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When you're 
here, you're 
home.
Generational family tradition 

Baseball field and recreation 

Musical reputation 

Affordable local business opportunities 

Brand Logo & Tagline



Vision Statement
Mason City’s Historic North End is a welcoming, creative, and hands-on 

community ideal for raising a family and owning a business. 

Vision Statement



fullertonbotanic.com

Take pride in and promote 

local business efforts. 

Current Business 
Owners 

Summary of 
Deliverables

There is history worth 

preserving and an economy 

worth investing in. 

Future Business 
Owners

The North End is a key 

component of Mason City as a 

whole, with events and 

businesses worth venturing to. 

Local Residents 
(Other Areas of MC) 

Summary of Deliverables

Logo, Brand & Blendcard Promotional Video Magnet & Brochure

Mason City Dog Park



Magnet & Brochure



Menu Footer

Proud North End 

Business Owner 

Since 2017



Storefront Window Poster



Facebook Cover & Profile Photo 



Blendcard

Coupons, gift cards, & loyalty 
rewards to all local businesses 
loaded on a single BlendCard 

Free to join



Promotional Video



Desired 
Outcomes

The brand & logo grows with the 

community long-term, while encouraging 

new businesses to fill open properties and 

better incorporating the North End into 

Mason City's overarching image. 

 

Desired Outcomes



MASON CITY'S 
NORTH END

M A R K E T I N G  I N S T I T U T E

R E - B R A N D I N G  A  C I T Y  S T A P L E

Presented  by  Michael  Hoffman ,  Victoria  Hunger ,  

Madeline  Lindquist ,  Reese  Vedder ,  & Christian  Williams



OUR TEAM



THE CHALLENGES
Our team visited Mason City on
February 28th, 2018. We met with
two business owners from the North
End District,  Steve & Tom and asked
them to outline some of the
challenges facing the North End: 

Mason City being unable to
retain young adults
Negative/Pessimistic Outlook
Misrepresentation
Abandoned Buildings 

C U R R E N T  S I T U A T I O N  



C U R R E N T  S I T U A T I O N

THE STRENGTHS
We derived some important internal
strengths during our meetings and
visit to the North End District that we
feel can be capitalized on: 

Community Driven
Strong Public Education
Growing Healthcare System
Incentive Programs
Hard-Working People



OUR GOALS
1.  Make Existing Citizens
Happier 

Clean up days
Improve communication between
government and business owners
Business branding program

C U R R E N T  S I T U A T I O N  

2. Attract and Retain
Millennials/Generation Z 

Partner with NIACC
Music festival 



T A R G E T  M A R K E T



T A R G E T  M A R K E T



BRAND VISION STATEMENT
To create a fun and inviting 
community that appeals to people of 
different demographics by 
personifying the neighborhood and 
giving its residents a sense of 
community in order to promote 
growth and prosperity for the North 
End District.



B R A N D  I D E N T I T Y





BRAND  I D EN T I T Y



W 
E 
B 
S 
I  
T 
E

AB  P ENS

https://youtu.be/P_652pirVeQ


B U I L D I N G  T H E  N . E . D .  
C O M M U N I T Y

BUILDING THE 
N.E.D. 
COMMUNITY
Our Ideas: 

Community Service Day
Farmers Market
City 5k
Taste of the North End
Music Festival
NIACC Partnership



B U I L D I N G  T H E  N . E . D .
C O M M U N I T Y

Programs 
Auto Service Technology
Marketing
Accounting
Graphic Communications
Business Technology 
Specialization
Arts
Building Trades
Business Management
Entrepreneurship and 
Small Business 
Management
Finance

Blue Heron Bar & Gril l
Karate Go-Ju-Ryu
Stafford Clock & Watch Co.
Little Chicago Pizza
Mason City Auto Sales 
Ames Photo
Allen Insurance
Kozy Korner Bar
Barts Auto Body and Frame
Stebens Childrens Theatre
Demaris Construction
Cobweb Corners Antiques

Businesses

NIACC 
PARTNERSHIP



TASTE OF THE
NORTH END
PREPARATION
Steps: 

Pitch N.E.D. stickers to local
businesses
Launch website
Print advertising promotions
for Taste of the North End
"N.E.D" Float in the North
Iowa Band Festival

RO L L - OUT  P LAN





RO L L - OUT  P LAN

HOW WILL WE 
IMPLEMENT?

Taste of the North End  
(N.E.D. DAY): 

Put up stickers in store 
fronts
Unveiling snapchat filters
Birth of N.E.D. - 
implementation of annual 
N.E.D. day
Get to know your 
neighbors
Take pictures for new 
N.E.D. portrait 





THE  NEW  N . E . D .

The 
New 

N.E.D.

Snapchat Filters
We are N.E.D.
Good People, Easy Living
Website
Community Service Day
Farmers Market
City 5k
Music Festival 
NIACC Partnership 
Taste of the North End
N.E.D. collage

Our brand 
strategy...



Evolution of N.E.D

ew businesses  N 
E 
D

ngage community 

evelop relationships



THANK YOU! 
Questions?



MASON CITY NORTH 
END REVITALIZATION

Sam Danielson, Austin 

Isaacs, Catherine 

McLaughlin, Becca Meyer, 

and Michele Siamis



AGENDA

1. Issues Found & SWOT Analysis

2.Brand Vision Statement

3.Community Identity Initiative

4.Target Market

5.Fight the “Crime Stigma”

6.Create Unity with Businesses

7.New Events in North End

8.Initial Rollout Plan



ISSUES WE 
FOUND

• No major community 

identity

• Bad Stigma Regarding 

Crime

• Not “Family Friendly”

• Lack of business unity



Willingness for 
Change

Cars Coming From 
US Route 65

Visually Unappealing

Aging Demographics

Spread Out 
Structures

Vacant buildings

New Ice Arena

Community 
Volunteering

Clear Lake

Big Companies 
leaving

Crime Stigma

SWOT ANALYSIS

Opportunities Threats

WeaknessesStrengths



BRAND VISION STATEMENT

Our vision is to re-establish Mason City’s 

North End as an area that fosters 

creativity, local business growth, and 

community engagement.



COMMUNITY 
IDENTITY



TARGET MARKET

12%
14%

16%

11%
12%

15%

20%



THE FAMILY 
PERSONA

• Lower Middle/Middle 

Class Families

• People who want 

more time with 

children

• Children 5-14



YOUNG 
COUPLES

• Couples 21-35

• More disposable 
income

• Millennials focusing 
on jobs

• Can bring more 
youth to area

• Friends play a big 
role



SMALL BUSINESS 
OWNERS

• Understand the North End 

Community

• Experienced Economic & 

Societal Issues

• Positive Attitude

• Won't give up their dreams



CRIME REPORTS

▪ 122 crimes in Mason City in the 

last 6 months

▪ 14 crimes in North End District 

in last 6 months

▪ North End accounts for less than 

12% of crime reports



PERCEPTION IS KEY

• Areas that look rundown are seen 

as unsafe

• Easy Ways to Handle a Safety Stigma

• "NE Community Clean-Up Day"

• 1day a month, every 3 months

• Painting outside of buildings

• Get the speed limit changed



HOW TO HANDLE CRIME STIGMA

• Light deters crime

• Neon walls

• Attraction

• Stimulates conversation



MURAL 
MANIA



MASON CITY 
BUSINESS UNITY

• North End businesses 

struggle to compete

• Redesigning website 

would drive traffic



WEBSITE 
ROLLOUT PLAN

• Website Overhaul

• Currently isolated by 

type of 

restaurant/location

• Create Tab where 

businesses can advertise

• Specific “North End” tab

• Target tourists



COMMUNITY ENGAGEMENT CAN CHANGE 
THE IDEA ABOUT THE NORTH END



COMMUNITY CARNIVAL

• Monroe Park

• Get local businesses involved

• Blow up houses, face painting

• Classic carnival games

• Pie in the face with local officials



BUILD A BENCH

• Students paint benches & 

businesses sponsor benches

• Creates a family friendly area

• Develops a community/place 

to spend time

• Get art clubs, sports teams, 

music groups involved



CHALK A SPOT

• Businesses buy a parking spot

• Students decorate spot

• Creates a pedestrian mall

• Businesses can bring food trucks, 

games, samples to the event

• Allows businesses to interact with 

locals

• Locals see North End as a good area



BRANDING EXAMPLES



THE INITIAL 
ROLLOUT PLAN

Mason City Globe Gazette

• Front page story to help 
push out the branding 
initiative

• U of I has already utilized 
this source for MC Projects

01
Create Unity with North End 
and Downtown MC online

• Different than Historic 
Facebook page

• Twitter should be utilized 
for younger demographic

02
One page information sheet 
will be provided

• Will have an overview of 
the “real” North End and 
what it has to offer

• Can be used for online 
distribution, business 
distribution, and door to 
door advertising

03
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