
Columbus: A Coordinated Branding Strategy 

 

Columbus (Ohio) has emerged as one of the leading sport cities in the United States.  

Through the efforts of the Greater Columbus Sports Commission, the city has hosted 

numerous national championship events in partnership with United States Olympic 

Committee (USOC) National Governing Bodies; the National Collegiate Athletic Association 

(NCAA); and, The Ohio State University, whose main campus in Columbus includes more 

than 50,000 students.  

 

Additionally, Columbus has become an important international event host, including the 

2013 President’s Cup (golf) and the 2014 FIFA World Cup qualifying match between USA 

and Mexico. 

 

To support its sports event bidding and hosting strategies, Columbus created an integrated, 

consistent branding initiative which included an unprecedented collaboration among public 

agencies and nonprofit organizations committed to promoting tourism and economic 

development. A distinctive, memorable campaign was created, promoting the city’s 

significant investment in physical assets and sports venues, as well as the work of the 

Greater Columbus Sports Commission.  

 

Branding has been conscientiously applied across all target audiences and throughout all 

marketing and sales materials, creating a campaign which provides a unique competitive 

advantage, primarily because of the collaboration and consistency in image presentation 

and messaging in all applications, not exclusively in sports contexts. 

 

“The primary objective of our coordinated branding strategy is to build awareness of 

Columbus an attractive sports destination. It was designed to present a consistent 

Columbus brand to the world and to portray Columbus as a vibrant, diverse and strong 

sports destination,” said Linda Logan, Executive Director of the Greater Columbus Sports 

Commission.  

 

The result is the ColumbUS brand – purposely simple, yet allowing flexibility and 

customization, while remaining true to the heart of the brand. The emphasis is on “US,” 

emphasizing the people who make Columbus special, along with the community effort and 

participation required to establish competitive image distinction and differentiation.  



   


