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With the reopening of the Herbert Hoover Presidential Library and 
Museum, Main Street West Branch is looking to expand its outreach 

and increase awareness of unique downtown offerings. 
We aim to: 
• Convert regional visitors and historically driven tourists into active 

supporters of local businesses 
• Capitalize on consumer passion for shopping local 
• Highlight amenities offered in Main Street West Branch 
• Show regional audiences why Main Street West Branch is the 

ideal day-trip destination 

Introduction 
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Key 
Messages 

A charming, welcoming community; close to local cities; 

affordable and friendly local businesses are the perfect 

distance for a Saturday visit 

Close-Knit and Close By 

A rich history from Hoover, Quakers, and the Underground Railroad; 

beautiful historic buildings downtown are thriving with new dining 

and retail; town values connect to history  

Living History 



Strategy 

Stories of town history, business owners, and day-trip visitors 

Social Media Storytelling 

Improving signage to connect town history and show we’re 

open for business; improving what visitors see at first glance to 

entice them into local stores; walking tours to guide people 

through downtown 

Curb Appeal & Wayfinding 

Seeking collaborations with media in the surrounding areas and 

encouraging positive reviews and other visitor content 

Earned Media Beyond Local 

Stakeholder Collaborations 

Collaborative events or pop-ups from businesses, working 

together, to bring day-trippers to town; reposting to build 

connections among businesses 



Main Street 
West Branch 
Olivia Vald, Josh Studer, Tyler Horn, 
Alexandra Mielke, Sydney Walters 
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Goal 1: Build a centralized, sustainable communications system 
consistent across social, email, and events that balances all four Main 
Street pillars: economic vitality, design, promotion, and organization. 

Goal 2: Increase engagement with diverse visitor audiences (Gen Z, 
families and millennials, and heritage travelers 65+) through 
redesigned itineraries and audience-specific content. 

Everything we built this semester connects back to one of these two goals. 

Goals + Intro 



Objectives 
• Objective 1 — Systems: Implement a year-long communications calendar that 

consistently covers all channels and reflects all four Main Street pillars. 

• Objective 2 — Engagement: Increase tourism content engagement across Gen Z, 

families/millennials, and heritage travelers through redesigned itineraries and 

tailored promotion. 



Daily Iowan Story 



Deliverables 

Four refreshed audience-specific tourism guides for visitors to 

West Branch 

Itineraries 

A full year of planned content plus an interactive digital calendar 

Strategic Content Calendar 

A how-to for maintaining the system long-term 

Best Practices Guide 



Itineraries Overview 

• Each itinerary is built around a Saturday 
visit and targets a specific audience. 

• They share core downtown stops but 
are framed and voiced differently, so 
the same trip feels distinct depending 
on who's reading it. 

WEST BRANCH 

CHOOSE YOUR OWN 

ADVENTURE 

MAIN STREET 
MINI DAY ON 

WEST BRANCH 
DISCOVER HISTORIC 

EDIT 
THE MAIN STREET 

Four itineraries. 

Three audiences. 



Itineraries



Choose Your Own 

Adventure 

A modular, open-ended itinerary with 
three tracks (Shop Local, Eat Local, 
and Explore Local) each with its own 
QR code linking to the full guide for 
that category. 

Designed as a flexible handout for 
visitors who want to self-direct, and 
as a shareable asset that works 
across all three audience segments 
without needing to pick one. 

Print Out Digital 



Instagram Reels - Individual Story Highlights on Itineraries 

Mini Day On Main The Main Street Edit Discover Historic West Branch 



• Covers May 2026 through May 2027 across 
Instagram, Facebook, and email. 

• Built around a fixed weekly skeleton (same 
content type, same week, every month) with 
eight content buckets tied to MSWB's strategic 
goals. 

• Every event follows a three-phase arc: pre-
event promo, live day-of coverage, and a recap 
within 48 hours. 

Strategic Content Calendar 



Guide Images



Interactive Calendar: Calendar View 



Interactive Calendar: List View 



• Purpose & Use: Create a consistent, unified voice across all external communications, guide 
onboarding, social media, press releases, and storytelling 
⚬ Brand Pillars 

￭ Events (promotion lifecycle), Mission Education (impact + advocacy), Giving Society 
(donor engagement), Volunteers (recruitment + recognition), Destination Marketing 
(“Eat, Shop, Explore”), Sponsors (visibility + relationships), and Storytelling (history + 
community pride) 

• Target Audiences 

⚬ Day-Trippers (18–24) → budget-friendly, social, experience-driven 
⚬ History Buffs (55+) → education, authenticity, weekend travel 
⚬ Families/DINKs (28–42) → memory-making, convenience, kid-friendly 

Best Practices Guide 



• Brand Voice 

⚬ Authentic, inviting, collaborative, witty (but respectful) 
⚬ “Vibrant small-town guide” tone 

• Tone by Context 

⚬ Advocacy → passionate, impact-focused 
⚬ Fundraising → gratitude-centered, story-driven 
⚬ Informational → clear, direct, helpful 

• Digital & Content Best Practices 

⚬ Lead with key info (Who/What/Where/When) 
⚬ Use active voice + SEO (“Historic West Branch,” etc.) 
⚬ Ensure accessibility (alt text, readability, mobile-friendly) 

Best Practices Guide: Voice, Messaging & Execution 



Conclusion & Next Steps 

Conclusion: Next Steps: 

• Built the centralized communications system MSWB has 
been missing — a year-long calendar, four audience-
specific itineraries, and an interactive digital tool ready 
for immediate use 

• Equipped the team with the organization and resources 
needed to hand off to an incoming marketing hire and 
keep momentum going 

• Created a foundation that connects every piece of 
content back to a strategic goal 

• Hand off all deliverables to Jessi and (potential) incoming 
marketing hire 

• Begin May 2026 execution using the calendar 
• Success looks like consistent posting across all channels, 

clear delegation, all four pillars represented in content, 
more traffic to itinerary and event pages, higher social 
engagement, and measurable growth from Gen Z and 
heritage traveler audiences 



Lou’s Story 

Video file disabled for upload 



Herb N’ Lou’s 
Mackenzie Fenwick, Ella Ostermann, 
Koby West, Elizabeth Smith 
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Teri’s Story 

Video file disabled for upload 



Goals & 
Deliverables 

• Goal 1: 
⚬ Increase foot traffic in Herb N’ 

Lou’s for all age groups 
• Goal 2: 

⚬ Position Herb N’ Lou’s as a 
staple pizza place in the Iowa 
City area 

Deliverables: 
• Brand guide 
• Graphics & templates  
• Content calendar 
• Website 
• Photography 
• Social media 



Website 

https://www.herbnlous.com 

https://www.herbnlous.com


Text 

Branding 

TYPOGRAPHY 

Impact 

Subheading Montserrat 

Open Sans 

Alternative heading 

Heading 



Branding 

#F5A623 #1D1D1 

D 
#E08E1B#1A0E0B 

#FFD166 #FFF1CC #F8F4E8 

#7A0C0C #C11212 

IMAGERY STYLE 

• Food-focused, product 

placement 

• Human-focused, “regulars” 

storytelling 

• Behind-the-scenes 

• Event promotion 



Graphics & Templates 



Graphics & Templates 



Content calendar 

MAY 

2026SUN MON TUE WED THU FRI SAT 

Content 

Type 

Content 

Type 

Static Photo 

Video 

Graphic 

Special 

Herb N’ Lou’s Monthly Social Media Content 

Static 

Photo 

Video 

Graphic 

Special 

18 

11 

25 

04 

19 

12 

26 

05 

13 

20 

27 

06 

14 

28 

21 

07 

15 

29 

22 

08 

01 

16 

30 

23 

09 

02 



Photography 

Images should be edited in Lightroom using Herb 
N Lou’s preset. Content creators will have access 

to the preset file to edit new photos. The file 
contains the preset and a How-to Guide. 



Social Media 



Conclusion 
& Next Steps 

Conclusion: 
• Herb N’ Lou’s is ready to 

grow its presence and 
welcome more guests 

• With the deliverables, a new 
chapter is unfolding 

Next Steps: 
• Working with a local artist 

to revamp the art outside 
as well as the space itself 

• Hiring a local person to 
manage the social media & 
website with the current 
manager 

• Utilizing the brand guide 
to expand reach 



Main Street 
Sweets 
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Jasmyn Tran, Claire O’Donnell, 
Kiersten Mann, Jordan Luebchow 



Steven & 
Jessica’s Story 
Key Messages: 

• Locally owned by lifelong residents 

• Community care & involvement 

• Quality products with reasonable prices & 

tradition 

• Family operation 

• Hometown pride 

Video file disabled for upload 



Goals 

Goal 1: Create an overall consistent branding for 

MSS that they can utilize across all channels and 

have a recognizable look. This includes logos, 

fonts, color schemes, and style. 

Goal 2: Increase awareness and engagement by 

showcasing both their ice cream and homemade 

food creations, while sharing their story to attract 

visitors from surrounding areas. 



• Photo gallery of store/menu 

items/specials 

• Content calendar 

• Recurring post templates 

• Short-form owner story video 

• Best practices guide & inspirational 

materials 

Deliverables 



Content Calendar 

• Centered around Instagram and Facebook 

• 3 posts a week, 1 story repost, 1 biweekly 

reel 

• Includes time of day to post to maximize 

engagement 

• Set schedule every week 

• Includes caption and post examples 

• Interactive calendar 



Main Street Sweets



Sample Specials



Templates 
• 6 easy and ready-to-use templates 

• Easily interchangeable for different products 

• Follows branding guidelines 

• Pie specials/ice cream specials/weekly 

specials/deals 



Video 
Content 

Video file disabled for upload 



Best Practices & 
Materials 

• Provide information on how to 

post/what to post 

• Similar businesses with strong 

content to take inspiration from 



Ready - to - Use 
Posts and Captions 
• Mock posts created for 

inspiration/use 

• Pre-made captions for copy 

and pasting 

• Speeds up the content 

creation process while 

ensuring a variety of 

content 



Conclusion & Next Steps 

• Highlight the various offerings and 

specials MSS has to offer by utilizing 

their new branding package on socials 

• Create a consistent posting schedule 

to increase engagement and ease 

stress 

• Implement the Best Practices & 

Inspirational Materials to produce 

authentic and personalized content 



Izzy’s 
Treasures 
Anna Jermano, Sydney Libert, Grace 
Westergaard, Camryn Ward 
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Manda’s Story 
• West Branch native who returned to raise her child 

here and build her business in downtown WB 
• Brick & mortar since 2018, but story extends much 

longer than that (2008) 
• Has struggled to differentiate and prioritize Clean 

Living brand amoung 28 different merchants 
• Foundational storytelling piece to be used across all 

platforms as an introduction to Manda and the 
Izzy’s Treasures brand 

Video file disabled for upload 



Goals & 
Objectives 

Effectively reach current customer pool and keep them coming 

back 

Goal 1 

Reach new customers/followers and become known as an inclusive 

and safe space for people to shop, craft, and learn new things 

Goal 2 

Increase engagement on Instagram, TikTok, and Facebook by 10-

15% (statistics gathered from Meta Business suite) and increase 

event attendance by 5-10% by improving posting consistency and 

creating trend-driven content that aligns with owner’s mission to 

promote inclusivity 

Objectives 



Deliverable 
Overview 

Quarterly newsletter template designed to engage and retain 

your existing email audience. 

Newsletter 

Evergreen short-form content that highlights Izzy’s Treasures and 

drives ongoing engagement. 

Short-Form Video Content 

Comprehensive brand guide paired with social media best practices, 

an in-person tutorial, and cost-effective asset management guidance. 

Brand Guide & Best Practices 



Newsletter 
(Quarterly Template) 

• Branded, reusable email template aligned with Izzy’s 
Treasures’ visual identity 

• Structured for promotions (both vendor and clean 
living line), events, merchant highlights, and hours 
of operation 

• Clear CTAs to drive store visits and event sign-ups 
• Built to integrate with existing email list and grow 

with Izzy’s Treasures’ audience 

⚬ MailChimp as distribution platform 
⚬ Loom video tutorial 



Brand Guide 
• Includes a brand strategy overview, core values, logos, 

an updated color palette and typography system, and 
some example graphics using new assets 

• Establishes a clear and consistent look with colors, 
fonts, and overall style 

• Defines a voice that feels inclusive, creative, and true to 
the Izzy’s Treasures brand 

• Helps balance personal presence with business 
messaging (and Manda is the brand!) 

• Meant to give Izzy’s Treasures a simple, reliable 
reference for future content and decisions 



Social Media 
Best Practices 
• Detailed best practices guide for Facebook, Instagram, 

and TikTok with 11 research-backed recommendations 
• Includes an analysis of effective post elements with clear 

examples of current post strengths and areas for 
improvement 

• Content calendar (May 2026 - December 2026) with post 
ideas tied to events, seasonal trends, and new assets 

• Provided an in-person tutorial demonstrating how to 
apply best practices 



Screenshot 



Content calendar



Short - Form Videos 

ASMR Perfume Bar ASMR Bath Salts Bar Shop Tour Product Generator 



Conclusion & Next 
Steps 

Conclusion: Next Steps: 

• This work establishes a clear, consistent 
foundation for how Izzy’s Treasures shows up 
both in-store and online 

• With stronger structure and tools in place, social 
media can feel more manageable and more 
effective 

• Implement quarterly newsletter to stay 
connected with audience and promote events 

• Continue using stories and creating short-form 
content/static posts using best practices guide 

• Encourage merchants to participate in content to 
expand reach and visibility 

• Explore a possible partnership with Adler 
Agency/student org 



Shop 121 
07 

Andrea Arce, Natalie Miller, 
Sophie Reed 



Lisa’s Story 

Video file disabled for upload 



Main Goal & 
Objectives 

Goal: Build awareness of the Shop 121 West 

Branch Store 

Objective 1: Build awareness of Shop 121's brand 

and clothing offerrings to a new audience of 

customers in West Branch through enhanced 

content targeting 20-30-year-olds. 

Objective 2: Increase foot traffic from day-tripper 

strategy in Main Street West Branch by 

integrating Shop 121 into the organization’s 

social media and events. 



Deliverables 

• Photo gallery of store/products/events 

• Content Calendar 

• Storytelling collaboration post with Main 

Street West Branch 

• Secure placement in an upcoming Main Street 

West Branch event 

• Develop Google Review Initiative and 

accompanying materials 

• Best Practices Guide 



Photo Gallery 



Content 
Calendar 
Examples 



MSWB 
Event 
Promotion 



Google 
Review 
Initiative 



Best 
Practices 
Guide 



Conclusion & 
Next Steps 
• Continue to highlight products in the store that are 

desirable to younger women 

• Use the Best Practices Guide to advise content 

creation moving forward 

⚬ How to make reels 

⚬ How to best photograph products 

⚬ Lean into trends 

• Showcase the personality of the brand and continue 

developing brand voice online 



By highlighting compelling local business stories and 
appealing to day trippers across the three key 
demographics through consistent and engaging social 
media content, Main Street West Branch can capitalize 
on the Herbert Hoover Presidential Library and 
Museum re-opening and attract new and returning 
visitors to the warm and welcoming downtown. 

Conclusion 
08 



Thank You! 
JMC: 4135 

Main Street West Branch 
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