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The Lauderhill Vision 2030 Goal: Be A Thriving Destination

Revitalize the city’s image through rebranding to 
improve perception among residents, businesses, 
developers, investors, and visitors in Lauderhill.
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Media Bias

The Piling On Effect:
Our experience is that 
major metro news outlets 
tend to focus a negative 
spotlight on neighboring 
cities at a higher rate than 
on themselves.
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Your brand is what they say about you 
when you’re not around.

Branding is what you do about it.



YES, branding is this:



But this is REAL brand success.
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Real brand success



9PROVEN. MUNICIPAL. BRAND BUILDERS.



We Help Smaller Cities Reach Their Preferred Futures
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EUROCITIES: IMPACT OF PLACE BRANDING
Study of 40 European Cities

• Increased competitiveness, resulting in a positive impact on investment, jobs, 
inhabitants, visitors and events.

• Higher returns on investment in real estate, infrastructure and events.

• Coherent city development, as the physical, social, economic and cultural 
aspects combine to deliver the brand promise or DNA.

• Pride in the city as the inhabitants, businesses and institutions experience a 
new sense of purpose and direction.
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We Understand Diverse Communities
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We Understand the Branding of Cities Within Major Metros



Florida Based. Florida Passionate.
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National Experience Adds Perspective



APPROACH
THE NORTH STAR



Unique creative & activation 
solutions for Lauderhill

Proven process to drive 
stakeholder consensus

A Balanced Approach to Place Branding
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Resident engagement & research 
to uncover your DNA



Approach
Stakeholder & Community Engagement

Insight Gathering & Research

DNA & Strategy Formation

Brand, Creative & Message Development

Brand Action Ideas & Rollout
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● Engaging your public and your stakeholders

● Not just “who” and “what,” “why?” and “how?”
● Brand barometer (Net Promoter Score) pre & post

● Crystalizing what you alone own
● Distinct, authentic & ownable 

● Socializing and consensus building 
(including electeds)

● Real, 3D Brand action and activation
● Brand Ambassadors
● Step-by-step rollout guidance 
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Brand Rollout Guidance



How it’s worked for others



Osceola County, FL
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Target Audience:

Frame of Reference: 

Point-of-Difference: drives Central Florida forward 

For enterprising individuals building a strong foundation today,

to the leading edge of new ideas and vibrant cultures.

Osceola County, the vacation home capital of the world, 

Benefit:

STRATEGIC DNA STATEMENT
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Community Aesthetics
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We hear and understand your objectives

Inspired by your “Lauderhill Vision 2030”

Award-winning creative expression

Smaller city branding is what we do

As Floridians, we are invested in
your success

Why North Star



QUESTIONS?



Thank you, Lauderhill!


