What Kentucky Leaders are Saying
Several tourism, economic development and local government leaders previewed the process and the brand choices.  Here is their reaction:

Sylvia Lovely

CEO & Executive Director, Kentucky League of Cities

“It seems to be really catching on with my folks, my city folks.  It’s been a wonderful way to build spirit.  What they really like and are waiting to hear more about is how do the local communities will play into this.  I think it should be structured somehow so that it is a partnership, and local communities can use the state logo and play off of that, to encourage togetherness across the state.  

“The world has changed, we’re all so sophisticated now, we’re all experts in something, we’re on the Internet, but at the end of the day, we’re all looking for something real old-fashioned, and that is, connecting with one another, and taking advantage of what the world has to offer.  We don’t live in isolated little villages any more, thank goodness.  But we have to reach back to some of the values that we call old-fashioned. And connecting with an overall uniting theme falls into that category.”

D. Ray Gillespie

Executive Director, Kentucky Hotel & Lodging Association

“This has probably been as thorough a research as I’ve seen done on branding, and it has involved certainly a broader cross-section of Kentuckians.  It should encompass a broader support since so many people have had a chance to have a say in it.”

On whether Kentucky needs a brand: “Obviously every successful company has a slogan or a brand that becomes identified over time with that company’s quality and integrity. And hopefully a single brand that can be identified with Kentucky will be something that we can all be proud of and that will help us to improve and expand market share, just because of its recognizability.“ 

Mark Jeffrey

General Manager, Marriott/Griffin Gate Resort, Lexington

“I’m impressed with the public support, in the way of the number of votes that were gathered so far.  I hear there are over 50,000 votes.  I think that is fabulous, and I applaud the Governor and his office for getting the folks of Kentucky involved.
 
“It’s big for tourism and travel.  At Marriott we’ve spent years working the Marriott brand so we know the power of branding, and it’s long overdue.  And I think it’s great that the Governor’s office is taking the lead on this.”
 
Marcheta Sparrow

President & CEO, Kentucky Tourism Council
“I think that the whole campaign for the branding is just a great idea, to let people decide.  It’s creating a lot of excitement and interest.  I’m hearing about it all over the state.  I’m most impressed with the public buy-in.”

Joy Jeffries

Executive Director, Frankfort/Franklin County Tourist and Convention Commission

Since “Unbridled Spirit” was her favorite, she was pleased that it finished first, adding: “I think with horses being almost the top on everyone's list, it was a natural choice for branding.  It only seems logical to go with what is already recognizable for Kentucky – horses.  I think this particular slogan and logo will work well for all of the cabinets and not just Tourism, which is my segment.  Thinking completely on a tourism level, there is one additional direction that one could take.  Since Kentucky is also famous for bourbon, a play on 'spirit' could also be made.

“It means that every time any branch of government puts anything out it will have a unified attack on the subliminal thinking of the reader.  As for tourism, we want people to see Kentucky, Kentucky, Kentucky, Kentucky.  What helps any part of Kentucky helps all of Kentucky.”
Elaine “Cissy” Musselman

Chairwoman, Louisville and Jefferson County Visitors and Convention Bureau 
She said “Unbridled Spirit” will represent Kentucky well.  “It speaks of our enthusiasm and interest in thinking outside the box. We are risk takers.  

“This is certainly a better use of our marketing dollars than having dozens of logos and messages from around state government. Kentucky needs a unified voice and message. As a professional, I can't imagine running our business any other way.”

She praised the vote idea, calling it a “unique approach for citizen involvement. Maybe we could pass the budget this way!”   
Andrew C. “Andy” Meko

President & CEO, Associated Industries of Kentucky

“In my travels across the nation, I have been pleasantly surprised to learn that even the name ‘Kentucky’ represents high quality. Think: Kentucky Derby, bluegrass, thoroughbreds, bourbon and burley.  All are items that are perceived to be of the highest quality and all are products tied to the brand ‘Kentucky.’  ‘Unbridled Spirit’ will only highlight and complement an already solid brand.

“The term ‘Unbridled Sprit’ evokes mental images of adventure, enthusiasm and boundless accomplishments.  Kentuckians would be flattered to have the brand applied to themselves as well as their families, neighbors and communities.

“Involving the public was an excellent idea.  In the wake of the “Mr. Smiley” license plate fallout, taxpayers are grateful to have input on a brand they can be proud of.”
Wayne Martin

President & General Manager, WKYT-TV, Lexington

“Its graphic design is applicable for many different uses.  And then I just like the subtle horse design.  I saw that horse running in the wind, and so the slogan ties well, Unbridled Spirit.  I just thought it was a very clean, neat application that captured Kentuckians.”

He praised the process of selecting a brand, saying: “You did all the research, you did the legwork, and then you came with some options for the citizens to buy into whatever was chosen.  Even though it won’t be totally unanimous, everyone has had a chance to participate. And it’s created a lot of interest.”

Jack Couch

Executive Director, Kentucky Council of Area Development Districts

“I’ve just heard a number of people comment, the interest they’ve had in this process, and looking forward as each logo is eliminated and casting their vote.  I think it has worked real well.”

Unbridled Spirit was his pick for two reasons. “For one, the logo up in the right side of Kentucky represents our thoroughbred industry very well, and it’s very recognizable when people think of Kentucky. Then with the catchphrase under that, ‘unbridled spirit,’ we’re telling the country and the rest of the world that we don’t set limits.  We had one that said ‘limitless,’ but I don’t think that got the message out as well as this one does.  I think it just says to the folks around the country and the world that Kentucky’s here, we’re rolling our sleeves up and we’re doing whatever it takes to make Kentucky a great place to live and do business.”

Sandy Runyon

Executive Director, Big Sandy Area Development District

“I think it has been an overwhelming success.  The people in rural Kentucky, which is where I am, feel that they have had some input into this whole process.  They have had as much chance as anybody else in government, or those people who are directly related to government, have had in the process and in making the choice.”

Even though she lives and works in far Eastern Kentucky, an area where horses are not as prominent as in the Bluegrass region, she liked “Unbridled Spirit.”  “That’s been my choice from day one.  And whether we admit it here in the mountains are not, we (Kentucky) are known for our horses.  Period.  And the attitude, ‘unbridled spirit,’ includes all of us.”

Scott Martin

Marketing Director, Kentucky Association of Counties

“The process as a whole has been awesome.  I like that it’s opening the doors, so to speak, to let people inside, to let them design something that’s going to be representative of Kentucky throughout the country.  Rather than the governor saying, ‘I want it my way… it’s the state of Kentucky, let’s let the state of Kentucky pick it.’”

Martin said the “Unbridled Spirit” brand suggests power, confidence and a sense of moving forward.  “By putting it on everything, it’s going to work.  It’s just going to take time.  Being in sales and advertising, you’ve got to get to the point.  You’ve got to come up with something short and sweet.  The way you’ve gone about it is great.”

Sherry Murphy

President, Kentucky Association of Convention and Visitor Bureaus; 

Executive Director, Elizabethtown Tourism & Convention Bureau

“I think the process has been successful.  People tend to buy into the process because they are a part of the process.  I think it is a logo that everyone will be able to use.

“It’s a very, very effective use of the marketing money that the state has.  I think it will be one of the most beneficial initiatives the state has done for all of us in a long time.”
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