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AGENDA
Cascade Charter Township
Downtown Development Authority Board of Directors
July 18, 2017
5:30 p.m.
Cascade Library Wisner Center
2870 Jacksmith Ave. SE

Call the Meeting to Order
Record the Attendance

Approval of the Agenda

Approval of the Minutes of May 16, 2017 Meeting

Acknowledge visitors and those wishing to speak to non-agenda

items (Comments are limited to five minutes per speaker)

Discuss and Consider Branding/Marketing Proposals

Discuss Future Projects

Any Other Business
a. Update on Planning Activities
b. Tree Cutting in Village

Adjournment



ARTICLE 1.

ARTICLE 2.

ARTICLE 3.

ARTICLE 4.

ARTICLE 5.

MINUTES
Cascade Charter Township
Downtown Development Authority Board of Directors
Tuesday May 16, 2017
5:30 P.M.
Cascade Library — Wisner Center

Chairman Huhn called the meeting to order at 5:30 P.M.

Members Present: Huhn, Beahan, Kingsland, Puplava, Ridings, Rowland, Stephan
Members Absent: Siegle and Smith

Others Present: DDA Director Sandra Korhorn, and those listed on the sign in sheet.

Approve the current Agenda.

Motion was made by Member Beahan to approve the Agenda. Supported by
Member Stephan. Motion carried 7 to 0.

Approve the Minutes of the March 21, 2017 Meeting.

Motion was made by Member Rowland to approve the Minutes as presented.
Supported by Member Beahan. Motion carried 7 to 0.

Acknowledge visitors and those wishing to speak to non-agenda items.
No one came forward.

Discuss and Consider Branding/Marketing RFP

Director Korhorn stated that discussion began last fall with regard to future project for
the DDA District. Completing a marketing plan had been discussed, as the DDA is now
sponsoring events and it was thought that a logo specifically for the DDA for
marketing/advertising purposes would be useful, as well as a branding/marketing
initiative for the downtown district. She put together an RFP to start the process. It
would help the DDA develop a branding/marketing plan with the goal of creating a
coordinated image and associated campaign for Cascade DDA. The goal of the planis to
highlight the features of our community with the result of attracting citizens, businesses
and other entities to the different areas of our Township and to enhance Cascade’s
overall quality of life.

The brand will be suitable for multiple applications, including, but not limited to:
economic development marketing, professional recruitment and retention and tourism
marketing.

This project was budgeted in the 2017 DDA budget. Director Korhorn passed out a draft
RFP to be sent out in the next couple of weeks with proposals due back in mid-June.
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ARTICLE 6.

ARTICLE 7.

Discussion followed centered mostly around the amount of money designated to spend
for the rebranding/marketing. Is it enough? Too much? Should the amount be stated
up front in the RFP?

Motion was made by Member Puplava move forward with the marketing RFP.
Supported by Member Kingsland. Motion carried 7-0.

Discuss Tree Cutting/Replacement in the District

Director Korhorn stated that there are some trees located in the district that are dead or
in bad shape. She would like the DDA to approve removing these trees and asked them
to decide what, if anything, should replace these trees.

A general discussion followed specifically concerning what would replace the trees
which would be removed. Should they be replaced with new trees, and, if so, what
size? There was discussion about putting in some type of potted plants (which may be
difficult cost wise to maintain) or, thinking outside the box, with some ornamental
sculptures.

Motion was made by Member Rowland to approve the removal of bad trees and wait
to see which trees need to come down before deciding what to put in their place.
Supported by Member Puplava. Motion carried 7-0.

Discuss Future Projects

Director Korhorn stated that the Community Gathering Space Plan did not pass at the
April board meeting.

Looking at the project list from the joint meeting in 2015 of potential DDA projects, the
Gateway entry signs are high on the priority list. While not specifically listed, a couple of
sidewalk/streetscape projects should be considered:

1. Centennial Park — Orchard Vista loop;

2. Patterson Avenue — 28 St. north to Patterson Ice Arena; and

3. Cascade Road — 28™ Street to Cascade Villas (this project would be best completed
with the Township Board to finish this walk from Cascade Villas to Burton Street).

Discussion followed concerning reasons why the Community Gathering Place Plan did
not pass and if, in the future, it might come up again.

Discussion also included which of the three options above made the most sense to
pursue at this time. There seemed to be more issues with the Cascade Road option than
the others. The Board seemed to agree that the Orchard Vista loop would definitely get
the most use.

Motion was made by Member Puplava to obtain pricing for the Patterson and Orchard
Vista loop and to table for now the Cascade Road sidewalk. Supported by Member
Beahan. Motion carried 7 to 0.
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ARTICLE 8. Any other business.

a. Update on Planning Activities.
b. DDA Business/Property Owner meeting — Interchange Area

ARTICLE 10. Adjournment.

Motion was made by Member Beahan to adjourn. Supported by Member Kingsland.
Motion carried 7 to 0. The meeting was adjourned at 6:40 p.m.

Respectfully submitted,
Diana Kingsland, Secretary

Cascade Charter Township - DDA Minutes - May 16, 2017 Page 3



NEW BUSINESS

DDA MEMORANDUM

To: Cascade Township DDA Board

From: Sandra Korhorn, DDA/Economic Development Director S
Subject: Discuss and Consider Branding/Marketing Proposals

Meeting Date: July 18, 2017

At the May meeting | presented a RFP for a branding/marketing plan for the DDA
district. The RFP’s were mailed and we received two proposals for review.

| asked a small group of staff and DDA board members to review the proposals. While
one company seemed to come out ahead of the other, | thought | would present both
proposals to the entire board for review and discussion.

The proposals are included in the packet. Please read through them and be ready to
discuss them at the meeting. My goal is to place this item with a recommendation to the
Township Board on their July 26 agenda. However, if more time is needed or if we want
to interview the firms, doing so will obviously push back our timeline.



New Moon Visions
Place Branding & Marketing

Michigan | California

Cascade Township
Branding/ Marketing Plan

Sendia Korhorn, DDA/Economic Deveiopment Director
Cascace Charter Tawnship
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Lne 19, 2017

Sandra Korhorn, DDA/Economic Development Director
Cascade Charter Township

2865 Thomhills Ave SE

Grand Rapids M1 43546

(616) 949-1500

Dear Ms. Korhomn,

Thank you for considering New Moon Visions to develop a refreshed brand and comprehensive marketing plan

for the Cascade Downtown Development Authority. Creating a distinctive brand to hightlight the community’s features,
attract new residents, recruit business, and development is just the kind of forward-thinking concept that we get excited
about - and we have the tools, personnel, and passion to take it from the idea stage all the way through launch.

New Moon specializes in marketing places In fact, we have done speaking engagements on place branding for

the Michigan Downtown Association, the Michigan Chamber of Commerce, the Michigan Local Government
Management Association, Central Michigan University, and the California Main Street Alliance Through our

experience with various communities, we have developed the necessary skills and methods for working effectively
with mmunicipal administration teams, committees and volunteer boards We've had the honor and honed our experience
working with a variety of places, from srmall villages, to Main Street communities, to cities and mejor corridors, to
tourist destinations, as well as business associations. We've worked with wide range of community sizes from 16
square miles and 2000 population to 42 square miles and 167,000 population and everything in between. Most of the
communities have been approximately 7,000 to 20,000 populdtion. We understand what it takes to gather input from
the various stakeholders and quide the process in a productive direction toward consensus The end result is a
comprehensive brand that resonates with people and draws them to a place

1t would be an honor to work together for the ongoing success of the Cascade Downtown Development Authority
We are honored and appreciate the invitation to discuss the possibilities. We look forward to the opportunity to
serve you.

Sincerely,

Kim Rivera

e

Principal, Senior Creative Director

595 Forest Ste 5B Piyinouth, M148i70 | 134 Las Flores, Aliso Vigjo, [A 92656 | iNewMoonVisionsnet
b 248-214-4491 | f: 248-502-0964 e; kriveragiNewMaonVisionsnet
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THE PROJECT

We understand the need for the Cascade Downtown Development Authority to develop a brand and merketing campaign
for economic development, professional recruitment and tourism. We understand the challenges Cascade faces with

two major thoroughfares running through the heart of the DDA and the confusion of businesses identifying with Grand
Rapids os their location. We also see the beautiful natura: resources, community spirit and potential for Cascade, and
we apprecidte the opportunity to work with the DDA and uncover ¢ new identity and strategic plan to promote Cascades
amenities and clearly present your message lacally and beyond.

OUR APPROACH

Branding is about so much more than & logo and tagline It's the promise of your community’s distinct essence or
experience and how you tell your story to the world. It's everything you do to deliver the promise of your brand
experience, from place making, design and economic development, to signature events and consistent marketing

To promote & place. one must dive in and learn what makes it unique in order to find the true personality and
distinctive qualities New Moon views a community with a fresh outside visitors perspective Branding is about what
you are, not ebout whet you aspire to be Taking an honest look at what the leaders, merchants, community and
visitors say about a destination gives a dear focus of what identifies o place Based on our experience. research is
essential to the process of uncovering the true brand essence We work closely with members of the community to
determine the “promise” of a brand; taking great care to represent the community’s experience with authenticity

We assess the research findings and develop a brand streteqy taifored to your community. Next, we can progress to
the crective stage to help tell your story The concepts presented for your logo and tagline come with rationgle that is
directed by the research. Once the logo and tagline are selected, refined and approved. we continue to move forward
and deveiop a brand style quide. an ad campaign and collateral templates and train you how best to use them

fand how not to as well). Now to tell the story. with a plan of wha to tell it to, and how to most effectively reach them

Here's how we do it

Get to know the community, the people, and the competition
identify and convey the niche

Develop the brand identity, quidelines and collateral

Develop g plan

OUR PHILOSOPHY

“Our goal is to make a powerful, sensory impression that conveys the look, feel, and
experience of your “place” in a personal and interactive way for each target market.”
- New Moon Visions

New Mool

Place Branding & Marketing




EW MOON. A HIGHLY EFFECTIVE AND QUALIFIED TEAM
FIRM HISTORY & PERSONNEL

New Moon, established in 1990, is an innovative marketing firm located in Downtown Plymouth, Michigan, with recent
expansion to southern California Our business is flexible; we fine-tune the size and compasition of our team of highly
gualified independent professionals to meet the specific needs of your project. We provide the personal attention that
some larger firms simply cannat give With over 100 years of collective experience we bring fresh ideas and a most
sincere commitment to respect your needs and to exceed your expectation and satisfaction with the final package
New Moon Visions is an agency dedicated exclusively to creeting brand identity and generating awareness for places

Our team of creative professionals is easy to work with and accommodating throughout the process You will see

in the enclosed samples from our body of work that we are passionate about what we da Over the past 27 years, we
have maintained an excellent reputation for dependability and working within lmelines while keeping an eye on cost
efficiency We have the support and capacity to handle the workload, and we are dedicated to completing the project on
time and on budget. Assuring the process stays on track, our team collaborates with Google Docs and shared Calendars
to track tasks, deadlines, and quality control.

Our Services include:

* Brand Identity ¢ Merchant Outreach s  Sccial Media

e Morketing e Print, Billboard and Broadcast Advertising ¢ Online Marketing
¢ Graphic Design = Media Planning and Placement = Public Relgtions

=  Photography = Video and Radio Production e Event Promaotion
e liustration = Mapping and Signage e Consultation

# Magazine Publishing s Web Design e FRacilitation

= [ooperative Advertising Sales * Web Content Updeates

We've produced audience-grabbing materials for rmultiple organizations and communities incfuding:
Michigan Downtown Associgtion, Michigan Local Government Management Association- Next Gen, Milford,
St Louis, Allen Park, Piymouth, Brighton, Northville, Petoskey, Canton Township, Fenton, Highland Township
South Lyon, Oscoda, Pinckney, Milan, Monroe Vista Village CA, Oceanside CA, and Monterey Park CA

£l Mool
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ALISO VIEJO CALIFORNIA STAFF

Kim Rivera

Principal, Senior Creative Birector

® 29 years marketing and advertising design experience

Associates Degree Design - Oakland Community College

Associates Degree lllustration - Oakland Cormnmunity College

Past board member, Milford Downtown Development Authority for 7 years
Served as president of the Milford Business Association for 2 years
Award winning advertising design

Her grass roots experience, in addition to her countless hours of volunteer involvernent with hometown events and
community non-profits made it possitle to understand what a town really needs to promote itself from identity,

to print, web design, and social media to community-inspired events - Kim relates to communities from every
perspective in order to covey their true essence consistently in every medium

PIYMOUTH MICHIGAN STAFF

Sandra Hornyak

Associate Creative Director, Design

* 30 years marketing and advertising design experience

= Bachelor of Science, Art/Graphic Communication - Esstern Michigan University

e High-profile and results-generating work in the nonprofit sector, with dients
including Beaumont Hospitals, St John Health Sustern, Henny Ford Health
System and University of Michigan Health System

* Extensive regional and county nonprofit client base, induding Creating a
Healthier Macomb County, Lighthouse of Oakland County and Lutheran
Social Services of Michigan

»  Strong automotive background, induding the Detroit Auto Dealers
Association, North Armerican International Auto Show and Cadillac

Sandras dynamic energy and results-driven design work have made her the go-to resource for organizations
seeking to exceed donation goals or building image and awareness. Her work blends smart, attention-getting
design with unmatched elegance and is always on strateqy, on time and on budget. She's the recipient of
numerous health care marketing awards and the prestigious Scarab Club award,

New Moal
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Sharman Lamka

Advertising, Strategic Communications and Events Director

e Qver 30 years professional advertising and event promotion experience

President of The FACES Foundation, @ non-profit organization since 2006

General Sales Manager WWWW 106.7FM Radio in Detroit

Station Manager WNIC 100.3FM Radio in Detroit

Bachelor of Arts from Michigan State University - Journalism/Fench/

Secondary Education - Masters of Arts - Business from Central Michigan University

Sharman loves retail. She's worked with retailers and service industries for over 30 years. She recognizes their
need to reach potential customers with results oriented, cost effective and credtive advertising

lennifer Thomas

Associate Creative Director, Writer

e 77 \ears of copywriting, advertising and marketing experience

* Rich experience in the travel and tourism sector, with dients induding AAA Travel,
Continental Airlines, Holiday inn, Crowne Plaza Hotels, and the City of Detroit

e Seven years af Campbell-Ewald Advertising, Warren, M1 including serving as
Vice President, Associate Creative Director over Continental Airlines account

e Author of "Motor City Memoirs,” a collection of stories from noteble people from
in and around Detroit

¢ Numerous national and international copywriting awards

Years of experience and research into what motivates business and leisure travelers ot home and sbrood have
given Jennifer unique insight and perspective Her recognized abilities to identify and promote the aspects of
locations and services that will draw travelers have earned her loyal clients and internaticnal recognition.

CLIENT
[

KIM RIVERA
Senior Credtive Director and Lead Representative
Recearch,Analsis. Stratequ Graphic Design, *Wnting, PR. Web, Sociel Media
In-market visit, Intervieves, Vision:ing Session facilitation

SANDRA HORNYAK SHARMAN LAMKA JENNIFER THOMAS

Associate Creative Director, Design Advertising, Strategic Communications, Associate Credtive Director
Pesearch/ nalmis, Shateqy, Events and Associate Representdtive Stratery. Veriting
Graphuc Dezgn Print and *teb Resaarch/ Anatysis, Strategy,
“'nbng, ACe asing Liedin Plan
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NEW MOGN WORK PORTFOLIO
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Fenton 2013 ArtWalk

The 3rd Annual Fanton ArtWalk date set for Saturday July 13
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Petoskey
Brand 1dentily and Marketing Collateral

and Plan

Designers:

Kim Rivera

Sandra Horryak it 1 Wy e RSN T
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Vista Village
Brand 1dentity and
Markeling Focus Group

Designers:
Kim Rivera
Sandra Horryok

Writers:
Kim Rivera
ennifer Thomas

Focus Group:
Kim Rivera
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Pinckney
Brand Identily, Collateral,
Website

Designers:
Kim Rivera
Sandra Hornyak

Writers:
Kim Rivera
knnifer Thomas

Website Template:
Sandre Hornyak
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Northville
Brand 1dentity, Marketing Collateral
and Plan

time fo. .

\We teemed up with IMJ] and

the community brand is well received! d O W N 1- o'W n

Designer
Kim Rivera

Writer
Kim Rivera

Plare
Kim Rivera
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Canton DDA

Brand 1dentity Update,
Marketing Plan implementation
Event Promotion/Coordination

Designers:
Sandra Hormuak
Kim Rivera

Writers:
Sharman Lamka
Kim Rivera

Plar:
Sharman Lamka
Kim Rivera

Fvents:
Sharman Lamka f 5 P m e e o o
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Canton Township

Brand 1dentity Update, Brand Guide
and

Marketing Collateral

Designers:
Sandra Homyak
Kim Rivera

Guide:
Sandra Hormyak
Kim Rivera
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Plyrnouth
Brand 1dentity, Marketing Collateral
and Plan

We tesmed up with North Star and
the community brand is well received!

Oesigner. Dowmntown
Kirn Rivera L
PLYMOUTH
Kim Rivera

Sherrie Brindley
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Going On In Downtown
Plymouth!
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Plymouth Art in the Park
Brand Identity and Marketing
Collateral

Designer
Kim Rivera

New Mool

e Snanmnmg 4 Marrmmg




Milford

Brand 1dentily and Marketing Collateral

Designer
Kim Rivera

— e

Home
What's New?
Confacy Us

Downtown Walking Map
Business Directory
Shopplng Guida

Hite Mao

For the Investar About the DDA Contact Us

Shopping / Dining and Business Guide
= pAnter Friendly 5! Email to s Frend = Backmeri & Share

Click Hare for Downtown Map

Downtown; an npiCurean EXParignce.,.,

Regcnaily xnewn crefs offer gourmet culsine and family
sty'e restaurants stit make your faverizes,

Mair Street ‘s home te coffee sheps, baker:es,
delicatessen, a butcher and a wine snep.

Restaurant Guide
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Milford Memories Summer Festival ; .
Brand Identity and Marketing Collateral = B - |

Desigrers: e
Sandra Hornyak tanscapPuing 43
Kim Rivera -
&
o Foed
Writer: & i
Ennifer Thomas Parking avakabie on gublic sreels

milford Memories
Summer Fastiva
2004 Dvents Schedule

August 13,14, & 15, 2004

Fnday, Aug 13, 2004
Pree Shume Bus Sendos

MILFORD [le ) P S

- 10:30 a.m. - &Sopmcmwrmmelambo
Memories | | wen.eonpn WEEEDn
s e mﬂ"l-gﬂmew?em

summer festival e ForkBeer
1 Mr. Moody

rday, Aug. 14, 2004
e A

m. Frea Shutiis Bus Senvica
X Artin the Villags
fam.-9pm. Civl War Encamp
10 30 e.4m. - €:30 p.r.Cantar Stregt Gmm

el
10:30 &.m.- 6:30 pm. Mill Fond Pavilion
Enteriainmeni

11am-4pm
Noon -4 pm.

Noon
240 pm.

an Ramote Control Car Races
7pm.-11 pm. Teen Darga
7 pam.e midnight Saturday Night Danca
Central Park Beer Tent
Enterigirment by:
The Shin Dig

Sunday, Aug. 15, 2004
7-10am,
SKFlunRegshahm
One mile unfwalk
8:30 &, 8K Aun
fdam- 5.3llp.rn ShuﬂlaBusSaMua
0 am.-5pm. in lhe il
HE10 am.- 3;30pm Genhersme azebo

] ent
1030 a.m. - iﬂﬂpmMIIledei’m

MILFORD - R
Memories '. I 1:?0 . Sy Bvng W
summer festival : '
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August 12 & 13. 2000
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City of Milan
Brand 1dentity and Marketing Collateral and Plan

Designers:
Sondra Hormyak
Kim Rivera

Writer
kennifer Thomas

WILSON

PARK—
Plar:
Sharman Lamka []

MILAN
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MainStreet Dceanside CA

Downtown Dining District

Brand 1dentity Merchant Outreach,

glrinted and Webside Map/[rectony,
)

| USI0EEms

Designer
Kim Rivera .
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City of Monroe

NOTE: Preliminary Work (Confidential)

Roll-out scheduled for Summer 2077

Brand 1dentity, Marketig Collateral and Plan, l l I @
l -

Designers:

Kim Rivera C|-|-y OF

Sandra Hormuyate
lennifer Thomas

plan %&da& fgﬂf,oﬂﬁf'mm

Sharman Lamka
Kim Rivera

Expect Amozmg Progress
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City of St Louis
Brighton

South Lyon
Oscoda Township

Website Design

Designers:
Kim Rivera
Sandra Hormyak

Writer
Sherrie Brindley

2 I :
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Allen Park Michigan DDA

Annette Knowles, Formerly DDA Director, Allen Park
Currently: Downtown/Economic Develapment Coordinatar
City of Monroe M1

120 East St Monroe M1 48161

731-384-916

Canton Twp Michigan DDA

Amy Hamilton, DDA Director Canton Twp
150 Canton Center S, Canton, M1 48188
734-394-5186

Kathleen Sallg, Formerly DDA Director, Canton Twp
Retired as of Dec 31 2012
(an be reached ¢t kesallag@aolcorn 734-560-6002

Canton Twp Michigan

Kristen Thomas, Marketing Analyst
and Economic Development Director
1150 Canton Center S, Canton, M1 48188
734-394-5229

Charter Township of Oscoda Michigan DDA
Ann Richards, DDA Director,

TI0 State St Oscoda Township M1 48750
989-739-6999

City of Fenton Michigan DDA

Michael Burns, Formerly Asst City Manager. DOA Director, fenton
Currently: City Manager, City of Lowell

301 East Main Street. Lowell, M1 49331

6168978457

City of Milan Michigan

Jade Smith, City Administrator
17 Wabash, Milan, M1 48160
734-439-1501

City of Monroe, Michigan

Jody Egen, Director of Communications,
Culture and Community Prorotion

120 East St

Monroe M1 48161

739-384-9134

(ity of St. Louis Michigan

Phil Hansen, DDA Director

108 W Saginaw Street, St. Louis, M1 48880
983-681-3017

Michigan Downtown Association

Sheila Stamiris, Past President, MDA

240 West Genesee Streef, Frankenmuth, M1 48734
989-652-3430

Milford Michigan DDA

Ann Barnette, DDA Director;

100 Atlantic Street, Milford, M1 48381
248-684-9719

Milford Memories Summer Festival
knnifer Hill, Formerky Event Coordinator
Can be reached & 248-736-0532

Northville Michigan DDA

Lori M. Ward, AICP DDA Director,

715 W Main Street, Northville, M1 4867
248-349-0345

Petoskey Michigan DMB

Becky Goodman, Downtown Director,
26 Park Avenue, Petoskey, M1 49770
231-622-8501

Plymouth Art in the Park

Diane Quinn and Rachel Rork

FO. Box 702490 Plymouth, M1 48170
7344541314

Piymouth Michigan DDA

Sherry Pryor Brindley, Formerly DDA Director, Piymouth
Currently Marketing Director Piymouth Historical Museum
734-740-0606

South Lyon Michigan DDA

Kristen Delaney, Formerly DDA Director, South Lijon
Assistant to the CEQ,

Michigan Municipal Services Authaority,

FO Box 12012 Lensing, M1 489012012

5i7-618-96%

Village of Pinckney Michigan DDA

Amy Salowitz, Village Clerk,

220 South Howell Street, Pincknay, M1 48169
734-878-6206

Vista Village Business Assaciation,

Main Street Program California

Gumaro Escarceqa,

Formerly Executive Director, Vista Village

Currentiy Main Street Program Manager, Oceanside CA
701 Mission Avenue, Oceanside, CA 92054
760-754-4512 x102

MainStreet Dceanside
Rick Wright Executive Director
701 Mission Avenue, Oceanside, California 92054

760-754-4512
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1 have worked with the dynamic New Moon Visions team for over six years as they assisted the Canton Downtown Development
Authority with a highly effective Shoplanton brand. While much of their expertise features marketing the charm of traditional down-
towns, they successfully rose to the unique challenge of promoting Canton’s Ford Road- a very busy and vibrant 3-mile corridor with
d wide mix of both national chein and independent stores and restaurants. We couldnt be happier with the results! The New Moon
Visions team members are creative, professional, and responsive; and their services are always provided with the highest integrity

- Kathleen Salla, Director, Canton M1 DDA

New Moons tremendous credtivity and outstanding marketing skills provided us with exactly what we needed for our branding
campaign. 1 am continually impressed by their customer service, dedication and professionalism.
- Kristen Thomas, Economic Development and Communications, Canton Township M1

T hope you will be pleased to know that 1 was very happy with your services You are just a peach to work with, very eager to
please and accommodating 1 thought there were many times that you were put to the extra test of having to dig deeply into my
mind to figure out exacthy what 1 meant or was thinking and that was my fault, but you persevered and always figured me out. And
1 will alweys be grateful for the patience you had with my committee and its members. Your experience with downtowns and how
they work was invaluable in the process. 1 would recommend you highly and without reservation.

It is obvious that you care about your work

- Becky Goodman, Petoskey M1 DMB

Kim Rivera and New Moon Visions are such an integral part of how people see and feel Milford Beginning with the creation of our
logo and tagline 16 years ago, and throughout all of our branding, New Moon has helped us tell the world who we are and what
weTe about in @ way that is uniquely us Their service has always been thoughtful, timely and finished 1t's a pleasure working with
them.

- Ann Bamette, Director, Milford M1 DDA

With the help of Kim Rivera and her credtive staff af New Moon, the City of Northville launched and impressive marketing and
promational campaign for Downtown Northville New Moon provided excellent dlient service that went above and beyond contract
services. They were able to bring a diverse group of piayers together to find @ commaon vision for the community. The Downtown
Development Autharity, Chamber of Commerce, and merchants association are now all speaking with one consistent voice The mar-
kating and public relations campaign has been wildly successful My onhy regret, is thet we did not contract with New Moon years
aqo for help Their professional advice has made all the differencel

- Lort M. Ward, Northville M1 DDA

1 think that what sets Kim Rivera and New Moon Visions apart, as @ vendor and as a creator, is the ability to really listen to what
the dlient, or in this case community, is saying and to translate that vision into beautiful, lively, vibrant graphics Her enthusiasm,
down-to-earth gpproachable demeanor, and a genuine desire to provide the best work possible stood out as we interviewed
several firms. She has a gift for balancing her professional guidance with the input from the dient/community Above all she

has the professionalism, integrity, flexibility, and talent thet made her the best fit for our project. This year due to the mementum
thet we have created with the implementation of the various aspects of the marketing plan, our merchants reported sales that met
or exceeded last years sales. In the current economy, that is quite a fedt. We heard feedback that credited the comprehensive
marketing plan for this.

- Sherrie Pryor Brindley, Pliymouth Michigan DDA
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& TIMELINE

PHASE ¥ BRAND RESEARCH

GREEN LIGHT Weeks 1-2

Conference call with DDA point person/leaders
e Discuss any questions about branding process
Review approval process- Lead contact, committee, final approval and direction
Confirm vision
Review qoals
Discuss key dates and/or events that could affect the project
Determine Date for community two-day visit
DDA point person to provide New Moon Visions with:
= Links to download recent studies, DDA and Township plans, designs, maps,
tourism plan, and market analysis
Mission Staterment
Community Marketing Samples- Tourism/Business Recruitment/History/Events etc
Events Calendar ete
All available archived professional photograpy of community
Schedule quided tour of the City on day one in the morning
Schedule back-to-back 20 min. private interviews every half hour with anchor destingtion
retailers/restourant owners, recent investors, leaders/officials, historians, active residents on
day one in the afternoon and day two in the moming
»  (ontact list- phone & email for phone interviews (leaders/stakeholders who cant attend in person)
* Schedule visioning session with leaders on day one in morning & community day one in evening

DISCOVERY Weeks 3-5

Assess existing plans and studies, elc

Confirm mission and vision

Evaluate identity and branding needs

Facilitate visioning session meeting with leaders to identify elements of community pride as well as future vision
Take quided tour of community with DDA point person

Visit community “hot spat” destinetions (popular gathering places, community highlights and amenities)
Wedther permitting, professionally photograph key locations

Conduct staff, leader, stakeholder, resident, and recent investor interviews

facilitate visioning session with community to identify elements of comrmunity pride as well as future vision
Provide press release regarding branding initiative and community survey

Provide link to on-line survey utilizing Survey Monkey

Provide fiyer with QR code to survey link/random prize drawing

Conduct online survey of leaders, stakeholders, merchants, community, & visitors

Conduct phone interviews
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e DDA peint person to spread the word about the branding & markekting initiative:

= Share survey link online- commmunity website, social media, Enews, and network with
Township boards/staff, parks & recreation, visitors bureau, mejor employers, partner organizations
ie Chamber of Commerce, cemimunity cubs, business associgtions, arts council, schools, efc

» |f approved., offer a gift card for random prize drawing of survey participants
(incentive for increased engagement)

e Distribute fiyers with QR code to survey link/random prize drawing to visitors at events,
hotels, destinations, restaurants, coffee shops, museums, librany etc

e Distibute Press Release to local news media announcing the project, survey and drawing
(New Moon to provide sample press release]

DISTILL DATA Weeks 6-8
Analyze data from discovery process
Summarize findings
Uncover communitys core essence
Write brand core essence staterment, convey in a new light
Develop brand strateqy/direction
Provide ways to embrace brand theme as a community
Present research and strateqy to dient for input prior to creative (in-perscn or via Go-to meeting conference coll)
e DDA point person to:
¢ Schedule branding research/strateqy meeting with leaders
(in-person or via Go-to meeting conference call}

:PHASE 2: BRAND DEVELOPMENT

CREATE Weeks 9-24

Credtive inspiralion and reflection, brainstorm

Develop tagline and message concepts

Develop logo concepts

Provide preliminary trademark search for taglines at usptagav
Refine strongest ideas

Review concepts and rationale via phone call with DDA point person for input
Professionai photo shoot

Create wehsite home page design

Create banners, poster, and directional signage design

Create event icons

(reate municipal vehicle graphics, apparel, and promotional items
Create brand advertising campaign concept
Create sample trifold brochure and business recruitment brochure design

Create letterhead, business cards, envelopes, memorandum, fax, press releases, report covers, note cards, iabels,
and other print related materials
* (reate Power Point cover and sample slide design, Email signature, social media icons, Enews, newsletter, poster, etc

Place Branding & Marketing
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»  Work with DDA point person to present creative solutions to leaders for input
(in-person or via Go-to meeting conference call)
e [etermine any changes
Provide revisions as needed until client is completely satisfied
* Designs are created in the industry standard, Adobe Create Cloud- Hlustrator, InDesign & Photoshop
e DDA point person to:
e Schedule creative solutions meeting with leaders [in-person or via Go-to meeting conference call)
e  (onsult Attorney re Trademark on selected tagline

GUIDE Weeks 25-28

* Develop brand stendards quide

® Review with DDA point person via email/phone call and determine any changes
# Provide up to 2 rounds of cusformnary revisions

e Organize and package all digital branding files

PHASE 3 MARKETING PLAN

STRATEGIC MARKETING PLAN Weeks 29-34
Review position and competition
SWOT analysis {Strengths, Weaknesses, Opportunities, Threats)
Identify target markets
Determine proper messaging/media outlets for each target market
Create o yeor-long media plan/schedule/Budgets
Website/social media recommendations
Public Relations recommendetions
Events/promotions recommendations
Benchmark recommendations
Provide final repert, branding packege and roll-out plan and strategic marketing plan to DDA point person
Train key DDA staff to implement branding message

o DDA point person to:

» Schedule training session (in-person or via Go-to meeting conference call)

Time Line is an estimate and will vany depending on Clients schedule, cooperation, and adopted plan.
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FIXED FEE
[Please refer to Work Plan & Timeline and Scope of Work & Deliverables on pages 24.25, 26 & 28)

PHASE t BRAND RESEARCH. ... ... .. ... .. .. ... ... ... $8,000
PHASE 2 BRAND DEVELOPMENT ...... ... ... i, $9,000
PHASE 3 MARKETING PLAN. . ... ... . o, $5,000

GRAND TOTAL ................................. (not to exceed) $22,000

Fees: New Moon Visions hills at $100 per hout

Project Investment includes travel expenses

Work can begin immediately after contract aweard

Full proprietary rights for use of graphics/materials will belong to the Cascade Downtown Development Authority
Costs represent New Moon Visions tearn marketing services Qutside costs for media advertising, printing

and distribution, radio or TV spot production etc to be determined.

ASSUMPTIONS

At New Moon, we aim to pleasel The foliowing will help the process run smoothly:
s In order to be most productive, New Moon presentetions to community will be with a steering committee
of 5 to 7 members. All members of this committee should remain the same for the duration of the project
¢ New Moon will provide preliminany trademark (wordmark) search for final tegline at usptagou
Once brand is approved, we recommend cormmunity consult an attorney regarding copyright/trademark
Community staff will coordinate logistics, ie setting up meetings, conference cails etc
Print collateral will be designed in the industry standard- Adobe Cregtive Cloud
It is understood that community staff attending the training will have different skill sets,
but will have a basic understanding of cornputers. community will provide a venue with Wik
access and audio/visual equiprment.

)
» If any additional services outside of the scope of this proposal are needed by the community, ﬂ‘/
New Moon would be delighted to supply estimates for such work .EU] m D[]
hY

Princiéal, Seniar Creative Director Date Place Branding & Marketing
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We understand the- scope of services.

DEVELDP A BRAND AND MARKETING PLAN

Uncover brand stony and message through in-depth research

Review the existing plans and studies, conduct additional research, and engage with various members

of the community

Present report revealing brand research findings, core essence statement, strateqy and condusions derived

from public input, with ways to embrace brand theme as a community

Create agreed upon logo, slogan, color scheme ond graphical style quide/manual with production specifications
Design templates to promote the DDA district, including but not limited to web home page. directional signage
banners, event icons, municipal vehicle graphics, apparel, promoticnal iterns, advertising campaign, trifold brochure
and bustness recruitment brochure, letterhead, business cards, ervelopes, memorandum, fax, press releases, report
covers, note cards, labels, and other print relsted materials, Power Point cover and sample slide design, Email
signature, social media icons, Enews, newsletter, poster; etc

Organize and package all digital branding files including logo in black & white, Pantone (PMS), RGB and CMYK
Final report with brand roll-out plan and cost effective marketing plan with schedule and budgets

Training of key staff and stakehalders to implement the branding messege
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COMMERCIAL GENERAL LIABILITY COVERAGE

DATE!
ACORDF CERTIFICATE OF LIABILITY INSURANCE !

THIS GERTIFICATE IS ISSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UFON THE CERTIFICATE HOLDER. THIS
CERTIFICATE DOES NOT AFFIRMATIVELY OR MEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES
BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT GONSTITUTE A CONTRACT BETWEEN THE ISSUING INSURER{S), AUTHORIZED
REPRESENTATIVE OR PRODUCER, AND THE CERTIFIGATE HOLDER.

TMFORTANT: 1f the cerificate hokler Is an ADDITIONAL INSURET, the palicy(ies] mn-l be endorsed 1 SUBROGATION IS WAVED, subjct o

the terms and conditions of the policy, certaln policies may require an an this does nat confer rights ta the
ceriificata holdar In lley of such
PRODUCER @1
Hiscox Inc. d/b/ar Hiscox Insurance Agency in CA. PHONE . (388) 2023007 | o ol
520 Madison Avenue 5 N camact@hiscon.com
32nd Floor USRS, =
Mew York, NY 10022 Inist ATVORDING COVERAGE | NACH |
Isunera:  Hiscox Company Inc 10200
IEUNED) MSURER B:
New Moon Visians, Inc. MBURERE;
134 Las Flores oo
Allgo Viejo, CA 02656 =
MIURERE :
THNBURERF :
COVERAGES CERTIFICATE NUMBER: REVISION NUMBER:

THIS IS TO CERTIFY THAT THE POLICIES OF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED ABOVE FOR THE POLICY PERIOD
INDICATED. NOTWATHSTANDING ANY REQUIREMENT, TERM OR CONDITION OF ANY CONTRACT OR OTHER DOCUMENT WITH RESPECT TG WHICH THIS
CERTIFICATE MAY BE ISSUED OR MAY PERTAIN, THE INSURANCE AFFORDED BY THE POLICIES DESCRIBEC HEREIN IS SUBJECT TO ALL THE TERMS,
ECLUSIONS AND CONCITIONS OF SUCH PDLIEIE& LIMITS SHOWN MAY HAVE BEEN REDUCED BY PAID CLAIMS.

[ TP oF mausNGE roucrummer | ey | e uhrs

X | COMMERGIAL GENERAL LIARLITY EVCHC. MRRENCE 3 2,000,000

[T T aummsme PREMISES (Ea ocumsnosy | 5 100,000
MEDEX (s _ore pavony | 5 5,000

A Y UDC-1849513-CGL-18 110472045 | 11/04/2017 | PERSOba & A namy (5 0
JENERAL AGGRECATE 5 2,000,000
FRODUCTS . COMPOR ASG | & SIT Gen. Agg
5
COMBIN' =0 SINGLUE LINMIT 5
{Ea © cuien)
|| v o = JDILY INJURY (Per p v 1) | $
FLL CY NEDY ;ﬁgmiu BODILY INARY (Per sccides, | $
] A N aNC ED PROFERTY
HRED AUTOS i) Foranm g L]
s
E.*"H OCCLURRENCE 3
LHGREGATE |3
3
CTATUTE =2
EL EACH ACCIDENT s
EL DISEASE-E.. EWPLOYEE] §
IIEEq o=~ b under
DESCRIPTICN OF OPERS THON L./ bal.*v EL DIEE~JE- POLCTLIMIT | §

DIESCHIFTION OF OFERATIONS | LOCATIONS { VEHICLES (ACORD 141,
Cascadu Charter Townzhip its laced officials, officers, Doards, voluntary and any other units cparaling undr the jurisdictian oft
he township and within appointment of {3 oparring budgat, including Cascads Chartar Township ars namad a5 addfional Insured. And sald coverage sfall be conaldered [ be the
primary coverage rather than any palickes and insurance of saif ivsunse ralention owned' or meintained by Cascads Chartar Township,

CERTIFICATE HOLDER CANCELLATION
Cascade Charter Township SHOULD ANY OF THE ABOVE DESCRIBED POLIGIES BE CANCELLED BEFORE
2865 Thornhills Ave. SE THE EXFRATION DATE THEREOF, NOTICE WAL BE DELNERED IN
Grand Repids, Mi 48546 ACCORDANCE WITH THE POLICY PROVISIONS,

e——

@ 19888-2014 ACORD CORPORATION. All rights reserved.
ACORD 25 {2014/01) The ACORD name and logo are regisiered marks of ACORD
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WORKERS COMPENSATION COVERAGE

Acgpd DATE RMTOFYYY!
o CERTIFICATE OF LIABILITY INSURANCE 6/16/2017

THIS CERTIFICATE I8 ISSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS
CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLIGIES
BELOW., THIS CERTIFICATE OF INSURANCE DOES NOT CONSTITUTE A CONTRACT THE (%), AUTHDRIZED
REFRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER.

IMPORTANT: If the cerfificste halder fs an ADDITTONAL INSURED, the palicy{las) must be endomed. IF SUBROGATION |18 WAIVED, subject to

the tarms and conditions of tha policy, certaln policles may requlre an A on this does not canter rights to the

ceriificate holder in lieu of such
PRODUCER e Cheisti Bohreiber
Michigan Community Insurance hgency Inc. "'ngE ffrc {248) 926-1444 (2K g, 1247 526-5233
49357 Pontiac Trail Ste 101 EpiaFsy: Cachradhayr@iichi ganCommuni ty . com
PO Box D30598% PORLRER{S) AFFORDING COAEPAGE HuCE
Wixcm MI 483%3-059% wsunemafentingl Insurance p1000
B |wmunen s Hartford Acgident & Indemnity [22357 |
Newr Moon Visions Inc mEURERC
334 Union 8t | misumERD:

| ENSLMAER Bl -

Milford MI 48361 F;
COVERAGES CERTIFICATE NUMBER:L7-18 Mastay REVISION NUMBER:

THE 18 TO LERTIFY THAT THE POLICIES OF INSURANCE USTED BELOW HA''E BEEN ISSUED TO THE INSURED NAMED ABOVE FOR THE POLXCY PERIOD
INDICATED. NOTYATHSTANDING ANY REQUIREMENT, TERM OR CONCITION OF ANY CONTRACT OR OTHER DOCUMENT WITH RESPECT TO WHICH THIS
CERTIFICATE MAY CE ISSUED OR MAY PERTAIN, THE INBURANCE AFFORDED BY THE POLICIEE DESCRIBED HEREN 1§ SUBFECT TO ALL THE TERMS
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AUTOMOBILE L1ABILITY COVERAGE

Interinsurance Exchange of the Automobille Club
Automoblie Ineurance Policy Coverages and Limits
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Exabange reseryea the right to apply any refund due & your sutstancing baanos.
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PROFESSIONAL LIABILITY COVERAGE

DATE.
ACORD' CERTIFICATE OF LIABILITY INSURANCE Pl

THIS GERTIFICATE I8 ISSUED AS A MATTER OF INFORMATION ONLY AND CONFERS NO RIGHTS UPON THE CERTIFICATE HOLDER. THIS
CERTIFICATE DOES NOT AFFIRMATIVELY OR NEGATIVELY AMEND, EXTEND OR ALTER THE COVERAGE AFFORDED BY THE POLICIES
BELOW. THIS CERTIFICATE OF INSURANCE DOES NOT CONSTITUTE A CONTRACT BETWEEN THE ISSUANG INSURER(S), AUTHORIZED
REPRESENTATIVE OR PRODUCER, AND THE CERTIFICATE HOLDER.

IMFORTANT: If the ceriificate holder Is ah ADDITIONAL INSURED, the policy(les) must be endorsed. i SUBROGATION 15 WAIVED, subject to
the terma and conditions of the policy, certain policles may require an endarsamant. A statement on thls certificate does not confer rights to the
certificate halder In Iy of such

PFROCUICEA TONTRET
L e e S =
32nd Floor | Aoness;  contact@hiscax.com
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orea
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THIS I8 TO GERTIFY THAT THE POLICIES DF INSURANCE LISTED BELOW HAVE BEEN ISSUED TO THE INSURED NAMED AHOVE FOR THE POLICY PERIOD
INDICATED. NOTWITHSTANDING ANY REQUIREMENT, TERM OR CONCITION OF ANY CONTRACT OR OTHER DOCUMENT WITH RESPECT TG WHICH THIS
CERTIFICATE MAY 3E ISSUED OR MAY PERTAIN, THE INSURANCE AFFORDED BY THE POLICIES DESCRIBED HEREIN IS SURJECT TO ALL THE TERMS,
EXCLUSIDNS AND CONDITIONS OF SUCH POLICIES. LIWITS SHOWN MAY HAVE BEEN REDUCED Y PAID CLAIMS,
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CERTIFICATE HOLDER CANCELLATION
Cascade Charter Township EHOULD ANY OF THE ABOVE DESGRIBED POLICIES BE CANCELLED BEFORE
2865 Thomhilis Ave. SE THE EXPINATION DATE THEREOF, NOTICE WAL BE DELWVERED IN
Grand Rapids, M 49548 PCCORDANGE WITH THE POLIGY FROVISIONS.
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0+M

Cascade Township
BRANDING / MARKETING PLAN

Prepared by: Al McWilliams June 15,2017




Letter of Transmittal

Q+M is excited to present this proposal to Cascade Charter Township. Enclosed you
will find detailed information about our experience providing branding, marketing and
communication services for public and private sector clients for over a decade. Q+M'’s
combination of experience, fresh ideas and efficiency make us uniquely qualified to
exceed your expectations.

With offices in Los Angeles and Ann Arbor, Q+M bridges the gap between the public
and the private. We're just as comfortable writing a script for a cartoon as we are
putting together an Annual Report for a public transit agency. Our strength is our
agility, our passion for learning, and our commitment to innovation.

As a vertically integrated agency, we perform all branding, design, photography and
video production services in-house. We have a strong understanding of the needs
of public agencies when it comes to collecting input, gaining stakeholder buy-in,
promoting awareness and agency benefits.

OFFERING FIRM

Q+M

A division of American Eagle Co. Inc.
Michigan Corporation

Established: 2003

EIN: 382152616

320 S Main Street Al McWilliams, President
Suite A 320 S Main Street

Ann Arbor, M| 48104 Suite A

Phone: (734) 769-4929 Ann Arbor, M1 48104

Phone: (734) 769-4929
Email: al@gandm.agency

Authorized Signature



Lxeculive Summary

Cascade’s DDA has the unique challenge of place-making in the shadow of Grand Rapids, and Grand
Rapids mailing addresses. With a sincere, measured approach to brand building, Cascade can establish
a tone and aesthetic that serves the community into the future. Q+M has extensive experience creating
and communicating brands for cities, DDAs and other public agencies. Since each place is unique, we

have developed a process (detailed in this proposal) to ensure community buy-in and a successful brand
and marketing plan.

Goals

¢ Engage the business community in the brand and marketing process.

» Engage Township boards, commissions, staff and other groups in the brand and marketing process.
¢ Create asincere and cohesive brand and identity package for Cascade Township.

e Create a detailed marketing and communication plan including execution and production budgets.
e Develop marketing materials for the Cascade Charter Township DDA.



Work Plan

Research and Strategy: Q+M'’s approach to creating an actionable plan is to take the time to really get
to know your agency, your key stakeholders, your audience and your goals. During an initial kick-off
meeting, Q+M will come with a detailed agenda and list of questions to inform our process. We will
discuss specific goals for the near and long term.

1. Meeting with your team: We will ask questions of your team to fully understand the key issues and
opportunities surrounding this community, key stakehoclders and influencers, and where Cascade
fits into the larger community. This meeting typically takes at least half a day in order to gather as
much information as possible.

2. Meeting with other stakeholders: Stakeholder engagement will be an extremely important part of this
project. Our current and past experience working with DDAs, municipal governments and business
stakeholders means we have a firm understanding of the right questions to ask. Our process typically
involves setting up hour-long focus groups with no more than 12 stakeholders at a time and grouping
stakeholders by affiliation so they can build off of and support each other. For example, we might bring
together a group of just employers of the Centennial Business Park Association to get their unique
perspective. For these meetings, we bring two staff members so one can take notes and one can ask
the questions. We find that this approach is an effective way to get two perspectives on the answers
to the questions and means that one person can be fully present and engaged with stakeholders at
all times. We will bring open-ended questions that don't lead to a specific answer and ask follow-up
questions to delve as deep as possible into each question. Our commitment to seeing the big picture
means we will ask questions and collect data with an eye for larger themes and messages being shared
that will inform our strategies and tactics. Depending on the number of stakeholders we need to reach,
we will gather the information and perspectives from key partners and stakeholders in this project
through focus groups, questionnaires, and on site meetings.

3. Researching existing information: We will conduct a thorough review of existing documents on this
project, stakeholder comments, guiding principles, mission, existing market research and core values.
We'll evaluate the effectiveness of the current graphic, visual and message elements, if any. Our
familiarity working with public agencies means we can get the most out of Master Plan documents and
other documents provided by the Cascade DDA.

DELIVERABLES
¢ Kick-off meeting and notes

e Stakeholder meetings and notes



Marketing and Communications Plan: Based on the information collected above, we will develop an
extensive Marketing and Communications Plan.

1. Marketing and Communications Plan contents: This plan will include audience profiles (including
primary and secondary stakeholders), analysis of our takeaways from the information we have
collected, key messages, suggestions for events and activities to conduct, marketing and media
recommendations, and initial direction for creative concept development. This plan will also include
amore detailed timeline for launching different aspects of the campaign. We will leave you with an
understanding of the tactics you (or Q+M) can execute to best meet the goals laid out in the plan.
This plan is intended to be a working document that will be revisited again and again as we move
forward with the project. We've included our Marketing and Communications Plan for the City of
Midland in Appendix A so you can see the type of plans we have created for similar clients.

2. Marketing materials and media recommendations: Our Marketing and Communications Plan
will include recommendations for the type of marketing materials that should be created or media
purchased to begin communicating the brand. These recommendations may range from creating
print materials to a digital media plan and will include recommended budgets and costs.

3. Marketing materials and media execution: Once we have presented our marketing materials and
media recommendations, you can hire us to execute the marketing materials and media tactics,
hire someone else, or do them yourself. We have included a line item in our budget for marketing
materials execution to address your interest in developing "marketing material to specifically
promote the Downtown District.

DELIVERABLES

Marketing and Communications Plan

Marketing materials and media recommendations

Marketing material and media execution

Updated project timeline



Brand and Identity

1.

Creative concepts development: To accompany the Marketing and Communications Plan, we
will present a minimum of three (3) visual mark (logo) and messaging concepts to help guide
the marketing and communications for Cascade Township. These will represent a range from
straightforward to more out there. At this point you're welcome to chose one that you love or a
combination of a couple.

The “why” behind each concept: Each visual and messaging concept will be accompanied by a
description of the decisions we made to arrive at the concept.

Final concept creation: Once you have chosen a visual direction, we'll work with you to refine it into
a final version. There is no limit on rounds of revisions, but a final must be selected and approved
within 30 days of the first round of presentations (this keeps everyone focused and moving forward).

Style guide creation: Once you have selected a visual and messaging concept, we will create a style
guide and any accompanying guidelines.

DELIVERABLES

o A minimum of (3) different visual and messaging concepts will be presented

e Final delivery of concept elements

¢ Style guide and accompanying documents



Proposed Budget

CASCADE TOWNSHIP BRANDING/MARKETING PLAN

Research and strategy NTE $4,000
Marketing and Communications Plan NTE $4,000
Marketing materials and media recommendations NTE $2,000
Creative concepts development NTE $10,000
Marketing materials and media creation and execution NTE $5,000

Total Agency Fees: $25,000

Estimated Timeline

ESTIMATED TIMELINE (estimated based on our past experience with similar projects)
Initial kick-off meeting to marketing materials execution 4-bweeks

This includes completion of all deliverables in the work plan.



Methodology & Approach

ONE POINT OF CONTACT

Q+M'’s approach to all projects starts with connecting you with an account manager. We like to provide
one point of contact for each client so that you always know who to come to with questions, concerns
and ideas. Your account manager will direct the work of internal staff, ensuring that any work provided
to you is on time and on budget. Every email you receive from your project manager will contain the next
steps for the project to ensure you know where your project stands at all times.

KICK-OFF MEETING

As described in our plan above, we always like to start off meeting with your team and any other
relevant stakeholders to gain a full understanding of the project. The knowledge we gain from this
meeting will inform the decisions we make related to marketing and communications plans and
graphical concepts. Depending on the project, we will involve our graphic designers, social media
manager, content director and videographer.

IN PERSON REVIEW

Once we create a first draft, we will set up an in person meeting to go over the creative materials and
strategy documents with your team. We emphasize in person meetings unless this is a very small
project, as we feel that the best way to get your feedback and for you to understand why we took the
direction we did is to talk to you in person.

FEEDBACK AND EDITS
Once we receive your feedback, we will take it back to our team to provide you with a next draft. We will
produce as many drafts as it will take to provide you with a final product that you will love.

We have developed both an internal and external routing process for creative projects that ensures we
don’t miss any needed changes to creative materials. Our routing process also ensures that you fully
approve of the proof before we move forward.

FINAL DELIVERY AND EVALUATION

Once we have the final version of the deliverable for your project, we will conduct both internal and
external debriefs of the project to determine its success and figure out how we can improve our service
to you in the future.

We will make all final and draft materials (when needed) available to you in your client folder at
work.gandm.agency, which will make it easy for us to collaborate on our projects with you.



Personnel

AL MCWILLIAMS
PRESIDENT / CONTENT AND STRATEGY DIRECTOR

NANCY SHORE
VP CLIENT SUCCESS

KIELEY HOPPE
ACCOUNT MANAGER

CATHERINE BELLETINI
GRAPHIC DESIGNER

JAMES BATES-REICH
GRAPHIC DESIGNER

AL MCWILLIAMS, PRESIDENT

Current location: Ann Arbor and Los Angeles
Proposed Role: Content and Strategy Director
Current Assignment: New Business, Midwestern
Consulting, Swisher Commercial, Mighty Good Coffee,
Clty of Ferndale, Forever Labs

Length of time with agency: 14 vears

KIELEY HOPPE, ACCOUNT MANAGER

Current location: Ann Arbor

Proposed Role: Account Manager

Current Assignment: Tiffany's Pizza, Cranbrook
Schools, City of Danville, City of Midland, Ypsilanti
District Library and many more!

Length of time with agency: 5 years

NANCY SHORE, VP CLIENT SUCCESS

Current location: Ann Arbor

Proposed Role: Client Success

Current Assignment: Oversees all clients, manages
City of Ferndale account

Length of time with agency: 1 year

MICHAEL KOSCH, VIDEC PRODUCER

Current location: Ann Arbor

Proposed Role: Video Producer, Cameraman
Current Assignment: Cranbrook Schools, City of
Danwville, City of Ferndale

Length of time with agency: 3 years

| I

MICHAEL KOSCH KATIE PRZYGOCKI
VIDEO PRODUCER DIGITAL MEDIA MANAGER

JAMES BATES-REICH, GRAPHIC DESIGNER
Current location: Ann Arbor

Proposed Role: Graphic Designer

Current Assignment: Cranbrook Schools, City of
Danville, Tiffany's Pizza, Swisher, City of Midland, City
of Ferndale, Forever Labs

Length of time with agency: 3 years

CATHERINE BELLETINI, GRAPHIC DESIGNER
Current location: Ann Arbor

Proposed Role: Graphic/Production Designer
Current Assignment: Tiffany's Pizza, City of Midland,
City of Ferndale, Ypsilanti District Library

Length of time with agency: 1.5 vears

KATIE PRZYGOCKI, DIGITAL MEDIA MANAGER
Current location: Ann Arbor

Proposed Role: Digital Media Manager

Current Assignment: City of Midland, City of Danville,
City of Ferndale, Forever Labs

Length of time with agency: 2 months



Contact: Sarah Tisdale
DDA Director and City Clerk

. Stisdale@midland-mi.org
Related E.rperlence (989) 837-3330

CITY OF MIDLAND AND THE MIDLAND DDA

This summer, the City of Midland embarks on a transformative Streetscape Project with far reaching benefits.
This project will enhance the downtown, make it a more desirable place to gather, free up space for outdoor
dining and events, and have huge safety benefits.

Midland approached Q+M to help communicate the benefits of the project to all stakeholders (residents, business
owners, visitors). Q+M conducted stakeholder focus groups with business owners, meetings with city staff and
the Streetscape Committee and reviewed information both relevant to the community and to the project.

In May, Q+M delivered the Marketing and Communications Plan to the City of Midland and the Midland DDA.
We also provided a name and identity—Dig In Midland—that fully captured the small town spirit and partnerships
that made the project possible. We created DiginMidland.com and all collateral print and digital materials.

While Dig In Midland just launched in June, the results are already very encouraging. Hundreds of people are
visiting DizInMidland.com every day and media outlets are adopting the name and brand to communicate about

the great things happening in the community.

DIG IN DIG IN
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DETROIT RED WINGS

Professional sports teams subscribe to a simple theory: win games, sell tickets. In 2007 The Detroit Red Wings won
the Stanley Cup. In 2008 they went to Game 7 of the finals. Despite it being nearly impossible to win more games,
they still weren't selling out. They also noticed a specific lack of young people in the arena. There were children and
grandparents, but they were weak in 18-35.

Q+M was hired to develop a three-year plan to fix that. First, we determined that they were selling the wrong
product. We needed to change “come watch the Red Wings win a hockey game,’ to “come have a good time in
Detroit." In addition, we found that the demographic had been averlooked for so long that many folks who had
been big fans as kids felt neglected and taken for granted. Things as simple as merchandise not being made in
small sizes afienated younger fans.

To engage these future season ticket holders, while simultaneously preserving the current bread-and-butter,
Q+M created a separate brand with a special section in the arena. The Open Skate program tied going to a Red
Wings game to things our demographic was already doing in Detroit: going to rock shows, DIY fairs and dive bars.
Anchored by an ambassador program, Open Skate was a striking aesthetic, music festivals presented by the Red
Wings, party buses from popular neighborhoods, away-game watching parties and a line of merchandise that
brought a new level of art and style to the pro-sports world,

The program was so successful it achieved our three year goal after only six months.
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Contact: Sara Weller
Director of Human Resources
Saraweller@danvilleva.gov
(434) 799-5241

THE CITY OF DANVILLE, VA

The City of Danville had an image problem. While the former manufacturing town was doing a great deal to
revitalize the City, the City was having a hard time getting qualified job applicants for its open positions. Q+M
presented the City of Danville with an updated look and recruitment campaign aimed at attracting more qualified
job applicants. The recent digital campaign we executed on behalf of Danville did just that. Danville saw an
increase in the number of qualified job applicants and also received an extremely positive community response to
the campaign.

GUIDING
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CREATING
COMMUNITY
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Contact: Samantha Potter
Community Relations
spotter@theride.org

(734) 794-1879

ANN ARBOR AREA TRANSPORTATION AUTHORITY (THERIDE)

In October of 2012, in the midst of an uncertain political climate, TheRide refocused planning and service
improvement efforts on the “urban core” of Ann Arbor, Ypsilanti and Ypsilanti Township. Through the county-
wide planning and engagement process, and continuing into the urban core engagement and other projects, it was
clear that more, accurate information needed to get to more people, more often. TheRide could plan and function
more effectively when constituents, community and business leaders were up to date on services, benefits,
challenges and operations of the transportation system.

In order to ensure that these groups were fully engaged, we didn’t want to just pump out more information. We
decided to take the time and properly engage the community and, over the course of the next year and a half,
introduce more specific information and services as people began to open up and engage with TheRide.

Our campaigns remained focused on positive, accurate information delivered in a way that people would
engage with. First we reminded folks how great it is to be here, and that TheRide is a part of that. We created an
unassailable image that the Ann Arbor areais a great place to live. We moved media dollars from large, national
corporations to local sponsorships where possible, and we actually made life even better by installing big,
beautiful photographs as part of the initiative.
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Contact: Lisa Hoeing
Executive Director
lisa@ypsilibrary.org
(734) 482-4110x1350

YPSILANTI DISTRICT LIBRARY

Qur work with the Ypsilanti District Library includes print materials, newsletter design, brand collateral, and
bookmabile design.
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CITY OF ANN ARBOR
We created a number of videos for the City of Ann Arbor to bring awareness to environmental issues.

::M '.*—-}
msu A

s

OTHER PUBLIC AGENCY AND NON-PROFIT CLIENTS

¢ The Port of Long Beach ¢ The Michigan Theater

¢ City of Ferndale, Mi ¢ University of Michigan Center for Entrepreneurship
e Ann Arbor District Library o Eastern Michigan University

e Ann Arbor Symphony Orchestra
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Executive Summary

This summer, the City of Midiand embarks on a transformative Streetscape Project
with far reaching benefits. The Streetscape Redevelopment Project will enhance the
downtown, make it a more desirable place to gather, free up space for outdoar dining
and events, and have huge safety benefits. The Midland DDA has done an excelient
job involving key stakeholders to shape the project and address initial concerns. Ail
key stakeholders in Midland are behind the project including the Foundation heads,
residents and downtown business owners.

As with any major construction project, there will be challenges in the short term.
The scope of the project will result in street closures and the relacation of several
events. In addition, businesses are concerned that this summer's construzticr: may
deter customers from coming downtown and shopping at Main Street stores.

Rather than dread the oncoming construction, Midianid shoulzl see it as a great

opportunity to bring the community together aad demonstrate the future benefits of
the Streetscape Project.

In the short term, we must focus our marketing ane cominunications efforts on
ensuring we don't fose the summer to construction. in the loag ferm, our efforts will
ensure everyone understands that this Streetscape Project is will make downtown
Midland an even better place to shap, piay, dine, live and work.

In March of 2017, Q+M spent a day in Miciand meeting with key stakeholders,
asking questions, and gaining insights into the Streetsiape Project. We also reviewed
project documents, researched comparable projects ari interviewed the project
manager from Smithgroup JJR. This document pulis together ail of our efforts into
amarketing plan focused on allowing Midlarwi t2 effectively communicate about

the project and the benefits of the Streetscape Prolect to key stakeholders and the
larger community.

(&)



Major Takeaways

Keep it positive: It's important to keep the messages about the construction positive.
No one likes construction, but by providing effective communication and fun events,
we can make the construction as positive as possible.

Involve partners: Midland has a tremendously engaged community. Residents,
business owners, The DDA, The MDBA, and The Foundations should all be involved
in making the construction a success. This is especially true with Momentum
Michigan, who has already brought some interesting and inncvative events
downtown (can you say Shipping Container bar?). Their expertise should definitely
be used to build out the events before, during and after constructior:.

These changes are needed: In order to make the downtown safer and to create the
kind of amenities people want (such as space for outdonr dining and eventsj the
Streetscape Project is needed. There was a robusi public process tc ensure the
majority of the community is on board.

Success and celebration every step of the way: it's important tc show success and
celebration for every step of the construction process. fiom pre-iaunch, to launch,
to milestones along the way, to end of construction celabration and beyond. The
communication, marketing and events stould follow ali steps in the process and
celebrate every milestone and achigvement along the way.

Don't "lose” this summer: There is concern that this surmmer may be “lost” because
of construction. The Midland DDA and their partners are already creating some
potential strategies such as moving Main Street events to other locations downtown
and strategizing with business owners. The marketing, communications and events
should continue to make the downtown a desirakle place to work, dine, shop and
play even during constriiction.

Careful promises: Communization of timelines, dates and milestones should be
conservative. It is always better to he early than to be late. We should minimize
the need to apologize for missifg s construction deadline by keeping timelines
conservative.



Project Goals

¢ Short Term
» Ensure EVERYONE knows what’s going on with the Streetscape Project

» Provide a centralized hub of communication about the construction so that
people always know what's going on and the next steps.

» Create a foundation brand, look and feel for the Streetscape Project that will
make it easy for all stakeholders to get behind the project and be able to share
the information with their constituents.

» Don’t “lose” this summer

» Ensure that the downtown remains exciting and fun even during the
construction. Make sure people know that events are still happening. and
where they are happening.

» Continually engage stakeholders for input, especially o the brand and
communication end. Especially in the case of business ovners they need to fee!
like their voice is heard, and that they are part of tie process.

¢ Long Term
» Ensure business owners see the construction as a successful project from day
one.
» Ensure the community feels good about the construction. how it went, and the
results.
» Demonstrate that the Streetscape Frojeti is a catalyst for the fuiure success and
prosperity of the town.

Target Audiences

There are several audienzes we should keep in niindg when communicating about the
Streetscape Project:

Residents of Midland

¢ Older Residents

» |dentifying Features: Smart, enginecrz, Midwestern, pragmatic, down to earth,
professiorial. practical. enjoy outdoor dinisg and outdoor events.

» How they feel ahout the Streetscape Project: Mostly on board with the project,
but as with any group wiis has been arotind awhile, are a bit wary of change,
especiatiy when it comes o changing their town.

» Sources of information: iocal news, Facebook, community, email.

» ramilies
» ldentifying Features: Enjoy outdoor sports, family and team sports, family-
oriented
» How they feel about the Streetscape Project: Would love to see the downtown
offer more activities and events and dining opportunities for a range of budgets
» Sources of Information: local news (paper and online), Facebook, community,

srnail.



» Young professionals (20 somethings) without Kids

» ldentifying Features: Enjoy outdoor sports, looking for things to do later ir thie
evenings and weekends, educated. This is the demographic that would be great
to have more of in Midland, but shouidn't be the focus of the marketing and
communication efforts

» How they feel about the Streetscape Project: Want events, dining opportunities
in the downtown. On board and excited about the changes

» Sources of Information: local news, Facebook and friends

e Visitors to downtown Midland (includes residents)
» Identifying Features: Love the outdoor events, arts and culture, sports.
» How they feel about the Streetscape Project: Want more #vents and dining
opportunities downtown
» Sources of Information: local news, Facebook, friends

¢ Businesses

» Identifying Features: Small business owners. sider, Midwester:. like outdoor
sports, part of the MDBA (Midland Downfowh Business Assceiation)

» How they feel about the Streetscape Project: Want to knaowe “what's in it for me,’
fearful that construction will hamper business and make it havd for businesses to
succeed during the summer. Want to be heard as a valiabie voice/stakeholder

» Sources of Information: Facebook. speaking with oiher business owners, local
paper



Key Hessages

* Messages and communications should convey that the construction is making way
for something even better. We need to turn the construction into an opportupity.
People are [for the most part) ok with it so we need them to be involved and
invested in it.

* Messages should be positive and fun. Any messages should reassure the
community that the changes that are coming will make the community better
for all and give them the kind of things they've been asking for (more outdoor
event space, dining space, a safer downtown, etc.). Messaging should amplify who
Midland already is, not vastly change to character of the tows.

Messaging by Marketing Segment

Market Segment Suggested iViessaging
Residents ¢ Speak about the pride iz the finished project, from the
beginning.

e Forus on the benefits
e Masgsages ahout getting there tozether as a team with

businesses, the city and the residztits. We're building something
for evizryone, together!

Visitors * Focus Git specific draws, events and businesses. Visitors still
need and want the same things they do when there’s not
construction. Our focus should be on reminding them of those
great reasans to come to town. The construction then becomes
irrelevant.

Businesses e Thiz is their project. They have input.
» Focus o the benefits. Eye on the prize.
¢ Use good business language - this is an investment.



Strategic Recommendalions

An effective marketing and communication campaign for the Midland Streetscape
Project will inform residents, businesses and visitors about the construction and
engage all of these audiences to be active participants in the construction process
both before, during and after. Every phase of the construction will present unique
challenges.

The marketing and communication campaign will be multi-channel and find
interesting and innovative ways to involve and encourage residents, visitors and
businesses to enjoy the construction. This means having a centralized place where
people can go to for information and make it easy to have partners share that
information with their constituents. It will mean creating events to ceiebrate every
phase of the construction and partnering with key stakeholders to do sc. In addition
the strategy will help the businesses and events most impacted by the construction
have a successful summer.

STRATEGY 1: MULTI-CHANNEL COMMUNICATION

Communication about the Streetscape Project shuuld use as many channels as
possible to ensure everyone is kept in the loop about the project. These channels will
also be used to share messages abotit ongoing events to enstire everyone knows that
the events are happening and wherg they will be located.

Dedicated Microsite

Before, during and after construction, Fidland DDA wil! nead a centralized hub

of information in order to communicated about how the Streetacape Project is
impacting downtown Midland. This website wil! bring all cormmunications together
in an easy to access location.

E-Newsletter

The Microsite should inchade a newsletter sign up feature to allow interested
residents to receive weekly updatas on the Streetscape Project as this is a way many
residents get their information on the groject.

Print Materials

Traditionai prink fiieterials such as posters and postcards will be a useful and easy
way te allow ali businesses to display messages about the project. Changing up
the posters during the duration of the praject or creating posters with multiple
messages will ensure peopla don't become blind to the posters. Posters and/or
postcards shauld also be «r=ated to promote existing events that are happening
during the project.

Social Media and Digiial Promotion

Facebook and other s:xis! media channels should be used to amplify and enhance
the messages Being shiared on the microsite and in print materials to encourage
peopie to be part of what is happening downtown. Messages will be targeted to each
sarticular audiance for maximum engagement. If Midland has the budget, digital ads



on ourmidland.com should also be considered.

On-Street Signage

To make it easy for residents to find entrances to businesses, colorful on streat-
signage should be used to communicate the location of businesses and specia! cvents
{as they happen).

STRATEGY 2: INVOLVE PARTNERS TO AMPLIFY THE MESSAGE

Promotional Toolkit

Q+M can provide a promotional toolkit to all partners in the Streetscape Project
to make it easy for them to share information and resources about the Strestscape
Project. The Promational Toolkit would include: suggestions for sociai media
promotion, information on where to find information on the Streetscape Project.
posters and postcards, information on the downtown Ambassacior Program (see
below), and ideas for fun games, contests and incenitives partners could provide
during the Streetscape Project.

Downtown Ambassador Program

The Midland DDA can engage downtown businessss aind cther partners through
creating a downtown Ambassador Program during the citiratio: of the Streetscape
Project, especially during events and busy times. Downtow: business owners and
volunteers can take turns walking tfie streets of Downtown Midiand di:ring busy
times to talk to people about the great things happening downtown and provide
information about the Streetscape Project. These Ambassadors can have special
shirts or buttons to make them stand out. ancl carry specizl iricentive items to hand
out as an unexpected treat. Ambassadors car: meet monthly ic get information on
the Streetscape Project and offer insights iiio vwwhat strategies are working on which
should be revised.

Regular Feedback from Business and Other Partners
Businesses and Other partueis should be encouraged to give feedback on how their
summer is going through oniine surveys and other methods.



STRATEGY 3: MAKE THE STREETSCAPE PROJECT FUN WITH SPECIAL EVENTS
AND INCENTIVES

Coupon Booklet

The Midland DDA can work with downtown business owners to provide a coupon
booklet with special discounts and incentives to encourage visitors and residents to
visit downtown stores. These coupon booklets can also offer time or quantity limited

coupons to give people a reason to visit the downtown during certain times of the
week.

Games and Contests

Games and contests can be run throughout the Streetscape Proiect to generate
more fun and interest. Suggested games and contests include givesways for visiting
a certain number of businesses (a passport), trivia and quizzes about the Streetscape
Project or downtown Midland that can be conducted online. social media contests
where participants can submit pictures, and more.

Partnering with Momentum Midland

The Midland DDA should work with Momentum Midland to host several events
during the Streetscape Project and celebrate successful milesiones. These “block
parties” could be held after the completion of eacit fock of the Streetscape Project
and feature music, fun games (think giant Connect Fouir. giant Jenga, etc,, street
vendors, and lots of comfortable lawn fuiniture).



Creative Concepls
CREATIVE CONCEPT 1

DIG IN
IDLAND

This concept addres<es the construction directly, but has great positive uses. Digging in reminds us
of good things like gatting involved, becoming stable & sure-footed, and indulging. It also of course
reminds us of ke Big Diz. it also functions as a request for participation, encouraging the community
to dig in and e a part of wnat makes Midland great.

Thi rich textures wili help the overall identity be recognizable wherever it appears, and the simple
graphics allow tiis ingo to function in any space we need it to.



CREATIVE CONCEPT 2

THEBIGO PEN

HE BIG

OPEN

The Big Open has & sense of grandeur and importance. This title communicates a community event,
and the word ‘open’ waorks on many levels. The pavement is literally being opened up, Mainstreet is
still open for business, anizi the street is opening up by getting wider and flatter. The Big Open sounds
inviting and pasitive whiie iinposing it's presence.

The simple typezraphy in stark black and white keeps this logo flexible. It is easily interpreted and
appiicd to any mediuin or outlet, and will work well alongside other events and sub-brands of
The Big Open.



CREATIVE CONCEPT 3

The reference to matalworking implies a strong and long-lasting result- but we have to go through
some fire to get there. The project is a new and better thing that needs time and effort to be shaped

and brought to fruitiun. Forge Ahead also encourages the community to forge on through the
difficultics prasented by the project.

Upwards motion and a trail-blazing arrow encourage the interpretations of improvement and “Forge
Gr,” and fits in niczhy with “the City of Modern Explorers.” The striking look will keep this noticeable on
any variety of piromotional materials.



Strategy Timeline

March Muaiatidy

» Determine creative concepts/direction (Midland DDA) * Repoit back from

# Determine final tactics {Midland DDA) ambassadors on how

outreach efforts are going

April (Midland DDA}

» Develop microsite, print materials, on-street signage, e-news « Conduct contests and ganies
template, promotional toolkit, Ambassador Program, and coupon (business and partners;
booklet template (Q+M) = Provide email updates on

o Launch microsite (Q+M) project (Midland DBA)

» Meet with Momentum Midland to discuss block party ideas/ = Survey businesses t¢: find out
concepts (Q+M and Midland DDA} what's working antt what’s not

e Meet/Talk with downtown business owners to develms offers for Midiand DDA}
coupon booklet (Midiand DDA) » Communicate about existing

events thraugh posters and

May other materials (Midland

» Materials printed (Vendor), on-street signage printed (Vendor?. DDA)

promotional toolkit printed (Vendor), prownstionat items and
Ambassador Program items.created and delivered (Vendor and

Q+M), coupon booklet printed (Vendor) During the completion of each
o Conduct meetings with partners and downtown business ownars  block of project
to provide promotional toolkit (Midiand D5A) # Conduct block party
¢ Recruit volunteers for Ambassador Pragram and hold first events (Midland DDA and
Ambassador Program meeting (Midiand DDA aid partners) Momentum Michigan)
June

e Begin distributing all materials and start secial media
engagement (Midland DDA, ambassadors and partners)
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MIDLAND STREETSCAPE TACTICS RECOMMENDATIONS
OVERVIEW AND ADDITIONAL IDEAS

DIGITAL TACTI cs

Multi-Channel Dedicated Microstte s Central hub of information about the o e4ipde <ign
Corminunication Streetscape project o Misdlarad ig inenase content
Multi-Channel E-Newsletter » Sigr-upform on microsite & Q+Miodesigr Tev ;2 set up erait lsr if needed)
Communication » Provides information about project Ir: o [Aiilind to manage coiers and dltAbutiog
email form

Multi-Channel
Communication

Social Media Promotion e Targeted messages on Facebork ard mitiar o Giddinuiavide suggested (s esrth

social channels about the preizcc 2ad

nd posts

e Q+iirsn wark with Midland on firsing assets (images) tor social
events medis 2920
Multi-Channel Digital Promotion » Digital ad(s) on ourmidba o o i s dusign ad(s) and can help set up ad with vendor
Cainmunication s [ttt to provide budget for ad campaign
PRINT TACTICS

N I

Multi-Channel Poster and Postcards * Used for messages abouy mect and o Cp+M todesign
Communication about events Vendor to print
o Muiniphe versions shoutld be corsidered Mid|and to distribute
Multi-Channel On-Street Signage s {rovide wayhindiig stznags v businesses Q+M todesign
Communication = fnstract signage to promote specific Vendor to print
i a iy happen Midland to distribute/install
Make the Coupon Booklet + Coupon boeiiat z=cial discounts Q+M to design
Streatscape and incentives v visitors and Vendor to print
ct fu rasidents to visit doint:wn stores
Projechiun . Midland to collect discounts/incentives and distribute
Make the AT » Jsiss stoge by each business isted on Q+M to design
Streetscape f # stamp or other ltem, Vendor to print
Project Fun - passport towin a prize

+assport could be downloadable from
microsite or printed and made available at
businesses downtown
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QUTREACH TACTICS

stRatey  [tacic  foescRwmoN  fRows
Involve Partners Promotional Toolkit = Toolkit would include: suggestions for e (b4 to design
social media promotion, resources. posters
and postcards, Amhassador program :
description, suggestion list for games,
contents and incentives

* ‘Yendor to print
o EArizadg o distribute

Involve Partners Downtown Ambassador « Volunteers (business owners and partners) » Q+bfre desion moiesials

Program whocanhea pr'esenr_e downtown te o Vendar to pirici
communirate about the Project st - : - :
e » idland to condurs aresningsasistaibute information/manage

: weunteers
o Wear special shirts or b1t urtel Lo 2esignate

themselves
o Carryspecial incentiszs
& Monthly meeting 2413 awide reedback
Involve Partners Feedback from Business e Provide onling surves: ap+d sihar sathods  » ©Q+M can provide suggested survey questions

Owners and Partners to get feedback from busiis swviter= % o sfidland distribute and collect responses
regular basis
EVENT TACTICS
STRATEGY TACTIC BESCRIFTION ROLES
Make the Games and Converie w Trrvds cowinzees st the Rreetscape . o Q%M can provide additional suggestions for this tactic, if needed
Streetscape araiect and dowitown Mudtand « Midland ta promote
Project fun o %5oa mndia contests to encourage
s phoitres
& Couin e conoastad over social medi2 ana
via emaii an: 15 aresite
Make the Laitinesr with s Partnertu host ‘hlsok nartles” to s Q+M can provide additional suggestions as needed
Streetscape Morsgsien Midlerd celebrate the compiztiunof eachblock/ o pMidland to meet with Momentum Midland and determmine next
Project fun sras of the project steps for parties
® fAapnics i Lre music, games {giant
Canpoc Foli tanga etc), street vendors,
romtfortasi: lawn furmiture
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NEW BUSINESS

DDA MEMORANDUM

To: Cascade Township DDA Board

From: Sandra Korhorn, DDA/Economic Development Director S
Subject: Discuss Future DDA Projects

Meeting Date: July 18, 2017

At the May meeting, we discussed some potential future projects. Again, the project list
from our joint meeting in 2015 revealed that the gateway entry signs ranks high on the
priority list as a DDA project and the purchase of riverfront property ranked very high on
the list as a joint project between the DDA and Township Board.

We also discussed some sidewalk/streetscape projects that were not included in the
project list. They are:

1. Centennial Park — Orchard Vista loop

2. Patterson Ave. — 28" St. north to Patterson Ice Arena

3. Cascade Rd. — 28™ St. to Cascade Villas (this project would be best
completed with the Township Board to finish this walk from Cascade Villas to
Burton St.)

| received some pricing from the Township Engineer regarding the Centennial Park and
Patterson Ave. sidewalks. We'll discuss these at the meeting to determine if we’d like to
move forward with one of these or another project.
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