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EXECUTIVE SUMMARY

In the spring of 2014, the City of Watertown began working on an economic development strategic plan in conjunction with 

two of its key partners, Watertown Economic Development Organization and the Watertown Chamber of Commerce. Through 

an ad hoc committee, the Community Advisory Committee, the group was determined to find the answers to three questions 

that would guide their strategy: 1) Where are we now? 2) Where do we want to be? and 3) How do we get there?

The city needed to create and develop a brand image that could be used by the city, WEDO, the Chamber and the business 

community for promotion and marketing purposes with a focus on bringing more investment and jobs to the area.

With these goals in mind, in January 2015, the City of Watertown began its partnership with Development Counsellors Inter-

national through a contract to develop a Branding and Marketing Blueprint – complete with a new brand, logo, tagline and 

marketing plan – designed to yield results.

About the Process

The Branding and Marketing Blueprint is a unique product that DCI develops for communities that are planning their marketing 

efforts and want a tangible, specific program to achieve provable, positive results. DCI’s step-by-step process involves five stages 

that produce authentic, believable and distinctive brands and actionable marketing plans for communities across the country. 

The discovery and research phase included… 

• A 9-member branding and marketing taskforce made up of key voices in the City of Watertown community

• A 5-member branding subcommittee made up of taskforce members to review the brand, logo and tagline

• 2 visits to the community by the branding and marketing firm

• 1 half-day Brandstorming session to uncover the city’s value proposition

• 1 website audit

• 1 social media review

•  900+ individual perceptions of Watertown gathered through one-on-one interviews, focus groups and surveys, including: 

 > 75+ key stakeholders interviewed, representing 45+ businesses and organizations

 > 3 surveys of key audiences, including the following respondents:

  • 485 Watertown citizens 

  •  313 skilled professionals living in the Madison-Milwaukee corridor and beyond  

(96 of whom were familiar, somewhat familiar or very familiar with Watertown)

  •  67 key stakeholders 

 > 2 existing surveys/research reviewed, including:

  • 996 respondents for the Watertown Unified School District 2015 Community Survey

  •  261 non-residents, 464 county residents and 40 stakeholder interviews from the 2012 Jefferson County JEM Desti-

nation Grant Project surveys and research

• 30+ pieces of background materials and research  

• 40 regional and national news articles mentioning Watertown  

• 40 total strengths, weaknesses, opportunities and threats identified  

• 26 key infrastructure, events and amenity assets identified 

•  6 FUEL (first, unique, extraordinary, largest) branding assets 



to uncover that the top three messages that the City of Watertown should promote are…

 1.  An ideal – and idyllic – location: Halfway between Madison and Milwaukee, Watertown offers the perfect blend of small 

town values, an outdoor lifestyle and modern convenience

 2.  A place where family and fellowship still matter: Away from the hectic pace of urban life, Watertown residents can 

focus on what really counts – close-knit connections to family and friends, and building a caring community.

 3.  Excellence in education: Home to the first kindergarten in the U.S., Watertown was a pioneer in early childhood educa-

tion and has long been a champion of learning at all levels, from K-12 and beyond.

which can be summarized in the city’s call to action, brand promise and value proposition…

  Halfway between Madison and Milwaukee, with the Rock River coursing through its historic downtown, the City of  

Watertown is an ideal – and idyllic – location for companies and people looking for a place where family and fellowship  

still matter.  

  Here, residents cherish history and tradition, but also see a community full of opportunity and possibilities. Watertown 

citizens know the value of an excellent education, the pride that comes from an honest day’s work and the importance of a 

strong foundation guided by a moral compass. 

  In essence, Watertown is a city flowing with potential, offering the perfect bridge between nostalgia and  

modern convenience.

 The City of Watertown: Opportunity Runs Through It.

….which will be used to engage, educate and inform local stakeholders and help share the region’s opportunity messages 

with key external audiences using the following 8 strategies…

 1. Appoint a brand champion and ensure that the branding subcommittee continues to meet regularly

 2.  Maximize existing “owned” communication channels and create new ones to effectively convey the new brand and key 

messages to the community

 3. Incorporate the new brand and messaging into the city’s website 

 4. Develop a wide array of branded merchandise to showcase the city and its assets 

 5. Launch the brand with an existing event, then live the brand through future events and contests

 6. Implement the brand throughout the city and in the downtown redevelopment plans 

 7. Work closely with city partners and the school to change perceptions of Watertown’s education system

 8.  Capitalize on Watertown residents’ enthusiasm for outdoor recreation and running events with the new “Opportunity 

Runs Through It” tagline
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1.0 INTRODUCTION

  Situated on the edge of Jefferson and Dodge Counties and nestled in the great bend of the Rock River, Watertown is 

known for its German heritage, rich productive farmland and a strong industrial and commercial base. Watertown’s 

abundant community and cultural assets have made the City a popular place to live, work, play, visit and learn.

  City of Watertown, Wisconsin 

Watertown Branding Initiative 

Request for Proposal, April 25, 2014

In the spring of 2014, the City of Watertown began working on an economic development strategic plan in conjunction with 

two of its key partners, the Watertown Economic Development Organization and the Watertown Chamber of Commerce. 

Through an ad hoc committee, the Community Advisory Committee, the group was determined to find the answers to three 

questions that would guide their strategy: 1) Where are we now? 2) Where do we want to be? and 3) How do we get there?

The city needed to create and develop a brand image that could be used by the city, WEDO, the Chamber and the business 

community for promotion and marketing purposes with a focus on bringing more investment and jobs to the area.

With these goals in mind, in January 2015, the City of Watertown began its partnership with Development Counsellors Inter-

national through a contract to develop a Branding and Marketing Blueprint – complete with a new brand, logo, tagline and 

marketing plan – designed to yield results.

About the Process

The Branding and Marketing Blueprint is a unique product that DCI developed for communities that are planning their mar-

keting efforts and want a tangible, specific program to achieve provable, positive results. DCI’s step-by-step process for our 

Branding and Marketing Blueprints involves five stages that produce authentic, believable and distinctive brands and action-

able marketing plans for communities across the country. Our process is outlined below.

 Stage 1: Discovery (Research and Planning)

  In the discovery phase, DCI uncovers both internal and external perceptions of a community and reviews any past research 

that the city and its key partners have conducted.

  The firm conducts interviews, focus groups and surveys of residents, potential investors from outside the community, 

skilled professionals living elsewhere and stakeholders within the community, including the following:

 • City staff 

 • Leaders from key investors or partners on the branding project 

 • Mayor, council members and other civic leaders 

 •  Business executives in companies representing the region’s key industries, along with the biggest public and private 

employers in the region

 • Business executives or business owners who have recently moved to the region

 • Industry association leaders for key industry sectors

 • City and regional economists, either on the city’s staff or on other organizations’ or university staff

 • Incubator/small business leaders and associations

 • Convention and visitors bureau

 • Key regional assets, such as airport, transportation/logistics leaders

 • Companies and executives who are community success stories
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 • Downtown development association

 •  Real estate developers and executives, or others who have a stake in the development of industrial, commercial, or resi-

dential property

 • Technical schools, community colleges, university and university commercialization spokespeople, K-12

 • Spokespeople for key, unique assets, such as labs or research centers

 • Chamber of commerce

 • Economic development organization

 • Nonprofit organization leaders

 • Young professionals network leaders and members

 • Healthcare institution leaders

 • Financial institution leaders

 • Arts organizations and museums

 • Area hoteliers and restaurateurs

 • Faith community leaders

 Stage 2: Brand Promise (Brand Development)

  From this appraisal of a community’s competitive strengths and weaknesses, DCI objectively defines the city’s value 

proposition and brand promise – essentially what sets the community apart from any other city in the country. We also 

determine the city’s key target audiences, markets and begin work on the tagline and logo. 

 Stage 3: Blueprint Design (Design and Deliverables)

  In this stage, we begin crafting the finished product. This phase includes a finalized logo and tagline, including a brand 

standards guide, a full marketing plan that defines an innovative implementation strategy, along with priorities for en-

gendering a pride of place in Watertown and bringing the brand to life in a way that compels people to pay attention. 

Sample templates incorporating the new brand are also developed, along with a detailed timeline, looking out two years in 

advance, and budget. We also incorporate metrics to assess success.

 Stage 4: Final Presentation to Stakeholders

  In stage four, DCI delivers a blueprint to the client, seeking client review and approval at key points throughout the 

blueprint process. The final presentation of the blueprint is an important opportunity to outline the findings and discuss 

recommendations with major stakeholders in the community. Following the presentation and delivery of the final draft 

document to the client, DCI makes any last tweaks to the Blueprint as needed and delivers a finalized copy.

 Stage 5: Implementation of the Branding and Marketing Blueprint (Execution)

  Stage five begins when the community starts implementing the Branding and Marketing Blueprint over the course of the 

coming months and years. As with any effective branding and marketing effort, DCI suggests taking stock of the program 

at the end of each year to assess what’s working and what’s not. From there, the program can be tailored and take new 

directions as needed to address any changes locally or nationally, such as economic upswings or downturns that provide 

a different focus for the community, along with smaller or larger budgets that allow for more or fewer opportunities to 

market the city from year to year.
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2.0 CURRENT SITUATION

  I wasn’t sure what to expect, but I found a very charming town, very wonderful people – such a warm and welcoming 

people. Then, coming to that cemetery, burying my mom and dad, seeing all of my family in the same town in one 

spot, all of a sudden, Watertown became home for me.

  Bill Lindborg,  

Owner of the Schempf Building

Halfway between Madison and Milwaukee on the banks of the Rock River, the City of Watertown offers the perfect bridge 

between the desire to live the iconic small town American lifestyle and the need to have access to nearby urban amenities. In a 

world that has become ever more hectic, the community is a breath of fresh air, providing a scenic sanctuary amidst its beau-

tiful parks and rolling hills, a place where the pace of life is slower, people cherish family, history and heritage, and community 

roots run deep. With cutting-edge healthcare available at UW Health Partners, job opportunities at local companies, such 

as Fisher Barton, Baker Rullman and Clasen Quality Coatings, and more than two dozen educational institutions to choose 

from – among the highest number of parochial schools per capita in the state – Watertown is also a city that provides a strong 

foundation for its citizens. 

But Watertown is at a crossroads. With plans for the redevelopment of its historic Main Street and downtown underway, along 

with a strategic planning process taking shape at the city, Watertown leaders and residents have the chance to seize the 

current momentum taking shape, flesh out a strong vision for the community’s future and capitalize on opportunities to fully 

realize the city’s potential. 

As with all communities, many residents are troubled by the challenges and obstacles that must be overcome in the region, 

but an increasing number of citizens are investing in the city and growing ever more optimistic about what the coming de-

cades hold for Watertown. These Watertown champions include people like Bill Lindborg, a transplant from Los Angeles, who 

truly believes in the ambitious transformation of Watertown’s downtown, as is evident by his commitment to revitalize the 

Schempf building, along with the members of the YES! Watertown group, whose enthusiasm for the community is palpable, 

among many, many others. From the possibilities presented by the redevelopment of the Bethesda campus, to the potential 

that comes with the revitalization of downtown and making the Rock River a true focal point of the city, Watertown really is a 

place where opportunity flows. Now, the city must take advantage of these opportunities, engage everyone in the vision for 

the city’s future, and tell Watertown’s untold story to new audiences who have previously overlooked the community or might 

have misconceptions about it.

A branding and marketing campaign is just one small element of this much larger puzzle to springboard the community into 

the next era of prosperity for all of its residents. As such, Watertown’s new brand, logo and tagline, revealed in this marketing 

plan, are not only meant to reflect the city as it has been historically and is today, but also provide an aspirational message for 

Watertown’s future – of what the city can become with commitment, dedication and a strong desire by everyone to propel the 

community forward.
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3.0 ABOUT DCI AND PURE BRAND COMMUNICATIONS

Development Counsellors International (DCI) is the leader in marketing places, guiding communities as they look to elevate 

their profile among various audiences, including their own citizens, visitors, talented workers and corporate decision makers. 

Together with our strategic partner, Pure Brand Communications, we have worked on a variety of Branding and Marketing 

Blueprints for a wide range of communities, from the Metro Denver Economic Development Corporation, the Research Triangle 

Region of North Carolina, and the state of Wyoming, to Sioux Falls, South Dakota, Kenosha, Wisconsin and the Dallas-Fort 

Worth suburb of Carrollton, Texas. 

Since DCI was established in New York City in 1960, we have carved a special niche in place marketing. We have worked for 

hundreds of communities – from thriving metropolitan regions to rural areas striving to compete – and we understand the chal-

lenges and opportunities that economic development, tourism and municipal organizations face.

DCI comes to the challenge of branding communities with a very different point of view than many other firms. This perspec-

tive has been shaped by work with more than 450 states, regions, cities and countries since our firm was founded more than 

50 years ago.

Our perspective can be summarized in the three bullet points below:

 1.  The key to success is identification of spot-on messaging that will appeal to your target audiences and can be tailored 

for each group – visitors, residents, the business community, potential investors, and prospective employees, including 

knowledge workers and their trailing spouses, college graduates and students, families, retirees and boomerangs. 

 2.  The region’s true brand will be built by Watertown’s success in getting credible third parties (industry experts, the news 

media, residents, talented professionals and corporate executives based in Watertown) to communicate these messag-

es.  Put another way, what others say about Watertown – not what the City of Watertown and your branding partners 

say about the region – will build the brand.

 3.  A solid logo, powerful tagline and attractive graphic identity are important items. But they are only a small piece of the 

puzzle. The implementation of the Brand and Marketing Blueprint is what will truly define the city’s success.
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4.0 METHODOLOGY

This report is based on extensive internal and external research conducted by DCI from January 15, 2015, to June 1, 2015.  

Research involved the following:

 •  An Intensive Two-Day Immersion Tour: Erin Bodine, Account Director, Development Counsellors International, and 

Dan Igoe, Partner, Pure Brand Communications, traveled to Watertown in January 2015 to tour the region, including the 

area’s top companies, visitor destinations, educational institutions, and conduct briefing sessions and interviews with 

Watertown area community leaders representing a wide range of organizations and interests. 

 •  In-Depth Face-to-Face, Phone and Focus Group Interviews with Community Stakeholders and Residents: Over 

the course of three months, DCI convened a 9-member branding and marketing taskforce, a 5-person branding 

subcommittee, and spoke with more than 75 City of Watertown community stakeholders and area residents representing 

more than 45 businesses and organizations through face-to-face, phone and focus group conversations. This 

background was used to perform a SWOT (strengths, weaknesses, opportunities, threats) analysis, gather information 

about the City of Watertown’s key assets and gain a clear picture of some of the City of Watertown’s FUEL (First, 

Unique, Exclusive, Largest) assets that set the city apart and make it unique. 

 •  A Half-Day Brandstorming Session: DCI traveled to the city in March 2015 to conduct a half-day Brandstorming Session 

with the 9-member branding and marketing taskforce.

 •  Three Surveys: DCI conducted three surveys to assess internal and external perceptions of the City of Watertown. DCI 

also used existing recently conducted surveys to augment its research. These include the following:

  Internal Perceptions of the City of Watertown

  1. Online stakeholder survey (67)

  2. Online community survey (485)

  3. Watertown Unified School District 2015 Community Survey (996)

  External Perceptions of the City of Watertown

  1.  Online survey of skilled professionals living in the Madison-Milwaukee corridor and beyond (313 total, 96 familiar 

with Watertown)

  2.  2012 Jefferson County JEM Destination Grant Project (261 non-residents, 464 county residents and 40 stakeholder 

interviews)

 •  Existing Research, Marketing Collateral, Social Media and Website Audit: DCI also reviewed marketing collateral, 

studies and reports provided by the City of Watertown, Watertown Economic Development Organization, Watertown 

Chamber of Commerce and the city’s community partners, including outside organizations and individuals with whom 

we conducted interviews.

 •  Media Audit: DCI also reviewed key regional and national articles mentioning Watertown written in the past several 

years, along with rankings that included the city.
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5.0 DISCOVERY AND RESEARCH: AN INSIDE LOOK

In order to fully immerse ourselves in the community, DCI not only visited Watertown several times and evaluated the city’s 

strengths and weaknesses from our experience and national branding perspective, but our team also looked at several sources 

of information to help determine perceptions of Watertown’s brand from the people who live and work here every day, along 

with the way that various organizations are marketing the community and research that has previously been conducted. To do 

this, DCI interviewed key stakeholders, which helped DCI perform a SWOT analysis, compile a list of the city’s key assets, and 

determine Watertown’s FUEL (first, unique, extraordinary and largest) assets; conducted a website audit, a social media review, 

and a marketing collateral and background materials review; and analyzed the results of both a residential survey and a key 

stakeholder survey.

Interviews

After conducting more than 90 interviews with key stakeholders throughout the City of Watertown through both one-on-

one interviews and focus groups, along with a host of additional research that included a variety of surveys, background 

information and the other sources mentioned below, several themes emerged surrounding the city’s strengths (S), weaknesses 

(W), opportunities (O), and threats (T). Below, we list the top 5 recurring themes in each of the categories of our SWOT 

analysis on behalf of the City of Watertown, based on our survey of stakeholders and in-depth conversations with leaders and 

residents representing a wide array of perspectives across the community.

DCI also asked the following two questions during every interview to better understand stakeholders’ perceptions:

 1.  What would be a game-changer for the trajectory of Watertown? In other words, what event or investment would 

positively impact Watertown’s future the most?

 2.  In your opinion, how proud are residents of Watertown of their community today on a scale from 1 to 10, with 1 being 

not proud at all, to 10 being very proud? 

For the first question, the most common themes of the responses fell into the following five broad categories, with phrases in 

italics and parentheses behind. Downtown development and attractions and attracting companies, redevelopment of existing 

buildings and increasing the number of good jobs were far and away the two most frequently mentioned themes as things that 

would be game-changers for the community:

 1.  Downtown development and attractions (downtown activity, downtown square, implementation of downtown vision, 

significant downtown development, splash pad, arts, music, theater, hotel, walkable Main Street, destination that draws 

people to the river, convention-type center, white water route with a big attraction, such as an 18-foot drop, rehabbing 

historic buildings, more happening downtown)

 2.  Attracting companies, redevelopment of existing buildings and increasing the number of good jobs (more of a 

tax base, more business, good jobs, not just industrial jobs, more high tech, bring in young professionals, increasing 

earnings, Epic locating a sister campus here, attract younger professionals, tech and white collar jobs, two more 

businesses like Clasen Quality Coatings, white collar, professional employer coming to town, major manufacturing taking 

space at Multi-Color Corp. building, Bethesda campus redevelopment, UW Health Partners)

 3.  Expanding recreational assets and events (multi-sport complex, River Walk, sports facility, youth attraction other than 

outdoor pool, bike path, mixed-use sports facility, rails to trails, bike trails, water trails, improve YMCA, increasing number 

of events, expand Riverfest, start a Winterfest)
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 4. Engaging disconnected residents (get people to take more pride in our town, get population engaged more, ownership)

 5.  Building new infrastructure and transportation (high speed rail through Watertown, train station, commuter rail, rail stop)

For the second question, which asked about pride in the community on a scale of 1 to 10, with 10 being the highest, the 

average rating was 6.3, with responses ranging from 3 to 10. Not surprisingly, this ranking was higher than that in the 

community survey. Key stakeholders and leaders tend to be slightly more optimistic about the city’s pride and future, given 

that they are more heavily involved in redevelopment projects, investment in the community and so on.

SWOT Analysis 

DCI’s SWOT analysis is based on in-person, focus group and phone interviews, feedback from the community survey’s open-

ended responses and the surveys that were conducted of the stakeholder group.

Strengths:

 1. Location: central, halfway between Madison and Milwaukee, but stand-alone community with its own personality

 2. Education: schools, education system, lots of choices, public, private, two higher education options, one high-school

 3. Tourism, outdoors and recreation: exceptional parks system and outdoor lifestyle, Rockman Challenge, parks and river

 4. Community: committed leaders, supportive, collaborative community, scholarships, generations, safe, quality of life

 5. Infrastructure: Excellent airport and hospital for community of its size

Weaknesses:

 1.  Lack of major businesses and industry: bedroom community, perceived as economically distressed, lack of high-skilled 

jobs, lack of available land for major investments

 2. Lack of restaurants and destination businesses: no major attraction or regional draw for regional visitors

 3. Empty, rundown buildings/storefronts downtown: blighted areas and neighborhoods

 4.  Impartial/unresponsive residents: perception that it’s hard to break into social groups, not embracing diversity, 

perceived as poor, working class, resistant to change in the community

 5.  Lack of city leadership and lack of identity: Watertucky perception, “sleepy” town image, old-fashioned, unwilling to 

embrace change

Opportunities:

 1.  River/riverfront development: making it a focus for residential, commercial and tourism, upscale river walk, tourism/kayaking

 2. Attracting businesses: more employers, make city a destination, bring in professional families, grow existing industries

 3.  Available activities and recreation that expose people to the city: attractions for young professionals, parks, indoor 

athletic facility, entertainment, parks & rec 

 4. Downtown redevelopment: creating a vibrant downtown, transform into more upscale

 5.  Land available for development: room for expansion, turn land into site-ready parcels, old buildings to create new  

business, regrowth of existing buildings
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Threats:

 1.  Loss of business and industry: No longer center of the area or a hub for commerce, too many empty buildings and 

blight, closing of more businesses, consolidation, lack of locally owned and headquarters

 2.  Apathy and attitude of residents: fear of change, negative attitudes, city is its own worst enemy

 3.  Competitor communities: more amenities, perceived as nicer areas, more to offer, investors attracted to these areas, 

more money there, Oconomowoc, viewed as more upscale

 4.  Lack of money and funding: fear of spending money, lack of funds to support growth and redevelopment, not large 

enough tax base, lack of financial planning, not enough invested in schools

 5.  Changing demographics of community: increasing number of people in poverty, low-income housing, less engaged 

students who aren’t performing as well academically and require more resources

Watertown’s Key Infrastructure, Events and Amenity Assets

During the research process, DCI also kept track of the City of Watertown’s regional assets – key infrastructure, events, 

amenities or unique offerings – that were mentioned most frequently during our conversations. Below is the list of these 26 

assets, not listed in any order.

1.   Madison Area Technical College –  

Watertown Campus

2.  Maranatha Bible College

3.  Watertown Municipal Airport

4.  Wisconsin Aviation

5.  Rock River

6.  Main Street and Downtown Watertown

7.  Shempf Building

8.  Lyons Pub Building

9.  Berres Brothers

10.  Bethesda Campus

11.  Brandt-Quirk Park

12.  Marquardt Village

13.  UW Health Partners

14.  Aquatic Center at Riverside Park,  

River Bend RV Resort

15. Riverside Park, Tivoli Island

16. Yes! Watertown

17. RockMan Challenge

18. March to November 5K Series

19. Riverfest

20. Rock River Trail Initiative

21. New Library

22. Octagon House

23. Millford Hills Hunt Club

24. Clasen Quality Coatings

25. Fisher Barton 

26. Baker Rullman
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City of Watertown’s FUEL (First, Unique, Extraordinary, Largest) Assets 

 Every community has FUEL assets – records, events, or history at which the city is first, unique, extraordinary or largest. A 

community’s FUEL assets are just that – great fuel for your marketing campaign, especially because they can be of interest to 

regional, national and international media, and make great angles around which to build story ideas. Not only that, they also 

are great items of interest for your website to showcase your community and garner interest from visitors and potential res-

idents – and to build pride among locals for facts they might not know. The information we have gathered below is meant to 

be a jumping off point for Watertown’s FUEL assets. Throughout your campaign, we encourage you to look for more of these, 

perhaps even soliciting the community to help out with this information.

 1. Watertown is home to the first kindergarten in the United States.

 2.  The Brandt Cashier Manufacturing Company was founded in Watertown and was a pioneer in cash machines and also 

holds one of the first patents for a coin sorting and counting machine.  

 3.  Watertown was once the center of pate de foie gras, sending 50,000 pounds of Watertwon geese to New York markets 

in a season during the height of this industry, a tradition brought to the area by some of the region’s German settlers.

 4. The city has been voted as having the best water in Wisconsin several times. 

 5.  According to the Milwaukee Journal Sentinel, Watertown Regional Medical Center’s joint venture with LifePoint Hospitals Inc., 

is the first time a for-profit hospital chain has bought a stake in a nonprofit community hospital in Wisconsin. The health 

center’s restaurant is also breaking new ground.

 6.  Watertown is one of the few school districts in Wisconsin to offer Project Lead the Way - a pre-engineering program – 

beginning in middle school.

Website Audit 

A city’s website is often the first exposure someone has to a community – whether looking to relocate, assessing the area 

for investment and business opportunities or even visiting. Not surprisingly, DCI’s 2014 survey of corporate executives with 

site selection responsibilities and site selection consultants, called “A View from Corporate America: Winning Strategies in 

Economic Development Marketing,” reports that a location’s web site is the top marketing tool or technique that business 

decision makers use. 

As more and more C-level executives and site selection consultants use a location’s website to narrow down their search 

before even calling a city official or economic development organization, it is critical to have a well-organized, easily navigable, 

attractive and relevant digital presence that is search engine optimized and contains key words being used in business and 

economic development. In addition, skilled professionals looking to move to your community will also use a city’s – or talent 

attraction-focused - website extensively, and the more information it contains that is critical to these individuals’ searches as 

they look to relocate, such as information about housing, schools, healthcare, neighborhoods, places of worship and so on, the 

better.

In short, the importance of your website can’t be underestimated. 

While the City of Watertown’s current website is well organized and has helpful content, some of the images used in the 

rotating banners are not in high-resolution and don’t showcase the city’s to assets in a highly visual and compelling way. To see 

some of the beautiful imagery included on the site, one has to scroll down, “below the fold.” Watertown’s historic downtown, 

bridges, river, festivals and people are missing from these images, and we think these are key pieces to inspire potential visitors 

and professionals to take a second look at the community.  
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The City of Watertown has two great partners in the Watertown Economic Development Organization and the Watertown 

Chamber of Commerce, and both organizations have excellent websites with stunning images of the city as backdrops for 

their sites. The city should take cues from both of these sites, which are beautifully designed and nicely organized, drawing 

visitors in further. In addition to linking to these organizations’ (and others’) sites, we believe it will be important to showcase 

some of the information and statistics about the community also on the city’s site itself, just to give potential investors 

and residents a taste for the city. Links to both organizations – but especially to the chamber – are relatively buried. We 

also encourage the city to link to YES! Watertown, since their site is so well done and has a gorgeous image of downtown 

Watertown that spreads the length of the landing page, something the city may want to emulate, because it not only entices 

outsiders to the community, but also reminds locals and residents why they love to call this place home. Both Jefferson County 

and Dodge County also have very nice websites, with beautiful photography that the city could inquire about leveraging for 

its promotional purposes as well. In short, there is no shortage of beautiful imagery from the area, and partnering together, 

we believe the City of Watertown could leverage these existing pictures – or hold a contest for photography – to offer more 

engaging landscapes of the community on its site. 

In addition, we reviewed the websites of several nearby competitor cities’ websites, including Jefferson, Sun Prairie, 

Oconomowoc, Beaver Dam, Delafield, Johnson Creek, Lake Mills, Cedarburg and Cambridge, all of which were mentioned 

frequently in interviews and surveys. Many of these locations have a strong online presence, something Watertown will want to 

note as the city looks to make improvements to its own site. 

In the program recommendations included in this marketing plan, we note some of the best regional websites Watertown may 

want to use as models for revising the city’s site, and we also spell out six suggestions for incorporating the brand into the 

city’s website that can help take the community’s digital and online marketing efforts to the next level. 

Social Media Review 

The City of Watertown’s social media channels are currently focused almost exclusively on background information important 

for current residents, such as announcements and videos of council meetings. While these elements are important to the 

community, we strongly recommend sharing Facebook, Twitter and other social media information that other organizations 

are posting, pulling information from the countless partners and groups in Watertown that are sharing great photos, posts 

and comments. In addition, we recommend that the city either condense all departments’ Facebook pages into one Facebook 

page, including Parks and Rec and potentially the Library, or begin sharing the departments posts on the city’s pages as well, 

since these pages showcase more about the quality of life in Watertown, including things like the recent Girls on the Run event. 

With this in mind, we have made several suggestions for Watertown’s launch of its social media channels in our program 

recommendations.

Marketing Collateral Audit and Background Materials Review

During our research and discovery process, DCI reviewed the data and existing research provided by the city, its partner 

organizations or gathered during DCI’s time on the ground in Watertown. Below, we’ve listed a sampling of some of the 

information we reviewed, along with some of the key findings from these pieces of background.
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Existing Research

Jefferson County 

DCI reviewed the Jefferson County Joint Effort Marketing (JEM) Destination Grant Project research from August 15, 2012, 

including the findings from 40 stakeholder in-person interviews, and the findings from a consumer survey of data from 464 

county residents.

When talking about a brand for Jefferson County, the stakeholder group indicated that the region “has the best of both worlds: 

city and country,” and that the county’s key assets include its location, outdoor recreation, arts, cultural heritage/history, 

entertainment, and healthy lifestyle (including comments we heard echoed in our research that ”Watertown has a soothing, 

calming atmosphere”). 

Watertown’s mayor also described the city’s assets as outlined below with comments similar to those DCI heard frequently 

during our research phases:

  Our location is a positive attribute of Watertown; we are located on the banks of the Rock River half way between Madison 

and Milwaukee. We are a rural community with many urban amenities. We have beautiful mature parks that can be utilized 

year-round. The citizens of Watertown are hardworking, industrious and generous. 

  The Rock River and surrounding outdoor activities are very conducive to all manner of recreational activities. Safe streets, 

good schools, excellent health care. Midway location between two largest metro areas in the state and a 45-minute travel 

time to partake in major college and professional sports, shopping, museums, and other cultural activities.

 The river, community events, and parades, the airport, and the number of parks and services.

The strengths and weaknesses of Watertown uncovered in the survey of Jefferson County residents include the following:

 Strengths

 • Many art and music activities

 • Many food-related celebrations

 • Many outdoor parks and recreation areas with a great variety for everyone to enjoy

 • Many dining options and bars/restaurants/family dining

 • Great camping and RV options

 Weaknesses

 • Limited retail variety

 • Limited hotel and bed and breakfast options
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Background Materials Review

City of Watertown

 Planning

 1. City of Watertown Comprehensive Planning: Adopted November 17, 2009

 2. Watertown Riverfront/Downtown Redevelopment  Initiative 2014 

 3. Watertown Government Strategic Plan Process Summary Proceeding Report 2014

 Fire Department 

 1. FREE Child Passenger Safety Seat Checkup Event Flyer Oct. 4, 2014

 2. City of Watertown Fire Department Customer Response Survey

 3. Watertown Fire Department Open House Flyer Oct. 4

 4. Fire Prevention Week Poster Contest

 Health Department 

 1. Department of Health Services Level II Certification and Letter

 2. Environmental Public Health Consortium Brochure 2013

 3. Department of Public Health Watertown Brochure 2013

 Park and Rec Department

 1. 2014 December Parent/Tot swim session flyer

 2. Watertown Park and Recreation “No School, Open Pool” 2013 flyer

 3. Watertown Park and Recreation “Rock River Day Camp” flyer

 4. “It’s all going to the dogs” 2014 flyer

 5. Girls on the Run 2014 flyer

 6. 2014 Summer Co-Rec Kickball flyer 

 Watertown Economic Development Organization

 1. WEDO brochure/marketing collateral

 2. WEDO Speaks articles by Kim Erdmann in the Watertown Daily Times, including: 

  a. “Business incubator is a worthwhile investment,” Sept. 18, 2014

  b. “WEDO investors, board are vital to success,” Aug. 25, 2014

  c. “Branding Watertown has many benefits,” Sept. 2, 2014  



P. 13  WATERTOWN MARKETING BLUEPRINT     |     DEVELOPMENT COUNSELLORS INTERNATIONAL

 Watertown Area Chamber of Commerce, Watertown Main Street, Watertown Tourism

 1. Watertown Area Chamber of Commerce membership guide

 2. Watertown Area Chamber of Commerce one-sheeter/brochure

 3. 2013 Official Guide to Jefferson County

 4. Watertown Walking and Driving Tours

 Watertown Unified School District

 1. 2014 Strategic Planning Update Power Point presentation

 2. 2015 Community Survey Power Point presentation draft

 3. Art, music and club and activity handbook

 4. 2014 Wisconsin Department of Public Instruction report card

 Wisconsin Aviation

 1.  Marketing materials, including technical service information, private pilot information booklet, air charter and  

Talewinds newsletter

 2. Watertown Municipal Airport collateral

 Watertown Historical Society

 1. Website

 Jefferson County Tourism Council

 1. Jefferson County Tourism Council JEM Destination Grant Project Research and Executive Summary, August 15, 2012
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Community Survey

In addition to conducting interviews with dozens of residents and stakeholders, including community and business leaders, and 

implementing surveys of skilled professionals living outside of Watertown, DCI also developed a survey to gather input and 

insight from residents living in Watertown surrounding the city’s brand. 

The city launched an online survey on April 20, 2015, that remained open for three weeks until May 11, 2015, asking citizens 

interested in the branding initiative to take the survey. The 15-question survey was available in numerous places, including the 

city’s website and on the Watertown Daily News’ website.

About the respondents:

 •  A total of 485 people living in the Watertown area took the survey, with 74% of respondents residing in the City of 

Watertown. The remaining 26% represented people who don’t live in Watertown but are employed by a business 

located there (11%), respondents who live in Dodge County, but outside of the City of Watertown (7%) and respondents 

who live in Jefferson County, but outside of the City of Watertown (8%). 

 •  All age groups (six age groups encompassing 18 years to more than 65 years) were generally well represented, with 

30% of respondents between the ages of 25 to 39, 37% between the ages of 40-54, 20% between 55-64 years, 9% older 

than 65, and 4% between 18-24 years. 

 •  The largest number of respondents moved to Watertown from elsewhere in Wisconsin (38.1%). While 20% of 

respondents have always lived in Watertown, the second largest category, 15.4% of respondents are “boomerangs,” 

having lived in the city, left and returned, and 12% moved to Watertown from outside of Wisconsin.

 •  The majority of respondents have lived in Watertown for 10 years or less (29.4%), but a nearly equal number have lived 

in the community for more than 30 years (26.4%), 22.7% have lived in the community between 11 to 20 years, and 21.5% 

have lived in the community between 21-30 years.

Key survey findings:

 •  On an open-ended question, residents were asked about the first word or phrase that came to mind when thinking 

about the City of Watertown. Below are the top 20 words listed in the order of how frequently they were mentioned. 

These words were also turned into a word cloud:

1. Watertucky 

2. Home 

3. Rock River 

4. Small town

5. Conservative

6. Water 

7. Low income

8. Declining 

9. Great parks 

10. Run down 

11. Family

12. Goslings 

13. Bedroom community

14. Blue collar 

15. Poverty

16. Declining downtown 

17. Potential

18. Halfway between Madison and 

Milwaukee  

19. Stagnant 

20. Changing
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 •  When asked how effectively the City of Watertown is currently marketing the community and its assets on a scale 

of one (not effectively) to 5 (very effectively), the largest percentage of respondents ranked the city’s success in 

marketing the community at a 2 (37.2%), below the median of 3, and a large majority ranked the city’s success at a 1 or 2 

(61.1%). Only a small minority of respondents (7.9%) ranked the city’s effectiveness at a 4 or 5, indicating that the city is 

very much in need of focused and sustained efforts to brand and market the community. A little more than 26% (26.1%) 

ranked the community at a 3.

 •  Residents were also asked how likely they are to recommend the City of Watertown as a great place to live, visit or 

do business. On a scale of 1 (not likely) to 10 (very likely), 21.3% of respondents gave a ranking of 8, 9, or 10 on their 

likelihood of recommending the city as a great place to live with an average of 5.42 for this question; 15.5% gave the 

city a ranking of 8, 9 or 10 as a great place to visit with an average of 4.94 for this question; and 15% gave the city a 

ranking of 8, 9, or 10 as a great place to do business with an average of 4.58 ranking for this question. Roughly one-

third of respondents (34.2%) ranked the city as a 1 or 2 on the likelihood that they would recommend it as a location 

to do business. There is clearly a large need for the community to be seen as a better place to do business. Whether 

this is perception or reality, many residents currently do not view the city as a place that they would recommend for 

companies and investors.

 •  When respondents were asked how proud Watertown residents are of their community on a scale of 1 to 10, with 1 being 

not proud and 10 being very proud, the average ranking was 5.7, just above the median. Nearly 19% (18.9%) ranked 

residents as being an 8, 9 or 10 on the scale. As is typical in most communities, this community average ranking is 

slightly below the stakeholders’ average of 6.3 for the same question. This is likely largely due to more optimism among 

community leaders – and more in-depth knowledge of some of the plans for the city and its strategic direction.

 •  Ten attributes were defined as key assets for the City of Watertown, based on earlier research, along with interviews 

and discussions with community leaders and stakeholders, including opportunities to be involved in the community; 

plentiful outdoor recreational opportunities; excellent quality of life;  high quality K-12 schools; interstate accessibility; 

plentiful local job opportunities; low overall cost of living, including housing; redeveloped downtown with local shopping 

and dining options; small town values focused on family and fellowship; and access to two higher education institutions. 

Residents were asked to rank on a scale of 1 to 10, with 1 being most important to 10 being least important, how 

important each of these attributes are for Watertown’s overall image. Respondents indicated that the city’s  

high quality K-12 schools was the top attribute for Watertown, followed by Watertown’s excellent quality of life, small 

town values focused on family and fellowship, plentiful outdoor recreational opportunities, and plentiful local job 

opportunities. The fact that residents ranked high quality K-12 schools so well is also in line with the city’s new strategic 

plan, which outlines education as one of the city’s core values, captured by the statement: “Value the seeking of 

knowledge and life-long learning.”

 •  On a scale of 1 to 5 with 1 being strongly agree and 5 being strongly disagree, Watertown residents most agreed with 

this statement about Watertown: Watertown is an ideal – and idyllic – location that is halfway between Madison and 

Milwaukee, but far enough away to offer a sanctuary from hectic city life (average of 4.06), followed by Watertown 

residents have long championed learning at every level and as a result, have excellent schools (3.39), Watertown 

residents take pride in an honest day’s work and value a strong moral compass (3.34); Watertown offers the perfect 

blend of small town values and modern convenience (3.25); and When new visitors and residents come to Watertown, 

they will see a city brimming with potential (2.55). Interestingly, residents least agree with the statement related to their 

city having a lot of potential, which again, could either be perception or reality, but something around which the city 

should focus from an aspirational perspective with the brand, marketing plan and other strategic activities. 
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 •  Watertown residents were asked which statement best captures what Watertown can be known for and would spark 

someone’s interest in living, working or doing business in the community. More than 40% of respondents (40.6%) 

indicated that Watertown could be famous for A small town lifestyle with easy access to urban amenities, followed by  

A city flowing with potential, including downtown redevelopment (25.2%); An innovator in early childhood education with 

excellent schools (11.4%); A community where family and fellowship still matter (9.8%); other (6.5%); and A place where 

people cherish history and tradition (6.5%). Given these findings, it does seem that residents can see a future where their 

community would not only be known for its lifestyle and access, but also its potential and downtown redevelopment. 

Stakeholder Survey

As part of the strategic assessment of Watertown’s brand image, approximately 150 key stakeholders were identified from 

several categories and target audiences, including community leaders, business executives, key city staff and partner 

organizations and emailed a stakeholder survey in April 2015. This resulted in 67 responses that were received, analyzed 

and coded into common themes and categories specific to each of the three open-ended questions asked of respondents. 

From the responses, we generated representative word clouds for each question that graphically portray the key themes and 

categories respondents used to answer each question.

A brief summary of insights and key implications are followed by representative comments in “italics” to illustrate how 

individuals reacted to the questions.

Below are the responses to questions that weren’t open-ended:

 •  Respondents were asked to think about the objective of the branding effort and rank the most important audience for 

Watertown’s branding efforts in order of importance with 1 as the most important audience and 5 as the least important 

audience. The results were as follows:

  1. Potential businesses or investors out of the area

  2. Businesses currently operating in the city or region

  3. Current residents

  4. Potential residents currently living elsewhere

  5. Tourists/visitors

 •  When respondents were asked how effectively they think the City of Watertown is currently marketing the community 

and its assets on a scale of 1 to 5, with 1 being not effectively and 5 being extremely effectively, 62.1% of respondents 

provided a ranking of 1 or 2 and only 3.4% responded with a ranking of 4 or 5, findings that were very similar to the 

community survey findings.
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 • Respondents were asked on a scale of 1 to 10, with 1 being extremely unlikely and 10 being extremely likely:

  a.  How likely they were to recommend Watertown as a great place to live? 49.2% gave a rating of 8 or above, with 19.7% 

giving a rating of 10 (compared to 21.3% in the community survey giving a rating of 8 or above, a 27.7% difference)

  b.  How likely are you to recommend Watertown as a great place to visit? 29.5% gave a ranking of 8 or above, with 13.1% 

giving a ranking of 10 (compared to the community survey with 15.5% giving a rating of 8 or above, a 14% difference)

  c.  How likely are you to recommend Watertown as a great place to do business or invest? 44.3% gave a ranking of 8 or 

above, with 13.1% giving a ranking of 10 (compared to the community survey with 15% giving a ranking of 8 or above, a 

34% difference)

 •  The dramatic difference in the likelihood of recommending Watertown as a place to live, visit or do business between 

the community survey and the stakeholder survey, especially for recommending Watertown as a place to live or do 

business, should also be addressed by the brand and marketing efforts. 

 •  When respondents were asked about the most important audience for Watertown’s branding efforts and who 

specifically doesn’t know what Watertown has to offer (for example, potential residents, such as families living in 

Madison don’t know about our low cost of living or potential businesses out of area, such as manufacturing companies 

currently based in Milwaukee don’t know about our skilled workforce, etc.), the majority of respondents indicated that 

potential businesses were a target of the brand (51% of respondents), while 26.3% said they also felt that potential 

residents were a key target audience. Many respondents indicated that they felt that educational efforts needed to start 

within the city’s borders and existing residents need to have a better understanding of what Watertown has to offer.

 •  When stakeholders were asked about the first word or phrase that comes to mind when thinking of Watertown, these 

were the top 13 words that were most frequently mentioned:

 •  Respondents indicated the following four items most frequently when asked about  Watertown’s most iconic landmark or 

recognizable image that symbolizes the city:

 1.  Octagon House

 2. Rock River

 3. Riverside Park

 4. St. Bernard’s Church/Steeple

1. Community

2. Potential

3. Family-friendly

4. Hometown pride

5. Conservative

6. Historic/History 

7. Religious

8. Rooted

9. Old-fashioned

10. Tight-knit

11. Friendly

12. People

13. Comfortable
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The following open-ended questions were also assessed:

What do you see as the single most important objective or goal of this branding 

and marketing effort?

Summary:  While a majority of responses centered around new business 

development in the city, if you look carefully at the responses you’ll see a 

pronounced desire to unify messages from the different entities involved with the 

effort.  Other key themes were identified:

 • Inspiring positive attitudes in the community

 • New job creation was hand-in-hand with driving new business, 

 • Other aspirations centered around the feeling of Watertown:

  > Inspired

  > Vibrant

  > Attractive

 • Attracting young professionals was mentioned frequently along with jobs 

Implications:  The brand position and supporting messages that emerged from this 

effort need to be shared across all entities that are active in promoting Watertown.  

Positive messages reinforced by many will have a greater effect than those that 

emanate just from the City.

Representative Quotes from Survey:

“ Provide a unifying message for all the 

divergent organizations trying to recruit 

people/businesses to Watertown.”

“ So that all aspects of the city are 

singing out of the same hymnal...that 

there is a common look that supports 

the brand and that projects who we 

aspire to be as a city...not who we are 

now or once were.”

“ To build and promote a positive view of 

the city and its people.”
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If this branding and marketing effort is successful, what will have happened in 

Watertown? In other words, how do you think the city should measure success?

Summary:  Responses here mirrored to some degree the goals of the program 

asked in the first question, especially around job creation, new business attraction 

and a revitalized downtown. Some other concepts that bubbled up in this question 

included:

 • Higher wages linked to new jobs

 • Positive, sustainable population growth

 • Increased property values and new sources of tax revenue for the city

 •  Support for local businesses too, not just new businesses entering  

the city

Implications:  The branding and identity need to be flexible to apply to many 

situations and objectives.  However, the brand may best be characterized in positive 

aspirations and serve to help promote positive attitudes and a wiliness to change.

Representative Quotes from Survey:

“ Success comes from a variety of 

sources. No single thing will alone 

make the difference, but this is a step 

in the right direction. Development of 

the Schempf building, the downtown 

redevelopment plans and the potential 

library expansion project seems to be 

an aligning of the stars for a once in a 

lifetime opportunity. It’s a perfect time 

to make the branding effort work.”

“ That Watertown becomes much more 

receptive to what is happening around 

us and start to embrace the fact that 

change is not necessarily a bad thing.”

“ Upon the establishment (of the brand), 

we will be able to move forward 

with City development plans; really 

understand ourselves and know what 

we are; and what we are not.”
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You’re visiting Madison or Milwaukee, and someone there asks you what 

Watertown is like. In one to two sentences, how would you answer them to spark 

their interest in the community?

Summary:  Small town life with easy access to major cities was clearly the most 

frequently mentioned description of Watertown.  A great place to raise a family in 

a beautiful setting of parks and the Rock River was also put forward often.

 •  While small town life was frequently mentioned, many described it as 

a community with its own identity rather than a suburb of Madison or 

Milwaukee.  

 •  The Rock River and parks were frequently mentioned together as real but 

underutilized assets.

 •  Friendly people, family oriented and easy living were the most  

used descriptors.

 •  Diversity of schools and safe environment were also mentioned with some 

frequency.

Implications:  Branding needs to go beyond just a reference to location between 

two major cities.  Ideally, the brand identity has a look and feel of a real,  

self-contained city that offers distinct advantages over large city life, or bedroom 

communities.  It needs to walk the fine line of communicating the best of small 

town living and a town on the move controlling its destiny.   

Representative Quotes from Survey

“ A city located mid-way between 

Milwaukee and Madison on the 

Rock River. It has a wonderful Park 

system, excellent schools and a safe 

environment to raise your family.”

“ Watertown is a wonderful place to 

raise a family.  We have beautiful 

parks and the Rock River. We know 

our neighbors.  We have excellent 

schools, great quality healthcare, active 

religious communities of all faith and 

active civic groups. Watertown offers 

a wide variety of affordable housing 

options and plenty of conveniences in 

terms of shopping and services.”

“ It’s a friendly self-sustaining community 

midway between Milwaukee and 

Madison. It’s exactly the place for a 

young family to live, grow and thrive.”
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DISCOVERY AND RESEARCH: AN OUTSIDE LOOK

Determining how outsiders view Watertown – particularly those in key audiences and demographics the community is trying to 

attract or garner their attention – is equally as important, if not more important, in understanding the city’s brand, perceptions 

and potential challenges. With this in mind, DCI reviewed existing research conducted surrounding key target markets for the 

city, performed a media audit of articles appearing in national and regional news outlets that mentioned the city prominently, 

and analyzed the results of one survey of a key external audience, including skilled professionals living in Wisconsin, but 

outside of Dodge and Jefferson counties.

Existing Research

Jefferson County 

DCI reviewed the Jefferson County Joint Effort Marketing (JEM) Destination Grant Project research from August 15, 2012, 

including the findings from a non-resident focus group, which included 10 people who live in Dane County, and the findings 

from a consumer survey of data from 261 non-residents and visitors to the county. Although these findings were largely from 

the perspective of visitors and focused more broadly on the county’s attractions and assets, we do think they are relevant, 

given that the City of Watertown is looking to attract young professionals to the community, who are highly likely to first visit 

the area before considering relocating.

The focus groups asked these non-residents what they thought the most important thing is that Jefferson County offers, why 

they visited the county and what they liked to do when they visited. This group indicated that the top five assets of the county 

include entertainment, recreation, location, rural landscape and small communities and downtowns. A few of the statements 

below were also echoed in DCI’s inside and outside research as well:

 “The river and waterways in the county are important, this is a well-kept secret. This needs to be promoted more.”

 “Location is key to Jefferson County; an easy drive to enjoy all the things they have to offer.”

 “A great opportunity to make Jefferson County communities look like Mayberry.”

In the survey of non-residents and visitors to the county, they listed entertainment, small communities, rural landscape, 

recreation and shopping as the top five assets in Jefferson County. Many of the words frequently mentioned to describe the 

area in the survey were also words frequently mentioned that first came to mind in describing Watertown, such as friendliness, 

relaxed and quaint downtowns. 
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Media Audit

The media can serve as a credible third-party endorsement for your key messages and also drive decision makers’ and skilled 

professionals’ perceptions of your city. Tellingly, in DCI’s seventh installment of “Winning Strategies in Economic Development 

Marketing,” a survey of corporate executives with site selection responsibilities, “articles in newspapers and magazines” 

was the second leading source influencing executives’ perceptions of a community’s business climate, ranking only behind 

“dialogue with industry peers.” In addition, through our research with other communities surrounding talent attraction and 

tourism programs, we know that the media is also incredibly influential in determining where people choose to live and visit. 

With this in mind, DCI reviewed several key articles written in the past several years that mentioned Watertown prominently in 

key national and regional news outlets, to uncover the major themes being written about the city, along with the tone of the 

coverage, given that this is such a critical factor driving people’s perceptions of the city.

Watertown made appearances in national and regional publications, with coverage ranging from Michelle Obama’s visit to the 

city, the Watertown Regional Medical Center’s joint venture with LifePoint, and the innovative businesses in the region, to the 

unfortunate samurai sword attack that made national and international news. Not surprisingly, much of the regional coverage 

also focused on the Bethesda Lutheran campus transition. Largely, Watertown is mentioned by the Madison News related to 

high school athletics, crime and smaller business news briefs.

A few Watertown educational institutions and hospitals were named in standout rankings over the past few years. Notably, 

Bethesda Lutheran Communities was the first organization to receive CQL Network Accreditation, and Maranatha Baptist 

University was named among Business Insider’s 600 Smartest Colleges. UW Health Partners Watertown Regional Medical 

Center was named on Hospital and Health Networks Magazine’s “Most Wired” list for three years running.

Below is a sampling of the stories that DCI assessed:

Bethesda Lutheran

 1. “Bethesda completes Watertown campus transition,” Lake Country Now, Staff, February 11, 2015

 2. “ Bethesda Lutheran closing in Watertown to affect 205 workers,” Milwaukee Journal Sentinel, Rick Romell,  

July 3, 2013 

 3. “Bethesda Lutheran facility in Watertown to close in 2014,” Milwaukee Journal Sentinel, Guy Boulton, June 18, 2013 

 4. “ Bethesda Lutheran Communities to close Watertown campus in 2014,” Milwaukee Business Journal, Jeff Engel,  

July 5, 2013

UW Health Partners Watertown Regional Medical Center

 1. “LifePoint to invest $100M in Watertown medical center,” Milwaukee Business Journal, Eleanor Kennedy, October 3, 2014

 2. “ Watertown Regional Medical Center to form joint venture with LifePoint Hospitals,” Milwaukee Journal Sentinel,  

Guy Boulton, October 2, 2014

 3. “ Watertown hospital to become for-profit in deal with Lifepoint,” Madison State Journal, Capital Newspapers,  

October 3, 2014

 4. “ A cure for hospital food: Public restaurant debuts at Watertown medical center,” Milwaukee Business Journal,  

Stacy Vogel Davis, Nov 19, 2013

 5.  “Former Hotel Metro chef starting ‘real food’ consulting company,” Milwaukee Business Journal, Alison Bauter,  

 January 15, 2015
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Michelle Obama’s Visit to Watertown

 1. “ First lady tells America to ‘drink up’ during Wisconsin visit,” Madison State Journal, Associated Press,  

September 13, 2013

 2. “ Michelle Obama tells Watertown audience people should drink more water,” Madison State Journal,  

Associated Press, September 12, 2013

 3. “ First lady Michelle Obama visits Watertown,” Milwaukee Journal Sentinel, Bill Glauber and Karen Herzog,  

September 12, 2013 

 4. “ First lady Michelle Obama visiting Watertown on Thursday,” Milwaukee Journal Sentinel, Bill Glauber,  

September 9, 2013 

 5. “Why ‘Drink More Water’?,” The Atlantic, James Hamblin, September 12, 2013

Octagon House

 1. “ On Wisconsin: Log cabin turning heads in Watertown,” Madison State Journal, Barry Adams, August 18, 2013

Business

 2. “ Multi-Color Corp. closing Watertown plant, cutting 58 jobs,” Milwaukee Business Journal, David Schuyler,  

November 4, 2014

 3. “ Watertown bank to raise $2.5 million in capital,” Milwaukee Journal Sentinel, Paul Gores, January 18, 2012  

 4. “Rock River Laboratory forms Brazilian joint venture,” Milwaukee Journal Sentinel, Staff, January 14, 2013

 5. “New company aims to find money in recycling mattresses,” Milwaukee Journal Sentinel, Joe Taschler, March 3, 2013

 6. “ Smart Grid Interoperability Panel (SGIP) for Cities on the Grow: Preparation for Tomorrow’s Technological  

Advances,” Intelligent Utility, James Romlein, September 11, 2014

Marquardt Village

 1. “ Marquardt expands home health, hospice care throughout Dane County,” Madison State Journal, David Wahlberg, Janu-

ary, 9, 2015

 2. “Hospice options expand in Dane County,” Madison State Journal, David Wahlberg, May 7, 2014 

Fisher Barton

 1. “State spending $1.5M to train 2,200 manufacturing workers,” Madison State Journal, Karen Rivedal, May 16, 2014

 2. “Fisher Barton Blades relocates to larger Watertown facility,” Milwaukee Business Journal, Jeff Engel, June 28, 2013

Wisconsin Aviation

 1. “State’s plane repair tax may send work flying away,” Milwaukee Journal Sentinel, Joe Taschler, June 15, 2013

 2. “ Legislation planned to exempt aircraft maintenance from sales tax,” Milwaukee Journal Sentinel, Joe Taschler,  

October 3, 2013
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Samurai Sword Attack

 1. “ Man in sword attack told victim’s wife he planned to kill,” Milwaukee Journal Sentinel, Ashley Luthern,  

June 20, 2014

 2. “ Watertown man killed in alleged sword attack, suspect in custody,” Madison State Journal, Bill Novak,  

June 20, 2014

 3. “ ‘Call me God’: Man ‘partially scalped and stabbed to death’ by Samurai sword-wielding man who wanted to steal his 

wife,” Daily Mail, Alex Grieg, June 21, 2014

 4. “Wisconsin man dies after crazed sword attack at apartment,” New York Daily News, Nicole Hensley, June 21, 2014

Miscellaneous

 1. “ Nurse pushes to make Watertown dementia-friendly city,” Milwaukee Journal Sentinel, The Associated Press,  

October 20, 2013 

 2. “ Watertown insurance agent Loren Holzhueter ran $10 million Ponzi scheme, feds allege,” Milwaukee Journal  

Sentinel, Cary Spivek, January 27, 2015 

 3. “Solar Power to the People,” The New York Times, Michael Tortorello, June 19, 2013

 4. “‘ Cannibal sandwiches’ filled with raw beef sicken Wisconsin locals,” CBS News, Associated Press,  

December 6, 2013

Rankings

 1. “ Bethesda Becomes First Organization to Earn CQL Network Accreditation,” Bethesda Lutheran Communities, Ross 

Boettcher, October 4, 2013

 2. “2012 Most Wired Winner,” Hospitals and Health Networks Magazine, July 2012

 3. “2013 Most Wired Winner,” Hospitals and Health Networks Magazine, July 2013

 4. “2014 Most Wired Winner,” Hospitals and Health Networks Magazine, July 2014

 5. “600 Smartest Colleges in America,” Business Insider, Jonathan Wai, October 21, 2014

 6. “Maranatha Ranked Among Top Workplaces,” Maranatha Baptist University, Staff, June 8, 2011
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Skilled Professional Survey

One of the key audiences for the City of Watertown’s brand is companies, but in today’s competitive landscape, one of the 

most critical factors in any businesses’ relocation decision is the availability of a skilled workforce. Throughout our research 

and discovery process, we heard repeatedly that many of Watertown’s young professionals are working in the community, but 

have not decided to relocate to the city. With all of this in mind, talented professionals currently living outside of Watertown, 

particularly in the Madison-Milwaukee corridor, are among the most important audiences for the city’s new brand and 

marketing campaign. The community will need to focus its efforts on attracting skilled professionals in order for its companies, 

economy and downtown to succeed in creating an environment that is desirable for this demographic, but also then continue 

to market these assets to talented workers in order for redevelopment to continue.  To tap into this audience’s perspective, DCI 

conducted an online survey over the course of several weeks from March 2015 to April 2015.

About the respondents:

 •  Respondents included 313 Wisconsin residents living outside of Dodge and Jefferson counties;

 •  Of the total number of respondents, 31%  reported that they were familiar, somewhat familiar or very familiar  

with Watertown; 

 •  DCI analyzed this subset of 96 respondents in order to evaluate the perceptions of individuals who at least have some 

familiarity with Watertown;

 •  All respondents have at least a high school diploma or the equivalent, with 39% of respondents falling in this category; 

9% with an associate’s degree; 22% with one to three years of college (no degree) and 30% with a bachelor’s degree  

or higher;

 •  Of the 96 respondents who were at least familiar with Watertown, 64% reported that they were “familiar” with the 

community (“I’ve definitely heard of the city and know a bit about it, but have never visited”), 26% were “somewhat 

familiar” (“I’ve visited the city once or twice and know it somewhat well”) and 10% were “very familiar” (“I’ve visited the 

city several times and know it well”);

 •  Of the 96 respondents who were at least familiar with Watertown, the vast majority (71%) live in either the Madison or 

Milwaukee metro regions;

 •  Given that many of the respondents were living in Madison or Milwaukee, their age demographic was relatively young, 

with a high percentage in the 18 to 24 age range (36.8%) and a total of 44.2% of respondents under 35 years of age;

 •  The relatively young age of most of the respondents, who may not yet be married or have families, could explain some 

of the rankings below in which K-12 education was not viewed as a very important factor when considering relocating to 

a new community.
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Key survey findings:

 • When making a decision to relocate for a new job opportunity, respondents listed these factors in the following order: 

  1.  housing costs 

  2.  proximity to family and friends 

  3.  job opportunities for trailing spouse/partner 

  4.  alternative employment opportunities for yourself 

  5.  housing availabilit 

  6.  cultural and recreational amenities 

  7.  quality of K-12 education 

  8.  proximity to major urban centers 

  9.  retail/shopping opportunities

 •  Looking at this group’s perceptions of Watertown, the following 14 words were most associated with the city when 

respondents were asked to list the word or phrase that first came to mind:

  1. Water (20%) 

  2. Small town (7.4%) 

  3. Family (5.3%) 

  4. Cheese (4.2%) 

  5. Don’t know (4.2%) 

  6. River (4.2%) 

  7. Rural (4.2%) 

  8. Nice (3.2%) 

  9. Wisconsin (3.2%) 

  10. Home (2.1%) 

  11. Luther Prep (2.1%) 

  12. Quaint (2.1%) 

  13. Shopping (2.1%) 

  14. Train (2.1%)

 •  Water was far and away the most common response, likely due not only to the word being in the name of the city, but 

also because of Michelle Obama’s visit to the community, which received a lot of press regionally, across the state and 

some national mentions, as outlined in our media audit above);

 •  Interestingly, most of these words are neither positive or negative and relative to the words that first come to mind for 

resident, paint a picture of Watertown that isn’t nearly as negative as those living in the community; this indicates that 

there is work to be done to educate this group, but also encourage locals to talk and think more positively about their city;

 •  The top characteristics these skilled professionals most associated with Watertown include low cost of living (36.5%);  

no association (32.3%); excellent quality of life (31.3%); and interstate accessibility (28.1%);

 •  The least associated characteristics of Watertown included available real estate at various price points (25%);  

good employment opportunities (20.8%); employment for spouse/partner (10.4%) and availability of good  

K-12 education (10.4%).

 •  Notably, respondents said that housing costs were the number one factor they are thinking about when considering the 

decision to relocate for a new job opportunity, yet they ranked Watertown’s availability of real estate at various price 

points near the bottom of the characteristics they associate with the community.
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 •  The respondents of this survey are generally in a relatively young demographic, which may explain why they ranked 

availability of good K-12 schools last in the factors they consider for a relocation – and they also ranked quality K-12 

last in the characteristics they associate with Watertown, which could be reflective of the fact that they may not have 

much knowledge of this area, given that it is not important to them now. However, in the community survey, residents of 

Watertown say that high quality K-12 schools is the top asset that is key to the community’s image.

 •   Based on this information and our own experience in Watertown, we believe that Watertown does, indeed, have a 

high-quality school system that is currently not perceived as well as it should be by those living outside the city, and as 

the city targets professionals with families, this message should be shared broadly. We’ve incorporated talking points 

around education into our key message for city and the community’s value proposition. 

 •  When this group was asked if they would relocate to the city of Watertown if a job opportunity that matched their skill 

and salary requirements was offered to them, the largest number of respondents answered that they were not sure 

(41%), 25% said yes, and 34% said no. 

 •  However, the 96 respondents who were familiar, somewhat familiar or very familiar with Watertown were more likely 

to say that they would consider a move to the city (25% said yes, 34% said no and 41% said not sure) versus the total 

respondent population of 313 respondents (17% said yes, 35% said no and 48% said not sure); this is good news for 

Watertown in that familiarity with the community leads to more respondents saying that they would consider the 

community for a relocation;

 •  The respondents who indicated they were not interested in moving to Watertown listed the following reasons: like where 

they live now/not interested in relocating (30.4%); no family there/too far away from family (26.1%); don’t want to live in 

Wisconsin, if they moved (17.4%); and town is too small (17.4%).
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6.0 DETERMINING THE MESSAGE, THE AUDIENCE AND THE MARKET

DCI conducted extensive research, including gathering the perceptions and insights of more than 900 people through one-on-

one interviews, focus groups and surveys both within and outside the community, to uncover the key messages – and brand 

promise - that the City of Watertown should use to promote its assets. 

It is important to note that Watertown’s new brand is not only represented visually by the logo, font and color palette of the 

mark, but also – and most significantly - by the way the city represents itself through its marketing messages and tactics. 

Throughout our research, we uncovered these three recurring themes that we believe are truly unique to the City of Watertown 

and, when combined together, set the city apart from so many other communities in the United States and specifically, the 

Madison to Milwaukee corridor of Wisconsin: 

 1.  An ideal – and idyllic - location: Halfway between Madison and Milwaukee, Watertown offers the perfect blend of small 

town values, an outdoor lifestyle and modern convenience. 

 2.  A place where family and fellowship still matter: Away from the hectic pace of urban life, Watertown residents can 

focus on what really counts - close-knit connections to family and friends, and building a caring community.

 3.  Excellence in education: Home to the first kindergarten in the U.S., Watertown was a pioneer in early childhood 

education and has long been a champion of learning at all levels, from K-12 and beyond.

Based on these recurring themes and key messages, DCI developed the following “value proposition” for the City of 

Watertown, incorporating these points under the tagline: 

The City of Watertown: Opportunity runs through it.

  Halfway between Madison and Milwaukee, with the Rock River coursing through its historic downtown, the City of  

Watertown is an ideal – and idyllic – location for companies and people looking for a place where family and fellowship  

still matter. 

  Here, residents cherish history and tradition, but also see a community full of opportunity and possibilities. Watertown 

citizens know the value of an excellent education, the pride that comes from an honest day’s work and the importance of a 

strong foundation guided by a moral compass. 

In essence, Watertown is a city flowing with potential, offering the perfect bridge between nostalgia and modern convenience.

Opportunity runs through it.
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Human figures, 

arms raised  

toward potential

Strong foundation

History, faith,  

community,  

architecture

“W”

Bridge, river, connection

The logo visually emphasizes key assets of the marketing message, beginning with the color palette with two shades of blue, 

signifying the river, communication, and clarity; green, representing the region’s rural landscape, agricultural heritage, balance 

and growth; and dark blue, which signifies the community’s strong foundation, trust, peacefulness and connections. The 

varying shades of colors also indicate the diverse kinds of opportunities and choices that can be found in Watertown, such as a 

wide range of school options.

Numerous concepts and images are embedded in the logo shape itself, including references to Watertown’s history and 

architecture, such as the stained glass of its churches, windows and arches from buildings constructed at the turn of the 

century; recreation associated with the river; and the community’s downtown, through which the river runs and many bridges 

cross. Also found in the logo are lines that make up a “W,” but also appear to be two human forms holding up their arms, 

signifying opportunity and optimism, as they reach up to achieve their potential. 

The bridge and Gotham bold font, which is historic yet modern as well, also signify that the city provides a very strong 

foundation for its residents, ranging from a strong moral compass through its faith community, to the services provided by 

the city, to the excellent education that its citizens are afforded with choices ranging from parochial to public schools and two 

higher education institutions. 

Last, the bridge itself alludes to Watertown’s many connections. It’s a community where residents support each other, citizens 

form close-knit connections, and its geographic location also serves as a bridge, between rural and urban, Madison and 

Milwaukee, nostalgia and modern convenience.
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Determining the Audience and the Market

So, who are the main audiences of the City of Watertown’s branding and marketing efforts? While appealing to a wide variety 

of target audiences, the most successful city brands often focus more closely on one to two key segments or demographics 

that they are trying to reach with their branding and marketing messages. 

The City of Watertown already has two excellent organizations – Watertown Economic Development Organization and the 

Watertown Area Chamber of Commerce - working to attract businesses, help local companies thrive, increase investment 

in downtown Watertown and attract more visitors. But no organization currently takes on the specific role of retaining and 

attracting new residents to the community. More and more cities across the country are moving into this role, and we think it is 

a great fit for the City of Watertown and this branding and marketing campaign. 

Watertown should use its resources and budget not only to engage the local community first and foremost in this effort, but 

then also focus on marketing Watertown as a great place for professionals to live and work to individuals living in the Madison 

to Milwaukee corridor. Watertown should place a particular emphasis on targeting the Milwaukee metro region market, since 

Jefferson and Dodge counties have historically witnessed most of their population gains from Waukesha and Milwaukee 

counties, as is evident in the chart below, which shows in- and out-migration to and from Dodge and Jefferson counties from 

2007 to 2011 based on the most recent IRS data available. We believe that Watertown is likely more appealing to Milwaukee 

residents, because that metro region is larger, so housing prices are likely higher than in Madison, and people may need to 

move further away

Origin County In-Migrants,’07-’11 Destination County Out-Migrants, ‘07-’11 Net

Waukesha County 2672 Waukesha County 2059 613

Milwaukee County 1021 Milwaukee County 799 222

Dane County 2488 Dane county 2320 168

Walworth County 841 Walorth County 868 -27

Rock County 782 Rock County 1096 -314

Ideally, Watertown should explore conducting additional research on residents who have moved from these counties to 

Jefferson and Dodge counties to better understand the factors behind these relocation decisions, tailoring future marketing 

efforts further based on these findings.
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7.0 PROGRAM RECOMMENDATIONS

Based on the research for this branding and marketing plan, Watertown has a clear need to engage the local community in 

telling the city’s opportunity story, especially since the most frequently mentioned first word that comes to mind for residents 

when thinking of Watertown is Watertucky. Many of the responses from the resident survey to an open-ended question, too, 

indicated a community that wants to be engaged and see the city succeed, but is also currently ambivalent about Watertown’s 

future. This needs to change. In order to ensure the success of the new brand and marketing plan, engaging residents will need 

to be a major focus of the campaign for the first year of its rollout and implementation.     

In addition, the branding and marketing campaign should also focus heavily on attracting new residents living along the Madi-

son to Milwaukee corridor, given that our research shows that this is where most of the city’s in-migration and out-migration is 

currently happening. Also, other partner organizations, such as WEDO and the Chamber, are already focused on attracting and 

retaining businesses and visitors, so we think that the city’s resources can be maximized best by playing a role in attracting and 

retaining professionals in the community. In our survey findings, we discovered that people outside of the area don’t necessarily 

have a negative perception of Watertown, but they also don’t know what the city has to offer – and may have some mispercep-

tions about the community, such as its K-12 educational options. Given that Watertown residents rank this as the top attribute the 

city should promote, there is a need to close this gap between the community and outsiders’ perceptions.

It is with these goals and audiences in mind that we make the following 8 recommendations for this branding and marketing 

campaign:

 1. Appoint a brand champion and ensure that the branding subcommittee continues to meet regularly

 2.  Maximize existing “owned” communication channels and create new ones to effectively convey the new brand and key 

messages to the community

 3. Incorporate the new brand and messaging into the city’s website 

 4. Develop a wide array of branded merchandise to showcase the city and its assets 

 5. Launch the brand with an existing event, then live the brand through future events and contests

 6. Implement the brand throughout the city and in the downtown redevelopment plans 

 7. Work closely with city partners and the school to change perceptions of Watertown’s education system

 8.  Capitalize on Watertown residents’ enthusiasm for outdoor recreation and running events with the new “Opportunity 

Runs Through It” tagline

Here are more details for each of these recommendations:

 1. Appoint a brand champion and ensure that the branding subcommittee continues to meet regularly

   City Engineer Jaynellen Holloway has played an integral role in the branding and marketing process, overseeing the 

city’s role in this collaborative project that also partnered with the Watertown Economic Development Organization and 

the Watertown Area Chamber of Commerce. Because she is serving on the subcommittee, she knows all of the details 

of the project and has been instrumental in leading the group and moving the process forward, we suggest that she or 

someone in a similar role with the city serve as the official brand champion for the City of Watertown’s new brand. 

  •  Nominate a brand champion who can ensure that the brand is executed and implemented in a consistent way 

throughout the community and beyond and is not adapted or changed except for in keeping with the options 

outlined in the brand standards guide. As the name indicates, the brand champion also serves as the ultimate 
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promoter of the brand, encouraging the community to get behind the symbol of the new vision for Watertown, 

sharing the key messages embodied by the brand and keeping progress and momentum in implementing the brand 

moving forward. In short, the brand champion advocates for the brand at every turn. 

  •  Ensure the group of nine Watertown stakeholders who formed the branding subcommittee continues to meet regularly 

throughout the next phases of the brand implementation. Likely, this means every month for the first six months of the 

brand’s rollout, then every other month or quarterly, once the brand is more established. Some of the community’s biggest 

cheerleaders and ambassadors are members of this group – and they exemplify a great cross-section of the community, 

many of them with marketing and leadership experience, both for their own organizations and the city.

  •  Add or replace members as need arises. Based on our experience, limiting the group to roughly 10 members makes 

the most sense to keep everyone engaged in the process and discouraging future efforts from being “designed by 

committee,” which often results in milk-toast results. 

  •  Involve school leaders, stakeholders and representatives in brainstorming. Given the focus of this branding and 

marketing effort on changing perceptions surrounding Watertown’s K-12 education – and that Watertown High 

School has such excellent students, we think it may be wise to consider occasionally adding a student representative 

to the committee, such as Bella Reichardt, the WHS junior who joined one of the discovery phase focus groups, in 

addition to having Watertown Unified School District Superintendent Cassandra Schug on the team, who brings 

great perspective and insight to this effort. A high school representative could participate in meetings whenever the 

committee will be discussing ways to engage students in telling the Watertown education story, helping brainstorm 

and serve as a liaison for current students and alumni, along with parents. 

  •  Tap into the branding champion and branding and marketing subcommittee to advise the city on priorities. This 

group can make lists of the top priorities for the city to brand, including infrastructure, along with gathering feedback 

and input on an ongoing basis about what’s needed to continue building momentum for the brand. 

  •  Provide insight on the big ideas and tactics that will work best for the community. Below, we’ve included several 

implementation recommendations, but we know that your core group has the best insight into the big ideas and 

tactics that are best suited for Watertown, since your team not only lives and works in the city, but also understands 

the general sentiments of citizens, the politics at hand and other potential opportunities and barriers. Often, we’ve 

found that that the tactics we suggest lead to even bigger and bolder ideas when key stakeholders from the 

community brainstorm around these further. 

 2.  Maximize existing “owned” communication channels and create new ones to effectively convey the new brand and 

key messages to the community

   First and foremost, a new brand, key messages and brand promise need to be clearly communicated to the citizens and 

key stakeholders of Watertown. A strategic communications plan is critical in ensuring that the brand is fully integrated 

into residents’ everyday conversations and vocabulary, because they will be the biggest and most important ambassa-

dors for this new symbol of Watertown and its future.

   Below, we make several recommendations for sharing the brand via some of the City of Watertown’s existing “owned” 

communication channels, along with providing some ideas for new potential communication outlets. We also encourage 

the branding subcommittee through its ongoing strategic communications efforts to think about all of the possible ave-

nues the city can use to reach its intended audiences and circulate the new brand and messaging as broadly as possible.

  •  Partner with the Watertown Daily Times. Watertown’s local newspaper, the Watertown Daily Times, is a great avenue 

to reach the community with background on the new brand, updates on the city’s progress in implementing the brand 

and results of the community’s marketing efforts to date.
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  •  Rebrand the city’s newsletter (The City Connection). When the new brand is launched, perhaps in the late summer/

early fall, we encourage the city to use the fall/winter edition of its newsletter, The City Connection, to inform 

residents of the new brand. In addition, we would encourage a redesign of this newsletter to incorporate the new 

brand and color palette, perhaps even including the new tagline or concepts embedded in the logo to develop a new 

name for the newsletter.  

  •  Offer “Lunch and Learns” and secure speaking engagements to engage city staff, residents and community leaders 

with the new brand. All city staff should be educated about the new brand, particularly key messages and the new 

brand promise. In addition, the city and its partners should look for opportunities to speak at local organizations, such 

as non-profit meetings and gatherings at the Watertown Elks Lodge and Watertown Rotary, along with other major 

annual events and venues, to share the messages of the new brand far and wide after the official launch of the brand.

  •  Develop collateral that communicates the brand’s messages to citizens, stakeholders and potential residents. 

The city should consider creating a concise brochure intended for current residents and stakeholders surrounding 

the new brand, tagline, key messages and brand promise; a branded Power Point that explains the brand and how 

the community arrived at it (could be adapted from DCI’s presentation developed for stakeholders); and press 

release boilerplate language that echoes the new brand, tagline and brand promise. Watertown should also develop 

marketing collateral that promotes the city to potential residents and investors, including key facts about the 

community that are consistent with the new brand.

  •  Create a “Welcome to Watertown” packet or brochure for newcomers. In order to ensure that newcomers feel they 

are being welcomed with open arms to the Watertown community, we recommend that the city consider creating 

a brochure that offers some information about how new residents can get settled in to the community, get to know 

their neighbors, and learn more about ways to get involved and engaged with local organizations both personally 

and professionally. The packet could also include information about schools, events, recreational options and other 

details about the community. This information should also be replicated on the city website – and the packet  made 

available as a digital download. We also think it will be critical for city leaders and staff to reinforce the message that 

Watertown truly is a place where “Opportunity runs through it,” and city staff should look for ways to welcome new 

residents. We also suggest brainstorming around additional ways to help new citizens get settled, including through 

partnerships with other organizations in the community, such as schools, which may also be able to provide welcome 

kits to new students, who can then share these with their families. Last, but not least, we think there should be a 

branded welcome mat designed both for city uses, but also perhaps given to new residents.
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  •  Harness the power of existing social media channels and launch new ones, such as Twitter, Pinterest and Instagram. 

Currently, the city has a Facebook page, where it largely shares basic information that residents and existing 

businesses need to know. While this is clearly a great use of this social media channel, it also doesn’t showcase what 

a great place Watertown is to live, work and play and reinforce the city’s brand. The new brand, tagline and brand 

promise should be incorporated into the Facebook page, and we strongly encourage the city to start reposting 

(via the Facebook “share” feature) all of the positive stories being shared on other local social media channels by 

organizations, such as Yes! Watertown, WEDO, Watertown Daily Times, the Watertown Chamber of Commerce, 

Watertown Riverfest, Watertown Challenge Association, the Jefferson County Tourism Council, and the Watertown 

Historical Society, just to name a few. Subcommittee members should make an exhaustive spreadsheet with all of 

the local organizations that are sharing positive information about the community and their social media channels, 

encouraging someone to volunteer to monitor these for potential stories and posts to share on the city’s social 

media channels. We also encourage the city to think about starting Twitter and Instagram accounts, using hashtags 

when appropriate as we outline below. Similar to the Visit Kenosha Instagram account showcased below, the City of 

Watertown Instagram account should be a very well-curated group of beautiful photos of the city and area, including 

events, scenery, festivals and attractions.

Visit Kenosha’s Instagram account is an 

example of how a community can pro-

mote its quality of life, biggest attrac-

tions and events and beautiful scenery 

via photos and hashtags.

  •  Advertise in strategic outlets and locations. Watertown and its partners should use limited resources to advertise in 

very strategic locations, such as exploring billboards that showcase the community along I-94 or radio spots during 

drive-time traffic, including underwriting for Wisconsin Public Radio. These placements are likely to reach the largest 

audience possible in Watertown’s key target markets.
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  •  Engage Watertown Ambassadors to help tell the city’s opportunity 

story via social media and other channels. While we have worked with 

other communities that have had unfortunate nicknames (Kenosha, for 

example, was referred to many times during our branding sessions as 

Kenowhere), we have yet to encounter a project where the first word 

that comes to mind for residents is the disparaging name that others 

are using to define the area. If nothing else, this branding and marketing 

campaign needs to help turn the term “Watertucky” on its head, especially 

for residents, but also outsiders in the surrounding communities, for 

whom this phrase also came to mind (though with much less frequency) 

when thinking of the region. To encourage people to stop using the word 

Watertucky and start taking pride in Watertown and all that it offers, we 

recommend a concerted effort to engage a group of Watertown brand 

ambassadors, either through a formal or informal program, through 

social media and beyond, to create new positive associations with the 

city’s name. This could be done through a hashtag campaign on social 

media, encouraging people to use a positive hashtag for the beautiful 

pictures they take – and then sharing them with the city via Facebook, 

Instagram and Twitter. A few of the hashtags we think could work 

well for images of the area’s scenic landscape include #WatertownWI, 

#WatertownMurals (as seen in the Instagram picture to the right) 

and WatertownRocks (to play on the river) and a new one for the run 

mentioned below, such as #OpportunityRun or #Opportunity5K. Several 

hashtags are already being used for some of the major events in the 

community, such as #RockmanChallenge, and we encourage the city to 

hold contests and promote these hashtags to get more beautiful images 

and comments surrounding the city. The community could also creat e 

branded merchandise with these hashtags on them as well. Watertown 

ambassadors should be encouraged to share all of the great things going 

on in the community with their extended networks, particularly in the 

Milwaukee and Madison metro regions.

  •  Nominate a Watertown Ambassador as the “Curator of Opportunity”: Watertown should also look for other ways to 

seize on the excitement embodied by the city’s new tagline, including perhaps appointing a young professional from 

the community as the “Curator of Opportunity,” asking residents to submit their biggest and boldest ideas to this 

person for opportunities in Watertown. This could include ideas for new events, images of infrastructure and existing 

buildings in the community with a vision for their future, and brainstorming thoughts on fun, new ways to implement 

the new brand for the city.
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  •  Pitch the city’s positive stories to regional media outlets. Partnering with local organizations and companies, the 

city and its partners should look for opportunities to pitch local and regional media outlets with positive news stories, 

both surrounding business and quality of life angles. The media can be one of the most influential and credible 

ways to reach your target audience with compelling articles about projects and events that are happening in the 

community, especially when it comes to a business and investment audience, a finding that is confirmed by DCI’s 

“Winning Strategies” survey of corporate executives and site selection consultants. Watertown should pitch stories 

to state and regional radio outlets, regional business publications and newspapers, regional and national tourism 

publications, regional broadcast stations and trade and recreational publications where it makes sense. Outlets 

that should be approached include: Wisconsin Public Radio, Wisconsin State Journal, Madison Magazine, Milwaukee 

Journal-Sentinel, The Milwaukee Business Journal, and Milwaukee Magazine, along with these cities’ broadcast 

channels. Here are a few potential ideas and angles:

   1.  Business investment or redevelopment projects: If a major investment or redevelopment opportunity takes shape 

at the Bethesda campus, particularly if it’s a large dollar sum, this could make for a great business story to pitch 

regionally. In addition, other major news and announcements of investments and projects in the community are 

always great to share with regional business publications. The city should partner with WEDO on this effort.

   2.  Watertown’s downtown redevelopment: As the downtown redevelopment takes shape, regional publications might 

be interested in covering the changes to the city’s historic downtown, including things like the revitalization of the 

Schempf building and the ballroom above the Lyons Pub.

   3.  Cutting-edge healthcare facilities: Given UW Health Partners and Lifepoint’s cutting-edge practices with 

sustainable food for the restaurant at the hospital, including a half-acre farm, we think this could make for a great 

story to pitch regionally and also potentially to some healthcare trade publications.

   4.  Watertown’s 1st Brigade Band: With the 150th anniversary of Civil War coming to a close this summer, we think 

there could be a great opportunity to pitch this unique Watertown ensemble to regional and national publications 

surrounding this historic anniversary.

   5.  Tourism storylines: The city should partner with local, regional and state organizations charged with promoting 

tourism, such as the Jefferson County Tourism Council, to promote day trips to Watertown from Milwaukee and 

Madison, including hiking, biking, canoeing, bird watching, and kayaking outlets, in addition to big events, such as 

the Rockman Challenge, which will be celebrating its 5th anniversary this year, a great hook for the media.
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 3. Incorporate the new brand and messaging into the city’s website 

   First impressions are critical, and the City of Watertown’s website should represent what makes the community unique, 

ultimately serving as a great resource to generate interest from families, skilled professionals and investors exploring 

the option of relocating or doing business in the community. With a unified look, a consistent voice and brand standard, 

along with telling images and compelling messages on the city’s website, people can truly understand all that Water-

town has to offer. Below, we offer six suggestions for improving the city’s site.

  •  Review best-in-class websites of surrounding communities to understand the competition, see how these cities are 

presenting themselves and organizing their sites for ideas. Delafield, Sun Prairie and Beaver Dam all have visually 

appealing, well-organized websites that cater to a variety of audiences, showcasing the beauty of their areas. The City 

of Watertown should look at these cities’ websites, along with other surrounding communities frequently mentioned 

during our interviews, surveys and other research, such as Oconomowoc, Johnson Creek, Lake Mills, Cedarburg, 

Hartland and Cambridge, to see how these communities are portraying themselves on-line and via social media.

  •  Reorganize landing pages for each of the major navigation tabs. When visitors to the site click on the navigation 

tabs at the top, there are no landing pages for further navigation (the pages are blank), just menus on the left. This is 

a missed opportunity for key messages and search engine (SEO) optimization (see below). We encourage the city to 

incorporate landing pages for each of the major navigation tabs. 
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  •  Add more eye-catching photos and develop a video as budget allows. While the City of Watertown has several 

photos on its site, adding more, large, high-quality photos (often called hero images) would be appealing to visitors 

landing on its pages. Some of the photos utilized in the slideshow appear to be low-resolution and distorted. 

Consider incorporating photos that showcase Watertown’s exceptional quality of life, including images of the river 

and the city’s historic downtown. Engaging photos should include residents and paint a picture of what life is like in 

Watertown. Consider also using images showcased in the city’s brand, such as bridges, stained glass from churches, 

historic architecture, the river, people, and schools. To source these images, Watertown should work with its many 

local and regional partners, including the WEDO, the Chamber and Jefferson County Tourism Council. Additionally, 

as budget allows, we suggest creating a community overview video that briefly covers the local history, education, 

healthcare, quality of life and other key messages put forward in the city’s new brand. 

  •  Infuse the website with the new brand, logo, tagline, font and color palette. A website should illustrate a 

community’s personality through a signature color scheme, fonts and logo. If done effectively, this visual brand 

presentation should allow a person to formulate a positive initial opinion and a sense that there is cohesion in the city 

by putting a common brand forward that is consistently applied throughout the city. With this in mind, the city should 

look for opportunities to update or redesign the existing site to reflect the new brand, logo, tagline, font and color 

palette, which will better allow the city to convey its lifestyle and character. Currently, the website lacks a clear color 

palette. The formatting on the pages is also inconsistent and should be made to appear more uniform.

  •  Improve search terms and SEO. While the City of Watertown website comes up high on search engines when 

searching for “Watertown, Wisconsin,” we think it would be worthwhile to brainstorm terms that appeal to families 

and professionals thinking about relocating to the area. Currently, when searching for several Watertown-related 

terms, the City of Watertown’s website does not come up in results. Metatags and URLs can also help with optimizing 

search, so we suggest that the city ensures it is maximizing words and placeholders for terms of interest to potential 

residents. We also think that content surrounding events that are a draw for numerous visitors, such as Riverfest and 

the Rockman Challenge, should be included in the website as well, since many people are likely searching on terms 

related to these events.

  •  Develop compelling content and copy that is in line with the new brand’s key messaging. With the creation of 

Watertown’s new brand, key messages and value proposition, we encourage the city to create compelling copy 

for the website that reflects these three themes for which we want Watertown to be known. This messaging could 

include “Did you know?” statements that explain interesting local facts. Additionally, the website could include quotes 

or testimonials from residents. People relate to the opinions of real people, so ask the local florist or the elementary 

school teacher why they love living in Watertown and use their own words on the site.
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 4. Develop a wide array of branded merchandise to showcase the city and its assets 

   One of the main goals of this branding and marketing campaign is to increase local pride in the community. In addition 

to sharing the key messages and brand promise developed as part of this project with residents, the City of Watertown 

should also encourage citizens to share their pride in their city by providing branded merchandise and giveaways. Below 

are a few ideas, including traditional, unique and big giveaways or contest prizes, that the city may want to consider 

developing, because they will help the new brand permeate throughout the community and showcase all of the assets 

the city has to offer, especially with regard to its river recreation and events. We encourage the branding and marketing 

subcommittee to continue to brainstorm more big ideas for City of Watertown giveaways and branding opportunities 

that will be meaningful and used frequently by recipients of these items. 
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Traditional

• Baseball hats

• Polo shirts

• T-shirts

• Koozies

• Reusable shopping bags/totes

• Mugs

• Water bottles

• USBs

• Pens/pencils

Unique

• Beanie hats

• Fishing bobbers

• Bumper stickers

• iPad and iPhone covers

• Temporary tattoos

• Rubber ducks for river duck race

• Kites

• Umbrellas

• Welcome mats

• Sidewalk stencils

•  Book marks for the library  

to give out

Big giveaways or contest prizes

• Corn-hole/bean bag toss boards

• Kayak

• Bike jerseys

• Road or mountain bike

• Water sport jerseys or clothing

• Water tube covers

• Fishing pole

• Life jackets

• River raft

• Oars

• Paddles
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 5. Launch the brand with an existing event, then live the brand through future events and contests

   As Watertown looks to launch the brand throughout the community, we encourage the city to consider a “soft” 

rollout of the brand and not place too much emphasis on a big event marking its launch, since many residents who 

are unfamiliar with branding and marketing may not fully understand that the new logo is part of a larger branding 

and marketing effort. As we note in all of our branding and marketing efforts, a brand is not built in a day, and neither 

is brand awareness. It will take years for the brand to be fully integrated into the daily life of your community and the 

launch is just one milestone – albeit a big one – along the way.

  •   Launch the brand in conjunction with Riverfest or the Rockman Challenge. With all of this in mind, we think that the 

ideal timing for the soft launch of the brand would be in conjunction with another major event that draws together 

the community, along with visitors, such as Riverfest in August or the Rockman Challenge in September, both of 

which give the city enough time to implement key pieces of the brand and have branded merchandise ready for 

giveaway at these events. At Riverfest, the city could have a contest to give away a major branded item, such as 

a kayak, bike or bean bag toss set, along with passing out other smaller items, such as bumper stickers, mugs and 

temporary tattoos for citizens to show their Watertown pride. The city could also have city staff roving the event, 

passing out brand messaging collateral and use this major event as an opportunity to educate the community on the 

new brand and plans for the campaign. 
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  •  Harness the excitement around other major Watertown events. We also encourage the city to harness the 

excitement around the Rockman Challenge, March to November 5K Series races (particularly the chance to play 

upon the theme of “running” with Watertown’s new tagline, “Opportunity runs through it”), and Fiesta Cultural 

LatinoAmericana to promote and market the brand, both to the local community and visitors. In addition, the Girls 

on the Run race that the Parks and Rec Department also supports would be another great place to incorporate the 

brand. For example, the city could sponsor one of the obstacles at the Rockman Challenge, branding it with the city’s 

new logo, or perhaps sponsor the sack races, and brand the sacks, in future years. 

  •  Consider new events in the years ahead that incorporate the city’s new brand.  The city could explore partnering 

with the Rock River Trail Initiative to host a cycling event or race along the entire Rock River Trail – perhaps called 

“Ride the Rock” - that could draw hundreds of visitors to Watertown as they ride along the Rock River through the 

city’s downtown, where they can experience the city where “Opportunity runs through it.” Numerous communities 

and states across the country host these kinds of larger cycling events with great success, exposing new visitors to 

their area. Also, to ensure that the city feels like a welcoming place for everyone, the city could encourage summer 

block parties, either in neighborhood or downtown, similar to what Sun Prairie does. This would be a great way for 

neighbors to get to know each other and feel like they are part of the community.
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 6. Implement the brand throughout the city and in the downtown redevelopment plans

   Early on in the marketing campaign launch, the branding and marketing subcommittee should develop an exhaustive 

list of all of the different areas that the city should – or could – brand, and then prioritize each of these, based on cost, 

budget, visibility and impact. Water towers, street signs, flags, banners, city shirts and uniforms, and city vehicles are all 

highly visible ways of infiltrating the city with the new brand and logo.

   Because Watertown is located several miles off of I-94, the main highway running from Madison to Milwaukee, we think 

it would make great sense to start with branding the most visible and likely access points to the city with signage, along 

with the Highway 16 route from Oconomowoc. As much as possible, the city should try to showcase what a quaint and 

beautiful downtown the city has with high-quality scenic images on these signs. 

   Also, given the city’s new brand, logo and tagline tie so closely to the community’s bridges, downtown and Rock 

River, we think it will be key to prioritize branded signage or creative implementations in these areas, especially with 

the redevelopment of downtown Watertown. As the city’s Riverfront/Downtown Redevelopment Initiative takes 

shape, the city and its partners should collaborate with Redevelopment Resources to look for additional opportunities 

to incorporate the new brand into the revitalization of the heart of the city. One of the recommendations of the 

redevelopment plan calls for the reconstruction of the Main Street Bridge and Main Street Town Square. If this happens, 

we encourage the city to ensure that the new brand is taken into consideration when developing these new structures, 

including possibilities for incorporating the new logo and tagline into the bridge design and town square. 
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   To give just a sampling of the items the city should consider branding, we’ve included a list below that can serve as 

a starting point with a few big, creative ideas, along with elements recommended in the Downtown Redevelopment 

Initiative. This list should be built out further by your team:

  • Business package, including letterhead, stationery, folders, notepads, and business cards, among others 

  • Social media channels, eNewsletter, website and email signature 

  • City vehicles 

  • Picnic tables and benches  

  • Bike racks 

  • Street signs and banners 

  • Bridge entryway signage 

  • Murals or signs on the sides of the buildings downtown 

  • Kayak/canoe launches 

  • Entrance feature to downtown 

  • Signage for sponsored sections of the Rock River trail 

  • Outdoor table tennis with branded paddles downtown 

  • Top of airport building 

  • Stained glass signs incorporating the new brand
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 7.  Work closely with partner organizations and the city’s K-12 schools to change perceptions of Watertown’s  

education system

   Changing regional and local perceptions of Watertown’s education system should be a significant focus of this branding 

and marketing initiative. Although some residents and community leaders clearly have mixed feelings about the city’s 

public and private schools, Watertown residents strongly believe that the community’s schools are fundamental to the 

way the city is perceived. According to DCI’s community survey findings, Watertown citizens reported that high quality 

K-12 schools is the top attribute among 10 attributes that is most important to Watertown’s overall image.  

   High quality K-12 education is not only critical in producing the next generation of leaders and citizens for the city, it’s 

also one of the most important factors in attracting young professional families to the area, along with companies, who 

need to know that the school system meets the requirements of its workforce and is also producing the skills it will need 

in the future. To a very large extent, we heard from numerous residents that the school is doing exactly this, which is 

also echoed in the Watertown Unified School District’s 2015 Community Survey findings. The Watertown Unified School 

District’s community survey has shown a steady increase in overall satisfaction with the district in the last five years, 

going from 68% in 2010 to 77% in 2015. We’d like to see this upward trend continue.

   Interestingly, too, as it relates to attracting major companies, especially those in manufacturing and technology, 

Watertown High School and some of its middle schools are doing an excellent job of preparing students for careers 

in engineering and manufacturing. As more companies indicate that they can’t find the talent they need to succeed, 

Watertown should promote the fact that it is providing a great foundation for the community’s future workforce by 

encourage students to pursue -and succeed in - into STEM careers.

   Despite having schools that are exceeding expectations in many regards, there seems to be a perception – especially 

locally and regionally – perhaps related to the Watertucky image that is being perpetuated, that Watertown’s schools 

are not adequate. The perception of having good schools is a baseline necessity for any community that is looking 

to continue to flourish, so the City of Watertown should work very closely with its partner organizations and schools 

to change these beliefs. Below are a few of our recommendations for marketing the community and changing these 

perceptions:

  •  Conduct more research on outsiders’ perceptions of Watertown’s schools: While DCI touched on the city’s schools 

briefly in its survey of skilled professionals living in the Milwaukee to Madison corridor and beyond, we recommend 

that the city partner with other organizations as needed to potentially implement a more detailed perception survey 

about the community’s schools in order to more fully understand where there are gaps. This survey should also aim 

to uncover what sources of information are most influencing perceptions about the area’s schools, including specific 

online sites, such as GreatSchools.org and others. 

  •  Partner with schools and other organizations to support their efforts in educating the local community about all 

of the incredible successes and achievements at the area’s schools. Not surprisingly, in WUSD’s Watertown Unified 

School District’s 2015 Watertown Community Survey, non-parents were generally less satisfied overall with the 

district, likely because they aren’t aware of all of the great things going on at the schools. While 81% of parents were 

satisfied or very satisfied with the district, only 61% of non-parents were satisfied or very satisfied. We’d like to see 

this 20-point gap closed as much as possible (as we’re sure the school district would, too!). The WUSD survey also 

indicates that non-parents would most like to get information about the school in the Watertown Daily Times and 

on the school and district websites. While we believe these are great communication channels, many of the schools 

are also posting their proudest accomplishments via social media channels and other communication avenues that 

are more easily shared with a broad audience, so we encourage citizens to “follow” these outlets, so they can keep 

up with all of the excellent things happening at the schools. We also recommend that the branding and marketing 
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subcommittee continue brainstorming new ways that the city and other organizations can partner and support the 

area’s schools in showcasing their accomplishments and achievements to the entire city, particularly those residents 

who don’t currently have children attending area schools.

  •  Launch a concerted campaign to change regional perceptions about Watertown’s schools. Many parents get 

information about K-12 schools from online research and via word of mouth as they are looking to potentially move 

to a new area. The importance of what Watertown residents say about the city’s schools - both in person and online – 

cannot be underestimated. The city and its partners should make a concerted effort to share positive ratings, rankings 

and accomplishments taking place at the city’s schools via its social media channels and other outlets. As part of 

this branding and marketing effort, we also recommend that the city and its partner organizations, including schools 

and their leaders, collaborate to encourage parents to post positive, but honest, reviews about the city’s schools on 

influential online outlets, such as GreatSchools.org and others. 

  •  Showcase major accomplishments of the city’s schools through marketing collateral, testimonials and other means. 

The city and partner organizations should work with schools to gather accomplishments for which each of the schools 

is proud and turn these into a brochure or create content for the city’s website. We’ve gathered a few of these kinds of 

facts below based on background from WUSD, which has already done a great job compiling this kind of information in 

its presentations. In addition, the city and schools should look to find student and alumni ambassadors for the schools, 

who can share positive messages about their Watertown education, perhaps via video and social media.
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   >  Watertown High School took 1st place in the SkillsUSA National Competition in 2012, the first time in more than 

40 years of the competition that a high school team from Wisconsin took home the gold medal in Automated 

Manufacturing Technology (this accomplishment resulted in numerous positive stories locally and regionally, and as 

companies try to find top manufacturing talent, this type of story is an excellent testament not only for parents, but 

also companies);

   >  SkillsUSA team member John Brebeck was the first student at the competition to ever receive a perfect score in 

turning a drawing into a three-dimensional model using a computer program;

   >  Watertown High School Technology Education teacher Jesse Domer has been both a Kohl Fellowship recipient 

and was named Teacher of the Year by the Wisconsin Tech Ed Association in 2013 (another testament to the city 

preparing a workforce for tomorrow with science, math, engineering and technology skills that will be so valuable 

to employers);

   >  WUSD has been recognized multiple years as a “Best Community for Music” by the National Association of Music 

Merchant;

   >  WUSD is one of the few school districts in Wisconsin to offer Project Lead the Way, a pre-engineering program, 

beginning in middle school;

   > Watertown’s overall accountability score and rating puts it ahead of several regional schools;

   > WUSD has won just one fewer Herb Kohl Fellowship than Oconomowoc; 

   >  Watertown has among the largest number of parochial schools per capita in the state and has a large diversity of 

comprehensive school choices as a result.

 8.  Capitalize on Watertown residents’ enthusiasm for outdoor recreation and running events with the new “Opportunity 

Runs Through It” tagline

   Given that Watertown’s new tagline lends itself so well to a running theme—and that Watertown is a community that 

clearly enjoys outdoor recreation and running, with at least seven 5K races every year,  the City of Watertown should 

explore partnering with local organizations that are putting on running and outdoor events to showcase the new brand 

and tagline. The city should also look into developing the “Opportunity Runs Through It” 5K and duck race for one of 

the months that doesn’t currently have a race (Labor Day might be ideal, since many families living in the region may 

come home to the area) to promote the new brand, and partner with other sponsors to raise money for a specific cause, 

potentially K-12 education or scholarships. Watertown clearly has a very strong running community, and as part of this 

race, the city could give out branded sweatbands, bandanas, water bottles, t-shirts, reusable bags and other running 

gear. In conjunction with the 5K, the city could hold a rubber duck race on the river, incorporating this element into the 

fundraiser for a specific charity or cause. 
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 8.0 Measuring Success and Adoption of the Brand

  One of the most critical elements of any city branding and marketing effort is measuring the success of the initiative 

and then sharing the campaign’s milestones and achievements with the community, key stakeholders and partner 

organizations throughout the area.

  For the city of Watertown, increasing residents’ pride and attracting talented professionals to the community are two 

of the key desired outcomes of this marketing project that were identified during the process. With these goals and key 

demographics in mind, the measurements suggested below are a list of many of the best practices identified by our firm 

for assessing the success of a new brand to determine to what degree local residents, stakeholders and partners are 

adopting the brand, sharing its key messages and changing their perceptions. These recommended analytics also allow 

the city to measure changes in the opinions of skilled professionals living outside the community who may now be more 

receptive to considering Watertown for their next relocation.

 Local Surveys: 

 •  Residents: One year after the brand has launched, we recommend that the same (or very similar) residential survey that 

was conducted online in April 2015 and May 2015 be conducted again. Under the current timeline and launch plan for 

the brand, this could be repeated after Riverfest 2016 takes place to determine if the value proposition, key messages 

and likelihood of residents recommending the city as a place to live, work and visit has changed in a positive direction. 

Residents should also be asked about the first word that comes to mind when thinking of Watertown – and Watertucky 

should have moved much further down the list if the city’s efforts have been successful. In addition, residents’ rating 

of their perceptions of pride in the community should have increased, along with the perception of how well the city is 

marketing Watertown ranking. Residents can also be asked in open-ended questions for big ideas to embed the brand 

further into the community.

 •  Employers: Because the branding and marketing effort will focus to a large degree on attracting and retaining a skilled 

workforce, the city of Watertown could also partner with WEDO and the Chamber to survey local employers to better 

understand how the brand is affecting their labor pool and attitudes toward living and working in the city. To measure 

this value, a survey could be conducted prior to the soft launch of the brand, and then repeated one to two years after 

the launch of the brand, to see if employers are more easily able to convince candidates to move to Watertown or find 

employment in the community. The City of Watertown and its partners might also periodically check in with major 

employers to gather anecdotes of how the city’s new brand has helped them with their recruitment needs, including the 

use of branded brochures from the city and other marketing collateral designed to tout Watertown’s assets.

 •  Partners/Stakeholders: Given that the city’s partners and key stakeholders are more closely attuned to the city’s 

branding and marketing efforts, we also recommend developing a survey specifically for this group to mark how well 

this group has adapted and adopted the brand, its key messages and championed the community’s marketing efforts. 

This kind of survey can build on the earlier stakeholder survey that was conducted and be implemented six months to a 

year after the brand is launched, as early as February 2016. Two key questions to focus on in this survey are community 

pride and how well stakeholders think the city is doing in marketing the community and its assets – we would expect 

both of these numbers to have risen. We also recommend that this survey include open-ended questions, including calls 

for ideas from this group to put the brand into further action and other innovative marketing suggestions. 
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 Target Market Surveys

 •  Skilled Professionals in the Madison-Milwaukee Corridor: In order to assess whether skilled professionals attitudes 

toward the City of Watertown have changed, we also recommend conducting a survey of skilled professionals, including 

similar questions to those used in the survey that was implemented in March 2015 to April 2015 among educated 

professionals living in the Madison and Milwaukee metro regions, with a special focus on Milwaukee-area residents. We 

recommend the city conduct this survey two to three years after launching the campaign – and periodically every few 

years thereafter. When asked about the first words that come to mind when thinking of the city, we would expect to see 

more words from of the city’s value proposition. In addition, we would expect that this group would rank some of the 

key messages higher in the characteristics that this group most associates with the community, particularly with regard 

to K-12 education.

  Focus Groups: 

  Less tangible, but equally important, we believe a successful brand and marketing campaign will help Watertown achieve 

some of its long-term goals to truly become known as a place where opportunity flows, including a revitalized downtown 

that has enough momentum to build on its past successes. We recommend that the city measure some of these 

qualitative changes in attitude, particularly from those heavily invested – or looking to invest - in the downtown area, by 

hosting focus groups with downtown business owners and potential downtown business owners to assess if the city’s new 

image has had a positive impact on their perceptions, their companies and downtown redevelopment. These focus groups 

could include 5-10 business owners, taking an hour to ask roughly 10-15 questions of them surrounding perceptions of the 

city that can then be compared year over year.

 Google Analytics: 

  A community’s website is one of the most important elements a city can use in tracking its success in branding and 

marketing. In the previous sections, we outline numerous marketing tactics that we suggest the city adopt – and strongly 

encourage Watertown to consider using the community’s URL in everything it does in order to drive traffic to the website. 

This is one of the most reliable and accurate ways of measuring the success of your marketing tactics, particularly with 

regard to concerted initiatives or major events. We recommend that Watertown begin monitoring its website traffic as 

soon as possible, if the city isn’t already doing this, preferably through Google Analytics, keeping tabs of monthly visitors. 

The city should do this to get baseline data on how frequently people are coming to the site, where the traffic is coming 

from (both geographic location and referral sites), what pages people are visiting and other relevant data. Once the city 

launches the new brand and website, the city should continue carefully tracking this information via Google Analytics, 

paying particular attention to where traffic to the website is originating from, especially from the Milwaukee metro region, 

where we’ve indicated the city should concentrate most of its efforts. If the city also develops a digital welcome kit, the 

website should include a “gated” download, which means people will need to provide some of their information to access 

it (we recommend keeping this simple: name, email and current location), so the city can track these requests and follow 

up where appropriate. 

 Social Media: 

  If the branding and marketing initiative is successful, we would expect to see an increase in the number of followers for 

the city’s social media channels, an increase in the number of posts that are shared, an increase in the use of the hashtags 

the city identifies and encourages people to use, and a growing number of beautiful images of Watertown being posted 

on social media channels and coming up when a search on Google is performed. Increases in social media followers and 

traffic can be a great measure of year over year success for branding and marketing campaigns.
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 Yearly Assessment of Brand Inventory: 

  At the outset of this branding effort, in one of the first meetings of the branding task force, we suggest that the city make 

a comprehensive list of all of the areas that the city should consider branding, prioritize them, and then keep track of 

the progress made against this list, as a measure of successful implementation. New areas can be added each year, but a 

running tally of all the pieces should be kept track of to report back on the adoption of the brand. Each year, the city can 

report that it branded, for example, 10 of 100 areas that were suggested to be branded, with a total of 50 areas branded 

to date, to showcase its progress and wise use of the city’s budget.

 Media Placements: 

  After the brand launches locally and regionally, we suggest that the city keep track of any media placements in the 

region mentioning the new branding effort. In addition, if the city also launches a media relations program with partner 

organizations, such as WEDO and the Chamber, we recommend the city track these placements. If the city is effectively 

telling its story, we would expect there to be more coverage of Watertown in both Milwaukee and Madison media channels.
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9.0 CONCLUSION

Working with the City of Watertown has truly been an honor and a pleasure for our 

firms. Over the course of our nearly six-month partnership with the city, we have 

gotten to see firsthand all that Watertown offers – and the incredible vision that the 

community’s leaders have for the region’s future.

The City of Watertown is at a pivotal moment, and we think the community’s 

time to shine is now. With the city’s strategic planning well underway, downtown 

redevelopment picking up momentum and several major business investment or 

expansion announcements on the horizon, Watertown is in an excellent position to 

capitalize on all of the progress being made by the city and so many of its leaders 

and  partner organizations.

As with many of the communities with which we work, Watertown’s biggest 

champions and largest detractors both come from within. It’s time for all of 

Watertown to come together – stakeholders, ambassadors and naysayers alike – 

and, as Kristen Fish of Redevelopment Resources notes in the quote above, shout 

from the rooftops about all of the opportunities in Watertown. 

We believe this brand and marketing plan offers Watertown the chance to do 

just that, providing the right messages, the right tools and the right strategies for 

getting everyone in the community who wants to be engaged on board with a 

common goal and mission. 

Community branding is never easy – and it will take years to accomplish – but 

we look forward to visiting Watertown again someday and taking a stroll down 

your reinvigorated Main Street, when businesses are thriving and the streets and 

sidewalks are bustling with activity. Opportunity really does run through it, and we 

are excited to see just where the community’s potential takes Watertown in the 

years and decades ahead.

“ The community has so much to offer, 

it’s time to shout it from the rooftops 

and really shine. Through the activities 

of the brand development initiative, 

WEDO and the city are partnering, 

along with others, to develop a 

signature the city can use to showcase 

its assets and amenities to businesses, 

residents and visitors.”

 Kristen Fish, Redevelopment Resources 

 (“ WEDO Speaks” column in the 

Watertown Daily Times, Sept. 2, 2014)


