


• A Perception: It lives in the minds of your community — how they 
feel and think about you.

• An Experience: Every interaction someone has with your school 
district shapes your brand.

• A Promise: It communicates what people can consistently expect 
from you.

• A Personality: It reflects your values, voice, and visual identity.



• Just a logo or a name
• A marketing campaign
• What you say it is — it’s what they say it is













SOURCE: https://www.vml.com/work/is-that-heinz
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