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Branding Working Group Branding Working Group 
Introd ctionsIntrod ctions
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IntroductionsIntroductions
 Opening remarksOpening remarks
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sm  Opening remarksOpening remarks

Gary SherwinGary Sherwin

 Working group membersWorking group members
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  Working group membersWorking group members

 Brand research facilitator/advisorBrand research facilitator/advisor
Don AndersonDon Anderson
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P rpose of Working Gro p EffortP rpose of Working Gro p Effort
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Purpose of Working Group EffortPurpose of Working Group Effort
 Advise on and execute a customized brandAdvise on and execute a customized brand
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sm  Advise on and execute a customized brand Advise on and execute a customized brand 

research programresearch program

 Craft a Balboa Village brand vision statementCraft a Balboa Village brand vision statement
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  Craft a Balboa Village brand vision statementCraft a Balboa Village brand vision statement

 Formulate a Balboa Village brand promise with key Formulate a Balboa Village brand promise with key 
identity guidelines and messagingidentity guidelines and messaging
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 Communicate results to Balboa Village Citizens Communicate results to Balboa Village Citizens 
Advisory Panel (CAP)Advisory Panel (CAP)
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Working Gro p E pected O tcomesWorking Gro p E pected O tcomes
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Working Group Expected OutcomesWorking Group Expected Outcomes
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Brand VisionBrand Vision
20202020
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Brand Research Brand Research 
ProgramProgram

20202020
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•• Secondary documentation review (7 sources)Secondary documentation review (7 sources)
Brand PromiseBrand Promise

20122012
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•• Personal interviews (6 individuals)Personal interviews (6 individuals)
•• Online surveys (3 questionnaires)Online surveys (3 questionnaires)
•• Group meetings and reporting (3 sessions)Group meetings and reporting (3 sessions) BriefingBriefingp g p g ( )p g p g ( ) gg

ReportReport



What is Destination/Community/ What is Destination/Community/ 
District Branding?District Branding?
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District Branding?District Branding?
The creation of a destination/community/districtThe creation of a destination/community/district
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sm The creation of a destination/community/district The creation of a destination/community/district 

brand is not a quick fix process. It is not a onebrand is not a quick fix process. It is not a one--time time 
marketing campaign or program nor a logo/slogan marketing campaign or program nor a logo/slogan 
d i id titd i id tit
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Effective destination/community/district branding is Effective destination/community/district branding is 
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residents with a clear memory of a unique occasion residents with a clear memory of a unique occasion 
that connects with them emotionallythat connects with them emotionally
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Activities in the Activities in the 
Effecti e De elopment of a BrandEffecti e De elopment of a Brand
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Effective Development of a BrandEffective Development of a Brand
 A researchA research--based strategy leading to creativebased strategy leading to creative
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sm  A researchA research based strategy leading to creative based strategy leading to creative 

executionexecution

 Descriptive functional and emotionalDescriptive functional and emotional
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  Descriptive functional and emotional Descriptive functional and emotional 

attributes/benefits definedattributes/benefits defined

 Unique appeals identified for community/districtUnique appeals identified for community/district

oa
 V

illa
g

oa
 V

illa
g  Unique appeals identified for community/district Unique appeals identified for community/district 

positioningpositioning

 A community/district brand promise formulationA community/district brand promise formulation
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lb  A community/district brand promise formulationA community/district brand promise formulation

 A future brand vision statement developedA future brand vision statement developed

 Guidelines provided to develop an effective brand Guidelines provided to develop an effective brand 
identity platformidentity platform



Why Destination/Community/District Branding Why Destination/Community/District Branding 
d Vi i i A I t t T D ?d Vi i i A I t t T D ?
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and Visioning Are Important To Do?and Visioning Are Important To Do?

 Positive destination/community/district imagePositive destination/community/district image
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sm  Positive destination/community/district image Positive destination/community/district image 

buildingbuilding

 Greater destination/community/district competitiveGreater destination/community/district competitive
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  Greater destination/community/district competitive Greater destination/community/district competitive 

advantageadvantage

 Enhanced destination/community/districtEnhanced destination/community/district
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awareness and market conversionawareness and market conversion

 AgreedAgreed to destination/community/district futureto destination/community/district future
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lb  AgreedAgreed--to destination/community/district future to destination/community/district future 

state of beingstate of being

Destination/DistrictDestination/District
Buying PropositionBuying Proposition

Increased SpendingIncreased Spending
and Investmentand Investment

Higher Quality ofHigher Quality of
Place and LifePlace and Life
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Balboa Village Brand MethodologyBalboa Village Brand Methodology
 Branding working group meeting discussions centered on Branding working group meeting discussions centered on 

community values key drivers imagery and vision/promisecommunity values key drivers imagery and vision/promise
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statement formulationstatement formulation

 Three surveys containing approximately 20 closedThree surveys containing approximately 20 closed--endedended
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  Three surveys containing approximately 20 closedThree surveys containing approximately 20 closed ended ended 

and openand open--ended questions for visitors/residents and 10 for ended questions for visitors/residents and 10 for 
BID owners/operatorsBID owners/operators
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 Email databases usedEmail databases used

 Visitors (Visit Newport Beach and Catalina Flyer contacts)Visitors (Visit Newport Beach and Catalina Flyer contacts)
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lb  Residents (City of Newport Beach eResidents (City of Newport Beach e--newsletter and two Balboa newsletter and two Balboa 

Peninsula community associations contacts)Peninsula community associations contacts)

 BID owners/operators (City of Newport Beach Balboa VillageBID owners/operators (City of Newport Beach Balboa Village BID owners/operators (City of Newport Beach Balboa Village BID owners/operators (City of Newport Beach Balboa Village 
BID contacts)BID contacts)



Balboa Village Brand Balboa Village Brand 
Image/Perception S r e ResponsesImage/Perception S r e Responses
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Image/Perception Survey ResponsesImage/Perception Survey Responses
Sample SizesSample Sizes
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Visitors/Potential Visitors (n=614; 459 visitors, 155 Visitors/Potential Visitors (n=614; 459 visitors, 155 
potential visitors)potential visitors)
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 potential visitors)potential visitors)

Residents (n=408; 164 live in Balboa Village, 244 Residents (n=408; 164 live in Balboa Village, 244 
elsewhere in Newport Beach)elsewhere in Newport Beach)
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BID Owners/Operators (n=31)BID Owners/Operators (n=31)
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Balboa Village Balboa Village gg
Brand Survey Key ResultsBrand Survey Key Results



Location Knowledge of Balboa VillageLocation Knowledge of Balboa Village
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LocationLocation VisitorsVisitors
PotentialPotential
VisitorsVisitors ResidentsResidents
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Balboa PeninsulaBalboa Peninsula 68.068.0 41.341.3 91.091.0

Balboa IslandBalboa Island 30.930.9 24.524.5 7.87.8
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Don't KnowDon't Know 1.11.1 34.234.2 1.21.2
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Tra eler CharacteristicsTra eler Characteristics
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Traveler CharacteristicsTraveler Characteristics
VisitorsVisitors
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sm  90% are day visitors (avg. stay of 4.6 hours)90% are day visitors (avg. stay of 4.6 hours)

 Over 90% used personal or rented vehicleOver 90% used personal or rented vehicle
 Overwhelmingly married  wellOverwhelmingly married  well educated  high household income educated  high household income 
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  Overwhelmingly married, wellOverwhelmingly married, well--educated, high household income educated, high household income 

and whiteand white
 Frequent visits (nearly 6 visits on avg.)Frequent visits (nearly 6 visits on avg.)
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ResidentsResidents
 Over 97% are day visitors (avg. stay of 2.4 hours)Over 97% are day visitors (avg. stay of 2.4 hours)
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lb  Almost 70% used personal or rented vehicle with the rest biking, Almost 70% used personal or rented vehicle with the rest biking, 

walking or using ferrywalking or using ferry
 Overwhelmingly married  highly educated  very high household Overwhelmingly married  highly educated  very high household  Overwhelmingly married, highly educated, very high household Overwhelmingly married, highly educated, very high household 

income and whiteincome and white
 Very frequent visits (nearly 14 visits on avg.)Very frequent visits (nearly 14 visits on avg.)



Primary Purpose of Last TripPrimary Purpose of Last Trip
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(% of respondents)(% of respondents)

Primary PurposePrimary Purpose VisitorsVisitors ResidentsResidents
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sm Primary PurposePrimary Purpose VisitorsVisitors ResidentsResidents

Leisure/Leisure VacationLeisure/Leisure Vacation 37.637.6 26.426.4
Catalina Island TransportationCatalina Island Transportation 21 421 4 1 31 3

ge
 B

ra
nd

 
ge

 B
ra

nd
 Catalina Island TransportationCatalina Island Transportation 21.421.4 1.31.3

ShoppingShopping 9.89.8 9.29.2
Visiting Friends and RelativesVisiting Friends and Relatives 8 18 1 7 17 1

oa
 V

illa
g

oa
 V

illa
g Visiting Friends and RelativesVisiting Friends and Relatives 8.18.1 7.17.1

PassingPassing--ThruThru 5.75.7 8.88.8
Personal ReasonsPersonal Reasons 5.75.7 10.910.9
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lb Personal ReasonsPersonal Reasons 5.75.7 10.910.9

Business Meeting/EventBusiness Meeting/Event 2.22.2 3.83.8
DiningDining 2.02.0 7.17.1DiningDining 2.02.0 7.17.1
OtherOther 7.47.4 25.625.6



Top 10 Visitor Activities/Events ParticipationTop 10 Visitor Activities/Events Participation
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(% of respondents)(% of respondents)

ShoppingShopping 60.960.9

 A
ss

es
sm

 A
ss

es
sm

Dining experienceDining experience 58.758.7
Beach outingBeach outing 47.847.8
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SightseeingSightseeing 47.847.8
Beach hiking/walkingBeach hiking/walking 39.139.1
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Catalina Island transportationCatalina Island transportation 37.037.0
Balboa Fun Zone entertainment/nightlifeBalboa Fun Zone entertainment/nightlife 26 126 1
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lb Balboa Fun Zone entertainment/nightlifeBalboa Fun Zone entertainment/nightlife 26.126.1

Visiting friends and relativesVisiting friends and relatives 23.923.9
BikingBiking 13 013 0BikingBiking 13.013.0
Visited ExplorOcean/Newport Harbor Nautical MuseumVisited ExplorOcean/Newport Harbor Nautical Museum 10.910.9



Key Functional Images/Word DescriptionsKey Functional Images/Word Descriptions
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(ranked by number of mentions)(ranked by number of mentions)

 Restaurants, dining, foodRestaurants, dining, food
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sm  Restaurants, dining, foodRestaurants, dining, food

 Balboa Island FerryBalboa Island Ferry
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 Beaches, sandBeaches, sand

 Boats, boatingBoats, boating
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 Water, oceanWater, ocean

F i h lF i h l
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 Fun ZoneFun Zone



Key Emotional Images/Word DescriptionsKey Emotional Images/Word Descriptions
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 FunFun
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sm  FunFun

 Relaxing, restful, rejuvenatingRelaxing, restful, rejuvenating
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 Memories, nostalgicMemories, nostalgic

 HappyHappy
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 RundownRundown

B tif l i i tB tif l i i t
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lb  Beautiful, scenic, picturesqueBeautiful, scenic, picturesque



Top 6 Community/District Top 6 Community/District 
Descriptive Statements RankingDescriptive Statements Ranking
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(based on a 5(based on a 5--point scale)point scale)

Image StatementImage Statement MeanMean
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Balboa Village has good weatherBalboa Village has good weather 4.074.07
Balboa Village is a unique destinationBalboa Village is a unique destination
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 Balboa Village is a unique destinationBalboa Village is a unique destination 3.873.87

The area contains beautiful nature and The area contains beautiful nature and 
sceneryscenery
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The overall mood of the area is peaceful and The overall mood of the area is peaceful and 
relaxedrelaxed
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lb relaxedrelaxed 3.843.84

Balboa Village is a safe regionBalboa Village is a safe region 3.833.83
The area offers plenty of opportunities for The area offers plenty of opportunities for 
marine recreationmarine recreation 3.833.83



Bottom 6 Community District Bottom 6 Community District 
Descriptive Statements RankingDescriptive Statements Ranking

m
en

t
m

en
t

(based on a 5(based on a 5--point scale)point scale)

Image StatementImage Statement MeanMean
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Balboa Village offers a variety of shopping optionsBalboa Village offers a variety of shopping options 3.223.22

Th ff i t f i htlif d t t i tTh ff i t f i htlif d t t i t 3 153 15
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 The area offers a variety of nightlife and entertainmentThe area offers a variety of nightlife and entertainment 3.153.15

The area offers affordable accommodation choicesThe area offers affordable accommodation choices 2.952.95

oa
 V

illa
g

oa
 V

illa
g

Interesting cultural activities are availableInteresting cultural activities are available 2.932.93

Th ff d i t f d tiTh ff d i t f d ti 2 912 91
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lb The area offers a good variety of accommodation The area offers a good variety of accommodation 

choiceschoices
2.912.91

WellWell--developed general infrastructure is in placedeveloped general infrastructure is in place 2.892.89



Top 10 Community District Attraction RatingsTop 10 Community District Attraction Ratings
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AttractionAttraction MeanMean
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The Wedge surfingThe Wedge surfing 4.334.33
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Balboa Peninsula beachBalboa Peninsula beach 4.154.15
Catalina Flyer catamaranCatalina Flyer catamaran 4.134.13
B lb PiB lb Pi 4 004 00
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g Balboa PierBalboa Pier 4.004.00

The PavilionThe Pavilion 3.743.74
Fun Zone harbor cruisesFun Zone harbor cruises 3 663 66
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lb Fun Zone harbor cruisesFun Zone harbor cruises 3.663.66

Balboa Fun Zone and BoardwalkBalboa Fun Zone and Boardwalk 3.553.55
Balboa Inn “The Resort”Balboa Inn “The Resort” 3.323.32
ExplorOcean/Newport Harbor Nautical MuseumExplorOcean/Newport Harbor Nautical Museum 3.133.13



Key Decision Factors In Key Decision Factors In 
Choosing a Area/DestinationChoosing a Area/Destination
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(based on a 5(based on a 5--point scale)point scale)

FactorFactor MeanMean
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Offers personal safetyOffers personal safety 4.464.46
Destination cleanlinessDestination cleanliness 4.424.42
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Excellent service qualityExcellent service quality 4.294.29
RelaxationRelaxation 4.294.29
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g Good weatherGood weather 4.284.28

Hospitable, friendly peopleHospitable, friendly people 4.274.27
Excellent reputationExcellent reputation 4 204 20
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lb Excellent reputationExcellent reputation 4.204.20

Unique settingUnique setting 4.184.18



Priority New Development/ Priority New Development/ 
Impro ement Req irementsImpro ement Req irements
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Improvement RequirementsImprovement Requirements
Visitors/ResidentsVisitors/Residents
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sm Visitors/ResidentsVisitors/Residents

Foodservices/RestaurantsFoodservices/Restaurants 11
ShoppingShopping 22
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 ShoppingShopping 22

ParkingParking 33
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N.B.N.B. Residents and district business Residents and district business 
owners/operators are 2 and 3 times more likely owners/operators are 2 and 3 times more likely 
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to indicate that additional attractions, facilities to indicate that additional attractions, facilities 
or services are needed.or services are needed.



Community/District Name IdentificationCommunity/District Name Identification
m

en
t

m
en

t

(number of responses, open(number of responses, open--ended question)ended question)

NameName VisitorsVisitors NB ResidentsNB Residents BV ResidentsBV Residents
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BalboaBalboa 131131 4343 4343

Balboa IslandBalboa Island 4343 77 00
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 Balboa IslandBalboa Island 4343 77 00

Fun ZoneFun Zone 3636 6565 1919
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g Newport BeachNewport Beach 2323 00 00

Balboa Fun ZoneBalboa Fun Zone 1616 1212 88
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lb Balboa PeninsulaBalboa Peninsula 1616 66 1010

PeninsulaPeninsula 1616 2222 55PeninsulaPeninsula 1616 2222 55

Balboa VillageBalboa Village 00 55 1010



Community/District Community/District 
Relevant Name IdentificationRelevant Name Identification
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(% of respondents, closed(% of respondents, closed--ended question)ended question)

NB NB BV BV 
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Balboa VillageBalboa Village 26.526.5 19.619.6 31.031.0
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Balboa Fun ZoneBalboa Fun Zone 25.925.9 37.937.9 23.823.8

Balboa Peninsula Historic DistrictBalboa Peninsula Historic District 11 011 0 10 510 5 11 911 9
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g Balboa Peninsula Historic DistrictBalboa Peninsula Historic District 11.011.0 10.510.5 11.911.9

Balboa Village DistrictBalboa Village District 7.87.8 2.72.7 2.42.4
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Newport's Old TownNewport's Old Town 7.27.2 4.64.6 1.61.6

Balboa Historic VillageBalboa Historic Village 6 76 7 5 05 0 4 04 0Balboa Historic VillageBalboa Historic Village 6.76.7 5.05.0 4.04.0



Recommended Community/District Recommended Community/District 
Brand NameBrand Name
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Preliminary Balboa Village Preliminary Balboa Village 
Brand Vision StatementBrand Vision Statement
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Brand Vision StatementBrand Vision Statement
In 2020In 2020
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Balboa Village Fun Zone is a unique piece of the heart and soul Balboa Village Fun Zone is a unique piece of the heart and soul 
of Newport Beach and is an inviting familyof Newport Beach and is an inviting family--friendly friendly 
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entertainment, shopping and dining district. Recognized as entertainment, shopping and dining district. Recognized as 
Newport Beach's original townsite, the revitalized Newport Beach's original townsite, the revitalized 
neighborhood community is anchored by a complementaryneighborhood community is anchored by a complementary
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g neighborhood community is anchored by a complementary neighborhood community is anchored by a complementary 

mix of large and small scale attractions including the dynamic mix of large and small scale attractions including the dynamic 
new ExplorOcean interactive museum, the restored Balboa new ExplorOcean interactive museum, the restored Balboa 
Performing Arts Theater and event center and the renovatedPerforming Arts Theater and event center and the renovated
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lb Performing Arts Theater and event center, and the renovated Performing Arts Theater and event center, and the renovated 

iconic Pavilion.iconic Pavilion. The expanded Fun Zone offers a quaint and The expanded Fun Zone offers a quaint and 
engaging environment that offers an array of harbor and engaging environment that offers an array of harbor and 
beachfront activities for many age groups and is a celebrationbeachfront activities for many age groups and is a celebrationbeachfront activities for many age groups, and is a celebration beachfront activities for many age groups, and is a celebration 
of the classic Southern California beach life that is of the classic Southern California beach life that is 
contemporary in personality but steeped in tradition.contemporary in personality but steeped in tradition.



Preliminary Balboa Village Preliminary Balboa Village 
Brand Promise StatementBrand Promise Statement
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Brand Promise StatementBrand Promise Statement
In 2012In 2012
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Balboa Village Fun Zone is a unique piece of the Balboa Village Fun Zone is a unique piece of the 
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 heart and soul of Newport Beach. It embraces the heart and soul of Newport Beach. It embraces the 

role of a classic Southern California beachside role of a classic Southern California beachside 
neighborhood that honors its entertainment heritageneighborhood that honors its entertainment heritage
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g neighborhood that honors its entertainment heritage neighborhood that honors its entertainment heritage 

and provides a variety of active and passive and provides a variety of active and passive 
waterfront and beach activities, dining and casual waterfront and beach activities, dining and casual 
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lb shopping. It is here that you can find an environment shopping. It is here that you can find an environment 

that offers a nostalgic and relaxed celebration of that offers a nostalgic and relaxed celebration of 
good times and family memoriesgood times and family memoriesgood times and family memories.good times and family memories.



Balboa Village Brand Development Balboa Village Brand Development 
Ne t StepsNe t Steps
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Next StepsNext Steps
 Recommended revised brand identity includingRecommended revised brand identity including
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sm  Recommended revised brand identity including Recommended revised brand identity including 

messaging and new signage programmessaging and new signage program

 Other brand research and identity presentationOther brand research and identity presentation
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  Other brand research and identity presentation Other brand research and identity presentation 

meetingsmeetings

 Brand development briefing report documentationBrand development briefing report documentation
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CAP MeetingCAP Meeting
May 15 2012May 15 2012May 15, 2012May 15, 2012



Brand Development Status ReportBrand Development Status ReportBrand Development Status ReportBrand Development Status Report

Balboa Village Balboa Village 
Citi Ad i P l P ti i tCiti Ad i P l P ti i tCitizen Advisory Panel ParticipantsCitizen Advisory Panel Participants

Thank You!Thank You!


