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Is a brand important?  Yes! 



Brands represent us,  
communicate values,  
and characteristics. 

 

 
 

A brand represents our  
reputation, is unique,  

and customer-centric. 
 

 



Why rebrand? 
 
Successful rebranding will  

update our identity,  
broaden the tax base, 

and target economic  
development primary 
markets with a  
competitive advantage. 



Why Rebrand Now? 



 

Litchfield Park’s 2012 Town Hall 
rebranding initiatives  
identified implementing action 
plans: 
1.  Improve economic  

development web pages; 
2.  Create a new tagline; 
3.  Update the City’s 1966 logo; 

and 
4.  Create a user-friendly website 

with interactive tools. 





Rebranding will drive economic 
growth, promote and develop avail-
able commercial properties, build 
out residential properties, and  
retain and expand businesses. 



How? 
Using NEW communication  
assets including  
 an updated logo,  
  printed collateral, 
   and a redesigned website, 
with a focus on social networking 
to strengthen economic develop-
ment strategies. 



To build on the City’s lifestyle by  
embracing the City’s rich history… 

Looking onward to the future as more people 
“Discover the Park.” 



Our brand personality is 
timeless, 

fresh, 
progressive, 

clear, 
contemporary. 





Fisher PHX 
Greg Fisher 

F I S H E R 



Fisher PHX, recognized as the 
leading graphic design firm in 
Phoenix, boasts a client roster  
including Fortune 500  
companies, NBA,  



MLB, NHL, & AFL franchises,  



APS,  

Phoenix Zoo,  



and the Wigwam. 





The brand (logo) symbolizes the spirit and culture of the 
City and embodies the palm and orange tree colors and tex-

tures into a joyous motion. 



Slogan or tagline?  Yes! 
The tagline is a communication tool 
developed to be  
 original,  
  concise,  
   memorable, and  

an invitation of promise  
promoting special events, 
and economic and  
residential development. 

Discover the Park





Brand Awareness Campaign 
 Advertising 
 Communication Assets 
 Website Redesign 



Advertising 





Communication Assets 
 
Business Cards 



Stationery 

The brown bar at the base of the letterhead represents the cotton boll, an 
important historical element that defines Litchfield Park .







Facebook 
845 million monthly  

active users 

100 billion connections 

 1 of every 5 of all page views 

Twitter 
½ billion registered users 

175 million daily tweets 

107.7 million United States members 



YouTube 
1 trillion views in 2011 

3 billion hours of video watched every 
month 

 800 million unique monthly visitors 

Linkedin 
147 million members 

Represents 10.8% entrepreneurs 

 58.5 million United States members 



Website Redesign 



Objectives 
Fresh, clean design 
Social networking focus 
User Friendly 
Interactive 





So let’s  

Discover the Park 




