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The Brand Promise Concept
Branding is a perception people have of you, your
business, your product or your community. It’s
also a promise that you are what people perceive
you to be. In that regard, you must deliver on the
promise. When people mention El Dorado, what’s
the first thing that comes to mind? What are their
perceptions? What is the feeling they have when
they hear the name of the city?
The branding portion of the El Dorado
CommunityBrand Action Plan is built around
creating a unique and truthful view of El Dorado;
unique so that it stands out among Arkansas
destinations, and truthful in delivering on the brand
promise.
The recommendations in this plan have been
carefully developed to reinforce the primary brand
message and outline the tasks needed to deliver on
that message. It is important to note that a brand
must be earned. You never “roll out” a brand. You
must deliver on the promise. This “brand promise”
is the identity we hope El Dorado will earn over the
next five to seven years as this plan is implemented.
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El Dorado Brand Promise
Visioning Statement for the Future:
It’s Showtime in El Dorado! Arkansas’ original boomtown is now in its second act! This vibrant
historical city exudes fun with an artistic flair, and its dynamic energy finds expression in
music, food, festivals and theater.
Home to the Southern Theatre Festival, El Dorado is alive with events, performances and
activities all year long. Its historic downtown is perfect for an enchanting day: shopping in
the public market with its fragrant spices, bakery goods and fresh foods, visiting the eclectic
shops, and dining at an outdoor café or elegant restaurant. Music follows as you stroll
through the tree-lined streets, and you find yourself inspired and entertained as you enjoy
an exceptional live performance in one of the many theaters in town.
El Dorado! It’s Showtime!
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The El Dorado Brand

Primary Marketing Logo
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Marketing Logo
Reversed

Municipal Logo 1
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Recommendations

Recommendation #1
The Newly Formed El Dorado Festivals & Events, Inc. Should Take the Leadership Role to Move the Branding Plan Forward

There are only three killers of any community
branding project:

making things happen – actually getting their hands
dirty. This goes beyond just attending meetings.

• Local politics

2. EFEI must be enthusiastic about the brand
direction. They need to be 100% supportive of the
brand direction and be willing to champion the cause.
They are the voice and champions for the brand.

• Lack of champions
• Lack of funding (private as much or more than
public)
El Dorado Festivals & Events (EFEI), a newly formed
organization for the purpose of taking the branding
action plan as its mission, should take on the role
of a Brand Leadership Team to champion the cause
for change and lead the branding effort. EFEI is
responsible for the implementation of this plan and
this rebranding effort rests on their shoulders.
EFEI needs two staff members:
• Festival & Events Manager
• Logistics Manager
The Festival & Events Manager has already been hired
by the organization. He will work with the board of
EFEI to lead the implementation of the initiatives in
this Plan.
As implementation moves forward, the following
points should be kept in mind:
1. The branding effort is a long-term project that
requires action – not just directing. The board of
directors must be willing to commit their time to
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3. Public speaking to inform and motivate the
community is an essential part of developing a
success community brand. The more members
of the community that support the brand, the
more successful the brand will be. Board members
should be good public speakers, and they should
commit to speaking at various community functions
throughout the year. Their job is to “sell” the brand to
the community, generating buy-in and enthusiasm
for the direction. They need to be able to empower
people to join in the branding effort.
4. EFEI must be willing to take a few “hits” along
the way. Not everyone in the community will be
supportive of the brand direction, and the board
needs to acknowledge that. You cannot do branding
by public consent – you will never get everyone
to agree on a brand, unless it is so generic that it is
ineffective as a brand.
5. EFEI will also be the “brand police” or “brand cops.”
This means they protect the brand and its graphics
from unauthorized use, and approve marketing
materials where the brand tag line and graphics are
being used. They provide approvals based on each

use. When other organizations create marketing
materials, there should be continuity so that all
El Dorado marketing fits within the brand. These
organizations would submit marketing material drafts
to EFEI for review, feedback and approvals.
6. They are also the steering committee for future
brand-related consulting services, working with the
city and other organizations.
7. EFEI is charged with implementing this plan and
keeping it on track. Yes, they will push assignments to
and partner with various organizations to make sure
things are, in fact, happening.
8. They should work to get as many people and
organizations on the same page and pulling in the
same direction as they can. If they can do this, the
entire process becomes fun. Then peer pressure keeps
the effort moving forward.
9. Other champions can become involved, attend
meetings, provide input and ideas, etc. Various other
organizations should be sought out as committee
members for various projects that fit within their
missions.
In implementing the recommendations in this plan,
EFEI will work with other organizations to carry out
each initiative as appropriate. These may include the
City of El Dorado, Union County, the Chamber of
Commerce, Main Street, and others as well.
EFEI will also focus on the following tasks:

Recommendations

Recommendation #1 (cont.)
The Newly Formed El Dorado Festivals & Events, Inc. Should Take the Leadership Role to Move the Branding Plan Forward

•

Recruiting outside events into downtown El
Dorado

•

Assisting with logistics for those festivals and
events

•

Working on marketing efforts and closely
coordinating these efforts with Advertising and
Promotions, Main Street, and all other entities

•

Forming or recruiting a Theatre Festival in El
Dorado

•

Assist the implementation contractor, and act as
the local liaison between contractor and local
organizations

It’s important to point out that branding is never
done. You cannot rest on your laurels. If you are the
best, people will be gunning for you. A good example
is Napa Valley, California. How many wine regions, in
California alone, are trying to topple Napa as the wine
capital? Even Disneyland, with all its success, didn’t
stop development – they spent a fortune developing
California Adventure. Winners can never rest on their
laurels, so this is not something you start and then
walk away from. There will always be a need for brand
cops, messaging, and promotion.
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Recommendation #2
Seek Funding for Key 2011 Projects

El Dorado Festivals & Events, Inc. should seek funding
for the projects to begin brand development. These
will include:
•

Implementation funding ($150,000)

•

Style Guide development ($15,000) (A&P?)

•

Urban planning services for the downtown
development plan ($135,000) This may be a grant
eligible project. (City, grant eligible)

•

Wayfinding system design ($85,000) This may be a
grant-eligible project. (City, grant eligible)

•

Wayfinding system implementation, Phase I
($50,000) This may be a grant-eligible project.
(City, partnerships?)

Because the emphasis of the entire brand will
primarily take place in downtown El Dorado, Main
Street resources should be integrally linked to the
branding effort. They will be seamless.
Partners could include, but not be limited to, the
following as appropriate:
•

Advertising & Promotions Committee (marketing,
advertising, PR)

•

Chamber of Commerce

•

City of El Dorado

•

El Dorado Economic Development Board

•

El Dorado Historic Preservation
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•

Main Street El Dorado

•

South Arkansas Arts Center

•

South Arkansas Community College

•

South Arkansas Historical Foundation

•

South Arkansas Symphony

•

Union County

As the focus of the brand is arts and culture, there
may be many opportunities for funding from
private foundations. Also look into grant programs
for urban planning services, wayfinding system
design, “planning grants” such as CDBG (Community
Development Block Grant) for implementation
services.

Recommendations

Recommendation #3
Work Towards City-wide Adoption of the Brand

One very important role to be played by the EFEI will
be to bring other organizations within the community
to the table to adopt the brand. The EFEI will need
to work closely with the city, the community and
organizations so that support grows throughout the
community and the brand can succeed. It takes an
entire “village” to create a successful brand and that
means everyone working together. The more people
and organizations you can get on the same page,
pulling in the same direction, the more successful the
plan will be.

to organizations such as the Chamber, Rotary, and
downtown business groups, will draw out interested
people who could become additional advocates or
“champions” of the brand.

We surveyed 400 well-branded towns in North
America, and in 396 of those communities the brand
was a grass-roots effort. Rarely will a “top down” effort
yield success. This plan needs the voices and action of
people who are willing to spend time and money in
bringing this plan to fruition.
We recommend that the EFEI develop a PowerPoint
presentation for use when speaking to organizations
about the branding plan. The presentation
would explain the purpose and strategies for plan
development, with special emphasis on how it will
benefit the community. The presentations should
be primarily graphics, short and fast-moving to retain
interest while quickly telling the story. We suggest
using information and graphics from this Plan,
combined with specific information targeted to each
organization. Showcase the graphics, downtown
conceptual plans (when developed) and, most
importantly, how they can contribute. Presenting
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Set up a speaking schedule, and include the
following:
•

Chamber of Commerce

•

Civic clubs

•

Local media

•

Non-profit organizations

•

Auxiliary and fraternal organizations

•

Boards (college, school, hospital, etc.)

•

City council and commissions

•

Union County Quorum Court

•

State offices, statewide organizations (conference
sales)

•

Make up a list of local and state-wide
organizations. EVERYONE can play a role in
developing the brand. Find out when they meet
each month and ask to be placed on the agenda
sometime in 2011 and again in 2012. Most of
these would be a 20-minute presentation. Have
EFEI members agree to each speak at two or three
events.

can contribute:
•

High school and college students as street
musicians and artisans

•

Theater arts, South Arkansas Historical Foundation,
South Arkansas Symphony and the South
Arkansas Arts Center doing public performances
in outdoor spaces

•

Auxiliary organizations paying for gateway signs
at entry points into El Dorado and downtown (as
designed in the Wayfinding System). Paying for
development and enhancement of public plaza
areas

•

Boy Scout troops, Boys & Girls Club, Keep Arkansas
Beautiful, Master Gardeners helping with event
clean-up, pressure washing sidewalks, putting up
flag poles and seasonal decorations

•

School children performing in public spaces
to drive local residents into downtown. School
children involved in a sidewalk chalk art weekend
(which are growing in popularity)

•

Musical church groups (choirs, instrumentalists,
etc.) performing in downtown music festivals

Here are some ideas as to how different organizations
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