THE 4 PILLARS

Effective Community Positioning

A framework for scaling local impact — built to introduce current and
prospective sponsors to how Sutton Place Socidliearns lasting trust in the
neighborhoods we serve.



Build Familiarity Before Needs Arise
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"Twelve years in the neighborhood, and this is the
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Sponsor the Neighborhood
Narrative:
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80%

of consumers say
they shop locally to
support the
communities where
they live

By sponsoring local initiatives, schools, and events, businesses
demonstrate genuine involvement in the community — building
lasting goodwill that a search ad or coupon never could.
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Moving Beyond the Search Bar:

Search engines help residents find businesses.

Community positioning helps them choose one.

Consistently showing up locally builds trust long before a buying decision is ever made — the difference between
being found and being chosen.
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