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%?)\EI}VE YOU EVER SAID THIS?

“...the board doesn’t understand branding...”
“...no one can articulate the mission.”
“We can’t afford a good communications firm...”
“...we have a hard time getting funding.”
“No one knows who we are...”

“Our logo sucks.”
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‘TRUE OR FALSE?

Our organization understands the value of raising the
visibility of its brand among stakeholders, policy-makers,

funders and the public in general.

Audiences we’d like to reach clearly understand who we are

and what we do.

Our brand generates a positive feeling about our organization
to the point that people trust and respect what we say and do.

Therefore, they support and engage with us.
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Identity is typically thought of as those elements
encompassing mainly visual components, such as logos,

stationery, print collateral, signage, etc.
Brand identity is the sum of what you say you are as
expressed through words, colors, symbols, environments,

attitudes, and positioning.

You have a high degree of control over your identity.



%B@NTITY BENEFITS

A strong identity helps strengthen your image and

supports your marketing.

When your identity system is consistent, you create a

positive, lasting impression of your organization.

The value of your brand identity increases each time it’s
presented appropriately but decreases with every

incorrect or improper application.




Image is the intangible cluster of feelings, impressions
and opinions that form perceptions of a an organization,

service or experience.

You can try to project a certain image, but it is your

audience that forms your image in their collective mind.

Perception is reality.




ADENTITY VERSUS IMAGE
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IDENTITY IS WHO YOU
SAY YOU ARE.

IMAGE IS WHO YOUR AUDIENCE
SAYS YOU ARE...
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‘MARKETING

In the nonprofit sector, marketing is often considered
either a luxury or a necessary evil on which few admit

spending too much time, consideration or money.
But leveraging effective (often limited) resources is
strategically essential to a successful nonprofit, making

the laws and tools of branding even more important.

WHY?



%?)\%ARKETING

Because powerful nonprofit brands raise more [positive]
awareness and money, attract more volunteers and,

ultimately, impact more people.

Everyone has a story. But if you’re not telling it with an
authentic and compelling narrative that is relevant and

humanistic, people won’t support you.

People don’t give to an idea--they give when they are

compelled by an emotional connection.




A [successful] brand is a promise that a company,

organization or product/service/experience keeps to its

customers/stakeholders.

Although it’s intangible, it’s a real, dependable, strong and
emotional connection. An effective brand conveys your

essence, character and purpose.

Using the components of your brand identity, marketing

generates awareness for and positions the organization.
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%B\%AND ASPECTS

REPUTATION
How well your desired audiences think about your organization.

ESTEEM
How your target audiences rate you or your organization.

RELEVANCE
How much your audiences need or care about what your
organization does.

DIFFERENTIATION
How you are distinguished from others.




%?)\gAND IMPRESSIONS

Brands are experienced internally and externally

through all encounters:

% |dentity # Administration/Operations
% Marketing # Past Experiences

# Public Relations # Environments

# Fundraising % Staff and Volunteers

# Collateral Materials % Word of Mouth

& Web Site % Programming




%?)QODCCESSFUL BRANDS

% Build loyalty

# Drive perceived quality (perception is reality)
# Provide differentiation

% Allow flexibility

% Create credibility




%?)%AND DOMAIN

Branding IS NOT simply a communications concept.

It is an intricate part of ALL functions and decisions

and, therefore, not the exclusive domain of marketing.

Finance, operations, human resources , technology,
planning and development strategies should all reflect

and support your core values and attributes.
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A solid branding program:

# Communicates your organization’s value proposition more
efficiently and effectively;

# Grows the size of your audiences (including board members,
volunteers, and potential funders);

# Motivates your audiences to spread the word for you.
Positive WOM (Word of Mouth) is the best and cheapest
form of advertising; and

# Informs your marketing and programming.




%?)\gAND MANAGEMENT

ENCOUNTERS

If all brand encounters are not planned and controlled as an
extension of the organization’s business, development and
programming strategy, then the result is an accidental

brand. And, in most cases, a diminished one...




BRAND IDENTITY
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BRAND IDENTITY
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BRAND IDENTITY

DOWNTOWN
WEEKEND

Downtown shuttle bus service offered to
LSU games

Celebrate the

4th

Game day shuttles from downtown to LSU football games will
once again be offered this season, thanks to a deal between a
private bus operator and business owners. Hotard Coaches will
offer the service, beginning three hours before kickoff. The buses
will pick up fans at two sites: at North Boulevard and Third Street
and at France and St. Phillip streets (on the side of the Sheraton
Baton Rouge Convention Center). S vy
Round-trip tickets will be on sale :
at the Sheraton and Hilton

Baton Rouge Capitol Center and
Gameday at the North Boulevard
location for $15. Fans are encouag
ed to take the shuttle buses as a
way of reducing parking problems
on campus.

Downtown!

DOWNTOWN
DEVELOPMENT
DISTRICT

A Passion for Progress
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DOWNTOWN
DEVELOPMENT
= DISTRICT

A PAS5ION FOR

DOWNTOWN
DEVELOPMENT
DISTRICT

A Passion for Progress
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LOUISIANA

Department of Cubture, Recreation & Tourism

BRAND IDENTITY
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BRAND IDENTITY
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‘THE BRAND FORMULA
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MISSION, VISION & VALUES + MESSAGE = BRAND

The power of a brand stems from connecting your
mission, vision and values with your message. It’s not
about being “cool,” rather, within the realm of nonprofits,
it’s about being clear, consistent and compelling.

Powerful brands are built by organizations who deliver on
a message that is authentic and distinctive and, most
importantly, connects with a target audience.
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OO\EI)JK YOUR BRAND TO YOUR CORE
MISSION, VISION & VALUES

Vision

\ 4

Mission

Y

Values

Brand Position
Brand Voice

Brand Equity

Y

Y

A 4

\ 4

What you want to be
What you are going to do
What you stand for

How you are perceived
How you look, feel and act

The power of your brand
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BRAND IDENTITY
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Mission Statement

Envich the community by celebrating its native culture

-Educate the public to the historical achievem
cukures,

-Encowage an appreciabion for the arts

; and artistic expressions of related giobal

-Enhance the economic development of the Acadiana region through the presentation of an
intemationally recognized arns event;

Promote cultural exchange on a national and internafional level
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We Advocate.

Join Donate Subscribe

About

Mcmbership

Events
Welcome to CANI We Strengthen.
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Membership : Conferences We Connect.
! Workshops
Join CAN today and be part of a statewide
network connectng you to the resources { To browse events by month, chedk
and tools you'll need to move your nonprofit i the CAN Calendar or dick hera for a
forward! ; complate listing of upcoming CAN
| EVerts
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SBPTLF A LIRS et i
mv a2 h1|:p:fﬁhm.m’mlhﬂmwtntagmmﬁmLsaﬁi'.fun'nuon_m:ﬂ _!‘ E 5
Fla Edt Vs Fasoidlen  Tosk  Hap
Google | reds norproft sesociston g G085 B O B » D~ | O Soclmense @gcboced Foed -~ P setngse

G |‘:,'j-T LT The Lovisns Assoda., | B Cerir For Horprodb v, % th - B - &= v |irPage - O Toos -

center for MOmp rofit
advancement

STRENGTHENIND NONPRORATE IN GREATER WABRNG™” . « EDUCA TI0N = ETW ORK Ml = A0 WOCACY = S0 MG FOWER

H

R, Mission B Vision Statements

Progrens &

The Centers Missian

Tha rmigsan of tha Cantar for Nonps

nerprofit erganizations in matropall

diverse needs of their communities center for nonprofit
adva ent

WA | cemer o Nononoit Advanceent
(LT

nprolic Leaam 1g

Tu do this; the Center provides the
Haadth Cams Pre pram resources it needs to succesd, inclu
group buying programs.

BTREKOTHERING MOKPROFITE M GREATER |GTO N « EOLCATION « NETWOREBG  ADYDCADY = SLIVING POWER

Afncaty Huima

Thie Canter's Vision
The Cemier for Mongrofit AdvancemSERCI I
recognizad and valuad ag 2 oy pai

WandusBa Values and Belicfs

P

Tha Canier for Menprofit Wancement's Yalues and Baliats

Misan Trom Tha Mambarmshin gk

o Rlanposdin Leandng pwabon; The Center is open {o new Cess and opoortuntes, and works to epgender
LItk E creative thinking.

Diversityr The Carter recognizes how diversty enfches the orpanzation, brngs dinect
vaks by broadaning parspedves, and anables tha Canter to tap into dferant
sxparerces. beckgrounds. and outiooks,

Exzalancze: The Canber sirives Far qualiy and aching bop stendarc ameng the waff
and board and within the nonprofit sactor through cur programes and services.

Aocountabifty; The Canter wil communicate its mission clearly snd serve =a effective
stewands of the commuinty's and our members’ trust

Seryipzi The Cenier tales senously & siewardshp role to shrengthen gur members
and the nonproft secior thwough education, networking, advocecy snd proup buying.
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%?)Q?SE STUDY

BREC [The Recreation & Parks Commission
for East Baton Rouge Parish]
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REBRANDING FOR THE FUTURE

Expanded programming, new and updated properties
meant more opportunities to reach a bigger audience with
strategic positioning and an enhanced brand identity.
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BEFORE

Recreation and Park
Commission for the Parish
of East Baton Rouge

Emaill 8 Friend | Printer Friendly
This week at BREC!

Gﬂlmﬂﬂ
‘SIGN UPL Welcome to BREC, the Recreation and Park

Commission for the Parish of East Baton Rouge.
Click on any icon below to learn more about these programs.
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BEFORE

Recreation and Park [
Commission for the Parish SEARCH
of East Baton Rouge
Emalil a Friend | Printer Friendly

This week at BREC!

Get e-mall #m
\

Recroation Day Camps
Children participate in games, arts and
crafts, sports and field trips.

More >>

Todays Events
in
9:00 a.m.- 12:00 p.m.

BREC's Gingerbread
House

Master Planning

Special Facility Day Camps
ﬁ'ﬁi’lﬂiﬁfnﬂm' s ummer F U N at B R E c ! Fun and learning at 6 of BREC's Special
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BEFORE

Email a Friend | Printer Friendly

This week at BREC!
Baton Rouge Gallery ( )
Hﬂnﬂ Baton Rouge
Sty Park Paiii Gallery Hours
ity Par avilion ‘Noon-6 p.m. Tuesday through
AN up 1442 City Park Avenue Sunday
Baton Rouge, LA 70808
(225) 383-1470 Baton Rouge
Gallery Admission
: Click here for upcoming events The Baton Rouge Gallery is
Todays Events free to the public.
Sewing Class New Gallery Website
9:00 a.m.- 12:00 p.m. Directions to
BREC's Gingerbread place
House Click here to visit the new sitel Take Dalrymple Drive exit off
Planni Interstate 10. Travel north
Meeting for Howell Park s approximately one-half mile.
All day BREC's Howell Mission Statement City Park Avenue is on your
Park Recreation right.
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FIND A BREC FACILITY - e
E t-neall thie ta & friand 3 priinvar-Biteadlo v
PARKS & RECREATION

CENTERS

SPORTS

HISTORY & CULTURE

Upcomng Bvents

WS  \vhat's Now At BREC

long sub rav Serm

Couls Cstery BREC Report Today's Events
InSepascence Park Thaatre

Magrmilia Mound Plestation hresporChazh
= -
ATUR C

NATURE & SCIENCE Boginner Adult Tennis
ABOUT BREC

ZTicibit of Tast and Time"
CONTACT US

Quilting Bee

Recent News
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The Recreation & Park Commission for the Parish of East Baton Rouge
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wwien - IT ALL STARTS AT BREC!
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SPOHT S PROGRAMS
-.“ I
CULTURAL PROGRAMS Nt T e R
BREC for kids 'BREC for athlotos
GENERAL M7 ORMATION
PARK IIRECTORY
What's New At BREC
COMMISSION MEETINGS
OULINE PROGRAM BREC Report Today's Events
NEGISTRATION
PARKC IMPROVEMENTS siration deadling for
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BREC COLLATERAL SYSTEM

WELCOME TO OUR JUDGES:
David Carter

Natchez, MS

Bruce Waguespack
Robertsdale, AL

For more information, contact BREC at
[225] 769-7805 or visit www.brec.org/roundup

wie rver Castily

Saturday, March 8
Qam— 2w

Perkins Road Park
7122 Perkins Road
$2 Per Child. Adults Free

BIGGER AND BETTER THAN EVER!I
0 addition 10 our delidous crawfish
and drink vandors, we wil feature cafts
made by local artisans, We'll have
Inflatables, games, pory rides, magiclans,
petting 0o, face painting, arts & crafts,
gg hunts, an Easter Bunny available
for photos and live entertainment on
the BREC stage.

Get all the details at www.brec.org/spacialevents

It all starts at BREC!

+ Pony Rides « Inflatables
+ Haunted Movies « Trunk or Treat
« Costume Contest at 8:00 Arts and Crafts

Vit www brec org
foe all the detaiis!
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‘\BREC GRAPHIC STANDARDS

1.0 A Message from Bill Palmer

BREC Cuapha Stancarm Manual

Dear Coleagues,

o you've heartd me wry, the memsure of a gmat roreation and

park gyutim ancd the succes of BREC & haseed upon hufiling the
the pule. We are an i

nd park Syseen, wilh & clidr vaion for the fuluee and a suong

commiétment (o bringing that vion to fulfliment.

L peesenting
& cohesive BREC idenszy. which i key 10 comsmunicatiog cur
sucoens #nd vaion for the future, Dur voices ane made stronger
when we ieak a4 one, A coradened, proges use ol the andnts
" il s unified. orgariawd

vgressAe and onask.

1 i R

ermronment, prevenlng & uniied brand & espeoally imporianl.
You § BRECY

w° g v ]
good use of this mouee. |t 5 devigred 1o answer your questions
it the s o 0w loge, colors, ypogragiyy aned more, Measer
e 8 hancly and apply thew ttandasds congictently
Thari you for helining BREC grow and raintain our image in East
Haton Kouge Farsh.

[ ‘

Bl Palmer

Aetsar From The Suparimendens "

Expanded Color Family

1 cokrs In addition ta the core colors
een and golden brown are possible and
itedt, checse from the secondary
ertiary cokor pelette, This paletie is

ed to compliment the core colors when
ning programs, publications, flyers,
e, advertisments, ete,

weneral accent color—ules, bullets,
eads, call outs, elc—choase from the
elary color paletie, If adeditional accent
are needesd to differentate specific
s—aunny Hap, River Raad Roundup,
lay in the Park—choase from the terliary
.+ Howsever, use these colors judicioush.
every attempt 1o limit the colar palette
e one o both of the care colors plus one
0 of the eelors from the expanded paletie,

BREC Graphic Standarcs Marual

SECOMDARY COLORS: General-use Aczent Calors

The CMYK process colar interpretation

PMS 574 Dark Greer: C[54], M[24], Y]S5 KI69]
M3 7460 Blae: C[108L M6, Y[1], kI12]

PMS 1797 Red: (21, MI93], Y1851 K71

The RGE color intempretation:

PMS 574 Dark Greerr. REG7], Gl&t L 8371
PhS 7480 Blue: Rj0], GI137], B126]
PHIS 1757 Red: R[196], GI38) B46]

TERTIARY COLORS: Event spaeific Arvunt Codoes

The CMYK process color interpratation

PAMS 709 Pink: CIDL MI7CL ¥127], ¥10)

PAIS 166 Orange: C[0J, M 74], ¥[100), (0]
PAS 293 Dark Blue: C1100L MiB8L YI0L KI2I
s 390 Yellow Green: c]24], WG], viss], <8]

The RGB calor interpretation:
S 709 Pink; R1234], GI1021, B130]

PS5 186 Crange: R[724], Ga2] Bi6)

P 293 Dark Blue: AloL, GI70), 31173
PMS 390 Yellow Green: RIT&71 GI1911. Bi0]

Expanded Color Family
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3.8 Signature Design Elements: Headlines and Subheads

Headlines should genesally be executed in ane.
of the following ways:
* Typeset the heacine in Frutiger Bold or
Elack e Frutiger Boli Condensed or
Black Condensed, pleced at o rear the 1op,
« If promoting a specfic event that has been
given special type treatment using Eidetic
Neo Omni (see section 3,2}, then use this
treatment [arge at or near the top of the
plece Being desgred,
+ & combination of Eidetic Neo Crnni and
Frutiger, in instances where the name of
the event s 100 |ong 1o set entirely in Eldetic,

Subheads can be set in any of the Bold or Black
weights froe the Frutiger font Family, In most
instances, subheads can be set in all uppercase,
unless the design diciates clherwise,

BREC Graphic Standards Marual

HEADLUINES & SUBHEADS

Spend your summer
with BREC!

b s e
2122 Pkt bt

RIVER ROAD

ROUNdUP

Extreme Horsemanship Challenge
Saturday, April 12, 2008

BKEC Fuet ik Farsn Ativty Castag, 6201 Rivee hiad, Baren Rusge

Signature Design Elements: Headlines and Subheads 33

Te BREC loge must cecupy 2 prominent
pasien in the design of any wsual
communication, While all layout considerations
re important, consistent placement of an
sppeopriately sized logo should have priority
aver the image, headlne and copy,

Recause every communication has (15 own
specific goals, parameters, limitations and
bpportunities, it is difficult to suecintly define
he exact size and placement of the lego, The
sersion of the loga used also cames into play
when ereating stanciards for wse in promational
terms, Generall, the loga should be places in
he lwer anesthi of the layout, either
Centered or toward the right=hand margin,

Wiether reversed out of an anchor box or
rarme o postioned above an anchor b, every
atfort should be made to ensure the logo
Bccupies nc less than 7%e15% of the tatal
rea of the design for the horizontal version
i 5%=10% for the stacked versicn, Keep
n mind the minimum size stanclards for all
sersions of the bgo (page 2.8 of this manuzl
hen warking with very small areas,

BREC Graphic §tandarcs Marual

3.6 Signature Design Elements: Logo Placement and Size

LG SEE ANE PLACEMENT: Relative proportions for harirontal

and stacked ingas

==
|

Signature Design Ekements: Logo Size and Placement




EC GRAPHIC STANDARDS

4.1 Branding: Special Facility Endorsement

Whenever pessibile, BREC shauld wke full
advantage of all specia| facilities endorsement
apportunities, This consolidates the brand,
reminding the BREC audience of the full depth
and hreadth of BREC services and facilibes,

Fac lies endarsement may take many forms,
hut the preferred methods inchade use of either
the BREC logo and tagline *locoup” when these
s adequate space of the BREC stanceétlone logo
with and endarserment statement (see Baton
Fawte Gallery add exarmple belowl, Keep in ming
inimLm $2¢ slandards (see page 2.8 and
minimum pratected aes (age 2,7), DO NOT
use the BREC kg and taghne lockeup in
canjunction with an endersement statement,

I space 18 asalitely nat available for one of the
aptions [sled aboue, e inchide & smple Lypesel
endoesement statement, such as “4 special
facibty of BREC™ or *A BREC special facility *

BAEL Graphic Standards Marual

ENOORSEMENT RRANCING: Speeial

It all starts at BREC! BREC

it all starts
t BREC!

Baen Rauga Galry, « BREC ssociel fackiy,
wepportad by BREC, the Arts Councll of Greater
Eaton Rosge and Se Commurity Fund fr the Ars,

: Special Facilities Endonement

a

signature Design Elements: /magery

‘ortant to maintain beand identity
sce by chosing a single, " iconic™
on of photo that complements rather
petes with the BREC identty, Avoid
aes or llustrations thet are inherently
i their execution, While it may not
@ Iterel representation of every aspect
lent, a simple, compelling image wall
ttention, promote viewer interest and
lom for the message 10 be abscrbed,

s of acceptable end unacceptable
are found on this page,

BREC Graphic Standards Marwial Signature Design Ekements: kmagery
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CPRT [Commercial Properties Realty Trust]
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OoasE STUDY

CPRT MISSION

Commercial Properties Realty Trust is more than a real
estate company. We are trusted, confident professionals
with dynamic expertise and unique talents who measure
success by the value of our impact on the communities in
which we do business. We are committed to delivering
uncommon solutions through thoughtful collaboration
and distinctive relationships in order to create a superior

portfolio of assets.



%BgsE STUDY

CPRT VISION

To build on established ideals and an exceptional
reputation as a trusted and dynamic real estate
company that creates extraordinary assets for

long-term value and impact.




%O\C)SE STUDY
CPRT VALUES
ENTREPRENEURIAL Confident ¢ Ambitious ® Courageous
DEDICATED Passionate e Focused e Loyal
COLLABORATIVE Open ¢ Thoughtful e Expressive
ACCESSIBLE Enthusiastic ¢ Positive ® Generous
CREDIBLE Honest ¢ Sincere ¢ Knowledgeable

STRATEGIC Smart ¢ Creative ® Versatile
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COMMERCIAL
PROPERTIES

BEFORE

COMMERCIAL
PROPERTIES

REALTY TRUST

INNOVATIVE DEVELOPMENTS | DYNAMIC IMPACT

AFTER



CPRT WEBSITE

A force in retail
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\CBRT WEBSITE

Commercial Properties Realty Trust

Fo o o+ R0 e fwvecorecom

Wikipedia Main Page - Wiktionary Apple (17)v

COMMERCIAL

PROPERTIES DEVELOPMENTS PFROPERTIES FOR LEASE NEWS & INFORMATION ABOUT CPRT CONTACT LOGIN

REALTY TRUST

INNOVATIVE DEVELOPMENTS BGPTSRV E]

Real estate with real purpose.

Founded in 1951 by Wilbur Marvin, Commercial Proparties Realty Trust began as a
commercial real estate company formed primarily to acquire, own, lease, redevelop and
manage neighborhood and community shopping centers. Today, Commercial Properties
is 3 successful real astate investment trust (RELT) and, as an affiliate of the Baton
Rouge Area Foundation, its profits provide community impact and banefit

LOOKING TO LEASE? BUILD ON OUR EXPERIENCE.
Find a CPRT property View our gallery of distinctive developments >>
in your location >>

Acadian Village

Copyrigh 2007 Commaroral Proparties Realty Trust ANl nghts resarvad

—_— E—
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\CPRT WEBSITE

@

&' Q- Google

COMMERCIAL

PROPERTIES DEVELOPMENTS PROPERTIES FOR LEASE NEWS & INFORMATION ABOUT CPRT  CONTACT  LOGIN

REALTY TRUST

[TV TOAVPN AR S AR SN VRSV M DYNAMIC IMPACT

About the Company

COMMERCIAL
PROPERTIES ~ UEVECOMMINS  PROPINIIES FOR LIAS  WEWS & INFOMMATION  ADOUTCPAT  COMTACT  LOOIM

REALTY TRUST drien CapundHiare Acadian Vilage

INNOVATIVE DEVELOPMENTS SUEEERUISIIRIZINE

Developments

Acadian Village - Baton Rouge, Louisiana
Mixed pment

C.Cammack Morton | president & ceo

Camm Morton arrived at CPRT in 2002 with more than 20 years of expé
commercial property leasing, renovation, development and manageme
Southeast and Eastern Seaboard. Today, he directs a team of industry

energetic newcomers who share his philasophy of pursuing projects tha
stakeholders while contributing to the greater community good. Under

CPRT has quickly built a track record of notewarthy accomplishments, |
mixed-use projects, ional nelghborhood devel and the hi

renovation of a histeric hotel in Downtown Baton Rouge. Camm was bo
Birmingham, Alabama, earned a bachelor’s degree from Hampden-Syd
holds graduate degrees from the University of Florida and East Carolinal
has owned and successfully developed real estate in 29 states including

Acadian Vitage upitomizes Commercial Progerties’ gaal of purasing more be
foe pre

out of uke ar in decine.
tha
Baton Rouge neig

catad

major au rcr Roed and Acade:
modern, convenient *mixed-use vilsge” with  variety of attractve destratons.

<< View Other Bios

Find a CPRT propertyin
yout lacation »»

Coregit €207 Carmr Ppactas Hasy Trat Al e movat

[=] SHARE | (= PRINT

Copynght £2007 Commercial Properties Realty TrusL. All fights reserved.
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'CPRT STATIONERY COLLATERAL
BEFORE

A‘ PLANNING FOR DYNAMIC NEW URBANIST
DEVELOPMENT BEGINS ON HISTORIC BRADSHER FARM PROPERTY

Louisiana-based Development Firm Commercial Properties Development Corporation
Brings Ir ive Experi and T hiful Perspective fo Ambitious Project

5630 BANKERS AVENUE 5630 BANKERS AVENUE

FOR IMMEDIATE RELEASE CONTACT

Sarah Kracke
sarah@sarahkracke.com
[304] 289-3537

— Commercial Properties Development Corporation (CPDC),
mnd management company affiliated with the Baton Rouge Area
acres of the Bradsher Farm tract for a truly exciting new
e core tenets of smart growth, the proposed $750 million
ity planning that combines lofis, condominiums and town
senior housing. movie theatres. recreational facilities, a new
~ithin a vibrant, bvable environment.
arban tapestry of homes. shops, offices, parks and schools in a
~lassic architecture,” says Camm Morton, president of CPDC.
1thin a city that 1s woven thoughtfully into its surroundings but

5630 BANKERS AVENUE

BATON ROUGE, LA 70808 :ts of exceptional caliber, CPDC brings over seventy-five vears
mmercial real estate development and management. Because of
switown Baton Rouge will soon see the revitalization of the old
early fall following 1ts $60 mullion renovation. Opened m 1927
called home by the legendary Govemor Huey P. Long but will
1 Rouge Capitol Center with 18.000 square feet of meeting.
1 downtown revitalization efforts and the Foundation for
endorsed the project.
T Torosworsmg wiar e Cormack Baron Salazar—the nation’s leading developer of

Ily integrated urban neighborhoods—to develop a mixed-income TND (traditional
neighborhood development) in order to address the Post-Katrina affordable housing shortage in a
meanmgful capacity and provide Baton Rouge with alternatives to suburban sprawl that include
diversity. Located in Mid-City Baton Rouge, 200 acres of lush property is the site for the $300 million
development. Built entirely on green fields and also firmly predicated on the tenets of smart growth,
the proposed neighborhood 1s one of the largest developments 1n the history of Baton Rouge and
incorporated broad community input on how to plan for mixed uses, incomes and ages along with new
schools, parks, churches and community centers.

5630 BANKERS AVENUE » BATON ROUGE, LA = 70808 » (225) 9247206 = (225) 924-1235
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\CPRT STATIONERY COLLATERAL —

COMMERCIAL
PROPERTIES

REALTY TRUST

COMMERCIAL .

PROPERTIES COMMERCIAL
REALTY TRUST PROPERTIES [225]924.7206 | www.cprt.com
REALTY TRUST 5630 Bankers Avenue | Baton Rouge, LA 70808
€. Cammack Mortan
President de CEO

5630 Bankers Averwe | Baton Rouge, LA 70808
122519247206 resivcne | [225) 9240235 e
cmmron@crLoom | wwwepr.com

COMMERCIAL
PROPERTIES

5630 Bunkers Avenue
Baton Rouge, L 70808

5630 Bankers Avenue | Baton Rouge, La TOROS | [225]924.7206 wemcns | [225] 9241235 scsonis | wiwwiepricom
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ORPORATE STATIONERY TEMPLATE

ssdglidflidtd ghokiidepsdy.

ssdglidflidid ghkiovidegasdy.

Nasoo

Tk

499 BANKIR I | RTCK ROUGE LA 3000 | 23620730 e | (5154720 s | s

LETTERHEAD

COMMERCIAL
PROPERTIES

weAcTy TRUST

FaceIMILE
o - I COMMERCIAL
=L PROPERTIES
- — oare. Febsny 22, 2007 REALTY, FRIAT
FAxWMSER 22505541078 it
e aasson g " zassavans
™ samamxmacks
. e IS p— mow canrvORTON
e
cmor cmmmver onommmen  onswsn onoxed R COMMUNITY DEVELOTMENT BLOCK GRANT FOR ARDEN
Copy goes bce. Copy goes here. Copy goes heze. Copy goes hse. Copy goes beze. Copy goes here.
sa Copy goss hese. Copy goss Bre, Copr goeshece Copy goes hese. Copy goes Eese. Copy goes hece.
et Copy goes hese. Copy goe: e, Copy goes bace. Copy goes hese.
o, Copy goes hese. Copy goes hee. Capy goss hecs. Copy gosshace, Copy goss hese. Copy goes e,
i Copy goes he. Copy goes Eee. Copy goes bece. Copy goes kece. Copy goes he. Copy goes hee.

f—

FAX COVER SHEET

Copy goes here. Copy goes here. Copy goes here. Copy goes

Copy goes here. Copy goes here. Copy goes here. Copy goes here. Copy goes here. Copr goes here.
Copy goss hese. Copy goes here. Copy goes ere. Copy goes here. Copy goes here. Copy goss here.
‘Copy goes here. Copy goes here. Copy goes here. Copy goes hete.

‘Copy goes here. Copy goes here. Copy goes hece. Copy goss hese. Copy goss here. Copy goes here.

‘Copy goes here. Copy goes here. Copy goes here. Copy goes here. Copy goes here. Copy goes here.
‘Copy goes here. Copy goes here. Copy goes here. Copy goss hee.

5030 Buners e | o g, L3 79808 | 238 34T i | (3819381285 csoes | oncomicon
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CPRT ADVERTISING COLLATERAL

ion and ial Properti
Realty Trust is proud to support the Baton Rouge
Soccer Association in making their goal.

A STRONG COMMUNITY CAN TRANSFORM
REALITY INTO DREAMS

Hilton Capitol Center, 2004 > s . Hiltou Capite] Center, 2006

Progress requires action, And without your
boundless energy, vision and resources,
B RE our mission wouldn't be fulfilled.

RLTANTEE CINTIE

.

Together, we can make any dream come true.

COMMERCIAL
PROPERTIES

REALTY TRUST

INNOVATIVE DEVELOPNENTS | DYNAMICIPACT

Phacography caurtesy of Bepary Coates.




CPRT EVENT COLLATERAL

COMMERCIAL COMMERCIAL
PROPERTIES PROPERTIES
REALTY TRUST REALTY TRUST

INNOVATIVE

DEVELOPMENTS, | Yo
DYNAMIC IMPACT

PR

ONE

WITH PURPOSE

CUR REIT ERA BEGINS

(ONE.WITH PUBPOSE,

'OUR REIT |

COMMERCIAL
PROPERTIES
vvvvvvvvvvv
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CPRT GRAPHIC STANDARDS

Commercial Properties Realty Trust Logo Guide

‘CORPORATE STANDARDS

The tollow ng standards nave been develaped to ensure te accurate
and consistent presentation of the Commercial Properties Realty Trust
symbel and type, This document shoula be used s a guide for all
instances of Jogo usage an all corporate cammunications,

TYPEFACES

The typefaces used to create the Cammercial Properties Realty Tust logo an
MNow Aster [for the words *Carmercial Properties”) and Myrad Pro Bold Seml
Extended (for the words “Realy Trust™), Tne ypeface used in the tagline is
Myriad Pra,

COLOR
Twe-Golor: PMS 540, Dark Blue ana PMS 877, Silver

One Coler: PMS 540, Dark Blue Is preferred. Use black, if the PMS calor is
unavailable, When used in onescolor, the silver *shadow™ effect used on the

sails is deleted, It tnts are
availole, use a 50% tint of COMMERCIAL
PROPERTIES

PMS 540 (or black) for the
norizontal line,
REALTY TRUST

[SEE EXAMPLE BELOW]

R VARIATIONS

POSITIVE

CORPORATE LOGO

COMMERCIAL
PROPERTIES

REALTY TRUST

CORPORATE LOGO WITH TAGLINE

COMMERCIAL
PROPERTIES

REALTY TRUST

INNOVATIVE DEVELOPMENTS I DYNAMIC IMPACT

REVERSED

2a0ier COMMERCIAL
PROPERTIES

REALTY TRUST

COMMERCIAL
Lealne PROPERTIES

REALTY TRUST

COMMERCIAL
PROPERTIES

REALTY TRUST

COMMERCIAL
PROPERTIES

REALTY TRUST

"PROPERTIE

REALTY TRUST

OMMFR AL
ERTI
m

ana “Realty Tust” would be Ilegble,

it Improper colar substitution

COj TAL
1ES

%\_ RUST

id moditying logo symbols in any way.

“OMMEFCIA
SROPER
! ALTY T

jon withaut “Realty Trust” may be used In instanees reprosuction
mole, when used <o brand a small pramotional ftem and seace

COMMERCIAL
PROPERTIES

Avoid distorting logo either vertically or horizonially, Always
scale propartienally,

AC?A@

Awoid wsing any ahtemate tagline in eambination with logatype,

IES

usT

.m.u

5o

\luml.l.sl R

| b guons =

pm—

i

NAME Upper and Lower Case, Franklin Gothic Book Bold, 9pt

i [RGB 0, 56,104]

TITLE Initial Caps, Garamond ltalic, 8.5pt [RGB 128, 128, 128]
COMPANY ALLCAPS, Garamond Bold, 9pt [RGB 0, 56, 104]

ADDRESS Initial Caps, Garamond Regular, 8.5 pt [RGB 0, 56, 104]

PHONE Garamond Regular, 8.5 pt [RGB0, 56, 104]

ALLCAPS, Franklin Gothic Book, 7.5 pt [RGB 128,128,128]

WEB Lower Case, Garamond Regular, 8.5 pt [RGB 0, 56, 104]

LEADING Line spacing “Single” with one extra hard return between

title and company, city, state, zip and phone
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GNO, Inc. [Greater New Orleans, Inc.]
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The Regional Economic Alliance

Core (corporate) colors Proposed (extended family) colors
|

Black 369 138 668 653 an




%?)80, INC. BRAND POSITION

How we wish to define and differentiate our

organization and be perceived by our key audiences:

GNO, Inc. is the economic development engine driving
the resurgence of the ten-parish Greater New Orleans
area. In pursuit of tightly defined goals, acts as a
catalyst, advocate and resource broker—a
nonpartisan organization focused solely on retaining
jobs, creating new jobs, developing the workforce

and fostering pro-business public policy.




GNO, INC. COLLATERAL TEMPLATES

JUNE 2004

d the campaign for 30,000 jobs? et P -

Daying off. Since.
lew Orleans economy s in critical condition. Businesses and entire Industries + Purtnesed with Louisians Communty and Technical | S 2004
Jose o exit the region. Our best and brightest college graduates and skilled System on Regional Workdorce Soltiors. Summt * Over2 e s wese pblted nd e o
opportunities elsewhere. Limited success has slowed the tide — but its not + Announced expansion of Acadian Ambulance n the ey S W e i fos i
s a coordinated effort to train workers, create jobs, grow M trainitg :‘“‘:‘" o i -
« Anct 0
and shape public policy to encourage growth. oL b e Pl i e e
leans, Inc. is driving the turnaround. Technical College Sysiem 1.236.525 and represents a primary sudience
i o cicuation of
.t " o AN, Inc, i foc ‘Caroor Baikders to expard Process TechnologyPTE)
ckc? GNO. Inc. it the ground | primary indusiry “chusters* on which GNO, I, is focusing o O G 2 Public Pollcy (Comviras Chais: Rod Wast
Y Okl st it anpossinnd ) a -
" payroll, s sl Tty m;u:emn intiative o retain and expand | S8R et g ative Imtathes
Japosit potential. All within Life Sclances (Blotechnology) « Create the Louisiana Retention and Modernization
* Organized January 2004 Market Responsave Communty
n("‘ g:slma three College forum 10 strengthen collaboration between Puogiam 68 412 by S mina.
b . 1.53M)and
faciities (HE 2, $3.7M0.
+ Pastnered with Lindy Boggs National Center for
1o fill jobs and e v y 2004-05) a “Regional
ieracy model Cmmh Fund™ (HE 1321 by Hammett.
 Orteans regom, there are 3
‘ositions in key industry 2. Retentior _ - Fight
ol and gas. film and video,
ssing. Hard to belleve. isnY it 3. Support a probusiness p) Lancasten,
ining. Talent is the | Businesses bcate and stay where
o rallag T and sty o
Ly susparing
speclic nends. Ada»lm Inc. s actively addressing the n 1021 (Darved;
Jen ibor alirkion, outsaurcing | through the creation of our Staf Lo
410 minvent our hor poi, | with busines and ciic leaders More Abont GNO poss
& ¥ GNO, I State Legistative Pric m“ -
rbforce devepment e ommedte oo secnools derchpment o e o £D projecs.
ustry dients with workforce: Kol e parish Creater New Orleans region — which accounts for
. s o crann
How. {ain and grow
x In collaboration with government, busimess and. M mendment.
n owr 10parish region. ‘economic success of the Greate. ‘m"“ 1%, ou professional economic.
Take ook L e
accomplshments i each of o lhe parishes 10 Companies seeking 10 expand or mouu o
5 and rtain and grow existing businesses. iy
ations 0 big | Lestle Jacobs) Our missin? To create 30,000 new jobs and $1 billion R ;
:..:ﬂ: meml:::v«.;bm . athgfor $3 il i mew payroll five years.
S about the
: region and $3.7 millon in y You 1o know
o to 1ange of COMDINS. | Conciuet foashlty study an 1 just got back from my first-ever trip to 5
School of nursing and allec |
ot s et vty New Orleans. | am indeed very high on the
+ Blerd $16.9 mlion for v
weve Klentiied elev alion State of Loutsiana N city and region. | would rate it as one of "
tems Cooperative Endes | the highest potential cities in the country: o Crtears
10 trin 21,300+ participan
it has authenticity, realness, soul, technology
assets and creative energy.”
Richard Florida Hanz Fullow and Professor of
et Cume o sy s o A e —
ofthe Creathe Clasy: And How € Trasorniog Work
Lerure, Commanty ond Everydey Ufe

A a1 ks oo, s

Inc New Oreams, LA 78130

Fhone 504.527.6900
ew orleans Fax soas27.6970
The Regional Economic Alliance v e s
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GNO, INC. MEDIA PUBLICATIONS

ING TO WORK

Regional Resources

A
e lNC.

The Regional Economic Alliance
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\GNO, INC. PRESIDENT’S UPDATE & EVENT BANNER

The President’s Update

A
Z==inc.

The Regional Economic Alince.

September 2004

On September 9, 2004, the GNO, Inc. Board of Dil
that promote economic development in the New
resolutions that focused on the Central American:
coffee industry and the state’s commitment to Ni
opportunity to define these vital projects aimed a|
creating 30,000 jobs and $

On September 9, 2004, the GNO, Inc. Board of Directors unanimod}
economic development in the New Orleans region. The board app ‘
Central American Free Trade Agreement (CAFTA), the region’s coff}
Northrop Grumman. | would like to take this opportunity to define
Inc. closer to its goal of creating 30,000 jobs and $1billion dollarsi
GNO, Inc. supports CAFTA and endorses the concept that this agre
Second, the GNO, Inc. board approved a resolution that urged the|
Committee to remove the current differential charged on coffee
Greater New

Orleans serves as the largest roasting market in the United States
roasted annually in this area. Due to the differential placed on cof

| H |
share for coffee ‘
warehousing has decreased by 10% in the last 18months while Ne
I would like to thank the GNO, Inc. staff and volunteer leadership f} |
projects as they represent the potential for substantial economic g |

feel free to contact me at 504-527-6900 or by e-mail at |
Sincerely,
Mark Drennen

greaterlnc

The Regional Economic Alliance

Presidentand CEO
Greater New Orleans, Inc.



mailto:mdrennen@gnoinc.org
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C ‘GNO, INC. WEBSITE

Wednesday, October 13, 2004

» The Greater New Orleans Pfglon

Dporfurnifig A
inC.

MOME « ABOUT GNOLING. -« OURSTRATEGY

ORGANIZATION
o Our strateay
Retentio ANind Growth
“"':‘ “‘“~;‘ : GNO, Inc. utilizes a three-pronged strategy for
Workforce Developmen A =
MEDIA HESO(T;(ES“ Pt : pent -.—?“ pp that focuses Retention and Growth
PARTHERS | AFFILIATES onthe for developing
RESULTSTO DATE and sustaining regional business growth and success: 1 -
NATIONAL MARKETING @ Business andind jon, expatis 2
INVESTOR CENTER andrelocation to theregion 4
L Public Policy
ABOUT THE REGION @ Pro-business public policy 3
L]
STAY CONNECTED TO GNO, INC. @ Workforce development Workforce Development
Click here o sign up for economic

development e-mail updates.

o me. au : = s & -
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HOW WE DESCRIBE WHAT WE DO

[Micro-Level]

o

o

o

o

o

... attract new businesses”

... hurture twenty-first century industries”

... grow existing businesses”

... retain existing businesses”

... develop a highly skilled, employment-ready workforce”

... collaborate with like-minded entities to achieve our goals”



-
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HOW WE DESCRIBE WHAT WE DO

[Macro-Level]

o

... create 30,000 new jobs, S1billion in payroll in 5 years”

o

... match business and industry needs with local resources”

o

... generate economic momentum”

o

... grow a fertile business environment”

o

... stimulate the regional economy”

o

... drive the economic turnaround”

o

... helping the Greater New Orleans region ‘get to work’ ”




%B%AND SYNTHESIS

# Successful brands are not just about logos and brochures—
they are the result of rigorous, strategic, day-to-day
management that removes arbitrary, subjective, often
reactive, decisions.

# The process of branding is extremely powerful as it
synthesizes and distills your core tenets and guiding
principles. More importantly, it gets everyone on the
same page.

# A clearly defined and expressed brand gives you the power
and strength of many voices speaking as one.
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"ASK YOURSELF...

0

-

1.

Do you have a brand identity that clearly and
consistently communicates what your organization
does and is passionate about?

Do all of your promotional materials use the same
language to get your point across?

Is your message consistent so people recognize it as
YOUR organization’s message?

Do you use one or two narratives when making
presentations or when meeting with donors that
clearly illustrate why your organization is relevant
or important?

Do you manage donor support in a way that makes you
stand out from other organizations--a unique
recognition program or way of reporting how donor
money is being put to use?



THE END




