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Abstract 

Regionalism has become increasingly important for communities to remain successful and 

competitive in attracting residents, new business, economic development opportunities, talented 

workforce, state and federal funding, etc. Not only must communities in the United States, and 

more specifically Indiana, be willing to collaborate across city limits, county lines, and even state 

lines, they must also be proactive in communicating their story to residents and outsiders alike 

through community branding. This project analyzes the importance of regionalism and 

community branding and examines West Central Indiana’s efforts in these two areas as well as 

presents the proposed community branding initiative, which will be implemented by the 

organization, West Central 2025. 

Keywords:  regionalism, regional branding, community branding, city branding, regional 

branding initiative, branding, branding initiative, Indiana, West Central Indiana, West Central 

2025 
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Glossary 

bidirectional image – This term refers to the process of developing a region’s identity with the 

understanding that while an image can help shape the perception of the region, the perception of 

the region also has to help shape the image. (Zimmerbauer, 2011, p. 258) 

community branding – Similar to product branding or business branding, community branding 

is an economic development and marketing tool used to promote the assets of a geographical 

place to current resident, prospective residents, potential investors, potential developers, 

prospective businesses, and tourists.  

new regionalism – This term, in comparison to old regionalism and in addition to the broader 

definition of regionalism, includes an intervention method that mixes of top-down and bottom-up 

collaboration, a focus on competitive advantage and social economy, elements of governance, 

and place-based emphasis. (Minnes, Breen, Markey, & Vodden, p. 79)  

old regionalism – This term, in comparison to new regionalism and in addition to the broader 

definition of regionalism, includes a top-down intervention approach, a focus on comparative 

advantage and economic development, elements of government, and space-based emphasis. 

(Minnes, Breen, Markey, & Vodden, p. 79) 

place branding – Another term for community branding, place branding is “a set of place-based 

elements that range in scope from logos and slogans to a broader range of place attributes 

including promotional and marketing activities, expressions of place through the built and 

natural environments, actions and attitudes of local government and key stakeholders, and 

quality of local infrastructure” (Cleave, Arku, Sadler, & Gilliland, 2016, p. 208). 

place promotion – In Zimmerbauer’s (2011) discussion of regional branding, the term place 

promotion is also used to describe community branding or place branding. 
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regional branding – Similar to community branding and place branding, regional branding is 

the act of promoting the assets of a particular region to insiders and outsiders in order to improve 

the perception of the region and garner more residents, tourists, businesses, investors, and 

funding at state and federal levels through community collaboration. 

regionalism – By definition, regionalism is a collaboration of communities from a particular 

geographic location. Regionalism may refer to a group of states, counties, cities, or other forms 

of government that are connected by their close proximity to one another. 

West Central 2025 – West Central 2025 is an initiative of the Terre Haute Chamber of 

Commerce which coordinates discussions about regional representation throughout West Central 

Indiana, with the following goals: (1) To create more realistic long-term planning with better 

understanding of each of our available resources. (2) To pursue more funding opportunities for 

collaborative projects at local, state and federal levels. (3) To increase political and economic 

development influence. (4) To create an action plan to meet our common goals, as a unified 

group (West Central 2025, 2018). 

West Central Indiana – This geographical area in western/central Indiana refers to the six-

county region of Clay, Parke, Putnam, Sullivan, Vermillion, and Vigo Counties. 
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Promoting West Central Indiana through a Regional Branding Initiative 

Regionalism is a tool – often a necessary one – that communities must use in order to 

gain a competitive economic advantage. By definition, regionalism is a collaboration of 

communities from a particular geographic location. Regionalism may refer to a group of states, 

counties, cities, or other forms of government that are connected by their close proximity to one 

another. Regions within the state of Indiana have been encouraged through state legislation, 

funding opportunities, and initiative to begin collaborating more as regions. For this reason, 

regions in Indiana are developing regional plans and discovering how they can be more 

competitive if they collaborate with their surrounding communities. West Central Indiana has 

made huge strides toward becoming a benchmark in regionalism for the state. In fact, an 

organization called West Central 2025 was developed in 2018 to lead the region’s efforts toward 

regional collaboration. That group’s progress has identified the need for a regional branding 

initiative in order for the region to communicate its assets, opportunities, challenges, and goals to 

those within the region, to those in the rest of the state, and beyond (Greninger, 2018). To 

understand what led West Central 2025 to this decision and to provide a greater understanding of 

the proposed West Central Indiana branding initiative, the movement toward regionalism as well 

as the development and implementation of community branding initiatives must first be 

examined. 

Background 

In January 2018, RJL Solutions, an advocacy and strategic communications firm in 

downtown Terre Haute, Indiana hired an intern for the spring semester to complete a regional 

branding project for West Central Indiana. The need for this type of research was determined 

through a series of meaningful conversations among local and state leaders about the importance 

of regionalism from a state perspective. According to Rachel J. Leslie (RJL Solutions, 2018), 
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partner at RJL Solutions, as quoted in the news article titled “Intern Presents Research 

Supporting West Central Indiana Branding Initiative,” “When I have conversations at the 

Statehouse, we aren’t referred to as just Terre Haute anymore. We are West Central Indiana. 

More and more in these conversations, the importance of regionalism is emphasized in order for 

us to be competitive with other regions of the state. This presents an opportunity for the counties 

in our region to start collaborating instead of competing with one another. When one is 

successful, all are successful.” The Indiana Regional Cities Initiative, through the Indiana 

Economic Development Corporation (IEDC) is a perfect example of a state opportunity designed 

to encourage counties and cities to join together regional in order to compete at a state level. 

According to the IEDC’s website, “As a financial partner, the state has selected North Central, 

Northeast and Southwest Indiana to receive $42 million each in a funding match for their bold 

development plans.  These plans outline 100 quality of place projects totaling more than $2 

billion in investments.” This is an example of funding that West Central Indiana may have a 

chance of receiving in the future if it starts the process of regionalism now. 

At the same time that the research project was underway, a group was forming, under the 

direction of the Terre Haute Chamber of Commerce and the Greater Terre Haute Chamber of 

Commerce Foundation, facilitated by RJL Solutions, to develop a plan for advance the quality of 

life in the region. West Central Indiana – the 6-county region including Clay, Parke, Putnam, 

Sullivan, Vermillion, and Vigo counties – has been struggling to remain competitive at state and 

federal levels. Through this realization, a need was identified: in order to compete with other 

regions across the state, the counties of West Central Indiana need to work together and 

communicate to the state with a unified voice. According to Madden, as quoted in the news 

article titled “Intern Presents Research Supporting West Central Indiana Branding Initiative,” 

“We need to learn who we are so that we can tell our own story instead of letting others tell it for 
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us. If we know who we are, we can start to communicate that to those outside of West Central 

Indiana” (RJL Solutions, 2018). 

Throughout the 2018 spring semester, Anna Madden, a student at Saint Mary-of-the-

Woods College and public relations intern at RJL Solutions, worked closely with leaders from 

the Vigo County government, the city of Terre Haute, the Terre Haute Economic Development 

Corporation, the Terre Haute Convention and Visitors Bureau, and the Terre Haute Chamber of 

Commerce in collaboration with community leaders from Clay, Parke, Putnam, Sullivan, and 

Vermillion counties to develop a student-led proposal.  

Madden’s research was limited to West Central Indiana – the 6-county region including 

Clay, Parke, Putnam, Sullivan, Vermillion, and Vigo Counties – and focused on the perception, 

needs, challenges, and opportunities of college students/graduates, business owners, and citizens 

of the region. Madden’s final presentation included a 74-page research report, summarizing the 

findings of several formal surveys and focus groups. Among the 400 survey responses, “84.43% 

of respondents expressed the desire for West Central Indiana to promote a better image of the 

region” (RJL Solutions). Additionally, “Conversations from five separate focus groups further 

stressed the need for an emphasis on collaboration among the counties, relationship-building, and 

a regional brand focus” (RJL Solutions).  

In effort to lead this collaboration, West Central 2025 was formed in 2018 as a regional 

initiative. According to David Haynes (2018), President of the Terre Haute Chamber of 

Commerce, the day of Madden’s research presentation, “The goal of West Central 2025 is to 

create exactly what Anna has outlined here today, an excitement, energy and enthusiasm within 

communities and individuals from throughout our region. As was clearly demonstrated by her 

research, the need exists” (RJL Solutions). Once it was verified that the need exists, West Central 

2025 moved quickly to establish their goals. According to westcentral2025.com, the purpose of 
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West Central 2025 is “to create an action-oriented network of individuals and groups who are 

familiar with each other's regional assets and advance opportunities together.” West Central 2025 

hopes to influence long-term planning that takes into account available resources, increased 

political and economic development, more opportunity for funding collaborative projects, and an 

action plan to meet the common goals of the region as a unified group. To remain competitive 

with other regions across the state, the 6 counties of West Central Indiana need to collaborate in 

order to secure state and federal funding, gain economic opportunities, bring resources to the 

region, etc. 

In August 2018, RJL Solutions entered into agreement with the Greater Terre Haute 

Chamber of Commerce Foundation for a three-phase contract for the efforts around West Central 

2025. Phase one – the collaboration phase – included education, research, relationship-building, 

advisory board formation and website/social media development for the West Central 2025 

initiative (not to be confused with the proposed regional branding initiative which the researcher 

will development through this capstone project). This phase also included establishing 

partnerships with Accelerate, the economic development arm, and West Central Indiana 

Economic Development District, the lead on regional infrastructure for our communities; and 

inviting policy leaders (local, state, federal) and appropriate agency leaders to attend Chamber 

forums and events that fall under the West Central 2025 umbrella.  

Phase two – the funding phase – which began December 2018, involves seeking grant 

opportunities that will benefit the region of West Central Indiana and/or the West Central 2025 

initiative. During this phase, RJL Solutions, on behalf of West Central 2025, will pursue grant 

funding for identified projects, including planning and implementation. These include federal 

funding for planning and Broadband Ready funding, IEDC/State funding for 
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organizational/planning and seed money, and additional funding specific to broadband, trail 

connectivity, and quality of life (e.g. downtown initiatives).  

Phase three is the development of a regional branding initiative. The researcher attended 

West Central 2025’s last meeting in November 2018, during phase one, and explained all 

components of the project including the deliverables and timeline. The delivered product, the 

components of this capstone project, will include (1) research on the need for regional branding 

as well as examples of other branding initiatives including design, implementation, promotion, 

and public perception; (2) a brand specific to West Central Indiana with the ability to be 

personalized by each county; (3) brand narrative and visual content for the inclusive tagline and 

logo; (4) a brand style guide detailing customization opportunities; and (5) an overall 

implementation plan for brand roll-out. 

These phases represent the primary goals of West Central 2025, one of which being to 

implement a regional branding initiative that will tell the story of West Central Indiana. 

Spreading a positive message about West Central Indiana and showing collaboration is the best 

way to ensure that the region remains competitive at state and federal levels. RJL Solutions was 

hired as a consultant to lead conversation surrounding grant funding and regional opportunities. 

As an employee of RJL Solutions, the researcher is volunteering the MLD capstone project to 

West Central 2025’s goal of creating and implementing a regional branding initiative. The future 

brand of West Central Indiana will allow the region to be competitive at a state and federal level 

as well as encourage community support and will be an integral part of addressing the identified 

need for collaboration across the six-county region. 

New Regionalism 

“Both the vertical and horizontal rescaling of statehood have forced local administration 

to look for alternative ways to stimulate the economy and has resulted in an increased 
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competition between regions. Although many places offer the same ‘product’ – territory, 

infrastructure, educated people, etc., they must compete with each other for investment, tourism, 

residents and political power, often on a global scale” (Messely, Dessein, & Rogge, 2014, p. 291-

2). While this quote echoes many concerns and issues that are affecting regions and states across 

America, it is actually referring to place branding in Belgium. In fact, much of the research 

found included case studies in European countries, proving that this a global movement and 

much bigger than West Central Indiana, Indiana, the Midwest, or even the United States. 

According to Vanderleeuw & Sides (2014), “The historic pattern in the United States is 

characterized by competition between local communities for business and jobs” (2014, p. 208). 

With such a pervasive thought-pattern that communities should compete with neighboring 

communities, it is difficult for community leaders to push aside these feelings and move forward 

together. However, the world is getting smaller and communities are seeing the need to 

collaborate with one another instead of the need to compete with one another in order to be 

successful globally.  

According to Zimmerbauer (2011), “Regional identity has become an increasingly 

popular expression and a significant keyword in both academic research and practical politics 

during recent decades. The main reason for this can be traced to contemporary discussions of 

globalization and (new) regionalism” (p. 243). New regionalism is a movement away from that 

old mindset. It is a new innovative way of viewing the potential for collaboration among 

communities that are in close proximity to one another. While the term regionalism may refer to 

a collaboration of communities from a particular geographic location, particularly a group of 

states, counties, cities, or other forms of government that are connected by their close proximity 

to one another, that term alone does not properly communicate the actions behind the word. To 

distinguish between the old and new way of defining regionalism, the term new regionalism was 
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born. According to Minnes, Breen, Markey, & Vodden (2018), “While it is important to consider 

that new regionalism is taking place in a fundamentally different and changing, world, the broad 

approach to development taken by new regionalism incorporates various approaches and schools 

of thought, all focused on the regional scale, such as smart growth, new urbanism, and 

sustainable communities” (p. 78). The table below more specifically illustrates the differences 

between old and new regionalism: 

Table 1: New Versus Old Regionalism  

New  Old  

Intervention: mix of top-down and bottom-up Intervention: top-down 

Competitive advantage Comparative advantage 

Governance Government 

Place-based Space-based 

Social economy Economic development 

  (Minnes, Breen, Markey, & Vodden, p. 79) 

As shown in Table 1, new regionalism is a shift toward more collaborative efforts and 

less authoritative styles. It is garnering ideas and accepting feedback from those in the region. 

New regionalism allows the region to be competitive with other regions by not competing with 

those within the region. It is improving the social economy and the quality of place of a region 

for its residents. It is more about the people and less about infrastructure. As Minnes, Breen, 

Markey, & Vodden (2018) state, “In order to counter the limitations of individual rural 

communities, regional development has long been promoted as a way to scale-up local impact 

and address the difficulties of designing contextualized development policy” (p. 77). New 

regionalism is an example of society adapting to the economy in order to remain successful, 

especially at federal and state levels. 
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Regionalism from a Federal Perspective 

In the past decade, there have been many state and federal funding initiatives that have 

encouraged collaborate efforts among communities. These types of competitive grant 

applications are typically scored based on a points system, with collaborative applications and 

efforts resulting in higher scores. Many grants, both state and federal, strongly encourage 

collaboration; some even require regionalism or what Alexander (2011) refers to as new 

regionalism. “New regionalism includes collaborative efforts between cities and outlying suburbs 

to resolve metropolitan challenges” (p. 632). By recognizing that communities within and across 

county lines, city limits, and state lines are dependent upon each other economically and socially, 

the fundamental need for regionalism is apparent. Communities that operate in silos are often not 

equipped to solve economic development challenges without collaborating with other entities 

across traditional boundaries. “[N]ew regionalist approaches emphasize voluntary interlocal 

collaboration to resolve fiscal disparities and distributional inequities” (Alexander, 2011, p. 643). 

In this discussion, Alexander (2011) examines the Sustainable Communities Regional Planning 

Grant Project and discusses it in terms of new regionalism, which is defined as “any attempt to 

develop regional governance structures or interlocal cooperative agreements that better distribute 

regional benefits and burdens” (p. 632).  

The Sustainable Communities Regional Planning Grant Project was created under the 

Obama Administration and allocated one hundred million dollars in funding through this 

competitive grant program in which the U.S. Department of Housing and Urban Development 

(HUD) provides financial incentives to grant applicants to develop regional plans “that integrate 

housing, land use, economic and workforce development, transportation, and infrastructure 

investments” (Department of Housing and Urban Development, 2011). Alexander (2011) 

discusses the need for regionalism as well as its challenges and examines the viability of such a 
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program. In incentivizing regional efforts, the Sustainable Communities Regional Planning Grant 

Program could be described as one of the first formal encouragements by the United States 

government for communities to focus on regionalism. “While the Grant Program is only one 

small federal government incentive program that devolves the resolution of regional problems to 

voluntary, public/private collaborations, it provides an example of the promise and perils of new 

regionalism as new governance” (Alexander, 2011, p. 649). This discussion concludes with a 

strong focus on the pitfalls of the Grant Program and calls for reform to better future success. 

Davidson’s (2011) comment on the article, however, provides more optimism on the future of 

such programs: “For all of new governance’s promise, there is still value in strong institutions 

that create connective tissue, evaluating and replicating success, and bolstering capacity where 

there are unequal resources – a kind of refereed experimentalism. The Program can provide this 

by directly funding collaboration, validating the importance of regionalism, and providing a 

national metric for evaluating successful models” (p. 679). The first of its kind, the Sustainable 

Communities Regional Planning Grant Project set a precedence for incentivizing collaboration 

and regionalism and spurred state-level programs, even in Indiana. 

Regionalism from a State Perspective 

Indiana specifically has been promoting regionalism in recent years. According to 

President of the Indiana Fiscal Policy Institute, John Ketzenberger (2016), “The clearest form of 

that is the 2015 legislation that created regions in the state, then invited them to compete for 

money to bolster economic development activities.” In this article, Ketzenberger (2016) 

identifies the need for regionalism in Indiana and applauds the state for recognizing this need. 

“There is a symbiotic relationship between communities that can be made stronger or broken by 

economic policy […] Many of these communities struggle on their own, according to a report 

last November from the Indiana Fiscal Policy Institute on the fiscal health of municipalities 
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across the state. Connected as part of a region, though, these communities stand a better chance 

of recovery.” The report that Ketzenberger refers to is actually a series of reports titled Thriving 

Communities, Thriving State and consists of studies for three different types of communities - 

urban, mid-sized, and rural/small – as well as a summary report, which states, “Our different 

kinds of communities should not be competing with one another for a limited slice of Hoosier 

economic pie. It’s not us vs. them, rural vs. urban vs. suburban. Rather, we should be focused on 

competition with the nation and the world for a bigger Indiana pie” (2016, p. 6). While the 

individual reports each outline specific recommendations for corresponding type of community, 

the summary report, titled “Recommendations for a Thriving Indiana,” identifies the 

commonalities of the opportunities and challenges across every community, regardless of size or 

location. These commonalities include recommendations in education and workforce 

preparation, leadership and engagement, and quality of life and quality of place. “For a thriving 

Indiana, we must embrace the needs of our individual communities, the interlocking roles our 

communities play within regions, and the importance of our communities’ collective success 

within and across regions” (2016, p. 6).  

It is no surprise that regionalism is a pronounced theme throughout the summary report. 

The leadership and quality of place sections in the summary specifically identify regionalism as a 

recommendation for all three commissions, stating that it is recommended that commissions 

“[e]ncourage the regional collaboration of individuals and organizations to promote greater 

integration of economic activity and higher quality of life” (2016, p. 10 & p. 12). However, the 

report specific to rural communities, titled “Recommendations for Thriving Rural Communities,” 

provides even more direction towards regionalism, outlining the promotion of regional 

collaboration, coordination, and action as a specific recommendation to promote leadership and 

engagement. The four action items are the exact steps that West Central 2025 is achieving 



WEST CENTRAL INDIANA BRANDING INITIATIVE  20 
 

through their regional initiative: “1. Develop regional networks to connect individual local 

leaders across communities” (2016, p. 11). West Central 2025 itself is a regional network 

designed to connect leaders across the six-county region. “2. Encourage and incentivize 

additional collaboration among existing local and regional organizations” (2016, p. 11). West 

Central 2025 is collaborating with the West Central Indiana Economic Development Corporation 

and Accelerate West Central Indiana Economic Development; in fact, there are participants from 

both groups in West Central 2025. “3. Develop regional strategies in such a way that rural assets 

and communities are a celebrated part of the region, not marginalized within the larger structure” 

(2016, p. 11). The two main regional opportunities that West Central 2025 is currently focusing 

on are access to broadband and trails (Craig, 2019). “4. Work with statewide organizations, 

universities, government, and others to develop regional affinity groups and incentivize/promote 

regional coordination and action” (2016, p. 11).  In fact, West Central 2025 has met with various 

regions across the state, including Northwest Indiana and Southwest Indiana to develop 

relationships with them and learn from them. Since these reports were published, Indiana 

leadership has taken further steps toward promoting and encouraging regionalism.  

Governor Eric Holcomb’s Next Level Connections Program is an example of this 

movement. In the press release announcing the program, Governor Holcomb stated, “Today, 

we’re defining Indiana differently than ever before. Next Level Connections is a direct 

investment in Hoosier infrastructure and quality of life that is essential to take Indiana to the next 

level” (2018). While this program has several initiatives within it, many of which indirectly point 

to regionalism, one in particular explicitly recognizes the need for regionalism. With $90 million 

designated to link communities through more hiking, biking and riding trails, “[t]he state will 

initiate a grant program that encourages local and regional collaboration to grow the state’s trails 

system” (Office of the Governor, 2018).  
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Prior to Governor Holcomb’s election, Governor Mike Pence implemented the Regional 

Cities Initiative with the goal of “helping communities across Indiana come together to transform 

their regions into nationally-recognized destinations to live, work and play” (Indiana Economic 

Development Corporation, 2017). In 2015, seven Indiana regions – Central, East Central, North 

Central, Northeast, Northwest, Southwest, and West Central – created regional plans including 

over 420 projects. “Because of the Regional Cities Initiative, 70 percent of the state’s population 

now lives in a region with a bold and viable plan for transforming its future” (2017). Three were 

chosen to receive funding to support their regional development projects – North Central, 

Northeast, and Southwest – while the other four received planning grants to support regional 

development efforts. “Additionally, Governor Holcomb’s agenda calls for $4 million in the next 

state budget to continue the momentum of the Regional Cities Initiative across Indiana” (2017). 

Indiana is placing funding behind the idea of regionalism to incentivize successful collaborative 

efforts. They have taken strategic steps to designate competitive regions and encourage them to 

work together. This is based on the idea that regional cities and their surrounding areas have a 

symbiotic relationship, where when one is successful, all will be successful. The Regional Cities 

Initiative is a step toward eliminating the competitive mindset and pushing the focus toward 

collaboration instead. A 2014 report titled “Benchmarking U.S. Regional Cities: A Study and 

Guide for Transformation,” commissioned by the Indiana Economic Development Corporation, 

quotes a City Council Member from Fayetteville, Arkansas, Justin Tennent, stating, “If we prove 

we have a true region and are driving the economic development of the entire region, it is easier 

to win support for key projects. Many of our satellite cities have doubled their population; 

everything happened because of Fayetteville, whose growth has been driven by thought leaders 

who understand regionalism.” 
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While the majority of this discussion is largely focused on regionalism within the state of 

Indiana, it is relevant to note that many regions are also taking steps to collaborate across state 

lines as well, many of which include Indiana, with varying degrees of success. For example, in 

the Chicago area, where the metropolitan area affects three states – Illinois, Indiana, and 

Wisconsin – leaders are attempting to regionalize in ways they never have before. Pete (2015) 

explains how officials from each of the three states agreed regionalism was a way for their states 

to grow and prosper at the Third Annual Summit on Regional Competitiveness at the Federal 

Reserve Bank of Chicago. However, that’s not to say that there aren’t still obstacles to overcome 

whenever collaboration is the goal: “Speakers at the event questioned ‘beggar-thy-neighbor’ 

thinking, which is a phrase [that] economists use to describe policies that try to improve the local 

economy at the expense of neighboring economies. They said distinctions must be drawn 

between constructive competition that makes everyone better and destructive competition that’s 

ultimately to the detriment of everyone, since it damages the region as a whole” (Pete, 2015). 

This fear of competition is a pervasive, however antiquated, way of thinking when it comes to 

crossing state lines, city limits, or county lines. It is one of the main obstacles that collaborators 

must overcome in order to pool their resources and win together.  

The fear of competition is the main factor that makes regionalism so difficult to achieve. 

However, if smaller communities within regions let that fear impede their growth, it can be 

devastating for those communities. The ones who are successful are the ones who have figured 

out how to collaborate – the ones who have mastered regionalism or are at least taking steps 

toward that goal. Metropolitan Planning Council President MarySue Barrett was quoted in the 

same article, stating, “You can either figure out how to grow together – or keep your share of 0 

percent growth” (Pete, 2015). Additionally, Executive Director of the Chicago Metropolitan 

Agency for Planning Joseph Szabo was quoted, stating, “It’s a global problem. Growth is limited 
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by infrastructure capacity, and the regions that have realized that, have begun to prosper,” and he 

explained that commerce doesn’t stop at state lines (Pete, 2015). As far as regionalism is 

concerned, commerce doesn’t stop at city limits or county lines either; all of which are relevant 

arguments concerning West Central Indiana. In fact, with the close proximity to the Illinois state 

line, West Central 2025 has even invited representation from Edgar and Clark Counties in Illinois 

to be a part of the discussion. 

Another example of collaboration across state lines is the Kentucky Indiana Exchange 

(KIX), which included 7 counties in Indiana and 19 counties in Kentucky surrounding 

Louisville, KY. The organization’s statement of purpose reads, “The Kentucky Indiana Exchange 

(KIX) is a bi-state, non-partisan organization of regional leaders focused on cultivating regional 

thinking and action around shared opportunities and mutual challenges by connecting people and 

organizations throughout the region as well as advocating, supporting and incubating key 

regional initiatives” (About The Kentucky Indiana Exchange, 2014). The organization’s website 

also includes discussion on the importance of regionalism, stating, “It’s no longer about cities or 

counties. Regions have become the most important geographies in the global economy, where 

collaborative efforts matter tremendously” (The Power of Regionalism, 2014). The benefits of 

regionalism outlined by KIX (The Power of Regionalism, 2014) include shared regional focus on 

common needs or opportunities, a stronger political voice, a more efficient regional workforce 

pipeline, increased ability to compete globally, and an improved quality of place. While the 

website showcases great ideas and well-crafted language, it seems that the initiative was 

abandoned in 2014-15, based on the last blog post published on the website in 2014 and the last 

social media post on the organization’s Facebook page in 2015. While those two factors do not 

necessarily mean that the organization has dissolved, research did not return any news articles 

about successes, opportunities, or challenges of KIX. If the organization has not dissolved, then 
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the communication efforts of KIX have failed, and the organization is no longer spreading 

awareness of their cause in meaningful ways through the website and social media. Something 

that experts say is extremely important in today’s society. “[P]lace branding’s effectiveness is 

limited by failing to promote through the ideal communication channels. Indeed, the channel of 

communication actually can be viewed as an integral component of the place brand. The site 

selectors were strongly in favour of detailed, business-relevant information about the community 

that could be easily accessed through websites […] Cities and regions are therefore not providing 

sufficient information or leveraging contemporary channels of communication, limited their 

effectiveness in promoting their locational advantages” (Cleave, Arku, Sadler, & Gilliland, 2016, 

p. 225). While research does not answer the question of the disappearance of this initiative, 

various issues can contribute to an initiative being abandoned: poor planning or no 

implementation plan, overturn in or lack of leadership, lack of buy-in from constituents, inability 

to compromise and adapt, etc. These are concerns that West Central 2025 should be aware of as 

the organization progresses because unfortunately, there are many examples of failed initiatives 

like KIX. 

Community Branding 

As a part of regional efforts, community branding can be an effective way for 

communities to communicate their region’s common goals, assets, and opportunities to not only 

residents but also outsiders, including potential investors, workforce, tourists, etc. In an article 

titled “Branding Is the New Economic Development,” Short (2018) explains the benefits of 

community branding. Written by the CEO of CivicBrand, a city and district branding agency 

with office in Texas and Colorado, this article discusses how community branding can increase 

economic development. It describes the process of community branding to include public 

engagement, outlines brand principles, telling the story, and fulfilling the brand promise. Short 
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(2018) also describes a community branding project the firm completed in Park Rapids, MN. The 

preliminary steps outlined here are some of same steps that West Central 2025 took before 

determining the need for a branding initiative: focus groups, community roundtables, and one-

on-one conversations. 

According to Cleave, Arku, Sadler, & Gilliland (2016), “Over the past 20 years, place 

branding has been increasingly adopted on both local and regional scales to attract businesses. 

Indeed, place branding has been adopted by places of all geographic scales and contexts with the 

goal of improving local or regional competitiveness in the global market” (p. 207). In this same 

article, the authors define place branding in the context of economic development and policy-

making. Through primary research in Ontario, Canada, the authors analyzed the effectiveness of 

place branding and determined that place branding, when done correctly, benefits the local 

economy. Cleave, Arku, Sadler, & Gilliland (2016) define place branding, or community 

branding, as “a set of place-based elements that range in scope from logos and slogans to a 

broader range of place attributes including promotional and marketing activities, expressions of 

place through the built and natural environments, actions and attitudes of local government and 

key stakeholders, and quality of local infrastructure” (p. 208). Community branding is very 

similar to product branding or business branding, but instead of selling a product or a service, it 

is selling a place. It is selling a place to live, a place to work, and a place to play. It is selling a 

place to do business, a place to build, a place to invest, and a place to visit. It is selling the assets 

of the community – the people, the businesses, and the attractions.  

Community branding is an economic development tool. Every item listed above is 

connected to another and to the economic development of a region in a way that each piece will 

benefit from more people coming to a region or community. The success in community branding 

is similar to that of product or service branding. The brand will not be successful only by a 
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catchy tagline or appealing logo; the brand will be successful if it properly communicates the 

benefits and positive feelings associated with the product or service. In the same way, 

community branding is more than a name, logo, or tagline. According to Messely, Dessein, & 

Rogge (2015), “Place branding involves the development of a place brand, which is more than an 

identifying name given to a place. A place brand is a geographical representation of the place and 

it requires a deliberate process of selecting and associating specific, regional, functional 

attributes and symbolic values that are assumed to add value to the place” (p. 292).  

Axelrod & Cicciearelli (2018) explain the benefits of successfully branding local 

government, much of which can be applied to regional branding. The article examines Gallatin, 

Tennessee’s efforts to brand the city and attract visitors due to its close proximity to Nashville, 

stating that “the work that went into the new brand has brought the city tangible and intangible 

benefits, such as valuable community research, a tighter community identity and fodder for 

expanding cultural programming around the city … Clearly and cohesively defining a city’s 

brand identity yields benefits in multiple areas, from communication to economic development 

to community unity” (p. 16). Community branding is a way to communicate a region’s story, 

assets, and opportunities to outsiders and insiders. Not only that, but as stated previously, 

community branding is an economic development tool. Cleave, Arku, Sadler, & Gilliland (2016) 

describe it as “a form of competition within the field of economic development” and “an attempt 

by local and regional government, through policy intervention, to compete against other local 

and international markets by actively shaping how their locale is perceived by potential 

consumers” (p. 210). That being said, when done incorrectly, or when not done at all, community 

branding has the potential to negatively impact the perception of a region, causing prospective 

residents, investors, and tourists to choose to live, work, and play elsewhere. “Given that the site 

selection process is one of elimination, poor presentation of an external image can cause site 
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selectors to perceive the community as a bad fit or an unsuitable place to do business. Bad place 

branding can, therefore, provide an easy excuse to remove a region from consideration for 

business and industry” (Cleave, Arku, Sadler, & Gilliland, 2016, p. 215-16). When properly 

designed and implemented, community branding has the potential to serve as a competitive 

advantage, positively impacting the local economy. 

Applying the Research to Create a Community Brand 

Zimmerbauer (2011) discusses regional identity through the creation of a regional image, 

which is also referred to as place promotion. The process of determining a region’s identity and 

developing an image is described as bidirectional (p. 258), meaning that while an image can help 

shape the perception of the region, the perception of the region also has to help shape the image. 

Kavaratzis & Ashworth (2005) agree with this concept, stating, “Branding is a mode of 

communication and communication is always a two-way process. From the consumer’s side, 

central to the concept of the brand is the brand image, which incorporates perceptions of quality 

and values as well as brand associations and feelings” (p. 508). Zimmerbauer (2011) further 

discusses individuals as part of a region and how residents and non-residents may identify with a 

regional image. Therefore, it becomes increasingly important to recognize the current public 

perception, illicit feedback from the residents of the region, and apply those results in the 

drafting phase of community branding. Through this process, it is also important to obtain 

feedback from community leaders who recognize the assets of the community perhaps better 

than anyone else. Cleave, Arku, Sadler, & Gilliland (2016) explain the important of the drafting 

process by stating, “Place-branding policy can be used to guide identification, enhancement and 

leveraging of the place-based advantages a city or region has to offer, tailoring the image of the 

area to align with the needs of the business. It is through this well-measured and substantive 

approach to coordination, organization and promotion of local resources that provides the best 
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opportunity for effective policy development” (p. 222). This statement also illustrates the fact 

that community branding is a means to an end; it is an opportunity for a region or community to 

be more competitive and secure more opportunities.  

Examples of Regional Branding 

Many communities across Indiana are taking steps to brand themselves as a region. For 

example, Northeast Indiana recently launched a survey as the first step of development for a 

branding initiative, similarly to what West Central Indiana did in early 2018. The results from the 

Northeast Indiana survey, which was released late July 2018, will be used to assist in the 

development of a branding initiative for the 11-county region. The branding initiative will 

include a brand, logo and tagline. President and CEO of the Northeast Indiana Regional 

Partnership, John Sampson, stated, “A strong branding strategy will increase our region’s 

positive brand awareness. By leveraging our momentum, sense of regional identity and pride, the 

branding will encourage our own residents to act as ambassadors to promote Northeast Indiana. 

We believe that reaching talent and businesses outside of Indiana and showcasing the strength of 

our regional brand will increase the size and quality of the regional labor force. This will 

positively affect business attraction efforts and result in a skilled, more credentialed workforce 

and increased per capita personal income” (Parker, 2018). The strategy is scheduled to be 

completed in early 2019. Other Indiana communities have already launched branding initiatives, 

one of the most recent and notable being, Southwest Indiana’s “E is for Everyone” initiative for 

the region surrounding Evansville. 

The lines on the original E is actually representative of the major roadways that intersect 

the region, factoring in the physical geography of the region. However, “E is for Everyone” was 

designed to be inclusive and customizable to anyone who was willing to adapt the brand to fit 

their needs and individuality. The initiative’s website highlights various interpretations of the “E” 
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by individuals, businesses, and organizations. The Brand Guidelines (2018) are also available on 

the website and provide downloadable files for logos and marketing materials, as well as the 

brand color theme, making it easy for advocates to participate and share the brand with their 

constituents. The inclusivity of this brand and the customizable nature of it are what make it so 

innovation and fresh. With social media and various other online storytelling outlets, people are 

drawn to brand they can interact with and share. The About E (2018) page on the “E is for 

Everyone” website states, “Our mission is to create a platform where everyone can connect with 

someone or something new, find a unique way to contribute to the community, and celebrate 

together what makes our region great. The primary goal is to generate and elevate a positive 

perception of the Evansville region.” The brand narrative itself calls for people to interact with 

the brand and be a part of it. That is why it saw immediate success; it was easy for them to garner 

advocates without much effort. 

A similar brand in Indiana with interactive aspects and encouragement of public 

ownership is the “I in Indy” campaign in Indianapolis. This initiative was initially designed to be 

a temporary outdoor exhibit with a social media campaign attached to it. However, its success 

resulted in two permanent outdoor sculptures as well as indoor sculptures that rotate to various 

locations. A product of Visit Indy, this campaign features large outdoor sculptures of the letters 

“ndy” in which people are encouraged to stand as the “I in Indy” for a photo and then share on 

social media with the hashtag #LOVEINDY. The Visit Indy (2018) website states, “Be the ‘I’ in 

Indy. Declare your love to the world.” Art Strategies (2015) was the firm hired to craft the 

project plan. “According to Visit Indy, 62% of the 26 million people who visit Indy each year 

come to see family and friends. Therefore, the goal of the project was to engage residents to ask 

them to be humbly boastful about the city and invite family and friend to visit. We wanted Indy 

resident to be stronger Indy ambassadors” (Art Strategies, 2015). Yet another example of a brand 
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that in itself asks people to interact with the brand therefore advocating for the brand and in turn 

the region it represents. The West Central Indiana Branding Initiative incorporates successful 

aspects of each of these examples. 

West Central Indiana 

West Central Indiana is at a pivotal time in the history of the region and is on the track to 

become a benchmark for regions across the state of Indiana. This is a direct result of 

collaborative leadership operating with strategic foresight and a methodical approach to ensure 

success. According to Kavaratzis & Ashworth (2005), “Places do not suddenly acquire a new 

identity thanks to a slogan or a memorable logo. […] Slogans and logos may be useful practical 

instruments in a place branding strategy but they are not the strategy itself” (p. 508). For West 

Central 2025, the branding initiative is not the strategy itself. The organization did not form in 

order to develop a branding initiative. It formed in order to advance the quality of life in West 

Central Indiana and pursue opportunities to make the region more successful. Through research, 

conversations, and surveys, the group determined that a branding initiative should be part of their 

strategy. The recommendations outlined by BRICIU (2013) communicate some of the exact 

steps that West Central 2025 took before the decision to establish a community brand: “Forming 

strategic networks between public and private sectors, consulting residents and local groups and 

a unitary development vision can be beneficial to capture the interest of the region” (BRICIU, 

2013, p. 14). In fact, this statement echoes the essence of West Central 2025 and outlines the 

elements of Madden’s West Central Indiana specific research. 

Research 

Axelrod & Cicciearelli (2018) outline the keys to success of community branding. After 

looking at the processes of several firms that specialize in community branding, they state, “Each 

one does extensive assessment of a city and research into what constitutes that city’s brand, each 
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uses those insights to devise the brand components and a rollout strategy, and each then helps 

their client in implementing that rollout strategy.” As previously stated, Madden (2018) 

conducted research on the West Central Indiana region, working closely with leaders from the 

Vigo County government, the city of Terre Haute, the Terre Haute Economic Development 

Corporation, the Terre Haute Convention and Visitors Bureau, and the Terre Haute Chamber of 

Commerce in collaboration with community leaders from Clay, Parke, Putnam, Sullivan, and 

Vermillion counties to gather the public perception of the region as well as offer 

recommendations for next steps to success. Madden’s research methods included three online 

surveys and five focus groups conducted within the 6-county region to determine the perception, 

needs, challenges, and opportunities of college students/graduates, business owners, and citizens 

of the region. According to Zimmerbauer (2011), “Due to the parallel processes of construction, 

it is possible for regional promotion and marketing to enhance regional identity by improving the 

consciousness and concept of the region” (p. 258). In other words, regional branding can 

improve the public’s perception of the region, a need Madden identified through the West Central 

Indiana specific research. 

The research project also had the goal of determining whether or not constituents were 

receptive to a regional branding initiative. Madden’s research concluded that “[t]he West Central 

Indiana region is in need of a regional branding initiative to encourage regionalism among the 

six counties” (2018, p. 41). Madden stated, “[i]t is evident that there is community buy-in for 

regionalism and for a branding initiative that leads the changes and improvements of the area” 

(2018, p. 41). This research project also concluded that the initiative should be mindful of the 

need for West Central Indiana to be clearly defined within the branding, the need for 

customization and flexibility, as well as inclusivity. “The region is in need of a branding initiative 

in order to communicate the likeness, assets and beautiful aspects of the region to those who 
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reside in the area, those who visit the area and those who reside outside the area” (Madden, 2018, 

p. 41). A region’s assets are extremely important to consider when developing and implementing 

a community branding initiative. 

Assets 

A community’s assets are the most important aspect for the community to communicate 

to the world. “Branding isn’t just a logo, name or tagline. Effective branding isn’t smoke and 

mirrors or fabricating something out of nothing. It’s about discovering what truly makes an area 

unique – even if it currently just lies in potential – and then building a platform and strategy 

around it that nurtures that brand and attracts others who share that value and vision” (Short, 

2018). The focus should be on the assets of the community first. At West Central 2025 very first 

meeting, the group conducted a SWOT (Strengths, Weaknesses, Opportunities, Threats) Analysis 

to determine the common themes throughout the region’s six-county (Craig, 2018). Through that 

collaborative exercise, discussion, and research, it was determined that, overwhelmingly, tourism 

was the primary strength and opportunity of the region. Craig (2018) created a word cloud to 

show the trends in the SWOT Analysis (See Figure 1). Even a majority of the smaller trends are 

tourism-focused: recreation, outdoor, trails, art, river, food, festival, shopping, etc. Due to the 

rural landscape of West Central Indiana combined with the metropolitan center of Terre Haute, 

the tourism assets of the region are varied and many including rich traditions in sports, history, 

art, music, education, and nature: Bird Gibson Cross Country Facility at the Wabash Valley 

Sports Center, C Bar C Expo Center, Covered Bridge Festival (the largest festival in Indiana), 

Golf Courses (Forest Park, Hulman Links, Rea Park and more), Griffin Bike Park, Heritage 

Trail, Nationally Recognized Parks (Vigo, Sullivan, Vermillion, Parke, Putnam, Clay Counties), 

Quarter Midget Track, Raccoon Lake State Recreation Area, Redbird State Recreation Area, 

Renovated Hulman Center on the campus of Indiana State University, Rex Baseball, Saint Mary-
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of-the-Woods College (National Register of Historic Places), the Sisters of Providence at Saint 

Mary-of-the-Woods (home of Saint Mother Theodore Guerin, Indiana’s only saint), Shades State 

Park, Springhill Soccer Complex, Sullivan Lake, Terre Haute Action Track, Terre Haute 

Convention Center (coming soon), Terre Haute Symphony Orchestra, Thousand Trails 

Campground, Turkey Run State Park, Turn to the River (an initiative of Arts Spaces), VCRC 

Raceway, Veteran’s Museum, Larry Bird Museum (coming soon), Vigo County Historical 

Museum, Swope Art Museum, Candles Museum, Children’s Museum, Railroad Museum, 

Clabber Girl Museum, Eugene V. Debs Museum, Art Spaces, Arts Iliana, Holocaust Museum, 

Wabash River, Wabashiki Wetlands, and the list goes on (Leslie, 2018). 

 

Figure 1 West Central 2025 SWOT Analysis Word Cloud (Craig, 2018) 
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Other assets that the SWOT Analysis revealed included higher education, healthcare, 

leadership, location (as far as proximity to Illinois border, I-70, Hwy 40, Hwy 41, Indianapolis, 

Chicago, St. Louis, etc.), and land for development. To elaborate on those assets, West Central 

Indiana is home to five higher education institutions: DePauw University (Putnam County), 

Indiana State University (Vigo County), Ivy Tech Community College (Vigo County), Rose-

Hulman Institute of Technology (Vigo County), and Saint Mary-of-the-Woods College (Vigo 

County). Its rural landscape provides many opportunities for large-scale development, and the 

amenities the region provides ensures high quality of life for residents and visitors. Additionally, 

there are six military installations in West Central Indiana: 181st Intelligence Wing including 500 

TS Clearance (Indiana Air National Guard), 81st Troup Command (Indiana Army National 

Guard), 159th Military Police Battalion (US Army Reserve), IANG Field Maintenance Shop 

(FMS8), Maple Avenue Armory, and Marine Reserves (West Central Indiana Defense Network, 

2018). West Central Indiana has a lot to offer, not only in tourism, but in all aspects that might 

make a region attractive to people. However, the concern that community leaders of the region 

have, and the reason behind the development of West Central 2025, is how to communicate 

those assets to those inside and outside of the region. How does West Central Indiana tell its own 

story? 

The steps that West Central 2025 have taken toward a branding initiative were strategic 

and deliberate, following the natural progression needed to ensure success of the brand. 

According to Axelrod & Cicciearelli (2018), “Experts agree that many clients place far too much 

focus and importance on their logo and tagline. Those assets are ultimately small parts of the 

brand as a whole.” Despite this, the brand is an integral part of a region’s story and must be 

treated as such, with close attention to message, perception, look, and feel. 
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Proposed Brand 

The proposed brand includes a logo in the shape of a map marker in dark green with the 

state of Indiana in light blue and the six-county region of West Central Indiana outlined in white. 

The logo contains the words “i am IN” in white on the map marker and the words “West Central 

Indiana” in dark blue below the map marker. On the map marker, above the outlined counties, 

there is white shading to bring focus to the counties as well as allow for customization of the 

logo. This concept and an early draft of the logo was presented to the West Central 2025 

Advisory Group on January 23, 2019. The group was overwhelmingly supportive of the concept 

and only had a few minor suggestions, which were implemented in the most recent version of the 

logo design (See Appendix A).  

Highlighting the Region’s Strengths 

According to BRICIU (2013), “From the place marketing’s perspective, the location must 

find a balance between identity, image and reputation desired, the brand. If these items are found, 

the brand of a specific region may be the common denominator between the various elements 

(economy, infrastructure, education and culture) and participants (residents, entrepreneurs, 

governments) that sum up the region” (p. 13). The chosen brand is, in fact, a balance between 

identity, image, and reputation desired. This brand allows West Central Indiana to communicate 

to the rest of the state and beyond, “We are here.” The brand narrative (See Appendix B) clearly 

defines the purpose behind the brand as such. Additionally, the logo (See Appendix A) 

communicates the specific region with the outline of the counties on the state of Indiana which is 

somewhat abstract to promote the art and museum culture of the region, as well as informal to 

promote the inclusivity of the brand. “Place marketing can be a powerful strategy, 

complementing the efforts of the authorities to promote the natural attractions of a region. 

Ideally, the brand a place communicates should be the shortest translation of those particular 
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things an area is proud of or wants to stand for” (BRICIU, 2013, p. 12). The proposed logo 

boasts the tourism asset through the shape of the map marker. Additionally, the colors in the 

proposed logo allude to the fact that West Central Indiana is a river region, and the font choices 

are such that it feels inclusive and individualized through the use of less formal, unique script 

fonts.  

The ability of the logo to highlight the region’s strengths also relies on the customization 

of the logo. The Brand Style Guide (See Appendix C) details how an individual or business is 

allowed to customize the logo to fit their own needs, in a similar way to Evansville’s “E is for 

Everyone” campaign. West Central Indiana is rich in small businesses, tourist attractions, and a 

variety of organizations who are proud of their region and eager to tell the rest of the state and 

beyond that West Central Indiana is here and worthy of living in, working in, and visiting. By 

allowing individuals to make the logo their own, West Central Indiana is able to highlight its 

assets by bringing attention to the businesses and attractions that bring people to the region. This 

also makes the branding initiative inclusive, encouraging everyone to feel a part of it. Messely 

Dessein & Rogge (2015) explain that “unlike a product, service or organization, nobody owns a 

country, region or a city. Furthermore, a place means different things to different people and 

different people also have different interests in the place” (p. 292). 

Engaging Residents and Visitors 

Through research, it was determined that interactivity was an important aspect of any 

proposed regional branding initiative for West Central Indiana. Similar to “I in Indy” campaign, 

visitors and residents have a desire to interactive with a physical object in a way that they can 

then share on social media as a layer of their experience. In reference to the college student focus 

group, Madden (2018) stated, “Students also mentioned that having a physical presence, much 

like an interactive sculpture meant for taking pictures, would be ideal. They want to be a part of a 
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social media movement or campaign with these sculptures by posting and sharing their pictures” 

(Madden, p. 17). In today’s world, with social media integrated into peoples’ daily lives, this 

interactive portion can be crucial for a branding initiative, especially a branding initiative that is 

regionally focused. During the same focus group, college student participants stated “that they 

would engage in the region for things that are tangible from this branding initiative and that the 

logo and slogan needed to relate to the younger generation attending college with factors that 

make it unique, memorable and something they would want to wear on a shirt or put on a 

bumper sticker” (Madden, p. 17). Young people do not want to simply ingest a brand or be an 

audience to it; they want to interact with it and be a part of it. Since this branding initiative has a 

regional focus, the interactive aspect also creates a sense of belonging among those who are able 

to participate in it. According to Zimmerbauer (2011), “A key part in the process of building a 

regional identity is the sense of belonging and identification. At the individual level, 

identification means quite simple that a human being feels attached to a region and perceives it to 

be distinctive and to have characteristics that are unlike those of any other region” (p. 245).  

In the case of the proposed branding initiative for West Central Indiana, some of the 

implementation goals of this brand include map marker decals that business owners can display 

in their storefronts (See Figure 2) and large interactive map marker sculptures of the logo that 

visitors and residents can stand underneath, take a picture, and share on social media with the 

hashtag #iamIN (See Figure 3). Vanderleeuw & Sides (2014) explain, “Branding, when 

successful, enables outsiders to recall the community more quickly and in a more favorable light 

in comparison to competing communities” (p. 210). With the interactive aspect of the West 

Central Indiana brand, outsiders are not only encouraged to remember the community, but they 

are encouraged to remember it, interact with it, and share it. These interactive brands are 

apparent in many communities across the nation including murals on building, outdoor 
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sculptures, virtual check-in options, and other forms of interactivity that encourage tourists to 

share their experiences and tell their social media following that they visited, and enjoyed, those 

communities.  

          

Figure 2 Storefront Decal                                                                                        Figure 3 Interactive Sculpture 

 

Implementation 

In most cases, if the brand is strong enough, a roll-out of communication and either 

gradual implementation or full immediate implementation is sufficient. Other times, as in the 

case of the “I in Indy” campaign, implementation comes first and then advocates become the 

brand and assist in roll-out. In the case of the Tennessee city near Nashville, “Gallatin first rolled 

it out to employees and ‘just let it go,’ with more and more departments coming on board over 

time” (Axelrod & Cicciearelli, 2018). James Fenton, Executive Director of Gallatin’s Economic 
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Development Agency, is quoted, stating, “It wasn’t something you can force. You just truly need 

to just kind of let it seep out into the community.” The article adds that business in the 

community have adopted the logo since the gentle roll-out. The detail of implementation and 

steps to be taken to ensure success will depend on the brand and various aspects of the brand 

including preliminary buy-in by constituents, as well as the levels of customization, inclusivity, 

and interaction. However, it is important that the brand remain consistent and that there is a 

detailed guide for how to use and interact with the brand, especially when customization is 

allowed (See Appendix C). According to Vanderleeuw & Sides (2014), “[T]he brand image must 

also be clearly understood by people and must always stress the same image. Information needs 

to be communicated in a manner that is not subject to vagaries of interpretation. Rather, a strong 

and unambiguous message is needed to establish the community brand in the mind of the public” 

(p. 211). The proposed branding initiative for West Central Indiana is accompanied by a Brand 

Style Guide (See Appendix C) and an Implementation Guide (See Appendix D) that effectively 

communicate the brand standards yet also strategically allow for customization of the logo 

creating ownership for individuals, businesses, and organizations and creates advocates for the 

brand. 

Conclusion 

“Places have long felt a need to differentiate themselves from each other, to assert their 

individuality in pursuit of various economic, political or socio-pathological objectives. The 

conscious attempt of governments to shape a specifically-designed place identity and promote it 

to identified markets, whether external or internal is almost as old as civic government itself. 

Thus, any consideration of the fundamental geographical idea of sense of place must include the 

deliberate creation of such senses through place marketing” (Kavaratzis & Ashworth, 2005, p. 

506). Although the idea of community branding is not a new concept, it has been dramatically 
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affected by new regionalism and the onset of technology, particularly social media, which has 

impacted the way consumers interact with communities and brands. There is no doubt that 

regionalism and community branding are two necessary pieces to ensuring the success of a 

community, especially small communities that often depend largely on their regions for success. 

The need for regionalism and community branding is becoming increasingly important as federal 

and state governments incentivize regionalism and provide opportunities for the communities 

that succeed at collaboration. Rural communities and metropolitan areas must learn to work 

together instead of competing against one another. “Despite this highly competitive, Amazon-

courting world we live in, cities and districts can actually benefit by going in the opposite 

direction. Do this by engaging with the public and, together, clearly defining who they are and 

who they want to be. Then, invest in the brand, and tell that story in a way that attracts others 

who share the same vision. This is what will save small towns and what’s redefining the most 

successful districts and communities across the country” (Short, 2018).  

 “Although it can be claimed that place promotion will have an increasingly strong role in 

region-building processes, it would be an overstatement to claim that regional identity is being 

built up solely by place marketing” (Zimmerbauer, 2011, p. 257). In other words, a brand cannot 

be the only initiative holding a region together, thus, the ongoing need for West Central 2025 and 

its pursuit its other goals in congruence with the brand implementation. This proposed branding 

initiative is only one of the first round of objectives for the group, although an important one. 

This branding initiative will further West Central 2025’s successes in other areas because it 

creates a unified voice from the region – something that will increase state and federal 

governments’ ability to take West Central Indiana seriously. The hope is that this proposed 

branding initiative will start a movement that will be hard to ignore. We want the whole state to 

look at West Central Indiana and say “i am IN.”  
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Appendix A – Logo and Tagline 

 

“I am IN West Central Indiana” 

#iamIN #WestCentralIndiana 
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Appendix B – Brand Narrative 

 

 

  

Here in West Central Indiana, we are certainly proud of our 
rural reputation. In fact, many of our assets – what attract 
urban dwellers to our region – are rooted in rural. But we are 
so much more than our roots. West Central Indiana has grown 
into a thriving region dedicated to providing the best quality of 
life for residents while also serving as an opportunity for 
tourism and economic development for various industries. 
Every day, the people that live this place and love this place are 
working hard to give you more reasons to come to West 
Central Indiana, whether it’s for work or play. #iamIN is an 
opportunity for residents and visitors alike to share their 
favorite places to be in West Central Indiana. We are here. And 
we have a lot to offer. Come see for yourself!  

                #iamIN West Central Indiana. 

In-clusive 
 
#iamIN is about being inclusive to anyone who wants to use the brand to showcase their own little corner of 
West Central Indiana. Therefore, we have allowed this brand to be customized to fit your needs. Enjoy the 
freedom to change the colors of our special map markers to fit your style and look. We are excited to see what 
you do with your own map marker! 

in-gaging 
 
Okay, so we know it’s really spelled engaging, but the point is that #iamIN is designed to attract those inside and 
outside of the region to be more excited about West Central Indiana. We are putting West Central Indiana on the 
map. Let’s make the whole state talk about us! 

in-teractive 
 
You see the hashtag. You know what to do. Now, it’s time to interact with this brand. Our goal is to have large 
map marker sculptures throughout the region that you can stand under, take a picture, and share with #iamIN. 
We want to let the world know what’s IN West Central Indiana! 
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Appendix C – Brand Style Guide 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  
    

 

 

 

 
 
 

 
 
 
 

 
 

Brand style    
guide 

 

 
 

 
#iamIN West Central Indiana. 

 
 
 
 

 

 
 

brand description 
 
#iamIN is about showing pride in West Central Indiana. It is about showcasing the assets of the region 
while staying true to the region’s rural roots. The brand is about communicating to both residents and 
visitors, current and prospective, that West Central Indiana has grown into a thriving region dedicated to 
providing the best quality of life for residents while also serving as an opportunity for tourism and 
economic development for various industries.  
 
There are a variety of reasons to choose West Central Indiana to live, work, and play. #iamIN is an 
opportunity for all audiences to share their favorite places to be and their favorite things to do in West 
Central Indiana. This brand communicates that West Central is here and has a lot to offer. 
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brand goals 
 
The main brand elements, which communicate the goals of the brand, include: 
 

• Identify West Central Indiana in a way that is meaningful to insiders and outsiders 
• Define the geographical location of West Central Indiana 
• Encourage the recognition of West Central Indiana 
• Increase tourism to West Central Indiana 

• Be inclusive to the various audiences (residents, business owners, tourists, college students) by allowing 
customization of the brand 

• Charge each county with creating their own version of the map marker logo within the 
customization guidelines 

• Foster relationships and create advocates for the brand in the former of business owners, 
community leaders, etc. 

• Engage and attract residents and visitors to West Central Indiana 
• Promote the #iamIN hashtag campaign that audiences can use to engage with the brand 

• Allow for audiences to interact with the brand  
• Create decals that business owners can display in their place of operation 
• Develop outdoor sculptures in each county that audiences may take photos with 

 

logo description 
 
The logo associated with the #iamIN brand is a map marker which contains the state of Indiana with the six-
county region of West Central Indiana outlined and highlighted. On the map marker are the words “i am 
IN” and below the map marker are the words “WEST CENTRAL INDIANA.”  
 

logo fonts 
 
The logo for this brand uses three fonts. “i am” is displayed in Homemade Apple, Regular; “IN” is displayed 
in Story of Super Boys, Regular; and “WEST CENTRAL INDIANA” is displayed in Ostrich Sans, Heavy. On any 
documents or webpages that explain the brand, please use Calibri, Italic, 14 Point for body text and Ostrich 
Sans, Bold, 48 Point for headings. All of these fonts may be downloaded free of charge. 
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logo colors 
 
When displaying the original #iamIN logo 
without customization, the following colors 
below (See Figure 2) should be used and 
displayed in the logo as shown to the right (See 
Figure 1). The map marker is Midnight Green 
(#005552) with the shape of Indiana in Quick 
Silver (#A6A6A6) with the shape of Indiana in 
Dark Sky Blue (#88B3D2) at 75% opacity. The 
White (#FFFFFF) overlay in the upper portion of 
the logo is displayed at 30% opacity. The county 
outlines in White (#FFFFFF) and Midnight Green 
(#005552) are displayed at 80% opacity. The text 
“i am IN” is displayed in White (#FFFFFF), and the 
text “WEST CENTRAL INDIANA” is displayed in 
Dark Midnight Blue (#003B5E). 
 
 
 

 
 
Figure 2 #iamIN Color Pallette 
 
 

 

Figure 1 #iamIN Original Logo 
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customization guidelines 
 
Inclusivity is one of the main brand elements. Therefore, the brand allows for customization of the logo. All 
customized logos must be approved by the West Central 2025 Advisory Board. The following guidelines 
should be followed when customizing the brand: 
 

• Colors may be changed to fit various styles and brands. 
• Font type, style, size, and placement must remain the same as the original logo. 
• Style, size, shape, and placement of the state of Indiana must remain the same as the original logo. 
• White overlay area at the top of the logo may be used to showcase a business or brand with no more 

than 30% of the map marker covered by other logos, business names, photos, etc. 
• The text “WEST CENTRAL INDIANA” at the bottom of the logo may only be replaced with county or 

city within West Central Indiana. 
 

contact 
 
For any questions concerning the #iamIN brand, please contact the West Central Indiana Advisory Board 
President Kristin Craig, kcraig@terrehautechamber.com.  
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Appendix D – Implementation Guide 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

    

 

 

 

 
 
 

 
 
 

Brand 
implementation    

guide 
 

 
 
 

#iamIN West Central Indiana. 
 

 
 
 

 

 
 

introduction 
 
In order to increase the success of the proposed branding initiative, the following implementation 
recommendations are being provided to the West Central 2025 Advisory Board. These 
recommendations are based on the research that was conducted through extensive research on 
regionalism and community branding. The West Central 2025 Advisory Board is encouraged to 
brainstorm further opportunities for the brand outside of these implementation recommendations.  
 
It is important to recognize that this implementation guide is fluid and adaptive, through the 
understanding that some items may not be feasible, financially or otherwise, to commit to within the 
overall branding initiative project or within the constraints of the proposed timeline. Therefore, this 
document should be used as a guidebook, not a rule book, when navigating the brand roll-out. 
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proposed timeline 
 
The following timeline is recommended for brand roll-out. Note: some of these specific items are further 
detailed in the remainder of the implementation guide: 
 

• Month 1 – Preparation for Public Launch 
• Discuss brand implementation at West Central 2025 Advisory Board meeting.  

• Choose Brand Manager.  
• Brainstorm Brand Advocates. 

• Design brand website.  
• Goal: To communicate the brand in a meaningful way to those who might interact with 

the brand.  
• Content: Information from the Brand Narrative and the Brand Style Guide. 
• Navigation: Home, Purpose, Brand Narrative, Brand Style Guide, Brand Champions, 

Contact.  
• Make live day of public launch. 

• Prepare social media presence.  
• Facebook, Twitter, Instagram recommended. 
• Make live day of public launch. 

• Create a social media strategy. 
• Gather Brand Advocates that will be ready and able to provide customized versions of the logo 

at launch. 
• Consider beginning the process of trademarking the logo and slogan. 

• Month 2 – Public Launch 
• Press conference 
• Press release 
• Social media live  
• Website live 

• Months 2-4 – First Phase of Brand (Digital) 
• Continue to gather Brand Advocates. 
• Consistently push #iamIN social media campaign on all platforms. 
• Manage and update website as new advocates join the movement. 
• Charge each county’s leadership with designing their own customization of the logo. 
• Create Brand Alliance in which businesses can pay a membership fee to have their business on 

a “Places to Go in West Central Indiana” section of the website. 
• Plan for Second Phase of Brand. 
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• Gather price quotes. 
• Research funding opportunities. 

• Months 5-6 – Second Phase of Brand (Physical) 
• Continue to gather Brand Advocates. 
• Consistently push #iamIN social media campaign on all platforms. 
• Manage and update website as new advocates join the movement. 
• Arrange for print decals to be available for purchase by area businesses to promote the brand 

in their storefronts. 
• Install outdoor sculptures (ideally one in every county). 

• Write press release. 
• Hold ribbon cutting ceremony. 

• Months 6-12 – Third Phase of Brand (Full Implementation) 
• Update the website to include a hashtag feed and/or a photo gallery to showcase residents 

and visitors interacting with the outdoor sculptures and the brand in general. 
• Continue to gather Brand Advocates. 
• Consistently push #iamIN social media campaign on all platforms. 
• Manage and update website as new advocates join the movement and new members join the 

Brand Alliance. 
• Month 12 

• Evaluate overall success and determine future goals of the brand. 
• Brainstorm new opportunities for the brand. 
• Develop brand timeline for next 12 months. 

 

key participants 
 
The successful implementation of the branding initiative depends upon various key participants:  
 

• Brand Manager 
• The Brand Manager ideally would be leadership within the West Central 2025 Advisory Board. 

It is recommended that one person is chosen to lead the roll-out of the brand. The Brand 
Manager will be expected to implement, nurture, manage, and monitor uses of the brand 
across all platforms and partners. The Brand Manager will essentially serve as the primary 
Brand Advocate. 

• Brand Advocates 
• The term Brand Advocate is used to describe someone that supports the brand in various ways, 

including but not limited to 
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• Customizing the logo to find their own style and look. 
• Promoting the brand through their own social media channels. 
• Encouraging others to engage with the brand. 
• Purchasing store decals or other merchandise to display in their own place of business. 
• Sharing positive stories about the brand. 
• Engaging with leadership to help promote the brand. 

• Brand Alliance 
• It is recommended that a Brand Alliance be formed. Members may include businesses, 

organizations, and other brand advocates who are willing to pay membership fees to be a part 
of the Brand Alliance. 

• Members of the Brand Alliance will have the opportunity to have their own customized 
map markers displayed on a map on the website. 

• This web page would contain information about “Place to Go in West Central Indiana.” 
• Other membership perks to consider include a store decal, t-shirt, other brand 

materials, and social media shout-outs/mentions.  
 

products 
 
It is recommended that the implementation of the brand include at least two products: 
 

• Store Decals (See Figure 1) 
• This product would be a map marker decal that stores can display in their storefront windows. 

It is recommended that businesses be allowed to have either (1) their own customized map 
marker, (2) their county’s customized logo, or (3) the general logo printed as a decal. 

• As stated previously, store decals could also be a perk of Brand Alliance membership. 
• Outdoor Sculptures (See Figure 2) 

• This product would be a large interactive map marker sculpture of the logo that visitors and 
residents can stand underneath, take a picture, and share on social media with the hashtag 
#iamIN. 

• As stated previously, ideally there would be a map marker sculpture in every county within 
West Central Indiana. 

• Various Other Opportunities 
• This brand has the potential to support various other product types including  

• smaller handheld cardboard map markers 
• t-shirts 
• stickers, etc. 
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             Figure 1 Storefront Decal                                                                                              Figure 2 Interactive Sculpture 
 
                                   

customization process 
 
While this brand allows for anyone and everyone to customize their own map marker logo. It is 
recommended that the West Central 2025 Advisory Board encourage all customizations to be approved by 
the board. While this could be done in a variety of ways, it is recommended that there be an online 
submission form on the website, where businesses and individuals can submit their logos for approval. 
Additionally, the West Central 2025 Advisory Board may want to partner with a design firm that would 
charge a small fee to help businesses customize their own map markers. It is the Brand Manager’s 
responsibility to monitor for any offensive or unsavory logos. 
 

opportunities 
 
There are a variety of other opportunities that this brand presents depending on the success of the proposed 
implementation. For example, the West Central 2025 Advisory Board may wish to host a contest to 
encourage the customization of the logo. As stated previously, this guide is designed to be flexible and fluid 
as opportunities and challenges will be recognized throughout the implementation process. 
 


