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Why Branding?

« Boost Economy

» Compete for Resources

« Community Pride

« Attract Residents, Talent & Visitors

» Shape Perceptions Support Local
Initiatives

« Boost Community

« Memorable Identity

Credit: Marketing Department, Inc.
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What is....
« Marketing?

The process and activities of growing

business and achieving goals. Essentially
the City’s Master Plan.

e Brand

Houghton’s reputation. What and how
people think and talk about Houghton.

 Branding

The way you want to be perceived.

* |dentity

What people see. Logo, graphics, ads,
people, etc.

Comfort

Diversity Website

Social
Signage

Committees &
Commissions

Traffic

Data
City Council

Pedestrian
Activity

Parking

Master Plan

(Placemaking/ Marketing)

Uses of space

Personality Land use
& [slele G H

Tone of Voice

Identity

Property
Values

Visitor,
Resident
Business

Experience Rental

Levels

Retail &
business
Associated s
Brands

News
Coverage

Cleanliness &
Sanitation

Environmental Building
Data Conditions

Credit: Marketing Department, Inc.
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What this effortis . Rebranding...

N OT It’s likely that this is the first time the City has
e taken a deep dive into figuring out its identity.
This is NOT an effort to change that identity, but
an attempt to capture sentiments and better
understand how our community perceives itself.

 an Opportunity for Input...

A survey, information sessions, and even social
media have allowed for public comment and
shaped the committee’s progress to this point.

« the Finish Line...

We know who we are as a community...How
we’re perceived and how we want to be
perceived. If this is to move forward, the City
needs professional help and investment.

CITY OF
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Branding Blueprint

GOALS

Define what the brand

needs to accomplish
for the City of
Houghton.
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DISCOVER

Engage the
community and
stakeholders for input
to define:

Core values

Aspirations

Strengths & Weaknesses
Perceptions & misconceptions
Community priorities

Business needs

Resident needs

Learn what attracts tourism
Effective communication channels
Creative ideas

Gain support and buy in

STRATEGY

Based on discovery,
develop a brand

strategy that includes

Brand Vision & Mission
Core Values
Brand Promise

Tagline & supporting message platform

Defines Audience Segments
Positioning & USP
Personality

IDENTITY

Create key visual
elements of your
presentation

Brand Experience (tcuchpoints &
cnnsistency)

Logo

Sub-brands

Colors

Type

Shapes

Imagery and Photo language
Brand Gulidelines

Plan to implement

Create key visual
elements of your
presentation

Measure against goals
Hotel occupancy rates
Tourist spending

Business growth

Private investment
Employment rates
Commercial property occupancy
Resident satisfaction
Volunteerism

Social Media

Positive media

Website traffic and trends
Continue branding surveys

Continuous
improvement and
adaptability

*Houghton
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Community Engagement -

Volunteers

. Jared Evans

- Adam Johnson

- Susan Liebau

- Maripat Ruttan " /
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Community Engagement -

Committee |
« Data Review

~« Distillation

© « Vvalidation

- Discovery

(-« PathForward
-« Confirmation
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Core Values - Home

“Beautiful, We,COming, Home!u

. . H h
) D(?WﬂtOWﬂ “Small town‘h.osp,lta‘l_I‘ZWIt “Still homey and accessible
° Frlendly a big city spirit. 1ts 1 to all. A place where people
o Small-Town coming home. A southert come back home and decide
town with a funny accent to stay. Actual futures for our
o Safe and SNOW. youth here, family oriented,

counseling services

« Walkable
 College Town

“Houghton is an idealistic ~ “Homey charismatic, beautiful.”
hometown where people

genuinely care about each “Home sweet Houghton ©
other, want to know each other  that's what I've always
and help each other.” called it.”
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Core Values — Views

“Full of local flavor, friendly
people, gorgeous views and
abundant access to Some of the
best views there are in Michigan.
And close to a variety of things to
see and do outdoor activities.
Grab a pizza and a beer, sit
outside and soak it up - it's that
simplel.”

some of the best views
there are in Michigan. l.\nd
close to a variety of things

to see and do.”

“Nature, great views,
wonderful people.”

Recreation

Nature
Beauty
Hills

Waterf

ront

Lift Bridge

e an idealistic us .
“Houghton 1S anc'ﬁ:‘\ ‘wat 1] “Lovely city with amazing Wate rway
Go ERLLRRINENS hills.” views, rich history, and
beautiful VIEWS, natural beauty.”
L}* HoUGhton



Core Values — Progress

Historical
Thriving
Growth
Development
Technology
Adaptive

«Historical town on the “Breathtaking and

; : heartwarming natural
t is becomind ]
water tha beauty that has remained

ive.”
more progressi steadfast as the

generations have

“P - "
rogressive with a smaj| progressed and grown.

town fee|)”
“Leader in rural Michigan’s

“City has found a way to progressive vibrancy”

embrace Its history while

progressively modernizing as

both a tourism draw as well as “Sisu. Growing. Progressive.
a regional hub.”
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Survey —Core Values

HOME

A place where you
feel like you’ve
always belonged

VIEWS

A landscape that
Inspires year-round

PROGRESS

A city rooted In
history, built for
tomorrow
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Community Engagement — Open House

- Posters

. Feedback

. Discussion

. Community
Input

 Questions
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What’s Next

¢ Committee Formed | Committee Expanded I Joint Meeting
July 2024 March 2025 March 2026
‘ ................ ' .................. ‘ ................... ‘ ................... ‘ ....................
* Survey Conducted * Open Houses
November 2024 October 2025
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Next Steps
- Strategy

Brand Vision &
Mission

Core Values
Branding Promise
Positioning &
Attributes

Define what the
brand needs to
accomplish with:

Community Input
(surveys,

community think
tank)

Stakeholder Input
(public and
private business
leaders,
developers,
owners)

Council, DDA,

MARKETIHG LSSl

Develop
strategies that
define the city
brand purpose,
vision, values,
personality and

(defining what
makes Houghton
unigque to other
communities)

Develop message
strategy and
platform that will
drive all branding.

DISCOVER STRATEGY PLAN
Confidence Positioning, What, when,
& Direction Personality & Story where, why & how
==
b oovo
ooo ?

Develop an action
plan that defines
specific tasks
need to
accomplish the
goals including
brand standards
(logo, colors,
etc.),communicat

ion activities,
committees,
advertising,
business
attraction, events,
etc...

y

PRODUCE

Excellent work

MEASURE

Continuous
improvement

Credit: Marketing Department, Inc.
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Professional Assistance

« RFQ & Vendors
e Scope of Work
e * Timeline
. * Costs

W « RRC Best Practices
o Community Goals
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