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Branding Commission 

§ Emily McFarland, 1st District Alderperson, Branding Committee Chair
§ James Romlein, 9th District Alderperson, Co-Founder Branding Committee
§ Jaynellen Holloway, City Engineer, City of Watertown
§ Julie Olver, Marketing Manager, Watertown Economic Development Organization
§ Susan Dascenzo, Executive Director, Watertown Area Chamber of Commerce, 

Main Street Program and Tourism
§ Tina Crave, Vice President & Chief Experience Officer, UW Health Partners 

Watertown Regional Medical Center
§ Joy Caine, Director of Marketing and Sales, Marquardt Village
§ Nate Salas, President, Partnership Bank
§ Cassandra Schug, Superintendent, Watertown Unified School District
§ Dennis Vanden Heuval, Bethesada



The Branding Process
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Marketing Blueprint Flowchart

April 15 –
June 5

March 15 –
May 15

January 15 –
March 15 



Methodology

§ 75+ stakeholder 
interviews conducted

§ 67 responses from 
stakeholder survey

§ 485 responses from 
community survey

§ Review of background 
materials and reports 
from a variety of sources

§ 90+ responses from 
“familiar” skilled 
professional survey

§ 300+ responses from 
skilled professional 
survey 

§ A review of articles and 
rankings

An Inside Look An Outside Look



How Do Stakeholders, 
Residents and Outsiders Perceive 

Watertown?
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Stakeholders’ Perceptions



Community Perceptions



Outsiders’ Perceptions



Image Attributes of Watertown

Rank Attribute
1 High quality K-12 schools
2 Excellent quality of life
3 Small town values focused on family and fellowship
4 Plentiful outdoor recreational opportunities
5 Plentiful local job opportunities
6 Low overall cost of living, including housing
7 Redeveloped downtown with local shopping and dining options
8 Opportunities to be involved in the community
9 Interstate accessibility
10 Access to two higher education institutions

On a scale where 1 is most important and 10 is least important



Outsiders’ Characteristics Associated 
with Watertown
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What Can Watertown Be Known For?
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Target Audience for Brand

§ Local
§ Increase local pride
§ Change regional misperceptions (education)

§ Outsiders, such as future residents
§ Focus largely on Milwaukee to Madison corridor
§ Give professionals a reason to move to 

Watertown
§ Business

§ Elevate profile for regional businesses in 
Wisconsin and Illinois



Three Recurring Themes

§ 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

§ 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.

§ 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.



The City of Watertown’s 
Value Proposition/Brand Promise

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.



Watertown Brand Development



Logo Inspiration
Octagon House Bridge Elements

Architectural Heritage Architectural Elements





Strong foundation 
“W”

History, faith 
community, 
architecture

Human figures,  
arms raised 
toward “potential”

Bridge, river, connections





Accomplishments

§ Engaged community through Market Research
§ Share with community groups
§ City department buy-in and mentoring
§ Riverfest launch: sidewalks, flags, branded clothing
§ Website updates
§ M2N bags
§ Budget and 2016 Plan



2016 Watertown Branding Plan

§ Welcome Signage
§ Social Media
§ All City web pages
§ Letterhead – uniform for all departments
§ Logo visibility – City Hall interior and exterior signage, 

vehicles, uniforms



How Can I Get Involved?

§ Like our Facebook page
§ Social media participation

§Display the brand at your place of business.
§Purchase logoed apparel for your team.
§Partner with us on Welcome signs
§Add “Watertown – Opportunity runs through it” 

to your email signature.


