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ASSESSMENT: OVERVIEW

Qverview

OVERVIEW:

While Independence is experiencing challenges similar to those of other smaoll lowns across Ihe
counlry. it has many reasons to be oplimislic aboul the fulure. Wilth a unique history. o strong name,
on obundance ol recreation opporiunities, and numerous updated civic esources, Independance
hos the ability to distinguish itself in the minds of cument and poleniial residents.

What will define Independence? How can Independence creala a better experience for residents,
businesses, and visilors?

teaders in the community believe that defining a distinct identity will not only boast community
pride, bul also guide luture communily decisions and establish on efleclive markeling effort lo
residentis, potential residents, and visilors. This repart establishes on assessment of where the
Independence brand is foday and presents a siralegy fo help the community ochieve ils goals
for ihe fulure.
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Our very survival depends on our abilify fo stay awake, to adjust to new

ideas, fo remain vigilant, and fo face the challenge of change.”
- Martin Luther Xing Jr.

PROJECT SCOPE:

bluespoce crealive is proud lo present this report, in cooperation with the community
of Independence and volunieer organization, Absolulely Indee.

Independance has conlrocted bluespace creative to complele core crealive projects for the
intticl stages of the community branding process. Upon complelion of this report, ond pending
the approval of the finol bluaspace brond shiategy. the Iollowing assets will be developed:

+ positioning stalement - The positioning sfalement (somelimes known as a fogling) eflectively
summarizes the brand messoge in a compeliing manner, warking lo Inspire the oudiences
oound the communify brond.

« logo Idaentily - Although important, the logo is not the end goal of an effective branding
initiative. The logo is the brand's calling card, the communicalion of the brand message
in instant, visual lerms. it bullds recognition ond memorabilily among the cudience while
presenting the brand in a positive, profassional light.

+  brand standards guide - The brand slandards guide is a voluable fool lor establishing and
maintaining the communily's invesiment in branding. Designed fo speak fo residents, as much
as city officials and professional vendors, this guide will demonsirate proper communication
of the brand, as well as how a communily bond works. The information provided, will inspire
communily involvement and increased buy-in.

{™ bluespace craative, Inc. - 1205 Broodway - Denbon. lowo 51442 - B46.B40.BLUE - www.blugspaceceative.com h I . . n 5



ASSESSMENT: OVERVIEW

Qverview

WHAT IS COMMUNITY BRANDING?

Your brond is not your logoe, your tagline, or your mission slalement. It is not a collection of your
cotors, fonts, or advertisements. A brand only uiilizes these efements as tools.

Your brand Is how you one knawn fo those fhat interacl with you; Ihe messoges you send, the
expariences you creole, ond the imoge thot you project, are all faclors in building a brand. Each
one of ihese things come logether lo creale the perception thot eventually lokes pemanent
residence in the hearls and minds of those thal come to know you. A brand is nol built in one day:
but over time. by fhe actions, words, and decislons of many people. Every person, place,

or enfemprise has a brand.The question is,"How effective is that brand?*

This blusprint will evoluale how effeciive your brand s at achieving your goals,
and provide recommendalions for how 1o evolve your brond in the fulure,
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KEY TO SUCCESS:

Brand building takes time and is the culmination
of all the experiences that an individual has with
the brand. Building a brand is not only about
spending money on advertising and marketing.

It is about consistently delivering on the brand
promise. In order for the brand fo succeed and
sustain, it will be up to everyone in Independence
o own and build the brand with positive behaviors
and word of mouth promotion.The people of
Independence are one of the most powerful tools
the community has.

l'.."' blvespoce cranlive, ine, + 1205 Sroodway - Denson. lowa 51442 - B44.840 BLUE - www.bluaspacecrealiva.com h I l . n 7



ASSESSMENT: OVERVIEW

Research Overview

© brand oudit

the Cily, Chambe,
and Economic
Development
commitiee wem
asked to submil
oll ovoilable ilems
requesled on o brand
oudit checklish, including
markeling moteriols

and research reporls
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o leadership interviews

one-on-one confidenliol interviews with
City and Chamber membaers, as wafl
as cllizens ihat ware singled out as
comimunily lecders, were conducied
by o bluespace team member
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A variety of research tools were utilized to develop this in-depth
and well-rounded brand assessment and strategy.

© community surveys @ onssite research @ compstitive analysis

surveys ware developed seven members of fhe bluaspoce membets of the bluespoce team
and largeled to specific cregtive feom conducted one conducled odditional research
demographics day of voluntary on-slie research lo befler understand ond analyze
. . in Indapendence thot granted surmounding communities

%d”"' & visli?rs. resulled in a greater lavel of depih lo their

respandens research and assessment

*  business owners: resulied in

20 espondents

s 11th ond 12th grode high
school students: resulled in
284 respondents
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ASSESSMENT: BRAND AUDIT

Brand Audit

BRAND ELEMENTS

Whan it comes lo the way you represent your brand, it's simple: everything malfers.

Every word, avery image. and avery aclion, works lo eilhar reinforce or diminish your promise fo
the world. Moving forward, the community mus! be able jo regulote ils messoge fo maintain Ihe
integrity of ihe brand. Tha consistency of your messoge, olong with the lavel of qualily in how thot
message Is presented, will aliect the success ol ihe branding efioris.

Your brand elements are the langible componenis that represent your brand. Understanding these
elements and the messoges they sand will help you bes! represent tha brand moving lorward,



ASSESSMENT: BRAND AUDIT blueaprint - LEVEL 3 » Independence . Oclober 2016

oesion  NAME

LOGO ,
wessiTe ) [T « FONTS

ELEMENTS
COLORS

i S CONSISTENCY
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ASSESSMENT: BRAND AUDIT

Brand Audit (cont.)

brand element: CITY NAME

A brand's nama is an incredibly imporiont foclor becouse it is the way the brand is relerenced
thousands of fimes each day. A city’s nome is nol a matler of choice: it is an inheriled trait.
Forlunately. Independence is a nama with great opportunity ond full of positive oliributes.

INDEPENDENCE
B|E —

sirang ond memorable; instant imagery; valuas ihere are 26 stales with cilies named
freedom; independent; parceptions of boldness. Independence, laking from the
gril, valor, tenacily, assuronce uniqueness of the name
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brand element: BRAND MESSAGE

A brond message is the overall stalement that conveys who you are as a brond. It is the idea that
inspires, parsuades. and molivates people fo connect with you.Your message must be unique,
locusad, based in truth. supported by consistent action, odopiable by the entire community, simple,
msistont of negaiivity, ond defiant of fleeling fods and styles.

independence curmently uses muliiple messoges that lack unily. This dilutes the main postioning
ond lessens Ihe message’s impact, leoving the community without an effeclive voice.

“America’s Fama §s In Our Nama” - used on eniry signage ond Cily & Chamber websites
*Proud People Promofing Prograss” - used on enlry signage and Cily & Chamber websiles
“Come live and serve with usl Come bulld and woark with usl Have a play date with usl® - Chamber websile

"Live with us! Work with us! Piay with ust” - Absolufely Indee websile

{™ bluespace cmaltive, inc, - 1205 Broodway - Derison, lowa 51442 - 845.880.8LUE - www blusspocecreative com h l . . n 13



ASSESSMENT: BRAND AUDIT

Brand Audif (cont.)

brand element;: LOGOS

One o! the most prominent elements of your brand idendlity is Ihe logo. A strong
logo s the kconic foundalion of your brand equily. representing who you are
ond what you stond for in instant, visuol terms.

While Independence does have an official identity for city-wide use, elated
entilies like Ihe Chamber, Absolulely Indlee, and the library, oll use complelely
saporoie idenlities. This creales a lock of distinction and overll presence for
ihe Independence logo and avokds the key opporiunity lo cross-promaole.

On the whole. the Independence logo is unrefined and lacks memorability
and impacil.

ABSOLUTELY 5

AREA CHAMBER
OF COMMERCE

VOLUNTEER ORGANIZATION CHAMBER OF COMMERCE

14

OQOFFICIAL IDENTITY

INDEPENDENCE

WEB |DENTITY

INDEPENDENCE

- F.w‘ .

PUBLIC LIBRARY

PUBLIC LIBRARY
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brand element: COLORS

In general, the communily of Independence has widely adopted ihe use of

the colors red, while, and blue for communication pleces and physical aspects

of the communily, but does not currenily have a defined color poletie. This has ted
to mullipte hues being used throughout the communily, sending on inconsistent
massoge lo residents and visitors alike. An issue such as this, is o prime example
of something o brand standards guide will eosily standordize.

brand element: FONTS

A lack of consistent font fomily usoge can be found acrmoss much of Independence’s
marketing ond promotional pieces. Like color, fanis convey thelr own sublle messages
and must be used consisienlly lo present a stong ond memonable brand,

331 1st Street East
Independence, |A 50644

Phone: 319-334-2780

331 1st Strect East
Independence, IA 50644
319-334.2780 Phone 319-334-2037 Fax

331 1" Street East
Independence, IA 50644
P: 319.334.2780 F:
319.334.2037

331 First Street East
indepandance, 1A 50644-2814

331 First Strest East
INDEPENDENCE, 1A 50644-2814

PH :(319) 334-2780 FX :(319) 334-2037

Procured from a variely of siafionery and websiies

{2 bluespace crealive. inc. - 1205 Broadway - Denkon. lowa 51442 - B&4.840 BLUE - www.biuespoceceaiive com h l . . n 15



ASSESSMENT: BRAND AUDIT

Brand Audit (cont.)

brand element: MARKETING & PROMOTION

An evaluolion of Independence’s markeling pieces mveoled issues common
omong smoll communities. While all civic enlities ore making greal efiarts to
promole their individual couse, they are not working well together to promole the
communily os @ whote. In geneml, this leods to a broad mixiure of messages thal
do not clearly represent the brand, poor promolion of great community assets,
and fragmented information for Ihe reader.

Research revealed that the cument lone ond presenialion of Indspendence’s
markeling ond promotional maledal Is very stroightforword, dry, and gensamolly
missing the mark on ils representalion of valued attractions and londmaorks.

illf_A_R'll'

A,
WAPSI

IRV R gy
A
AWES:
Live Bands &
froc
Admisyion!

This Friday
79 pm

We lack a cohesive vision; we need
people to step up, fake pride, and
work fogether in the community. Not
just to promote their Iittle corner.”

- Resident
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VISITORS PACKET: Although visitors thol request information about Independence can receive
on abundonce of malerials, it is dificult to come by, Visitors to the Independence website are
redircted o the Chomber websile, where physical materials mus! be requested by phone ar email,

When the bluespace leom acled as a visilor interested in moving o Independence. tha Chamber
did a great job of providing resources: however, the ilems conlained in Ihe visilors pocket were
prime examples of the lack of brand slondards and messaging.

items received

mulliple mops
school programs
hotel informalion

rack cards ond brochures
for atiractions and civic resources

Many individual communily assests |
weare reprasentad in the visilors |
packet, bul the llems lacked o !
o iCoiie Cride , consislent message ond brond feel. |

list of local businesses

% bluaipace creolive. Inc. - 1205 Bmadway - Deniton, lowa 51442 - 856,840 BLUE - www Dluespacecieatve com h l I . n
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ASSESSMENT: BRAND AUDIT

brand element: WEBSITE

INDEPERDENCE

] T an
PR LR el e

g

City of Independence Homepage

Brand Audit (cont.)

i O n j

Cavpenourd  Sorvev Buares Loy Chrtrersty Howm Dol

NEWS & ANNOUNCEMENTS

Cat 12 1o dats with the letonl rows-
T T LT

T T e Tl — .

Homepage Mobile

POSITIVES

aesihelics

orgonized menus

‘notity me’ lealure
‘communily voice’ poge

curent news &
announcements colendar

promotion of library

quick links

shiking imogery In cerain
inslances

delailed porks & recrealion
Information

thomough historic
information

numemus onling forms
and downloads
responsive dasign

abundonce of information,
such os surveys and
reports

NEGATIVES

compeling identilies

soclal media links do not
redirect to official sociol
media chonnels

video tour does not slond
out and is nol eaqslly
accessible

broken Tinks

poor image quality
in certain areas

no easy way to seoch
and/or navigale fhrough
information
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= .
S e s EEs
= S mmpmesm mmis
= S g B
it ey Tr= e ———
Chamber Homepage e g =T =3
L= — _ z ' =
=2 = R merve )
==
Cualendar of Events Page

POSITIVES

oganized colegories

today's events & the event
calendar are convenient
and up to date

quick links lo olher
Independence mRsources

lolest irom Facebook fink
for sociot media users

defalled miocation guide

eNewslatier signup/
oplions o view previous
eNewslelters

listed job opportunities
large member direclory

While both of these sites oppear lo
serve lhe purpose they were created
lor, the ovemall identity is disjointed
and inconsistent. The community

, should speck as o whola.

bluveprint - LEVEL] . Independence - October 2016

NEGATIVES

recent news feed is not
kep! up-lo-dale

no oplion for requesting
physical malericls

broken finks

compeling posifioning
slofements

business spoilight is
lacking Information

conflicting demographics
ouldaled press releases

|

{:‘ tlusipoce crentive, inc. + 1205 Broadway « Danison lowo 51442 - 844 860.3LUE - www bluespocecreative.com h l . . n
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ASSESSMENT: BRAND AUODIT

Brand Audit (cont.)

brand elements: DESIGN QUALITY, CONSISTENCY, PRESENTATION

DESIGN QUALITY: Maoterals disiributed in Independence
direclly effiect the perceplion of the city. Many of the motariols
hat were eviewed oppeor to be held 1o an averoge lo

= = S
below average design slandard. which projects a low level of I . m
community pride, os well as o fow sense of prolessionaism. T i '-:'_‘:m
o A

D e ..1.1._

Emmiaes. . Street East

m ; :h:;hi: ~e, lowa 50644

Jrend Lynth, tar e/ T Performance
111" Sy Gam
R Trss e :: Evaluation Form ske‘m;nc? N
on ocumen, the city iden
== - is sirelched and misaligned with
Business Card the addmess, leaving an inconsisient
£ imprassion
NAME"

blurring a4

on {hese business cards, the Budgel is aolways o concem for markeling

qudlity is low enough that colors efforis. but there ame ways to greally improva 1

ond lines storl bluming together the presentation of independence’s !

, communications, even on a limited budget. :
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Consistency is the true foundation of frust. Either keep your promises

CONSISTENCY: The lack of brond slandords
amongst the aloremenlioned elemenis corwerge

to creale a weak brand piojeclion and sense of
fragmeniation. Proper brand guidelines conlaining
brand maintenance measuras, will help better shape
ihe complele identity of the revitalred brand. as well as
ensure it is maintained.

CITY OF

7Y TAMIRICA S FAML I3 B U NAML

= 331 First Street East
= “EPENDENCE, IA 508/
= “134-2780 FX:#°
Job Applicaiion
inconsisiency
included within the logo of fhis

document s the posilioning
stolement, while a different font
displays the address

or do not make them.”
- Rey T, Benneit

PRESENTATION: The quolily of haw marketing
messoges are pesented can speak volumes to a
polenliol visitor or rasident. Print pieces are representative
of who Independence is os a community and what

they stand for,

331 First Streot East
: “ENDENCE, |A 50644-27
City Lettetheoad *14.2780 FX:{319)°

prasentation

al the top of the cily lellerhead,
the identily’s flag is cut off and
is a lighter shade of red

{2 bluespoce creative, inc. - 1205 Broadway - Denkon, lowa 51442 - 866,860.BLUE  www. blusipacecreotive.com h ' . . n
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ASSESSMENT: LEADERSHIP iINTERVIEWS

Leadership Inferviews

LEADERSHIP INTERVIEW INSIGHTS:

When leaders were asked if ihey ore proud fo live and do business in Independence, the answer
wos a resounding YES! They alfimed that pecple are proud to be from Independence and that it is
lhose people ihal moke the community great, Many leaders shored common beliefs of what the
communily’s sirengths are, os well as the challenges the Cily foces.

STRENGTHS CHALLENGES

tocation: A lol of Independence’s strength lies in ils proximily fo Employment, leadership, housing oplions, nightiife entertalnment,
U.S. 20 ond Interstate 380. Being within an hour of several larger negative people. high property iaxes and limited shapping

cilies mokes Independence the ideal ploce o moise a lamily options wem all seen os challenges in keeping residents happy
while opening residents up to more career opportunilies. living in Independence. They were also recognized as

Community Evenls: Ofiering an abundance of communily a deterrent in attracting new residents, businasses, and visitars.

events inspires involvement from a variely of demogrophics.

Upgraded Rasources: The hospilol, junior high school, parks
ond recreational laclliies, aquatic center, ond library ore oll

considered 1o be communily ossals. A good, small communily
in an upward swing.”

- Community Leader
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Leaders say these are the qualities that make Independence unique:

geographic
location

‘b
new and
improved
resources

as described by

community leaders

].
SNapsipinicon
River

Rassrbl

) parks and
people and community recreation
volunteerism events facilities

*boasts some of the region’s best communify events.”

*is a friendly, clean ond safe communily with a fantastic school system.”

*is becoming morne forward thinking. there is a changing of the guard and the mindset is changing.”
*if you are not from here you are an outsider especially in the churches.”

*Is family-friendly ond quiet. good piace fo raise a family and have a lairly peaceful life.”

“is a hislorical town, gaining speed on communily events.”

*‘does not have a lot of amenilies, buf the basics are here and it is safe.”

‘many ppl [sic] work in IND but live in Oelwein and Winthrop where properties and taxes are cheaper”
“1st sireet is nof atiractive, thought obout not moving because of il”

*thete are housing issues & gaps in market for ceriain types of housing.”

*is o srnafl town, nothing fo do, nothing here. it is expensive fo live here.”

‘.\ bluespace crealive, Inc, - 1205 Bmadway - Denson. lowa 51442 - BAS.840 BLUE - www blugspocecrealive.com h I . l n
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ASSESSMENT: LEADERSHIP INTERVIEWS

Q Leadership Interviews

24

70&[........... 908}.'.......
AR RN AR ERARRRR A

say they were brought back think people move away from
fo Independence due 1o job Independence because of
opporiunities job opportunities
-I-Iog;ooooooooooo -Iooggooooooooooo
Jiggeeeeenent ARALERRRRARR,
are proud lo live and do business had unfavorable comments about
in Independence Independence relail options
9og;ooooooooooo sog;oooooooo-oo
ALRRR AR R AN ~IS R R RARRARAN,
say that the 4th of July Celebration believe the Cily does a good job of
is what embodies the cify the most communicating with the residents
of Independence

2og;oooooooo-oo

AR RARRERR,
are safisfied with the work the
Chamber is doing
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+

POSITIVE PERCEPTIONS

People like each olher within the
communily, | feel like Independence
is full of good people.”

Greatl school system, the new school is
beauliful, lofs of work on the fields and
factifies for sports, the hospilal is making
posilive changes and there are mom
and more services becoming avoilable,”

I love io hear new residents and visitors
{alk about our friendly ond fun communily.
Many mention the number of evenis

we have each year and describe the
community as cule/quaint and
famity-friendly.

Veery sale place Io be, doors can be
uniocked, kids can walk home from school,
thers are shil a lot of opportunities for
peopfe o be involved within the school
library, and communily.”

People aclually do come o lown for
shopping bafieve it or nol, some stores
peopie lrovel in fo see”

NEGATIVE PERCEPTIONS
Downlown is ugly needs revifalized.”

The money, it feels like there Is a hidden
agenda. why does everything seem
secrel; is there o way fo bridge that
communication gap?”

1 feal thena’s lass thon 10 shops fo
duck in and out of; people wanl
more businesses.”

Within the communily, there is o
perceplion that voices aren’t being
heord. Whether thal is irue or nol. is vel
to be determined. We do have many
people who ame jus! negalive about
EVERYTHING ond want something fo
complain about.’

Thete are people that ge! jealous of
peopie with money, there are people
in the communily thal give ime ond
money/doilars towords prograssion.
Then you have people that don't
agree or don't participate.”

PN

FUTURE CHALLENGES

Housing and the abilily lo attrac!
young professionals will always be
an issue.’

We will always struggle when It comes
lo aftracling the oppropiiate indusfries
and jobs with the types of wages that
will conlinue lo grow the City and ils
fox bose.”

Doing things fo grow the lown insiead
of just mainlaining il.”

Having the money lo support
evervthing without toxing the helt
oul of us.”

The polilics of things. we need lo figure
out how lo gef past that ond make
sue we have frue leaders thal are
willing o lsten.”

Uses of the cily budge! that burden
laxpayers.”

Older groups embrocing the younger
ones, collcborations between the
young aond the old.”

{5 bluespace crealive, Inc. - 1205 Broodway  Denison, lowa 51442 - B&4 B&0 BLUE  www bluaspocecieotive com h I . l n 25
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ASSESSMENT: COMMUNITY SURVEY RESULTS

Community Survey

COMMUNITY SURVEY OVERVIEW:

To gain insighl into community perceptlions ond experiances, o survey was crealed ond mode
ovailable lo Independencs residents, visilars, 11th and 12th grode high school sludents,

ond businass owners.The survey answers olso provided o community voice in the process of
forming the community vision and direction.

The following poges provide key survey results, highlight quotes from residends, visitors, business
owners, and communily leaders, and summarize common thermes and observalions.

Nofa: Many quesstions in the survey wema open-ended; tharelore, resulfs that cre shown

in percentages may not be reflective of a frue 100%. A complale list of the survey resuils
may be found In the addendum.



blueaprint - LEVELY - Independence - Oclober 2016

ASSESSMENT: COMMUNITY SURVEY RESULTS

GEOGRAPHIC AREA OF RESPONDENTS:

e ——

HOATH

WASHINGTON MOHTAHA DAKOTA i
MINHESOTA'
DAKOTA
DREODGH
Inare WYOMING @

HEBRASKA
\ El SK
HEVADA United States

uTAN

COLORADD KANSAS

MISEOURAY

OKLAHOMA TENHESEgag i,
ARIZONA AAKANEAS q
San Diego NEW MEXICD Dallss MEISISSIPPE c
o ALABAMA

— TEXAE o GEDRGH T
s o LOUISIANA —— N L9
Q
) { R} oy o= i

Surveys came
back from

different zip codes

{3 bluespace craativa. inc. - 1205 Broadwrry - Danson. lowo 51442 - 844,850.BLUE - www.bkrttpocctealva.com h I . . n 27



ASSESSMENT: COMMUNITY SURVEY RESULTS

What do!you likeimost/least inIndependence?

SMALL COMMUNITY o)

CHARACTER 64 . 3 /O
CAREER
OPPORTUNITIES

ALSO SCORED POORLY:
» Shopping Options

Dining Options

Cost of Living
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Which words de youlbelievelbestidescribe Independence?

Friendly | Maintaining

Traditional

" Narrow-
Traditional Minded

(os onswered by cument residenis) (as answered by former residents)

"«
} People who moved away from Independence chose words :
that imply that failure to grow and be progressive were foclars 1

, In their decision lo leave. :

i g g S e -

[:‘ blvespoce creative, inc. - 1205 Broodway - Danson, lowa 51442 - BA4.840.BLUE - www.blugipocecreative con h I l l n w0



ASSESSMENT: COMMUNITY SURVEY RESULTS

Do\youlfeelthe communitylis friendly?

YES

although the majorily of residenls,
u u o » VisHors, ond business owners feel thol
Independence is friendly, all three

groups noled thal the communily can be
“cliquey” ond "unwelcoming o oulsiders.”

[ feel that the communily in general tries to be friendly. However, | have
noticed that members of the communily often times are only superficially
friendly or are even unfriendly 1o newcomers or ‘oulsiders’.”

- Resident



ASSESSMENT: COMMUNITY SURVEY RESULTS

Visitors wereidsked. Are the
signs in attractive? Are
directional folatfractions
availgble andeasy.fo

Oon't Pay
Aftention

Here's what some had to say.

Some signage is misleading.”
Signs arent large enough for speed or taffic.”

Need more/no directional signs to main aftractions.”

I:" blusspoce craniive. ing, - 1205 Broadway - Denion, lowo 51442 - B44.880.BLUE - www blvespacecrealive com h l l . n

blueprint - LEVEL 3 - Independence - Oclaober 2016

Visitors were dlse:asked fo.name

3lthings they.disliked'about

Street/
Property
Upkeep Lack of
Dining
Downtown
Traffic

The town seems a little run down. Some of the
buildings need painted and cleaned up.The
operating hours of downlown businesses
don‘t work too well for someone

that works out of town till 5pm.”

- Visitor

J1



ASSESSMENT: COMMUNITY SURVEY RESULTS

Areyyoulablefolbuy.everything you

make an effort foishop local?

If mot, what can'tyou buy?.

YES 26.1% 28.6%

86.2% Rasidents gt‘::lr:\eer:s
NO 73.9% 71.4%

More than 1/2

fo almost 3/4 of
respondents said
they could not buy
e
ﬂ ﬂ clothing or shoes
. — = in Independence
as malnmes [o]
7 00 % of business owners
said that they make an

attempt to shop locally

Jz2
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Residlents were asked: How.offen do youileave lindependence fo shop?.

P . 5 7 . 5 0/0 of students said the main

reason their families travel to Cedar Falls,
Cedar Rapids, and Walerloo, is for shopping

On a scale of 1-5, with
5 being the strongest,
residents were asked fo
rafe the strength of the
retail business sector

in Independence

36.4%

rated retail 1-2

45.8%

Once a week Once a month or -

more frequently On these pages, we see that the residants of
Independence make on eflort 1o shop locally,
but they ae unable to buy what they need, so
they leave, to shop elsewhere,

{'™ bluespoce crealive, inc. - 1205 Broodway - Darson jowa 51442 - 856.840.BLUE - www.blusspacecreotive.com h l . l n a3



ASSESSMENT. COMMUNITY SURVEY RESULTS

e asked: Which of the following thingsimay cause you o

amountiefibusiness/activities you doliniindependence?,

Better Shopping Selection/Vanety
Additional Bining Options

More Events/Entertainment

Lower Prices

More Convenient Store Hours

429% 638.87%

of business owners belleve that the most of visitors say that additional dining opftions
effeclive way to increase the amount would incredse the amount of business/

of business and aclivities people do In aclivilies they do in Independence
Independence is fo have beftlar shopping

seleclion/vanely
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What type of new:business| development doiyou feel wolld benefit:

Independenceithe most?

Between residents and
business owners, over 1/2 of the
respondents say that retail and
manufacturing development
woulid benefit Independence
the most.

: I The top answers for students and visitors,
when asked if they could choose 1 amenity
from a larger nearby city to relocate fo
Independence, were: shopping/retail opportunities

{2 blusspote creative, Inc. - 1205 Broadway - Danison. lown 51442 844 BA0 BLUE - www bluespacecrealive com h l . . n 35



ASSESSMENT: COMMUNITY SURVEY RESULTS

On average, how.offen do youlutilizeeach

of the following/community assets?

L Frmey ._q-.._.-._.- i, e d
e nges om mpressniative of thosa that rofed use: -FMIL..{FTJL. I4f

RESIDENTS VISITOnRS

s R |

Municipal Alrport 0%

Golf Courses

¥ b H‘ L_ _h___“_______l________‘_-i

Historic Aftractions

Hospital/Med. Clinles : ]

| Ubrary

e

95%
7%

63%
59%

v i A

Wi Tan f

Feslivals/Events

Local Dining
Grocety Shopping
Parks
Speclalty Shopping

Wapsipinicon River

Locol Enterfolnmant

55% . Sporis/Clvic Centers 0%
2y fIET | MolorSpeedway | 2%
% | 1 Visilors Center 0%
6% Menial Health Clinkc 0%
-l -
l tudent ked what thel :
When studenis were asked wha r ;o s i g
i ibrary. patk, ¢ ke riding bik £ i :
favorite thing o do in Independence & G Going lo the library. park, ke riding bikas on the S i _. 1 enjoy going fo the parks

was, 40.7% respeonded with a physical
activity. Many mentioned going to
the parks.

or anything else that Iroit ond 1 wish there

conlains physicol aclvify®

were more of them.”

ol and public evenls
with my sisters”
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Residents mgmmmm@?m:@m

= T ririlp
|l U +‘”J. :.ra-_'-f ”@E Al .-J-. “J J:'l— h'.l"'Jﬂh ha ik OWasT 1-' I 'JEFL_‘_'_, ) :i'F [} '! 0 lhqk a'

Library Services

i

Residents were asked lo rale

Convenience of Location the assels most valuable to them:

THE TOP 3 ARE
Parks and Recreation “ Local Dining
Health Facilities
Local Hospitality i ; Parks
Affordability 1
Housing Options T

of visitors responded
with “not sure” and
‘no” when asked if
they were aware of
a visitors station

Business District

Shopping Options

%22 X 2 X ¢ %
%2 2 2 2 2%
26 6 b 6

Career Opportunities
This grophic shows o sample of some of the lighest and lowes! ronked ilems. For a complele fis! of all ilerns ranked. please see the oddendum

1'."- bluespacs crealive, Inc, - 1205 Mroodway - Denison, lowa 51442 - B46.840.BLUE - www.bluespoceciealive.com h I . l n a7



ASSESSMENT:COMMUNITY SURVEY RESULTS

If.independenceloffereditheifollowingiarts.and enterfainment options,

how likely wouldlyouibe tolaftend?

R o PR 5 RIS

RESIDEMTS {F__ - VISITONS
26% || AuthorEventatUbmry ||
: I Family Movie Nights
Musicals/Theatre
Summer Arts Festival
Concert Serles
Comedian Showcase
Summer Camival
River Activities
Art and Book Sale
Community Bike Ride

73%

B

- Canoe rental on the Wapsie would «' Boat races? Bring them Art fests are great, buf the items
be great you could probably bock. Dredge the lake.” would have to be affordable to

make money with it loo.” - Resident really spend money. Might be

interesting to have a fliea market,”

- Resident

- Resident
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INDEPENDENCE DAY
C E LE B RAT' O N 25 . 6% of students said that their favorife

8 Ocy _ memories that take place in Independence
o of residents are from the 4th of July Celebration
feel that the 4th of

July Celebration is the
most valuable to the
community

A community with
a greaf 4th of July

Celebration and
many other evenls

4th of July Celebration

was always well done.”
- Former Resident

- Visitor

43 . 8 % of visifors

who have aftended

25 % of residents the 4th of July .
surveyed said the 4th of Celepmtton rate it
July Celebration is the as being extremely
e..'vem‘ they would mosf The Independence Day Celebration is valuable

likely volunteer for next to best in nation; we are starting

fo get notoriety for that.”
- Resident

1> bluespace calive, inc. + 1705 Broodwoy - Denison, lowa 51442 - B&4.BST BLUE - www bluespaceciecive com h I . . n

for the public.”

Je



ASSESSMENT: COMMUNITY SURVEYS

Howlikely/are youitolconsider.veluntesri

withi allocal'community.event?

54.6%
24.6% 20.8%
N > WHY NOT?
Sor::iewhalt Alrec:dy Nﬂkml All Residents said that
toE Volunteer e . '
oty i time & scheduling

were the main factors in why they
don’t volunteer

*Healith,” “Dislike event,” and "Dislike
. people” were also mentioned
of business

owners
are already
volunteering
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How iranspare i?[@“w@@i’a/g@@mm 'ﬁfl@mcﬂmt@&tmﬂ@?

(1 being ‘notat alltransparenttiand bibeing “extremely fransparent’)

) There's a lot of ‘palitics’ happening behind the
scenes that a lot of people don't see. And that's
not in the best interests of the Cily

and it’s [sic] residents.”

- Resident

3 8 7 O/ 50 % 2 1 wish that they would broadcast the City Council
" o BUSINESS meetings with betler audio and video. Il is aimost
RESIDENTS impossible o see and hear everyone!”
OWNERS - Residenl

1 think our City government lacks. | feel the only
time something is noliced, is when something
goes wrong...very wrong. How about frying lo
get us noticed for something good”

Many residents and - Resident
business owners rated 4

the City government | have no idea what they do.”
fransparency a 1 or 2 - Resident

| feel there are a lot of hidden agendas.”

- Resident

| S bluespace crealive. inc. -+ 1205 Broodway - Denison, lowa 51442 - 866.860.BLUE - www bsipocecreative.com h l l l n
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ASSESSMENT: COMMUNITY SURVEY RESULTS

~

Residenis ara using soclal media lo receive :
govemment informalion. It is imperative o slay
1
1

. curent and up-fo-date,
66% 25.6% 25% 12.2%
Soclal Media Newspaper Website Television Word of
Mouth
X J Council TV when it works > Word of mouth, | do not have cable
and there is sound.” or basic telsvision due fo the cosi.”
- Resident - Resicant
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you feel theiresidents of Independenceihave

a cohesive vision|for thefuture?

Independence always feels like it is split info two groups.
One group wants the City to grow and be progressive, The
other group doesn’'t want anything o change. It would be
nice if these two groups could find some middle ground.”

- Resident

No. We have way foo many silos.
Organizations and people do their own thing.
There is no unifying vision for the fown.”

- Resident
(as answered by mesiden!s)

1™ bluespace crealive, inc. - [205 Broodwoy - Denson. lowo 51442 - B&6.650.BLUE - www.blusipacecreative.com h l . . n 43



ASSESSMENT: COMMUNITY SURVEY RESULTS

Wha improve 10 albetter

[ Let’s work fogether! e oy ] More dining and refaill ]

involvernent!
o @

o o .\/.
T

Business Residents Visitors
owners
We want more More trail and
actlivities for teens! river Iinvestment!

@ o o o
T H
Students Former

Residents
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blueprint - LEVEL] - Independance - Oclober 2016

What are' some common positive and'negative perceptions

aboufibusinesses, in Ihdependence?

Friendly
& Helpful

Too expensive, not enough
variety and seleclion, oo many
items that can’t be purchased
in Indee unless a persor is
happy with Walmart quolty,
unsatisfactory business hours”

- Business Owner

Limited
Selection

I':" bluaspace crealive, inc. - 1205 Broodway - Danaon, lowa 51442 - B56.840 BLUE - www.bluespocecrenlive. com h I . . n

Friendly business owners and
staff, good personal service,
Supportive many businesses happy lo go
of the the extra mile for their customers.”
Community - Business Owner

qur Poor Upkeep
Business /Outdated
Hours Starefronts

Downtown shopping...less offices, more shops.”
- Resident



ASSESSMENT: COMMUNITY SURVEY RESULTS

owners were Are youiproud
toldo business inIndependence?

70% ol business owners surveyed have owned :
a business in Independence lar 114 years, :
40% of Ihose surveyad have owned a business
in Independence for more thon 20 years, :

L4

>

0\ Yes...if not we should rethink 1 ves, | am proud to be a long-standing member
why we have a business here.” of the downfown community.”
- Business Owner - Business Owner
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Are there amy b
that peopleifromlouf-of-fown:

hopesiforthe futire of downfown?

routinely, shoplat?.

71.4% | 42.9%

of business owners say that people of business owners described
are coming from out-of-town the future of downtown
to shop af specialty stores Independence as being vibrant,
unique, youthful, and creating draw
smc%‘;ﬂ“ﬁi?s;’ez"g: ]4_.3% from surrounding communities
following businesses: of business
Litlle Red Schoolhouse, owners listed

My hope is that we can figure out a way lo
bring in some new and different refail.”
- Business Owner

Laree’s, Distinctions, Wal-Mart
S&K Collectibles,
Fabulous Fridays,
Quilters Quarters

~

An increose in the type of stores that people ae already :
coming o Independence lor can be fooked atf as an '
. opporiunily to grow the downtown business district. '

{ = bluespoce credlive, inc. - 1205 Broodway - Danaon. lown 51442 - B66.850 BLUE - www.bluaspacecrealive.com h I . . n 47



ASSESSMENT. COMMUNITY SURVEY RESULTS

A@@mﬂm ownerl, whatis the blggesf ‘g@m
orhaveireceived aboufithe n/

"HIGH TAXES”
"LIMITED COMMUNICATION”

"LACK OF INTEREST DOWNTOWN"
"WASTEFUL SPENDING”

They spend money foolishly. They are not seen in Out of touch with what
Need io live within their means our establishments.” people want.”
like the rest of us businesses.” - Business Owner - Business Owner

- Business Owner
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What, lifianything/haslit foryour business recently?

14.3%
' B -
ontac
o)
auent 35 . 7 /o said they get
confacted only for annual
dues and event sponsorship
} 42,9% of business awners -‘:
say the Chamber could :
help them wilh "
PROMOTION . Be more proactive,
EDUCATION : seems like all they do
. COORDINATION is fundraising evenis fo

ensure the exislence
of the Chamber”
- Business Owner

85.7%

ﬂ‘ bluespace craative. inc. - 1205 Broodway - Danson, lowa 51442 - 854.860.8LUE - www biuespocecsenlive.com h I . . A 49



ASSESSMENT: COMMUNITY SURVEY RESULTS

Business owners wereiasked: Dolyouifeelithe businessesiof Independence

have aicohesivelvision for the future?

Half of the business owners surveyed said they
believe Independence is not on the right track
and is not heading in the right direction. They feel
things are stagnant, that there is a divide between
older, close-minded people and younger,
progressive people, that the taxes are too high,
and that new leadership is needed.

14.3%
Yas 14.3% No one works together o make things
s c;m"‘;’ Starting to successful. There's no team work, "
- Business Owner

Guidance from a good Chamber director and inleraction
with the City government would reailly help.”
- Business Owner



ASSESSMENT: COMMUNITY SURVEY RESULTS

Resjdents\were asked:! Ifigadressed inithelnext;
2.5 -amhmat ido yoli belleve wouldmake!
E*KE?“ mpach @Iﬁl““" quaifty.c of life.
foricurrent and future effizen:

blueprint - LEVELY - Independence - Oclober 216

CAREER

OPPORTUNITIES

{ ™ bluespace crooiive, Inc. « 1205 Broodway * Danson, lowa 51442 - 885850 BLUE - www.bluaipocecieative com h I . . n a1
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ASSESSMENT: ON-SITE RESEARCH

On-Site Research

ON-SITE RESEARCH: community aesthefics

To get a betler sense of the feel and spiril of tha communily, the bluespace feam visiled
Independence. On May 20, 2016, seven team members spent the day collecling qualitative dola.
conducling on-sile Interviews. and observing the downfown orea. parks and recrealion areas.
nelghborhoods, and various entrances leading into lfown.

The team made an elfort to 1ok with community members at shops and restauronts to record
perceplions from a visitor slandpoint. In addilion, pholos were faken lo record firsthond experiences.

The lollowing pages prasent an overview of the observations gathered by the bluespace leam
and a somple of the pholos laken,
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NATURE

The cify’s natural londscape. with ils parks and open spaces. large., esfoblished hees,
ond peacelulness of the river, promote o sense of franquiiity and connection fo the ouldoors.

| blusspoce crentive, inc, - 1205 Broadway - Deniton. lowa 51442 - B44.840 BLUE - www.biuespocecreaiive.com h ' . . n 53



ASSESSMENT: ON-SITE RESEARCH

PARKS / RECREATION

There are many opportunifies for recraotion in Independence. From basketboll,
fo sand volleyball, lo frisbee golf at the parks, lo the yearround recreational
focilifies, the active nature of the residents is underined throughout the city.
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RESIDENTIAL

While exploring nelghbomaods the team observed maony residences that were
welkmainiained. The lolianate siyle of the homes Is welliepresented and undeniably adds

1 lo the charm of the communily.

i *

|
e I

1
o somnm

il s

o SRR

{5 buaspace cmaliva, Inc. - 1205 Broodway - Densson. lowa 51442 - 866.860.8LUE - www blsaspocecrealive.com h I . . n ]



ASSESSMENT: ON-SITE RESEARCH

DOWNTOWN

~ - ol e .

The main siretch of businesses downtown is on an extremely busy road. The sireet level area of downfown was well kept with flowers
and ciean walkways, but the overall cesthelics were o hit and miss for the leom. Some observalions included: unottractive second
lave! storefronts and business signage. lack of places to sit, lack of available trosh receptocles, and on overall incohesive lock.
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GREEN SPACE

s —

The team noted many vast green spaces. Whether it was a residential yard or a public spoce.
the nalural landscapes wera abundani throughout the cily.

1™ bluespace creaiive, inc, - 1205 Broodway - Denbon. lowa 51442 - B85.850BLUE - www.blusspacecrealive.com h ' . . ﬂ 57
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ASSESSMENT: ON-SITE RESEARCH

WALKABILITY

The leam spent a good amount of lime wolking around the
downlown ared, parks, ond rasidential areos. Thae walkability
of Independence varies throughout.
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oyt .

y I \E's:
Being unfamitiar with Independence. special attention ' e 1
wos given lo the direclionol signage in the town, as well L -
as how Ihe signs pulled visilors from the highway.The leam | T

consensus was thal this is an area with mony opporlunifies. i

{3 bluespoce crealive. Inc. - 1205 Broadway 50



ASSESSMENT: ON-BITE RESEARCH

BUILDINGS

Independenca is full of landmaorks and inferesting
architecture. The buildings and thelr hisfotical significance,
are an opporunily lo drow people fo the communily.
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ROUGH AREAS

Many oreas seemed lo be neglected and in various stales of disrepoir. Leaving Ithings
uncored for sends a powerful message fo residenis and visifors alike.

{5 bluespoce crealive, Inc. - 1205 Broodway - Denson_lkowa 51442 846 B40.BLUE  www blusipocacieative.com h I . . n a1
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ASSESSMENT: ON-SITE RESEARCH

On-Site Research (cont.)

ON-SITE RESEARCH: community aesthetics: areas for improvement

The aesthelics ol a community are a huge opporiunity fo differenliote ilsell from ils compelilors,
reflect its personality, and invile commerce.

Neglected areas can send an immediate and uninviting message fo visitors and polential
businesses.This can also affect resident pride.

While mony areos were welkmalntained and afiractive, the bluespace team observed severoi
opportunilies for greol improvemeant.
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communily entry sighage

Wilh a tock of signoge ond no promotion of locot opporiunilies, the enfrence fo fown could easily
be missed, appsars unirwiling, and ignores an opportunity to make passing visitors oware of all thert
Independence has to offer.

direclional signoge
The direciional signoge in lown poinls to parks, loirgrounds, schoal, and patking areas; however, there ks
very little attempl fo pull residents and visilors fo one of the lown’s major assels: the Wapsipinicon river.

dilopidated or unatiroctive signs
On bath closed and open businesses, signs were in disrepair and ofien disharmonious with
the style of archileciure. Theme is not a consistent downtown personaolity.

| Perkiag

Riverwali Panis !

Foirgrounds =i
w

{D blvespace creative, inc. - 1305 Broadway - Denison. lowa 51442 - 854,840 BLUE  www.blusspacecreotive.com h I . . n 63



ASSESSMENT: ON-5ITE RESEARCH

On-Site Research (cont.)

poor seating downtown

Those who wish 1o spend the day shopping in
Independence will notice that there are no opportunities
fo sit and rest between shops. Lack ol seoling can
discourage foot lralfic and limit the omount of flime spent
shopping downlown altogether.

heavily laded stresi paint and poorly mointained sidewalks

Many downlown crosswalks had this issue. Overgrowth and cracked cement
were noled throughout residenticl areas.

U”l" SRR

TEELY




ASSESSMENT: ON-SITE RESEARCH bluaeprint - LEVEL Y - Independence - Oclober 2016

liitered and neglected subdevel stairwells downtown/lack of trash receplacles

This problem is prominent along downtown walking paths, with fast food litter, bottles, ond cigarete bults, being most commonly seen.
Cverll, this projects a poor image of resident pride.

The small number of garboge cons uplown is surely a confributing foctor to fhis Issue.The receplacles the teom did find were undersized
ond packed full.

i:"' bliespace craolive. inc, - 1205 Broadway - Denkon, lowo 51442 - B44.640.BLUE - www.blyaspacecrealive.com h I . . n a5



ASSESSMENT: ON-SITE RESEARCH

On-Site Researcn (cont.)

closed storefionts vandallsm

Abandoned business spaces with exposed messes and remnaonts of the lormer Grafiili and spray-painted markings were oppomrent on the sides
business leave a sense of decling where opporiunily should be communicated. of buildings. as well as along bridges ond wolls in areas near
Thae vacord Malek movie thaatme is one omongst many. river access.
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exposed eyasores

The crumbling backsides of slorefronts, which can be seen olong one main entryway into town, deteriorating equipment in mulliple parks by
residential areos, chipping and faded paint on buliding exieriars, rotiing wooden benches, and unmaintained grassy areas, of send the wrong
kind of message Io residents, visitors, and polenliol businesses,

l:‘ bluaspoce creative, inc. - 1205 Broodway - Denison_ lown 51442 - B84 880.BLUE - www.blumpacecrealive.com h I . . n a7



ASSESSMENT. COMPETITIVE ANALYSIS

CITY NAME LOG0 IDENTITY POSIMORING FOUNDED / HISTORY POMILATION® MEEEQH “Ewi“ HOKISEHOLD
.';-—*-..
Iyl o pr] | Amenca’s FomessinOuNome” | Founded in Juna 1847, Named affr ho approaching
i\t o
CiTY OF Founded in 1880 when miimad wos being consirucied
Jesup *The Right Piace” through the orea. Nomed cfter Morris K. Jesup, Presidant of 2.6 3 $67,667
A the relioad kne of the Hime.
[ ].;:r 7 7 r‘ *Me Frienddiest Town " §
Winthrop L‘)_ }’”,//'lf)/).'.g:l for Miles Around” |  Esloblished in 1857. Orgin of nams unknown. B48 k! $53.311
T [rirraliess fvens for AN Arouand
@
)
b . . Founded in 1850, Nomed ¥a counly seat and Is the largest
Manchesier Foendy. Communtly, Opporiunily; 5113 a3 $45.769
Ma»nche&ter cosmmuntly In Delowore County,
“itv of Oehwvei K . Founded in 1872. Nomed ot Gustav Oehweln who purchased the
Ochvein | EBLRY QIFl | “Hub of Norheast lowo ot whicls was ok oot 1 8 ool 6261 29 §30.919
Satted In 1845. colied “Prole Roplds Crossing.”
Wiolerion "I Warleslon, we'Te working for you. Wmom‘m from the naming of the 68,304 366 530,902
fies? post offca In fown.
Cedor Falls *Qur Chizens ore Ow Businass® Setiled rn 1845. Originolly nomed *Sturgis Falls™ unid boughl 40859 26.5 650,458
from Wiliom Sturgis ond named aliac the Cedor River
. - Established in 1838, Named ofier tha ropids in iha Cador River
Codir Rapids City of Five Saasons ciong fha fown’s fond, 129195 W4 $40,809
THHCITY OF 1
L . Sattied in 1833 ond nomed oftar Jullen Dubvque, tha jown
Dulcn | Dus Masterploca on e Mississiopl s ot Eooen e B 58,436 3.1 544,824

Masteriece on the Mississip

‘1 * Source: wwwcty-tiakr.com
Research shows that the lax rales for fhe citles of Manchester, Oglwein, and Walerco are
, HIGHER than Independence, white their median household incomas reporied are LOWER. :



ASSESSMENT: COMPETITIVE ANALYSIS
RESIDENTIALTAX  SOCIAL MEDIA
RATE/51000*

MAJOR EMPLOYERS

Tyson Foods

Geoler Mochining and Monuloclurng
Pries Enlerprises

Wopsi Volley Creamesy

Jesup Communily School District

East Buchanon Commaunity
School Disirict

Mercy Hospikal

Ashiey Industrial Molding
Grondview Haolthcare & Rehob
Transco Railway Products

WS Live

John Dosra

Covenanl Medicol Cenler
Tyson Fresh Meots

Alen Memorial Hospliol
Waterioo Community Schools

11}

Cedar Falls Comsmunily School Olstich
Tha CBE Group

Target Reglonad Distibution Cenler
Viting Pump

Rockwell Collins
Tansomerica

Unity Poinil Heatth S1. Luka's flospiial
Cadar Ropids Community School Districl
Nordstrom Dieaci

John Daere

Bubugue Communlly School District
Mery Medicol Center

Medicol Associgies Clinic

Uinlty Point Heolth Finley Hospliol

§15.39

51483

§8.37

51557

§18.12

517.60

sna

§16.21

51116

* Souce: Jowo
Monogement

Fa-1240
Chomber FB- 1170
Polica FB - 2253
Chomber¥T-5

3343
Chomber FB- 118

NA

fB-114
Chomber Fi - 780
Police F8 - 3765

Chamber FB - 1249
Police FB - 2031

Folica FB - 4915
Travel Wolerdoo FB
9197
Trave! Waleroo
Tw - 330

F8-484
Police FB - 823
Tw-421

Fa - 3352
Pofica F8 - 9065
w-119
YT-14

FB-1626
w142
YT-44

‘? blvespace croative, inc. - 1205 Broodway - Denbon, lown 51442 - B64.8560. BLUE + www bivespacecieative com h . . l n

blueprint - LEVEL 3 - Indepandence - Oclober 2016
UNIQUE CITY FEATURES
many parks /Wopsipinicon Mill / independance Day Celsbration / Friday

Nigh! Live @5 / RiversEDGE / Aisolutely Indee group / disc goil couesa /
odopt o park

MAJCR EVENTS & DATES

Ath of July - Jul 3-5/ indee Zombie Run - Oct 29/
Brew BQ - Aug 27 / Buchonon County Falr / Farmers
Moxkel - 5ot from May-Oct / Friday Night Live €5 - 3

Friceays per summer / Indee Cruisemeisiers - 1s1 Sat In

June/RASH. Ride - Juna i1/ Riverside Cinemo

& parks / city-wide poruge soles / 12 speciatly shops / ln both Buchenan

Formars Doys - July 7-9
County ond Block Howk County / operaies 3 rusol schools for the Amish
cotmmisnily

Lion's Club Cor Cruise - June §

Wintwop Days - Fathers’ Doy Weekend € & C Ctub / disc goll course / hometown of Michells Monaghan

Whitewater Pork / communtly gordens / 3 mies of paved featls /
annuol scormcrow conlest / locaiod on Maguoksla River / odopt o posk
of flower bed / hounted bom / hosts Horwick Hustys proclices /7
porks / aquatic center / caliad *Hearl of tha Golden Trangia” for aqual
disiance batwsen CR, Bubuque & Walertoo

Oelwain Celebration (Color Oetwen with Prida) - 15! Sol in Juna oquatic center / Eost Penn Manwoching exponsion - 250 stote incenfivized

1 0ld Tyme Chuisimos - 15t Fri/Sot in Dec / Foll Ring - Sepl 24/ jobs / hos o Gily Ombudsmon / 11 parks / weliness cenler / perdonming orfs

Party In the Park Summar Series - 2nd Thurs Jun-Sepl / Formers canler /Treas Forover Progrom / housing incentives - waived fees, {res sanvice, o

Markal - MorvFn May-Del / Friday Nighl Downdown Poik’'n- 3d Fn | abatement. octivily seson passes / Shop Oetweln._ We're Awesome compaign /
In summaer months / Herlloge Doys - 3rd wind in Aug Posstively Oehwein group / Spiffy Awards

Losi Islond / lsle Cosina / Cily Council iva broodenst / public aceass shudio / Cador
Vofiey Sporispiex / 2 sernl pro feoms / cohesive evend nomes (B8Q oo, FrideyLoo_)
 Main Streel Waderioo groupy’ Nationol Wiestling Holl of Fome / Riverloop / Nationol
Cottle Congeess /“Find a Pork web feature / OHV pork / Cador River ocoess / George:
Wyth Siahe Park / Dig Walerdoo compaign / Open 4 Business competiion

UA1/ unigue Moin Street / IA's firsl gigabil cily / axtensve trail
systam, inctuding paddier’s kol / 35 parks ond ploygrounds / Iive
broadeast of Cly Council meatings / College HiN / hosis siale football
champlonships / Gallagher Bluedom PAC / Communily Main Sires)
Group / Cedor River Access

Generot Milts / Quater Octs / LIS Callular Center / Cedar River access / shong
Czech hesiloga / 4 semi pro teoms / Paremouni Theaire / tromgpotine park /
5 Seasons sid team / 10 splash pods / 24 miles of flis / Howkeye Dovns

Speodway / nofoble celebrities / closa peaximily fo Amana Colones / &
colleges/satatiites / por of lowa's Crestive Comidar

Mississippi River occess / 5 colleges / The Jule foed roule konsporiation / 50450
Trea Shore Program / Porl of Dubuque Marino ond Mississippi Riverwolk / koyok,

SUP a1 bikas renilals / river tours / Distincively Dubtiqua newcomer progrom / ors

generta 542.5 rilion in onauol economic octivly / Ait on tha River display / Cily

Life progrom / impoct Dubugue group / Young Enteprensurs Acodemy

Riverkest - Juna 18 / Delewome County Falr - Jul 11-17 / Bacon

ond Hops Festival - Aug 13/ Rhubarb Fest - 151 Sat in June/

Fanpers Morket - Saf from May-Oct / Rt Fridoy @45 - 1si Frdin
Jumie & Aug / FronkEin St Movie Night - Sept 4

My Waleroo Days - June B-12 / Fiday'Loo Surmener Concerl Seres

- biweekly Fri Moy-Sept / Nationa! Cottle Congress Fulr - Sept 16-18

/ Foxnes Markets - Sot rom May-Oct / Rivedoop Rinthms - biweekdy
Fif Moy-Sepd / 88Q 00 ond Bives Joo - Jul 15-16

Sturgls Falls - June 24-26 / Movies Under he Moon - biweetly Fn
May-Sept/ Pode#e in ihe Pork - baweekly Fri Moy-Sepd / Coltege Hil
Farmars Maskat - Thurs Jun-Sept / Cedor Folls Formers Marked - Sot
May-Oct / Gran Fondo Bike Ride ond Fondofest - 3rd Sot in Awg / Hops
on Main - 2nd Thurs in Ape / Aflfapaioozn - 151 Soi afies Lobor Day

Fraedom Fesiival - ol Jurveady July

Ughled Boa! Porade - 15t Sat in Aug / Doncing with tha Siors
Chamber event / Diversily Summil / DubugueFest Fine Arts
Festival - mid May

49



ASSESSMENT: BRAND ADVOCACY RATING

Brand Advocacy Rating

lll BRAND ADVOCACY: PROMOTERS, PASSIVES, & DETRACTORS

The brand advocacy raling is the most powerful generol indicator of your brand’s sirength.

On a scale from 1-5, with 1 being "not al ol likely” and 5 being ‘exiremely likely.” residents
were asked o mnk how likely they would be lo recommend living in Independence, working
in Independence. ond visiting Independence. Responses ware oranged into 3 groups:
promalers, passives, and delroclors.

[ B | | 2 ] [ 3

~v/ — ~
promoters: those passives: those who detractors: those
who positively are satisfied, but not who are domaging
market the brand necessarily loyal fo the brond and
and lead fo growlh and can be lured can cause decline

to olher brands

The brond advecacy maling Is calculaled by subtracting the perceniage of detractors from the parcentoge of
pomolars In each category and then averaging the sum of thase percentages. It is eslimated that the nalional

communily average score* ranges lrom a 50% 1o 70% positive brand odvococy mating. Indepandence’s brand
advocady maling s 31%.

*Sowce: “The One Numbar You Need o Grow.” Fredetick F Reichheld, Harvard Business Review 2003



ASSESSMENT: BRAND ADVOCACY RATING Bluaprint - teviL 3 - Independence - Oclober 2016

s
0
Living in indepandence 0
2 . I I 65% key observations:
I 2 ) 4 5

In all 3 categories, the community has more

% 13% 78% promoiers than detractors.
Delroctors  Possves  Promoters This is @ clear indicator of communlty pride. Although
» the overoll odvocacy raling is bow. it is nol beyond
50 — hope lo see a quick lumarcund with proper aclion.
- "Working in” has o greot opporiunity to be
Working in Independance :z . 2 4 0/ oy adr:g! o g o
0 i (o} T NIO a sirohger ng.
o L L This would basically require winning Ihe high
' o 2 3:% 4 o 5 percenloge of passives inlo the promoter calegory.
Delmclors  Posshes  Promolers *Visiting® Is the most delrimental to the overall
- brand advocacy rating.
5o Educaling residents on lhe valus of tourism in the
Visiting Independance ;: areq, why people vislt, and whot assels can be ulilized
0 50/ to attroct vistiors, will help to better this score,
10 . (o]
- | 1 3 4 L1
3I5% 25% a0%

Datrociors Possves Promolers

31%

® ¢ [ndependence’s Brand Advocacy Rating is below
) the national community average

{3 bluaspoce crealive, ing, - 1205 Broodwoy - Danscn. lowo 51442  B46.850 BLUE - www.blvespaceciealve com h I . . n 71
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ASSESSMENT: SWOT ANALYSIS

o strengths

community character

« Independence’s name
and lis stong lies fo freedom
ond patriolism

«  proud display of hislory
»  core group of volunteers
»  idendly. fun communily

*  cusipmer service
ol locol businesses

« small lown feel

+ focus an being active

SWOT Analysis

omaenities & resources
numerous hisloricol aspects

vast green space -lorge
residentiol yords and porks

the Wapsipinicon river
and beautiful scenery

abundance of recrectional
opportunities

emergency prepaedness
buying fresh and local
superior felecom
remodeled library

new junior/senior
high school

hospitol expansion

tourlsm
molor speedwoy
4th of July Celebration
start of unique slore lineup

abundance of parks ond
recrealion spoces

city promotion

cumrent and engaging
Cily ond Chomber website

focation

on U.5.20,close lo
Intersiate 380

Cedor Falls, Waleroo, Cedar
Rapids, all within 45 minutes

in close proximiy to mulliple
major melropoliion areas like
Chicogo & Minneapolis

high levels of through Irafic in
business district



ASSESSMENT: SWOT ANALYSIS biueprint - LEVEL3 - Independance - Oclober 2014

Key points of your brand assessment have been cempiled to identity the community
of Independence's unique Strengths, Weaknesses. Opportunities, and Threats.

= weaknesses

services & enferiginment community negativily economic otrtlook

city pramotion

smaoll resloumn! variely
limited relall seleclion
tack of oclivities lor leenagers

inconsistent/limited
store hours

litlle nightiite enlerioinment

upkeep

deteriorgling slorefronts
downtown

high number of
underutilized powks

older resident pushback
negotive C.AVE. people
perception of loxes

limiled cily fransparency

disconnect belween residents
os well as betwean Chamber
and local businesses

lack of colicboration amongst
business owneis

inconsistency in Chamber
leodership

tack of new volunteers

limited brand awareness

indislinct identlty fogo,
posilioning, branding)

minimal premotion of events
minimal padicipation in events

lack of cohesive vision
for community

limited promotional materials
lor omenilies and businesses

limited presence on
soclal media plotforms

outdated signage

lock of cohastve vision
for downtown

inability 1o afiroct young
prolessionals

limited job opportunilies
compelilion wilh lorger
surmounding cilies

mesidents ond commuters
spending money outside
of Incfependence

(> blusipoce craolive, Inc, - 1205 Broodway < Denison, lowo 51442« B48.BSU.BLUE  www.bluespocecreotive.com h I l . n 73



ASSESSMENT: SWOT ANALYSIS

SWOT Analysis

* opportunities

revitalize downtown business education & tronsporency shift menlality & parception bulld on assats

74

gel local business owners to
work together

improve storefronts and set an
example for the communily

develop and implement
o common theme for the
downlown area

conlinuance of unique stores
& shops

build/sirenglhen existing
businesses

educaole residents on high
property lax’ perceplion

keep City & Chamber websiles
and social media accounts
up-lo-dote

identify ways to assist in
aftracling and recruiling
new: beneficiol businesses,
cullurol octivities. recrectional
opporiunities, and
enlertainmenl oplions

ensure oll oigonized cultural
events display the unique
charocter of ihe Cilty ond

ils residents

stronger promolion for
City and events

strengthen collaboration
balween young and old

show the volue of progress to
resisiant types

give business owners and
residents a brand to mlly
behind

develop evenls thol bring

diverse groups of people
fogether

creale a connection with
the brand through the Cily's
sieelscape

expand on the aclive lifeshyle
of residents and continue fo
implement heolthy fifestyle
componenls

ulilize the riverfront

develop larger events
ond oclivities

promole and use Cily
parks more effeclively



blveprint - LEVEL3 - Independence - Oclober 2016

ASSESSMENT: SWOT ANALYSIS

M, threats

surrounding communities

negative parceptions struggling leadership

growth of sumounding
communies closer fo Wateroo,
Cedor Falls, and Cedor Rapids

Cedor Falls, Wateroo and
Cedor Raplds have a direct
effect on many happenings
within Independence

continued migration of youth
for education ond career

oppportunifies

property faxes being perceived
as extremely high are cousing
people to live elsewhere

*us vs them’ perceplion toword
City governmentl

- inability lo work together
theeatans progress - groups not
seeing the value of change

* inobillity lo maintoin o
Chamber direclor

+  sama volunleers puiting on
evenls yeor after year

{’."‘ bluespoce craotive, Inc. - 1205 Broodwoy - Denson, lowa 51442 - B44.840.BLUE - www blusspocecrealive com h I . . n 75



ASSESSMENT: CONCLUSION

Top things 1o work on:

What are the prevailing observations? (coMBiNING RESEARCH AND BLUESPACE ASSESSMENTS)

ineffeclive .
brand positioning |2?]§§gﬂis;’;efgtr prideful and

and brand tiangly peopla
presence ihe Chamber

limited career strong smail
options and job town community
opportunities character

e

ill-perceived opportunities

tax rates and lo improve
community community
awareness oesthetics

lirifed
communication
between City and
local businesses

divided residen!
collaboration with
lack of cohesive vision

lack of public
engagement and
participation

7é



ASSESSMENT: CONCLUSION biueprint - LEVEL - Independence - Oclober 2016

brand positioning brand experience brand championing

CONCLUSION:

While the City of Independence boasts
a unigue landscape, small fown feel,
and many positive attributes and assets,
its lack of identity creates strong barriers
in achieving positioning, progress, and

a unified community.

{'." blvaspace craalive. inc. « 1205 Boodwaoy - Denzon. lowa 51442 - B44.840.8LUE - www.blvespocecrealive com h l . . A 77
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OVERVIEW

STRATEGY

ineffective brand
posilioning ond
brand presence

Where do we go from here?

ineffective and/
or tacking
communication
gmongst all
entities

opporiunities for no consisten!

improved leadership for
communily Chamber of
aesthelics Commerce

divided/lock
of resident
colloboration and/or
paricipation

positioning
k he brang
4 m‘ > f b
£ Y \
( creating the chompioning i
\ brand experience thebmnd.
y
L 'j\ vy

fimited coreer/
job opporiunities




OVERVIEW

blueprint - LEVEL 3 - Independence - Oclober 2016

6 6 Start by doing what's necessary, then do what's possible, and suddenly...

you are doing the impossible.”

- Froncis of Assisi

© STRATEGY GOALS

- work to creole betief system und increase
community buy-in

- revilalize communily pride and oufiook

» irwite new resources: residents, businesses,
and visitors

The following pages oulline
stralegies fo establish a
cohesive brand message and
vision for the community of
Independence. Creative ideas
and realistic recommendations
are presented to ensure
strength, consistency, and
overall effectiveness

sill METHODS
- creale a distinct brand message that

sincerely represents the community

maintain the current unique qualilies
and posilive brand perceplions

+ provide realistic and cosl-effective

recommendations
increase resident pride and awareness

promaote communily assets using the
revived brand

+ support the brand message through

the community's physicol aftiibules

« invite businesses that support the

brand message

+ provide means to mainiain the brond
+ actively seek posilive exposure
- monilor msults and remain proaclive

| 3 bivespoce craative. inc, - 1205 Broadway - Darson, kown 51442 - 844 840.BLUE - www.bluaspocecrealive.com hl . . n i



BRAND ESSENCE

BRAND ESSENCE

Who is Independence?

Independence stands for SPIRIT,

it is clear that INDEPENDENCE 1s a community
rich in resources, amenities, ond a ligh! sense
of family. Independence’s very name bears
the traits of strength, fortitude, and purpose

It projects a town that will stond strong
through the tests of time; constant in its
efforts to remain relevant in the eyes

of its residents, visitors, and

surrounding communities.

So how do we ensure that the City of
Independence, lowa, lives up 1o the image
of its name? How do we use the spirit of a
communily to build a powerful brand?

build upon tha qualities that you alrecdy possess

Your brand is not your logo, your posilioning slatement, o your
mission. It's not the colors you choose or the malerials you use lo
promele your clly. Your brand is who you ore lo lhe people that
should care aboul you.Your brand is how people feel abou! you.

create an experience

From the moment a perscn hears your name, to their first
glimpse of your signage and markeling materials, o every
inferoction they have with your community members, there
is on opportunity to creale a posilive experience.

commit fo a vision and rally your community around it

A brand is something thot has to be honed and montiored
over lime to ensure i relains Hs strength and impact. Your
beand is bes! reflected by the people that ive il



BRAND ESSENCE blueprint - LEVEL3S - Independence - October 2016

Brand essence embodies how people emotionally connect with

a brand. It is the infangible heart and soul of a brand,
easily grasped and simply obvious.

66 A brandis a living enfity—and it is
enriched or undermined cumulatively
over time, the product of a thousand
small Qesfures.” - Michael Eisner

|+ bluespoce creolive, Inc. - 1205 Broadway - Denison, lowa 51442 - B56.84D.BLUE - www.blueipocecreative.com h. . ln ar
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POSITIONING THE BRAND

POSITIONING THE BRAND

How do we credte a strong

presence amidst surrounding
communities?

In Independence WE STAND STRONG.

Independence’s current messaging works
fo convey a sense of community pride and
unity, promole progress, and build

upon this country's fame.

Unfortunately, the intent fafls short,

What do they mean by "Have a play dale
with us?” What are we supposed fo “serve”
with them? A crealive otlempt is made with
use of multiple words beginning with the
letter "B but again, there is no feeling

behind it. With messages that come across
as disjoinfed ond emply, there is nolhing

fo hold on to; nothing memorable; and the
result is that it passes through our senses and
leaves just as quickly as it came.,

give tha brand a volce

Positioning the brond in fhe marketplace means giving the brand a

voice and peisonitying it. Who is ihe Independence brand? What does

it look like? What does i wear? How does it speak and act? Think here of
those masidents, business owners and communily leaders thal champlon
Independence. Whot is it about Independeance that they promate? Why do
ihey love independence? Why do they wan! other people fo love it 1007

creale & “sticky” brand

Creaiing that voice requires a cohesive message; a unily among
the langibles and the inlangibles. The brond message. when
delivered effeclivaly through actions, words, and decisions,

will moke a home In the minds and hearts of the people

thal should care obout it Suddenty, Independence’s voice is
heard; and mom imporantly, the biond is remembered.

stand out amongsi surrounding communiiles

Indeapendencs Is wilhin close proximity to lorger communillies
that offer amenifies Ihot Independence cumently does not. How
can Independence set itself opart from these communities, ond
instead of competing wilh them, use them as an asseil?
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Small changes in messaging and execution wili make

big changes to the visitor's perception.
Spirit isn't just a facade. In Independence, it's a feeling.

BRAND FOUNDATION:

35 positioning statement (12 to develop) Q logo development (i2 fo develop)
i is critical to define a positioning stalement that Your logo is one of the stronges! visual cues of your brand
encompasses the Independence brand. This stolement will that inslanily communicates your brand’s message o all
become the pledge of the communily, communicaling the who come in contact with il. A successful logo will be:
benefils ol living in, working in, and visiling Independence. +  prolessional

It will work lo differentiole Independence from surrounding )
communilies ond can be modified for cdoplion by the *  highly dislinguishable
Chomber of Commerce and other cily organizations. +  easily reproduced across a wide range of mediums

’ brand standards guide (2 to develop)

This guide will become invaluable to all who will market Independence: residents, visitors, business owners, city officials, chamber
members, and ouiside vendors. Ths reference wili delail what Independence stands for ond how best ta communicata ihat through
various media forms. Many key brand elemanis, such as fonis, colors, ond voice will be created at this sloge. The amendable brand
stondards guide moy have the lollowing potential inclusions:

- defining the brand + posilioning slalement usoge +  bmnd/communily colors palstte
{what the community of . logo usage {primory & secondaty colors)
Independence stands for) {various onentalions, minimum size, « communify design elemenils

- bmond communication standords negative space elc.) . A
(the voice of independence, + font styles pholography/dasign styles
D hd 1 et (supporling font fomilies & usage) * elecionic media guidelines

S bluetpoce creaiive, inc. - 1205 Broodway - Denison, Jowa 51442 - B46 850.8LUE  www.bluespacecreciva.com h I l . n 43



POSITIONING THE BRAND

POSITIONING THE BRAND (cont.)

MARKETING FOUNDATION MATERIALS:

’ stationery collateral/electronic media 2 , online presence (¢

Basic communicalions pieces are prime, everyday It Is cruciot to have an online presence that is eoslly
opporiunilies fo solidify the brand. found and userfriendly. The Cily and Chamber

. business cards . folders websites ore tha first impression {or nearly all potantial

‘ visitors and entrepreneurs.
¢ letle '2@';%;2‘)"‘” - emai signalures - Cohesive webslles that are reflective of the
»  eNewslelters brand voice will create recognition, inleresl,
- envelopes and increased use.The websites should

be used o unify tha communications of
all communily entities lo ba effeclive as a

.. 0 X I
’ advertising/promotion g:g‘goﬁgg:ggt:;"zwujfgﬂ o"r:f;’n?‘ggg;;
In all adverlising and promolion, it is of the uimost increase SEO effectiveness.
impariance fo speak the voice of the brarkt and + iracking monlhly webstats and monlloring
project high qualily stondards ocross the board. visitor interaclions will ensure conlent

o is being delivered in the most efiective
*  print/digital advertising manner and that the site is being easlly
. signuge ntngOde

* high quality photogrophy/video

- pmomolional malerials, including
wvisitors guide ond economic
development recruiling brochure

1% Ihis symbol indicales a critical project thal bluespace
recommends be handied by your professional branding ogency,
ensuring stralegic design standards are met and pieces are
developed that act os an exlension of the established brand
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¢® social media @® publicify/media exposure
Sociol medio has become on invaluable ool to fom Seeking publicily and media exposure is not anly a
or redefine o community’s image and establish low to na cost way fo gain exposure. bul also lends
a brand volce. legilimocy ond credibility 1o the brand.

+  management of social media pages » assoclaling the brand with sympalhelic
ensures brand unity, and provides couses will gain exposure for the community,
consistant updates that create o constant as well as enhance is reputation
P LRUWESE/C Sl {s Monthly media relecses can be used fo

+ include informalion on all community promote significant community happenings.
news and aven!s Medio releases can also be repurpased

- iniliote I grew up in Independence” posts for SEO (search engine oplimizalion).
and conversafion + Displaying and odding fo a list of

Independence’s awards, titles, ond
aochievemenls is a great way o keep the
community’s occomplishments top-of-mind.
Posting this list on sociol media poges

ond community websites will reinforce
Independence’s assets,

- utiize software to track brond mentons,
post impressions and interactions, as
well as compelitor posis to ensure thol
independanca slays responsive ond
connecled with iis followars

|3 bluespace craaliva, inc, - 1205 Broodway - Densan, lowa 51442 - 8446.840.8LUE - www.blusspacecraative.com h . . . n a5



CREATING THE BRAND EXPERIENCE

CREATING THE BRAND EXPERIENCE How do we capture

mindshare?

Independence.

YOU'LL MAKE MEMORIES HERE.

Now that people have seen  uliliing touchpolinis
the icons and heard the voice  Touchpoints are ony point of conlact between a resident. visitor,
of Independence’s brand, it is  business owner, entrepreneur. etc. ond the Independence brond.
vital to creale unique, engaging Touchpoints con mnge from a glimpse of o billboard promoling
experiences. Generaﬁng brand  Independence as someone passes by. to a first experience wilh
“touchpoints”is a way fo ensure  your websile, o lunch by the Wapsi nver, and even the greeling
that anyone who encounters  they ore met with whan they place a call fo a locol business.
Independence has memorable

: brand interaction
experiences that get shared.

A community holds a mulfitude of opportunilies for people 1o
expenence lheir brond. Crealing a unique expetiance ol every
point of inferaction is an unmatched opporiunity lo set ihe brand
apar.The interoctions people have wilh a brand is the delemining
factor in whaether or not they conlinue o subscribe o il

On the following poges. suggestions are offered on how lo creale sevemi
positive and memoroble experiences with the Independence brand.
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Creating unique, memorable brand touchpoints will

enhance perceptions and get people talking.
In Independence, new experiences become tradifions.

’ entry/directional signage

Intriguing and easy to read enlry signage will help
increase the amount of visitors, as well as help to
discaver Independence’s assets, Direclional signage
may help increase the amount of fime people spend in
Independenca, as well as creale a desire io refum.

(> design atiaclive and more inviting signoge of enfrances

disploy assets and unique stalemanis on sequential
blllboards to spark inlerest in Independence weill before
visilors arrive

i+ inslall unique, branded wayfinding signoge fo aftractions
and assels

'@
r’\" &5
/ * {ver 6,700 vehicles per doy utilize 15! Sireel. Use ol
“  crealive signage could be used lo help direct some of tha!
. lnofiic lo the downiown retoil areos.

CONSIDER THIS

As you drive down Hwy 20 you see o biltboond that calls out a unique quality of
Independenca.A few miles kler you see another reloted biltboard that provides annther
collout, You begin to think of the previous biifboord ond start to anficipale seaing another,
Consider ulilizing whal Is comimonty refersed to o5 a *Burma-Shave Compaign.” Using
sequenliol bilthoards will keep the thought of Independence in the mind of o posserby
for o fonger period of fime, while also copluring mindshare. The some could be done
along 22Cth sireel, ond becouse of the high number of vehicles per day there could

be otiempls a temporary signage or dally sipnage lo pull in visilors on short nolice.
Businesses could display banners on the side of the rood that reod,"Sole at

Homdware Hank's! This weekend anlyl”

= bluespoce cregtive. inc, - 1205 Braodwiay - Denkon, lowa 51442 - B44.840.8LUE - www.blueipacecreotive.com h l . . n
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CREATING THE BRAND EXRERIENCE (cont.)

» aesthetic improvement

An imprassion con be lommed in mame seconds. A cleon and CONSI D ER TH Is

weltkept commumily sends a huge message: “WE CARE” Picture o jow of benches conveniently placed along Ihe sirelch of businesses
downtown, The siyle ond colof of the banchas themseivas provide another stralegic
+ adopt-a-block communily cleon-up conlest opporiunily o oct as an exiension of the revived brond by ulilizing Independence’s
. sireatscape. The conveyed feel of the brond is nol the only benefit the benches
Eﬂ?&fﬁggm:d";mev lor communtty art projects such o con provide; ollowing opportunities for shoppers to loke o load off con increase
the amount of fime they spend shopping ond the number of stores they go in.
+ Conlinue applying for state-lunded revitolization Banefiling the cveroll cosl of o project Hike this is thes opportuntly for the benches lo
projects. Il denied in the pasl, seek help In finding be “spensared” by community members wishing fo donote in memoriom, ele.
a solukioh,

o 5 = = - " F L | -y it
? ] R
]

+  creole programs lo help residents with exterior
mainlenance ond upkeep for their homes

« increase the number of benchas downlown. Benches
can be “sponsored” by communily members wishing 1o
donate in memonom, elc.

»  Busting Irash cans in the downlown areo should be
emplied on a regutar basis, An increase in the number
of trash cans may hetp lo decrease the omount of
trash on the streats ond in stairwells - see pg. 65

+ crecie a commiltee dedicaled lo cleoning up vocont
downlown refall spaces - see pg. 66
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CONSIDER THIS

Thera are mony oppavtunities for musols around town, mos! of which can be
craated inexpansively thrugh the help of the residents of loco! orisis. The mural
locolons coutd ronge {rom olleyways, Jo obondoned business windows, lo sides
of bulldings. This projecl con bring the communlly logether to odd vimd new

life, build pride ond suppor community ort. Grants exist fo heip fund public ort
projecis, and con help caver material and professiortol iobor expenses.

SeeTd o e
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CREATING THE BRAND EXRERIENCE (cont.)

’ shopping

There are many opporiunities fo create positive experiences for
shoppers thol live in Independence, as well as those that come
from sumounding communilies.

;'"' OQver 70% of rasidenis respanded NO when asked if they

consistent/convenient store hours

atfroct businesses thal offer items that are not adequalely
available in independence - see pg.32

enhance the growing specially store Irend by odding more
unique item slores 1o the curment lineup

a Chamberdad "Shop Independence Firsi” compaoign
would help keep residents aware of all the great shopping
opfions that are avoilable in Independence

businesses should consider warking with ihe Chambaer fo
offer promoticnal programs to Independence potons who
Irequent establishments (i.e.’green” shopping bog. reloit
happy hours, elc.)

O :

LY

could buy what they needed in Independence. Over half
of them said thal clothing & shoes were the #1 ilem they
could nof by,

CONSIDER THIS

Promational programs are a greot woy ko increase foot lmffic downlown.
Imogine tha Chamber salling reusable shopping bops thal when used at
Iocal businesses, would enlitie residenls ond vistiors lo special savings or
discounis.To ba cost efiective, Chomber members ond olher porticipafing
businesses could poy lo hove their names/opos printed on the baps.
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’ a guide to Independence ’ attract new business
This userfiendly piece will markel ihe many resources Creating aworeness of growth oppariunitias will help to
ol Ihe community to mare than just visitors. Containing draw in new businesses and entrepreneurs.
dil"ling. shopping. G“mc“ﬂns. a useful map Clnd moie, "\ Woik o mvitalize the dﬁwn'mvn CO‘ﬂdOl."NS wi
this guide con also be distibuled lo cument residenls entice and create an energy that businesses wil
and commuiders to increase local pride ond commerce. wani to be a pard of,
« consider offering coupons/specials thai can only « creaie o belterment commitiee that will work
be found in the guide to uphold the condilion. look. ond feel of the
. . downtown area
- prasent moterials in an ogonized manner
for a professionol leel vs. just Ihvowing items + accenl emply slorefronts with posilive messaging,
in an envelope such as "Coming Soonl” or “*Great Spoce Availablel”
*  be sum fo reprasent businesses, resources. = downlown beaulificalion projects should exlend
and assets/amenities occurolely to include areas in front of vacant bulldings.
- Make Ihe guide readily availoble at vodous prqseréiibng rc:d vibront streeiscape that reloles to the
locations for those passing through town. Provide a
link on the City ond Chamber websles to request o «  Support and provide opporlunities for
packet or downlooad an online version, enfreprenaurs by simplifying/expediting the

business starl-up procass. Creale a link that
axplains the steps ond oclions new business
ownaers will need 1o joke and who they will
need lo conlact.

| bluespoce crealive, inc. - 1205 Broodway « Danison, lawn 51442 - 866.880.8LUE - www blusspocecreative.com h l . . n 1
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CREATING THE BRAND EXPERIENCE (cont.)

build upon the active/
@ outdoor lifestyle

Creote oppotiunities for people to galher and enjoy
Independence’s assels, This also creates the opporiunity
{or word of moulh exposure amongst outdoor enlhusiasls
from other communiltigs.

» Hold a community run or triathalon unigue to

Independenca. Possibly bulld an event around o
significant histarical hoppening in Independence.

- creale additional bike tmils/connect existing troils 1o
invile traffic from sumounding communities

+ create designated areas such os docks or piers
along {he river fo allow moie inleraclion with
fhe waler

92

CONSIDER THIS

Developing odditional communily gaihering areas of nolur! space omongsi new and
exisling developments Is key to ensuring Independence mukes the most of its noluml ossets.
Imogine a pier thol exfends into the river, creating o unique space for residents and visilors
to come logether and enjoy the exparience of being on the walar.
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™o standout with something special

This Is whene you redlly hove the opporiunily to shine.
Independence has many possipilifies when it comes 1o
creating unique experiences.

Construct a monument/wall where residents can be
acknowledged for heir lima spent living in Independence.
Fomily names can be gilded stars afier iheir residency
surpasses o specific increment of years,

consider promoting the history of Independence by
estoblishing monumenls in various places around fown
and starting a guided “hislory walk” to educate residents
and visilors

hos! events cenfered aound ceremonial flog raising such
s Flag Day. Veleron's Day. Memorial Day, etc., where cilizen
conhiibutions, community leadership. and/or special
achisvements are recognized by announcing and giving
that person/family the privilkege of roising the flag

blueprint - LEVEL] - Independence - Oclobier 2016

CONSIDER THIS

One woy lo commemorate the communlly prida of residents ond
business ownars is lo engrave it into a monument or a woll thal will live
on forever. Piclure o list of names that deplct the longevity in which a
fomlly hos resided in Independence of the number of years o business
has been estobiished within the community, Recognizing this longevily

will surely undesting the commilmeni people and enlities have foward the

communily ond In fum may crecle o higher number of brand champions.

Duke Duval

Woods |Lee: Shonde
F“\%% __Ine Boy!
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CREATING THE BRAND EXRERIENCE (conf.)

CONSIDER THIS

Wilh the obundance of gresn spaca thal Independence hos, then is greal opporiunily
lo creale u low budge! gorden walk. The gorden walk isetf could ba ¢ living lcon of the

community’s strenglh, closenass, and beouty. A giff pmgrom put on by tha city could gitt
, accentuate your assets addilional flowers and frees bosed on the oddilion of new residents or businesses os o
Moke a stolement by tuming ordinary spoces info symbol of their addilion lo the communlly. The garden walk could provida an opporfunily
extroomdinosy ploces. fo create new woluntear groups thal maintain iis condition, or evan provide educalionol
opportunties for children in the summer to leam about gardening. i's an ongoing projec
i+ renome ond creale uniqua evenls centared thot con ba os large or as small as budgets aliow, wilh naordy endless possibiliies for brand
around unused or underulilized park oreas reinforcement ond meaningful community fiuals.

+  tum undernulilized green space areas into
odditional community gordens or set-guided
garden walks

+ Expand on already popular and weltknown
evenls such as the 4th of July Celebration.
Iniliale new aclivities and enlerdainment like
a fiyby or o contest for best 4th of July
family trodilion.

+ Light the mill fo creale on energy around one of
the community’s most prized jondmarks. Light
up the bridge near the mill so thal it shines
down on the river, highlighling anolher asset
prized by the community.




STRATEGY CREATING THE BRAND EXPERIENCE blueprint - LEVEL3 - Independence - Oclober 2016

CONSIDER THIS

Lighting ceremanias con sel the mood for the
community; whether il be for on even), holiday,

of for the mark of o new seascn. Nol only will the
lights energize the residents ond vistiors who see
them, they will alse ossist in showing off soma of
Independenca’s uniqua feclures and siong points.

| ® blwespace crealiva nc. - 1205 Broadway - Denison, lowo 51442 - B&4.840.BLUE - www.blusspacecraaivn com h I . . ﬂ o5



CHAMPIONING THE BRAND

CHAMPIONING THE BRAND

How do we unify the brand?

our spiritis WHAT WE BELIEVE IN.

For Independence, this is the most
important component to your
brand'’s success. It is critical that
the residents, business owners,
community leaders, and City
officials understand the siory of
Independence, believe in the
message they are sending. and
become strong and steadfast
promoters of the brand.

brand chomplons

The members of the communily of Independence are ils stongest
ambassadars. In order for residents 1o rolly behind ils community,
there must be slrong communication, cooperolion, ond trusl.

it is crucial that every person ks equipped with a madmap that
precksely defines Indspendence’s deslinalion in order fo explain
why and how fo deliver Independences message. Making a
conscious efiort to abide by the brand guidelines will create a full
understanding of who Independence is and what it sionds for,
which is the first step in culiivating an amy of brond champilonsl
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Powerful brands resonate from within.

To rise as one community, we must believe in who we are.

¢p brand belief system

Defining the intemal belial system will help community members
understand the story of Independence, and the imporiance ol buy-in.

12 mfine creotion story fo connect fo the brand essence
(Your creation story should embody who you are, and why.
The backstery of a brand fulfils an innate human desire lo
leam how a brand came lo be.)

i3 develop a communily creed
(define, in one singular idea, what it is that differentiates

independence ond molivales people o believe in the brand) We have a great
work fo estoblish an understanding of Independence’s pasitioning communily but lack
amongst surounding communilies; define wha Independence is .
and who Independence s nol of effort by community
develop and preserve rituals that creale accouniabiity and a members and govt o
leeling of belonging (i.e. every day at 8:00 a.m, on Americon Flog n -
Is raised at tha Mill; research ond possibly reinstale rituals from the make it befter,
town's beginning; work o embody new rituals sumounding cerlain -
communily events) - Resident

| ™ bluespoce craative, Inc. - 1205 Broodway - Denison. lowa 51442 - B66.860 BLUE - www.blusipocacreolive com h l . l n o7
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CHAMPIONING THE BRAND  (coni.)

’ improved communication

Members of ihe communily have repealedly remarked
about the lack of communication between Cily officials ond

squelch negative perceptions

There will olways be communily membears who om mesistant
fo change and will make it thvelr mission 1o detract from fhe

o8

msidents, Chamber and businass owners, elc.

i+ increase the Chamber and City's presence on social
media lo increase owareness nbout city events

and hoppenings

- newspaper/websile/social media seclion labeled
“your lax dollors of work” will help community members
feel like they are ‘in the know" in regord fo how their
personal conlributions are helping fo sirenglhan ond
improve their community

+ events such as a Chamber coffee, held monthly,
give Chamber members and new businesses the
opporunity o network and become welkknown
amongst their peers

* make msources such as “community voice” on the
cumenl cily websile, known, and eosy o use

73.1% of residents say they receive informalion about

brand.There ane several ways lo diminish the effecls of negative
perceplions.

creafe opportunilies lo educate the public regarding
property iaxes

Bring residents oul of the dark when il comes lo city
meelings and evenls. Creale opporiunilies for invalvernent
and easy access lo informalion.

develop o commiftee thal is dedicated 1o the unily of
Independence; promofing communicalion and making
efforis o focus on issues facing all individuols and groups
within the community

Chemy-pick 5 brand stewords; residants of Independence
that embody the brand ond understond whatl the brond is.
Isolate them, educale them, moke sure they can acl as an
extension of the brand. Do this so they can not only polkeit,
but build more brand champions.

Maoke sure the "cheers’ are louder than the "jeers!”

A
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get the community involved ’ job opportunities
Invoivement in the communily will create feelings of Crealing new jobs will daw people to Independence:
pride, beliel, and o sense of belonging. successiul business ventures will gain excilement and
- creole evenls cenlered around cleaning/ word of mouth exposure.
painiing/roising money for community projects 1> start a compaign lo expose vacant buikdings ripe
+  publicly ecognize ond put community members for enlreprenaurs
in the spoliight for exceplional pomotion of - conduct a poll fo see whal lype of businesses
Independence or comn\umw inWmEn!. witha resmnts and visilors would like lo see in
column In the paper that covers the movements Independence
ond happenings relaled fo voluniears, followed
up by a post on social media - cregle unique axperiences oound new business

slartups thal keep them loyal to Independe
. use cilizen lolents and moke ihem shine p . —

+ Creote a dalobase of willing volunleers.
The City should seek ta work with schools
and get students involved. Re-energizing and oy,
fe-invigoroling the communily should be viewed (; 1
as an exciting and impartant opporiunity. D i

' 35.3% of former residenis soy the primary reason Ihey

" moved oway from Independence was because of job
' opporluniiies,

I
A7 79.2% of residents say they'd be willing of likely Io
£7  volunleer. 60.7% say the reason they don't is due

fo hime limitalions.
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STRATEGY CONCLUSION

100

Establishing a clear, consistent message that
Independence is spirited, progressive, and sfrong,
will provide residents and visitors alike something fo
believe in and continuously work toward.,

Support and buy-in of that
message will ignite a desire to live
in, work in, and visit, the flourishing
community that Independence is
on frack to become.
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IMMEDIATE ACTION ITEMS TO BE COMPLETED BY bluespace creative, inc.

@D brand positioning @D logo identity ’ brand guidelines
amive at posilioning stalement develop unique, instantly develop a brand standards
fhat embodies Independence’s recognizable mark guida that will communicate
brond promise that is representalive of how the Independence brand
Independence, across oll should be communicaled ocross
mediums oll pialfoms

RECOMMENDED ACTION ITEMS (&

« Independence guide «  gatmctive signage « mvilolize downtown comidor
- slolionary collalerol ond (eniy S0d WO, 2 « mnome and creale unigue events
elecionic medio + websiles/online presence cenlered around unused park areas
+ refine crealion story + sociol medio « compaign to expose vocant
+ " communily creed {Chomber ond Clly) buildings to enlreprenaurs
- adverlising ond promotion L T I T
« SEO

55 f‘/} The only limif to our realizafion of fomorrow
: will be our doubts of foday. Let us move

forward with sfrong and acfive faith.”
- Frankiin D. Roosevelf
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