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THE PURPOSE, PROMISE AND PITFALLS 

OF MUNICIPAL BRAND DEVELOPMENT. 
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A COTTAGE INDUSTRY 
17 February 2015 4 

HAYWARD BRAND ASSESSMENT & MARKETING 

PLATFORM 

ALL 

THINGS 

TO ALL 

PEOPLE! 
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WHERE 

THINGS 

GO 

WRONG 
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OUR APPROACH 
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  THIS PROJECT IS ONE OF DISCOVERY,  

  NOT FABRICATION.  

HAYWARD BRAND ASSESSMENT & 

MARKETING PLATFORM 



DIGGING INTO “BRAND HAYWARD.”  

A FOCUSED, MULTIFACETED APPROACH. 
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METHODOLOGY 
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1. REVIEW OF CURRENT MATERIALS & MEDIA 

2. DETAILED BRAND ASSESSMENT QUESTIONNAIRES 

3. IN-DEPTH BRAND ASSESSMENT WORKSHOPS 

4. ONE-ON-ONE INTERVIEWS 

5. ONLINE SURVEY 
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WORKSHOPS 
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LOOKING DEEPER 
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1. 

2. 

3. 

Website, newsletters, organic social media 

campaign, physical flyers. 

1. PRIMARY CHANNELS 

QUANTITATIVE STUDY 
17 February 2015 
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Presentations to various groups soliciting 

participation in brand assessment survey. 

2. PARTNERS 

Geotargeted digital advertising campaign 

designed to reach outside of self-selected 

existing network for broader input. 

3. TARGETED OUTREACH 
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In addition to traditional means of soliciting 

responses to the online brand assessment 

survey, a targeted digital advertising campaign 

brought the opportunity to participate to an 

additional 34,510 users who were not already 

connected to the City’s social media channels. 

By proactively pursuing input from individuals 

who had not already “self-selected” into official 

city communications, we were able to ensure 

both stronger overall participation as well as 

greater breadth of representation. 

FINDING NEW AUDIENCES 

TARGETED OUTREACH 
17 February 2015 
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THE HAYWARD MARKETING PLATFORM: 

POSITIONING THE CITY TO WIN. 
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First and foremost, is 
the strategy based 
on something true 
and believable? 

Is the chosen strategy 

truly “ownable”?  

That is to say, is it 

differentiating? 

RELEVANCE 

Is the chosen 
strategy relevant to 
our target 
audiences? 

“OWNABILITY”  CREDIBIL ITY 

THE SWEET SPOT 

Optimal brand positioning should follow three 

philosophical guidelines, listed here. 

 

In addition, the strategy should fit within a similar set of 

pragmatic guidelines: Our chosen aspiration, where we 

will play and how we will win. 

OPTIMAL POSITIONING 
17 February 2015 
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OPTIMAL POSITION 

RELEVANT? UNIQUE? 

TRUE? 
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RECURRING THEMES 
17 February 2015 

HAYWARD BRAND ASSESSMENT & 

MARKETING PLATFORM 

16 

True, but not believable in the 

strictest sense of the term. Best 

as a supporting argument about 

our available, educated 

workforce. 

Perhaps true/believable, 

probably not differentiating 

without major effort, does 

not speak to all audiences. 

PERSONALITY 

Possibly true, possibly 
relevant, potentially 
available to own but highly 
subjective and potentially 
problematic. 

BUSINESS FRIENDLY COLLEGE CITY LOCATION 

While true/believable, not 
differentiating. Not big 
enough to serve as an 
“umbrella” for the 
campaign. 

LOCATION WELCOMING, 

DOWN TO 

EARTH 

BUSINESS 

FRIENDLY 

COLLEGE CITY 
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PLACE OF 

OPPORTUNITY 

RESIDENT 

BUSINESS 

AFFORDABLE 

ENGAGED 

LEADERSHIP 

STRATEGIC 

LOCATION 

TRENDING 

UPWARD UNEXPECTED 

BENEFITS 

WELCOMING 

AFFORDABLE 
The notion of “opportunity” 

and/or “potential” was regularly 

mentioned by virtually every 

participant in the assessment 

program. This should be a 

core pillar of the City’s 

branded marketing strategy. 

OPPORTUNITY 

The concept is true and 

completely believable, it is 

highly relevant to our target 

audiences and it is strongly 

differentiating given our market 

competition. 

WHY IT WORKS 

CORE STRATEGY 
17 February 2015 17 
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HOW A BRAND WORKS 
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WHAT OUR PRODUCT (CITY) DOES 

“Hayward’s affordability & central 
location – plus some unexpected 
lifestyle features – make it the perfect 
setting for Bay Area business success 
at this time.” 

HOW IT MAKES YOU FEEL 

“I/we feel wanted in Hayward and 

excited about the business 

possibilities.” 

WHAT IT SAYS ABOUT YOU 

“I’m a leader with vision. In five 
years, others will wish they would 
have made an investment in 
Hayward when I did.” 

FUNCTIONAL EMOTIONAL SELF-EXPRESSIVE 
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Create a sense of urgency: “A few years from 

now, savvy individuals will wish they had…” 

NOW IS THE TIME 

OUR CAMPAIGN 
17 February 2015 
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Hayward is filled with surprising hidden gems, 

which even many residents are unaware of. 

Campaign strives to uncover these. 

MANY UNEXPECTED BENEFITS 

Affordable, appropriate space, strategic location, 

educated workforce, welcoming population, 

ecosystem in place for making real products. 

BUSINESS OPPORTUNITY 

NOW  

IS THE TIME 

MANY 

UNEXPECTED 

BENEFITS 

BUSINESS 

OPPORTUNITY 
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BRAND PERSONALITY 

ELITE, ALOOF 

“WE CREATE INTELLECTUAL PROPERTY AND DO FINANCIAL DEALS.” 

DOWN-TO-EARTH, 

WELCOMING 

“WE MAKE REAL THINGS.” 

San Francisco,  
Palo Alto,  
San Jose,  
Berkeley,  
Emeryville 

HAYWARD 

HAYWARD BRAND ASSESSMENT & 

MARKETING PLATFORM 
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OUR APPROACH 
17 February 2015 21 

HAYWARD: PRESENT & FUTURE 

HAYWARD BRAND ASSESSMENT & 

MARKETING PLATFORM 
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LOGO

Logo Variations

HAYWARD

Basic Mark

The primary logo can be used on advertising, marketing and

promotional materials.

Primary logo

The primary logo with name should be used on advertising,

marketing and promotional materials. As well as corporate level

applications such as stationery and signs.

HAYWARD / Brand GUide

HAYWARD

Alternative Primary logo

While the primary signature should always be considered first, the

horizontal version of our [ago can be used for applications with

restricted vertical spacing.
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LOGO

HAYWARD I Brand Guide

HAYWARD
#upward

HAYWARD
#forward

HAYWARD
#onward

Alternative Primary Logo with Hashtags

The optional tagline is actually a Twitter hashtag-clear evidence that the

city is not only looking ahead, but intending on sharing our progress.

The Alternative Primary Logo is preferred when a hashtag is being used.
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LOGO

Do's

HAYWARD

H HAYWARD

and Dont's

HAYWARD

H HAYWARD

HAYWARD I Brand Guide

II HAYWARD

H HAYWARD

HAYWARD

H HAYWARD

HAYWARD

H HAYWARD

H HAYWARD

Flexibility is another advantage of this system, with variations available in the

standard Hayward Green, black and white variations. However, the more

consistent we are, the harder the logo will work for our city. Follow these

simple rules-of-thumb and, eponymously named nearby fault or not, you'll be

on solid ground.

All the "Do's are permissible uses." Don'ts include changing logo colors, making

both mark ("W) and logo ("H" + Hayward name) the same color, changing size

relationships, and using gray in ways that make the logo less legible.
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BRAND MARK APPLICATIONS

These examples highlight a specific Hayward selling point. As you can see. the images can be literal or more of a metaphor.

HAYWARD I Brand Guide 13



APPLICATION

Print Advertising

HAYWARD I Brand Guide 24



There’s one last element that ensures this identity system 

could be for Hayward alone: A stylized map that turns the 

city, itself, into a bold and unique visual asset. Use it to 

dress up almost any print, video, or digital communication 

and you’re not only adding punch to your words, but also 

helping give people a much more tangible sense of the 

place we call home. 
 

USAGE GUIDELINES: 

The preferred backgrounds for the map are white and 

black, but in some cases the map can be used over a color 

or image to enhance a particular design concept. In these 

cases, it’s extremely important to ensure the visibility of all 

elements with the use of ample space and contrast within 

the design. 
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APPLICATION

Business Card

HAYWARD

HAYWARD

777 8 _ fl.....-d.
CA9-Is.41
W'H'N. Myw.rd -co.g<>¥

Fronk Holland
CommJntIy & Modi. Rotation. 0IIl~.,

TTl B STlt[ET
HAYWAAO. CA 9045-41

T 510-5&l~J.«

C ~15-531-5Z59

[ f'onl<f1oIoOOCll>oywO<d-co·9""

www,h"fW"«l-<;&'9"'"

FronkHoilond

T 510-S8J-~JM

C ~15-5J1-5259

[ f'onl<Hol~Myw.ro-ca.g<>¥

Letterhead

CIOOl....... no. N>m in 10m 10m """_oruo. ............." .......- """'-...
"" horom pron.<n. _cl>Ol; lU prIplo ..no .. " c. onnor.~ '" Of .n.
"'" _ -. Inc........, lie -. _ -.,~w""""'
c............, _oil I.." f>e"-" c do c"""","" otp... H""""" <IC torloco

01_ nN<>uo _ IIlI C"""'"'. CldI<.<l..""'~""" "'" porum "II"N'"

10 cit>uoc<Jplmo to .... Ro c.l.__; hoc 0<....... "fl. Ommonr.om """ ;.

_iclIqoo -... "'"'" _ .... ponIocomno po<lIfoc.... '''''- .... ,.,. Ad

<lIioqoom Uc to. """ c"",,,oIIc8rI>m 1C4lri"" P.~ lis.

5«lIondoloto. C. f~...,.lId poti. .. por...~ ... Ecrblt"'lIuo

_IOd ""'>01....,... _ ... _ ..... nocIUm -..."'" -.,' OiW,

coo Elr.. -. C>tUmll~'"~ pIJ>iis _ spIo.ll """""'" 1.1.........., _om .....- opulJllc. """""'" qwm omonum. ..... s..."",,...
..... Slm~ ponom p.-. noslrop _"'" coo f>edon ......l>ll'" "'" 5>tfj ....,..."
_~oon_
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0rm>0Nn<>m roo ~.~-.. c... ....., .... ponfooomno poorfQcIol.a

"""""'."". """ Io.<l <lii5quam. Uc to. """ c.......-....,. SC4lri..., P.~~ •

UlI••" "'" honom "l
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HAYWARD I Brand Guide

---,,- - -- H HAYWARD
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APPLICATION

Online Advertising

H HAYWARD

Everything is here.
But you.

LEARN MORE

LEARN MORE

All type must come from the Museo Sans font family.

Banner adverting must include the Hayward logo and

when appropriate. the hashtag supporting the campaign.

All headlines in print advertising must be set at 700 and

900 weights.

Banners should include a call to action or button to

entcourage action.



APPLICATION

Ambient Advertising

Rediscover Hayward

HAYWARD I Brand Guide

You ~re here

So Is everything else. l 1m u< ot wl"""""'"
, CoMo '"'" ."' ", ,.,,, -.oq ,..
~. TomUlIoboE_",,,

, Rom ..t ..... ad O"",

• ""au_ O<O

1. <>tiat• .-".n .......

" ........... "" plobo<rurn ...
~ _"",_,,",00

10. ,_,,,,,,,,,,,,,,,,,,

H HAYWARD
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APPLICATION

Ambient Advertising

HAYWARD I Brand Guide 29



COLOR

Primary Color Palette

Primary Dark Green

Pantone 356
C91 MO nOD K27

RO G133 863
#00853f

Primary light Green

Pantone 376

(50 MQ YlOO KO

R141 Gi9S 863
#8dc63f

Btack Grey

Pantone Cool Grey 8
CO Ml YO K43

Ri6! Gi6! 8164
#a1a1a4

White

HAYWARD I Brand Guide

Hayward's primary colors are strong and straightforward. They represent

the core of the brand using the very minimum number of colors.
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COLOR

Secondary/Expanded Color Palette

Yellow
Pantone 109
CO MlO YlOO KG
R255 G221 eo
#ffddOO

Green
Pantone 361
(69 MQ YlQO KQ
R84 G18S 812
#54b948

HAYWARD I Brand Guide

Orange
Pantone 130
CO M30 YlOO KG
R253 GI8S B19
#fdb913

Blue
Pantone 2925
C8S M24 VO KO
RQ GlSO 6214
#0096d6

Dark Orange
Pantone 152
CO M51 YlOO Kl
R243 G144 829
#f3901d

Dark Blue
Pantone 2945
ClOD M45 YO K14
R2 GlOB 8182
#0069a3

R,d
Pantone 1797
CO MlOO Y99 K4
R227 G27 635
#e31b23

Light Grey
Pantone Cool Grey 4
CO MQ VO K24
R2GI G202 6204
#c9cacc

Dark Red
Pantone 187
CO MlOO Y79 K20
R204 G41 643
#c41230

Dark Grey
Pantone Cool Grey 11
CO M2 YO K68
R1l3 G1l2 8115
#717073
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