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Economic Development



• Originated in 2015

• Positioned the city as young, developing, and 
preparing for growth

• Targeted the manufacturing, distribution, and 
industrial market sectors

• Conveyed growth potential for businesses

Geared for Growth campaign.

Where we started.



The power of a brand.
• Establishes a specific identity

• Inspires and educates decision makers

• Builds trust

• Capitalizes on differentiators

• Articulates the mission, vision, and values

• Conveys a personality and voice of its own

• Promises truth and reality

Why we are rebranding.





The brand 
process.



Brand intelligence.
• Stakeholder interviews and survey

• Competitors

• Brand audit

• Key takeaways

The brand process.



Key takeaways.
• Pro-business mindset – creating a true partnership

• Sense of pride in the city

• Lack of a distinct identity/uniqueness

• Economic Development described as…

• Professional with a can-do attitude 
• Data-driven, serious, innovative 

• City of Goodyear described as….
• Fun and light-hearted

The brand process.



Identity 
creation.



Brand dimensions
WHAT the brand is:
Goodyear Economic Development is an Adaptable Advocate

WHY the brand exists:
Goodyear Economic Development is driven by Exceptional Devotion

WHO brings the brand to life:
The Goodyear Economic Development team demonstrates Audacious Grit

HOW the brand comes to life:
Goodyear Economic Development creates Personable Partnerships

Identity creation.



Identity creation.

Mission and vision.

Goodyear Economic Development’s MISSION is to provide organizations with 
the highest standard of quality and service through passionate collaboration and 
business dexterity. 

The Goodyear Economic Development’s VISION is to be a catalyst for excellence 
and embody the community of the future.



The visual campaign brand element 
emphasizes differentiators such as a 

skilled workforce, sense of 
community, and growth potential.

Additionally, this concept highlights 
the brand dimensions of Adaptable 
Advocacy, Personable Partnerships 

and showcases a confident yet 
approachable brand character.



Imagery.

Identity creation.

Industry



Imagery.

Identity creation.

Skilled Worker



Imagery.

Identity creation.

General Lifestyle



Technology

Imagery.

Identity creation.
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Next steps.

Print Ads:
AZ Business magazine
AZRE
Area Development
Site Selection

Circulation: 
160,000 magazines annually
(average 32,000 per issue)

Readership:
625,000 impressions annually
(average 125,000 per issue)

Trade Publications



Next steps.

Digital Advertising
Digital Ads:

Google Advertising
LinkedIn
Area Development
Site Selection
AZ Big Media

Impressions: 
Estimated 12 million+ annually
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