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ELEMENTS + IMPORTANCE 
OF A BRAND



WHAT IS A BRAND?
A Brand Is Not:

A Logo

What You Sell

What You Do

Your Attributes

Your Product



WHAT IS A BRAND?
A Brand Is Not: A Brand Is:

A Logo Your Identity

What You Sell What You Stand For

What You Do Why Yo u  Do  It

Yo u r Attrib u te s Yo u r In s p ira tio n

Yo u r Pro d u c t A Purpose



WHY A BRAND MATTERS

RECOGNITION

TRUST

CONNECTION

DIFFERENTIATION



OUR PROCESS



OUR PROCESS

RESEARCH BRAND 
STRATEGY

BRAND 
IDENTITY

MARKETING 
CAMPAIGN



PRIMARY RESEARCH
Conducted 12 one - on - one interviews with key 
stakeholders.

Facilitated Community Advisory Committee (CAC). 
➔ 8 community members representing low - income 

homeowners

Designed and moderated online focus group.
➔ 180 DRCOG- region homeowners



KEY TAKEAWAYS: OUR DESIRED 
BRAND CHARACTERISTICS

Aspirational but accessible
highlighting efficiency, health, 
safety, and future - proofing.

Colorado - forward 
building an identity that feels 
trusted and local.

Avoid jargon
like “decarbonize”, opting for words 
like easy, achievable, smart.

Empower people
Rather than using our brand and 
program to shame them.



SECONDARY RESEARCH

Reviewed current heat pump, electrification, 
and energy rebate messaging and campaigns, 
locally and nationally.

Developed personas for each audience 
segment and identified mindsets, motivations, 
and barriers.



KEY TAKEAWAYS: TOP MINDSET 
RECOMMENDATIONS 

Lead with pragmatic messaging

The time is now to take advantage of programs and 
rebates; to make a good move for you, your family, your 
business, and your career.

Integrate concepts of value and quality of life, such as 
comfort, health, and safety.



HOME COMFORT IS KEY MOTIVATOR FOR HEAT PUMP ADOPTION 
BY PRAGMATIC HOMEOWNERS  



BRAND POSITIONING



Define our 
north star:

The brand positioning statement 
will inspire & guide internal and 
external stakeholders equally. 
It’s the maypole we can all circle 
around, influencing every action 
we take.



POSITIONING

What makes 
you unique

What your 
audience 

cares about



HOMEOWNERS WANT TO KNOW THE BENEFITS OF A HEAT PUMP;  
COMFORT & EFFICIENCY ARE VALUED HIGHEST, AND THIS 
TRANSLATES TO HOW WE EMPOWER WORKFORCE 



    

En s u rin g  it  is  s a fe  a n d  c o o ls  we ll p e r s e a s o n 6 5 % p o s it ive

Ha vin g  a c c e s s  to  a  wo rkin g  AC/ h e a t  s ys te m  ye a r ro u n d  is  ke y fo r 
wh e re  I live . We  g e t  s u p e r h o t  in  th e  s u m m e r a n d  c a n  g e t  we ll in to  
n e g a t ive  d e g re e s  in  th e  win te r. Ne ith e r t im e  is  g o o d  fo r a  
te m p e ra m e n ta l u n it  to  g o  o u t  o r e ve n  a c t  u p .

6 5 % n e u tra l

I like  to  h a ve  a  s te a d y, c o m fo rta b le  te m p e ra tu re  ye a r- ro u n d . 6 4 % p o s it ive

Te m p e ra tu re  re g u la t io n  wo u ld  b e  m o s t  im p o rta n t  to  m e  - m e a n in g  
th e  te m p e ra tu re  is  ke p t  a t  a  c o m fo rta b le  le ve l re g a rd le s s  o f th e  
we a th e r o u ts id e . Als o , wh e th e r I’m  a b le  to  re g u la te  th e  te m p e ra tu re  
e ffic ie n t ly a n d  c h e a p ly.

6 4 % n e u tra l

Wa rm th  in  th e  win te r, s e a lin g  h e a t  le a ks  a n d  a ffo rd a b le  h e a t 6 4 % p o s it ive

Ma kin g  s u re  th e  h e a t  is  c o m fo rta b le  in  th e  win te r a n d  th e  a ir 
c o n d it io n e r is  wo rkin g  e ffic ie n t ly d u rin g  th e  s u m m e r 6 4 % p o s it ive



Improved comfort and health are also 
the primary motivators for low - income 
homeowners to install a heat pump

Among organizations that facilitate home upgrades, low -
income homeowners have been expressing the greatest 
interest in making upgrades that improve their family’s 
health .

Leading with comfort in imagery and text inspire people to 
learn more.



Ranked importance of heat pump benefits



Mission

 

 

  


 

 

 



Brand Vision

Powering better buildings, stronger communities 
and quality jobs for Colorado’s energy future 



NAME + LOGO 
DEVELOPMENT



NAME DEVELOPMENT

- Started with 75+ names.

- Presented 17 names in round one.

- Narrowed to top 3 + presented 12 new options.

- Top 3 were tested with live and online focus 
groups.



DRUMROLL, PLEASE…!



POWER AHEAD 
COLORADO



POWER AHEAD 
COLORADO

Cleaner heat. Cooler air.



Cleaner heat. Cooler air.

air quality, health, 
and safety

relief, calm,  
modernity

human need, 
primary motivator

simple and 
universal

 



TESTING RESULTS

180
homeowners

76% 
preferred the 
final name

77% 
found the name 

meaningful



CONSUMER COMMENTS

“I lo ve  th e  n a m e  Po we r 
Ah e a d . It  m a ke s  yo u  fe e l 

like  it ’s  s o m e th in g  yo u  
wa n t  to  b e  a  p a rt  o f.” 

“I th in k it  g e ts  th e  p o in t  
o f e n e rg y c o n s e rva t io n  

a c ro s s ” 
“Fe e ls  fo rwa rd - fa c in g ” 

“Cle a n e r h e a t , c o o le r a ir 
is  m e a n in g fu l.” 

“It  s p e a ks  to  c o m fo rt , 
te m p e ra tu re  c o n tro l, 
a n d  m o re  va lu e  fro m  

yo u r e n e rg y” 



LOGO DEVELOPMENT

Started with 25+ options.

Presented 16 options in round one.

Narrowed to top 3 and refined.







 





 







WHAT’S NEXT



WHAT’S NEXT
Further in - depth review of qualitative feedback 
to optimize creative concepts for future rounds

Evolve additional reasons to believe to support 
emotional benefits 

Creative campaign development and production 

Brand and campaign launch: Jan 2026 



QUESTIONS?



THANK YOU
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