and visitors from across the region. Promote retailers, businesses, and 
partners from throughout the Bay Area. Focus on affordability via great deals and the 
extraordinary service that is part of RIchmond’s home front. Encourage the Chamber to 
establish an area-wide event from the bay and beyond that motivates commerce in all areas. 

● Make it easier to get around your waterways and assets separated by water with a water taxi 
service. Look to other cities for inspiration like Fort Lauderdale, www.watertaxi.com. Or 
partner with Uber for their first shared water ride service. Or pursue amphibious water/land 
taxis, at least in-season.  

● Use the brand to celebrate the opening day of the ferry that will take visitors across the bay.  
Hold a ribbon cutting, have bands, etc. This ferry is a key advancement in getting visitors into 
your community. 

● Celebrate your parks from the bay and beyond with branded kites for use in all of your natural 
spaces. Kite flying might even become a signature event for you or at least a design 
competition. 

● Develop an event that focuses on your waterways, downtown and beautiful natural 
environment. Look to other community’s successful waterfront events for ideas. Consider 
something like Providence’s WaterFire events in the summer that attracts.
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Action 14. Use the brand to work with existing businesses 

There is a direct relationship between the success of your regional brand and the businesses that call Richmond home. Engaging 
business community ambassadors with success stories in the spirit of the brand will prove beneficial. Host a meeting with retailers, 
galleries, realtors, restaurants, marinas, outdoor recreation providers, lodging operators, artisans, etc. that introduces the brand and 
explains the importance and impact the brand can have on business growth in the community. Don’t engage businesses until there is 
physical evidence of the brand. They will not sign on for a maybe. Customize the brand PowerPoint presentation for the business 
community audience. REMEMBER, a brand introduction is for sharing what you’ve learned about the new brand direction, not about 
unveiling the new logo. Keep it short and simple, about 35-45 minutes with questions afterward. Be sure to leave time for brainstorming 
but have some ideas ready to share to get the good ideas flowing. A few to consider:

● Following the event, email attendees thanking them for participating and reviewing the goals of the new brand. Attach 
the PowerPoint presentation for their use. 

● Make sure businesses have access to the logo and the narrative. Show them how co-branding with these tools can help 
all ships rise in Richmond. 

● Offer branded window clings that businesses throughout the area can place in their windows that identify them as a brand partner.
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Action 14. Use the brand to work with existing businesses (Continued) 

Since the RIchmond Chamber should take the lead in championing the brand in the local business community for members and 
otherwise, consider these suggestions: 

● Renovate your office space to exemplify the brand with meeting space where people can come together and brainstorm. 

● Offer branded column(s) in newsletters or electronic membership blasts called Business on the Bay Front or Home Front 
Businesses or Out Front News, showcasing a different businesses and the ways they exemplify the tenets of the brand: 
home front customer service, sustaining the bay front, out front human resources policies, leadership or technology, etc. 
Video editions of these profiles should be featured on your website. Share this content with local papers and other 
media outlets for regular business section features. 

● Integrate the brand into existing programming and publications: 
○ Membership Directory and Community Guide 
○ Newsletters and e-blasts 
○ Leadership programs
○ Young Professionals Groups 
○ Seminars that address collaboration and progressive, innovative solutions 

● Work together (Mayor’s office, Chamber, Downtown, etc.) to identify and offer incentives to businesses that focus on 
progressive ideas for public improvements, philanthropic efforts, employee wellness, sustainability issues and other 
interests that enhance Richmond.
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Action 14. Use the brand to work with existing businesses (Continued) 

● Brand the Chamber’s online presence. As discussed earlier there is no vehicle more important than your online and mobile 
content. You can immediately apply the color palette, logo variation, and language to your existing site until the time and 
resources allow you redesign your site. 

● Organize a team (group of 4-5 that changes each quarter) that visits a set number of businesses each quarter (particularly 
new businesses) to primarily make them feel welcome in the business community. Talk about their goals, ideals and pains 
and how to connect them with resources or other business professionals that can help them and present opportunities to 
help others. 

● Provide small businesses --particularly those without a marketing budget-- some template tools in the spirit of the brand to 
use for small space ads or even digital banner ads. Package these tools into a digital tool kit distributed by the Mayor’s 
office, Chamber or Brand Manager. With so much communication going digital, some businesses find that their direct mail 
stands out in a smaller pile of mail. Richmond branded material surrounds the business specific content so that both 
advance their awareness.  
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Action 14. Use the brand to work with existing businesses (Continued) 

● Encourage these partners to offer language about Richmond. Develop criteria that should be met to gain the distinction. Create an 
online map with icons featuring each partner site. This decal can go in business, store or restaurant windows. You could also use 
the decal and logo to create a digital bug that companies throughout the Richmond can place on their own websites. That bug 
should be a link to the Richmond Chamber site. 

● Host Out Front Fridays (mixers) that bring innovative thinkers and creative people together at least quarterly. Have these events in 
interesting locations across Richmond. 

● Present an Out Front series in entrepreneurship or business marketing through continuing education departments at local colleges. 

● Recognize a Richmond merchant of the month who maintains his or her shop with the best branded appearance. Recognize the 
winner with a sign outside their shop that will transfer to the new winner at the end of the month. 

● Provide small businesses (particularly those without a marketing budget) some template tools in the spirit of the brand to use for 
small space ads or even direct mail postcards. Package these tools into a digital tool kit distributed by the Brand Manager. With so 
much communication going digital, some businesses find that their direct mail stands out in a smaller pile of mail. Richmond 
branded material can surround the business specific content so that both advance their awareness. 

● Develop a grant program for small businesses’ marketing needs that will lead to out front bottom lines. The two year grant should be 
awarded to those that demonstrate engagement with the new brand and advancing the awareness of Richmond as a place for 
progressive thinking and new ideas. Recipients should be required to pursue a certain level of co branding initiatives that advance 
the brand. 
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Action 14. Use the brand to work with existing businesses (Continued) 

● Offer branded column(s) in area newsletters or electronic blasts called Out Front in Business showcasing a different business 
each time in order to highlight the ways they are innovating their service or product offering, rewarding employees with 
programs and incentives for achieving healthy living, and naturally celebrating community service programs and opportunities. 

● Give retailers co-branded shopping bags that feature the community on one side and the business on the other. Print tissue 
paper with logo elements or brand colors for use with purchases.

● Examine the offerings by your business community and look for brand extensions: 

○ A coffee house could offer blends inspired by the brand: Home 
Front Morning blends that are warm and inviting or Out Front 
blends that wake you up and get you going. 

○ Restaurants could use the logo to mark new menu offerings or 
those made with locally sourced foods. 

○ Encourage local hotels to brand their internet password pages 
with co-branded screens so business travelers experience the 
brand daily. 

○ Suggest that hotel room service operations and popular 
breakfast joints tie into Home Front comfort and service. 

○ Bring creative business owners together regularly to brainstorm 
more ideas for each other’s benefit. 

○ Co-brand newborn onesies with area hospitals “Welcome to the 
home front!”
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Action 15. Reach out regionally to leverage your position in the Bay Area

For your brand to pay sustained dividends in the form of attracting companies (both start-ups and relocations) to Richmond, you 
should leverage your efforts by reaching out across the Bay Area. Let the word about Richmond’s distinctive combination of bay 
front / home front / out front spread as widely across the region as your resources will possibly allow. Here are a few 
suggestions toward that end:
 
● Get positions on county and regional boards. Be intentional about securing spots for Richmond residents (business 

leaders, civic leaders, etc.) on county and regional boards. Be sure these people are champions of your brand so that they 
can help increase awareness of your distinctive position in the regional landscape and can help you attract new 
businesses, new talents, new residents and new investment.

● Create a comprehensive public relations program that is guided by your brand. Target not only Richmond residents — an 
important audience in their own right — but people across the Bay Area. Promote stories in regional media that showcase 
your bay front / home front / out front assets. Incorporate photos from selfie walls into your PR campaign.

● Engage area business accelerators. Through the Office of Economic Development and the Mayor’s Office, reach out to 
and seek to build relationships with entities like JOINN Innovation Park and Biotechnology Acceleration Campus. Raise 
awareness of your brand and your goal to be known as a city with a unique trifecta of bay front / home front / out front 
assets. Explore partnerships in which they might help young companies locate in Richmond. Once you establish your 
business incubator, you may identify candidates in which these organizations could channel investment based on their 
portfolios. 
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Action 15. Reach out regionally to leverage your position in the Bay Area (Continued) 

● Consider advertising regionally. Help spread the word about Richmond through targeted advertising efforts in the Bay Area. 
Examples of media you might consider:
○ Regional business-related publications 
○ Billboards at sporting arenas and field
○ Mini-billboards in the concourses at the San Francisco and Oakland airports
○ Outdoor boards 
○ Business section of regional papers

● Use photos from selfie walls in your advertising and PR. These selfie submissions can become part of a billboard campaign 
and used in other media. 

● Create a branded oral history project. At the high school or some other public space, set up a recording booth similar to the 
“StoryCorps” project on public radio. In Richmond’s case, residents could come in and tell brief stories (targeted at 5 minutes 
or less) about how they experienced Richmond’s bay front, home front or out front spirit. This could be a story about someone 
or someplace in Richmond who exemplified one or all of these attributes; about a relative or friend who lived in Richmond 
during WWII; about an out front idea of acceptance of diversity, etc. Then, purchase air time with a local radio station to air one 
of these stories each week.

 
● Include a boilerplate paragraph in all press releases or regional communications. The key to brand development is 

reinforcement of your strong message. A simple way to help promote your identity is to include the boilerplate paragraph 
about the brand at the end of all press releases from the city of Richmond.
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Evaluation

How Is The Brand Performing?
Evaluation yields new information which may lead to the beginning of a new planning cycle. Information may be gathered 
from concept pre-testing, campaign impact in the marketplace and tracking studies to measure a brand's performance over 
time. These methods of evaluation should be used once a visual brand identity has been established based on the strategic 
brand platform.
 
Ideally, two basic questions will be answered when there is visible implementation of your brand in the community: Have 
responses to the brand among target audiences changed in the way the BrandPrint intended? And have these changes 
resulted in consumer action that will achieve the desired objectives of the brand? Turnkey or do-it-yourself programs are 
recommended depending on the needs of the community.
 
To begin the process of brand evaluation, North Star has set up a schedule to discuss Richmond’s brand progress. This 
schedule begins immediately after the delivery of your BrandPrint.
● Immediately – North Star recommends Richmond continue efforts on growing its inquiry and visitor database.
● One year– North Star’s Research Director will conduct an assessment call to outline a plan for determining brand 

performance moving forward. Richmond will be contacted to determine specific measurement goals including 
re-measuring awareness and perception of the community amongst intended audiences.

Building your databases and keeping them current ensures future success measurements can be calculated. These leads 
will be the best data start point for future brand evaluation.
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Evaluation

As stated previously, North Star will consult with the community at the proposed times to evaluate your specific needs. Keep 
in mind that many of the research pieces in your BrandPrint were created to act as benchmarks by which future 
improvements can be measured. Based on what we now know of the community, likely recommendations for success 
measurements at Richmond’s one-year mark may include:
 
● Online Community-Wide Survey
● Consumer Awareness and Perception Study
● Community Brand Barometer
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Evaluation Online Community Survey

Purpose
The purpose of the Online Community-wide Survey is to gain a quantitative measure of the community’s 
perceptions of Richmond.

Methodology & Results
This qualitative survey is fielded online and is open to all residents of the community. The study measures the following:
 
● Overall top-of-mind perceptions of Richmond
● Strengths and weaknesses of Richmond
● Resident suggestions on what is missing from Richmond
● Measurements of Richmond quality of life indicators

 
Positive resident perceptions are a strong indicator of brand success. Successful brand implementation will energize the 
resident base, making them more likely think of the community in a positive light.
 
Timing
The Online Community-Wide Survey should be conducted annually. The first survey should be conducted no sooner than 
one year from brand introduction (when there is visible implementation of your brand in the community). 
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Evaluation Brand Barometer

Purpose
The Community Brand Barometer  measures strength of the Richmond brand according to:
● Resident satisfaction/advocacy with the brand as a place to live, work, and visit
● Brand satisfaction/advocacy relative to the nation.

Methodology & Results
The methodology for the Brand Barometer has been carefully developed and determined to be statistically significant. 
Participants answer three questions:
 
● Would you recommend living in Richmond to a friend or colleague?
● Would you recommend visiting Richmond to a friend or colleague?
● Would you recommend conducting business in Richmond to a friend or colleague?

 
Resident advocacy is one of the strongest measures of brand success. Successful brand implementation will energize the 
resident base, making them more likely to recommend their community to others.
 
Timing
The Community Brand Barometer should be conducted annually. The first Brand Barometer should be conducted no sooner 
than one year from brand introduction (when there is visible implementation of your brand in the community). 
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Evaluation

Purpose
The purpose of this study is to gain insight into external consumer awareness, visitation, and perceptions of Richmond.
 
Methodology & Results
This quantitative survey is fielded online outside of Richmond’s borders in order to obtain an outsider’s perspective. The 
survey measures:
 
● Overall top-of-mind perceptions of Richmond and immediate competitors
● Consumer visitation trends (frequency and nature of visitation)
● Consumer visitation drivers (business, leisure, friends and family)
● Strengths and weaknesses of Richmond identified within community attributes
● Consumer suggestions on what is missing from Richmond
● Measurements of Richmond’s delivery of hospitality
● Measurements of Richmond’s quality of life indicators

 
Timing
The CAP Study should be conducted annually. The first survey should be conducted no sooner than one year from brand 
introduction (when there is visible implementation of your brand in the community). 

Consumer Awareness and Perceptions


