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 Needed to change Mundelein’s perception.

 Community suffered from an unfavorable 
image.

 Needed to change how we conducted 
business.

 Needed to visually communicate a more fresh 
and vibrant look throughout the Village.

Why Brand Mundelein?2



To try and determine brand identity for a 

municipality consider three basic queries: 

“Who are we?”, “How are we different?”, 

“What do we stand for?” This is a good 

place to start.

Why Brand Mundelein?3



 Interviewed and hired a branding consultant.

 Why hire a consultant? You don’t know what 
you don’t know. With a rebrand-it’s important 
to listen to an unbiased assessment of the 
community.

 We engaged the community in the rebranding 
process to ensure buy in and to educate the 
community concerning the benefits of branding.

Community Rebranding Process4



 Consultants and Village staff sought input 

from the community via:
o Online and paper surveys

o Focus Groups x 5

o Leadership Teams/Community Members

o Community Open House

o Follow-Up and Status Meetings

o Press coverage and newsletter articles (Print and electronic versions)
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1. As a result of the preliminary research and 

community branding activities, the Consultants 

drafted Mundelein’s Brand Promise.

2. The Brand Promise articulates Mundelein’s 

new direction/focus and it is the foundation 

upon which we move the Village forward.

Established Brand Promise6



Brand Promise
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 Mundelein will be Central Lake County’s 
premier location for entrepreneurs and 
known as a welcoming community.

 In this statement, we are focusing on three 
key positive aspects unique to Mundelein:

 Location: Central Lake County

 Business: Strong entrepreneurial 
attitude/spirit

 Community: Welcoming environment 



Brand Promise
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 The “Brand” reflects management’s 
promise. Branding involves a promise we 
make as a Village and we have to 
deliver on that promise. 

 We manage the brand…the community 
owns the brand, and ultimately, the 
community decides if we deliver 
everything we promise.



A Few Notes About Branding
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 Brands are about differentiation. What 
sets us apart from other communities? We 
Are Mundelein-Center of Lake County, 
entrepreneurial spirit, business-friendly, 
welcoming community.

 Brands have a narrow focus. Brands are 
specific.  It’s important for community 
leaders to find their niche.



A Few Notes About Branding
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 A cohesive brand—better articulates the 
essence of Mundelein and sends a message 
about our community.  Defining, 
understanding, and managing our brand—
helps the Village in business development 
activities and real estate growth.

 A cohesive brand—ensures consistency of 
message across all platforms increasing 
awareness and use.



BRAND ROLLOUT SHOULD BE 

COMPREHENSIVE AND THOROUGH
As part of the branding process, the Village conducted a brand audit of 
everything that features the logo.

HERE’S A VISUAL RECAP
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 Mundelein’s new brand is the platform for the 

Village’s marketing and economic 

development efforts. 

 Consistency of message and visuals in all 

communication is critical to a successful brand 

launch. Over time, this is what will firmly 

establish Mundelein’s new brand.  

Consistency of Message and Visuals17



Brand Strategy Development and Marketing 
Implementation are not the same thing. 

The project should be divided into two stages: 

1. The formulation of the brand strategy—
requiring strong brand research, analytical, and 
strategic skills. 

2. The strategy and marketing implementation—
requiring advertising agency, web design, public 
relations agency, and social media expertise. 
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IMAGE-BRAND-IDENTITY

 Image reflects the broad perception of the 
community…Image is how the community THINKS
about the brand.

 Brand reflects management’s PROMISE. 

 Identity reflects graphics, colors, logo, type, and 
graphic standards…Identity is how the brand 
LOOKS.
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Thank you for the opportunity to speak with you.

Questions-Comments20


