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Introduction

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
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Close-Knit and Close By
A charming, welcoming community; close to local cities;
affordable and friendly local businesses are the perfect

distance for a Saturday visit

Key
M ess ag es Living History

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




Social Media Storytelling

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

Earned Media Beyond Local

Seeking collaborations with media in the surrounding areas and

encouraging positive reviews and other visitor content

Strategy

Stakeholder Collaborations

Collaborative events or pop-ups from businesses, working
together, to bring day-trippers to town; reposting to build
connections among businesses

Curb Appeal & Wayfinding

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
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Main Street
West Branch

Olivia Vald, Josh Studer, Tyler Horn,
Alexandra Mielke, Sydney Walters




Goals + Intro

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.
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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 lowan Story

Herbert Hoover Museum prepares to
reopen after major renovations

The updated museum and library are expected to boost tourism,
support local businesses, and reshape West Branch, lowa, as a
regional destination.

Madelyn Johnson, News Reporter

May 4, 2026

Kofoed said small businesses in West Branch have been eagerly awaiting the opening of the library, as the
hundreds of thousands of visitors passing through the town will provide an economic boom for the town.

The anticipation extends beyond just city officials. Students at the University of Iowa have been working
with Main Street West Branch, the downtown district for the City of West Branch, to position the town as a

potential destination for visitors once the library reopens.

Tyler Horn, a UI fourth-year student, has been working on a project highlighting West Branch as an
overlooked spot just outside of Iowa City, particularly for college students looking for a short getaway. The
reopening of the library is expected to serve as a key draw in that effort.

“We’ve been trying to position West Branch as a travel destination,” Horn said. “With the Hoover Library
reopening, it gives people a reason to come, and then hopefully they explore downtown and local businesses

while they’re there.”

Horn said the project emphasizes the town’s walkable Main Street, locally owned shops, and vintage stores

as attractions that could appeal to students seeking a low-cost day trip.

“A lot of students get stuck in their routines in Iowa City,” Horn said. “West Branch can be a small getaway;,

even just for a couple of hours.”




Itineraries
Four refreshed audience-specific tourism guides for visitors to

West Branch

Delive rable S Strategic Content Calendar

A full year of planned content plus an interactive digital calendar

Best Practices Guide

A how-to for maintaining the system long-term




Four itineraries.

Th di . MINI DAY ON
ree audiences MAIN STREET

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

* They share core downtown stops but £DISCOVER HISTORICG
are framed and voiced differently, so WEST BRANCH
the same trip feels distinct depending
on who's reading it.

CHOOSE YOUR OWN
ADVENTURE

WEST BRANCH




4+ MINIDAYON +

MAIN STREET

Tag amainstreetwestbranch to share
Saturday T

memories from your girls day!

Start at the visitor center

* Pick up ranger pamphlets, maps. and

Explore the Herbert Hoover National
Historic Site

« Walkk through the historic village
ieasy, stroller-friendly paths!
» See Hoover's birthplace cottage

10:00 am

Stop into White Pumpkin

« Best Jellycat assortment in town!
« Great spot for unique gifts

(> DISCOVER HISTORIC

WEST BRANCH

Tag @mainstreetwestbranch to share
memories from your day of exploring!

Grab some food and coffee from the Serving

Start your historic day at the Herbert Hoover
National Historic Site Visitor Center.

Visit the birthplace cottage of Herbert
Hoover

Walk through the restored Quaker
meeting house

Stop by Hoover's gravesite

4+ THE MAIN STREET+

Tag @mainstreetwestbranch to share
memories from your girls day!

Start your day with some caffeine. light
bites. and chit chat at The Serving Cafe!

Head over to White Pumpkin

e Stop by the Perfume Bar & find YOUR
scent

Walk to Cotton Creek Mill to check out their
quilts & kits or pop into Shop 121... they even
have West Branch Bears apparel!




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

CHOOSE YOUR OWN ADVENTURE

WEST BRANCH

MAIN STREET
5%’ WEST BRANCH

Digital

CHOOSE YOUR OWN ADVENTURE

WEST BRANCH

Tog @mainstrestwestbronch to share
memories from your doy trip ot West

Explore Local:

+ Discover all the rich history and
Herbert Hoover heritage West
Branch has to offer!

%E MAIN STREET
9% WEST BRANCH



Instagram Reels - Individual Story Highlights on Itineraries

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




Strategic Content Calendar

* 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

Communications Planning Brief

Interactive Calendars
Calendar View — Monthly grid, click any post for details

List View — Monthly cards with platform and bucket filters

155 13 14 8

Scheduled Posts Monthly Newsletters Annual Events Content Buckets




1. Purpose & Philosophy

This calendar solves a core challenge MSWEB named at the start: communications were happening, but they
were reactive, incongistent, and not strategically layered. Each post existed in isolation rather than as part of
a larger story.

The goal is a system that is consistent, purposeful, efficient, and layered. Individual posts compound over
time into a recognizable brand voice the community learns to expect and frust.

Thiz iz not a Nzt of things to pasl. Its a systam for telling the story of Maln Streat Wast Branch.

How post dates were chosen
Every date is based on four principles:
Event proximity — pre-event posts 1-2 weeks before; day-of is live coverage; recaps within 48 hours
Platform spacing — no two posts on the same platform on the same day, ever
Waeekly rhythm — the same content type in the same week every month
Audience attention — high-energy posts mid-week; evergreen content early or late in the week

2. The Monthly Cadence

The calendar has a fixed weekly skeleton. These posts happen every month, in the same week. The content
changes. The timing doesn't.

Week 1 — Mission & Impact

Maonday - 1G + FB Sels the tone for the week. Monday Is when pecple re-engage afler the weekend and
misslon content has space without compating with event nolsa. This post answars WHY
MSWE exisls — human and story-driven, not promational.

Week 2 — Small Business Spotlight

Wednesday - Instagram  Mid-week iz peak Instagram engagement. Instagram-only because the formal is visual
ly and personal. Thesa should feel like minl-documeantaries: 30-60 seconds, the ownear's
voice, something that makes you want to walk in.

g

Week 2-3 — Sponsor Recognition (13th—15th)

Around the 15th - 1G + Mid-manth keeps sponsors out of avent naisa, which clusters at the start and end of
FB avary manth. Conslstent, predictable placement |2 part of what you're salling whan you
pitch sponsorships. Shifts 1=3 days only when needed.

Week 3 — Giving Society + Destination Marketing

Monday + Wednesday -  The middle of the month is when audiences aren't distracted by event hype or

IG +FB and-of-month urgency. Glving Soclety conlant needs space 1o land — It's a longer ask.
Destination content is aspirational and visitor-facing. Both work best outside of event
nalse.

[

3. The Event Content Arc

Every one of MSWB's 14 annual events follows the same three-phase arc. This ensures events are fully
leveraged, not just announced.

Pre-Event 1-2 weaks before Day-0f the event itself Post-Event within 48 hours

FB Ewvert Page IG promo Reel Live Stories on MG + FB Day-of Reel Recap Reel (best moments)
Countdown posts Vendosactivity published Behind-the-scenes moments Community thank-you post Sponsor &
teasers Crowd and vendor coverage voluntesr callouts Attendance highlight

Why this structure works:

Pre-event posts build anticipation and drive attendance. The FB Event Page gets organic reach through
RSVPs.

Day-of content captures authenticity you can't recreate. It has to happen live.
Post-event recaps are your highest-reach posts. People who weran't there share them.

For large events (Summer Kickofl, Hoovar Days, A Ghristmas Past), the arc spans 3 weeks. For smaller avents
{Coffes & Collab, Ladies Might Out), f compresses o T week pre + day-of + recap.

4. Content Buckets

Every post belongs to one of eight buckets tied directly to MSWRBs strategic goals.

Events & Promo Mission & Impact
Dwrve attendance, announce events, documeant community Educates the community on MSWE's work and why it
moments. Evary event gats the full three-phase arc. matters. Runs avary Waek 1 — 13 posts building a

cumulative Impact picture.

Small Business Sponsor Recognition

Dirwe foot traffic downtown. Personal and epecific — a face, Fulfill commitments and make sponsors feel ssen. Runs

8 product, & story. Mot generic “shop local” graphics. mid-month evary month. Consistent delivery earns
renEwals.

Giving Seciely Destination Marketing

Grow mambership and retain donors. Always anchored to 8 Position Historic West Branch as a visitor destination.

recent community moment — never & standalone ask. Amplified year-round by the Hoower Muzeum re-opemning.

Volunteer Newsletter (Email)

Recruit and retain voluntears. Every spotlight includes a Monthly recap and preview for your most engaged

specific upcoming need — recognition and recruitment in supporters. Low-effort by design — pull existing content and

one. assamble.

5. Platform Strategy

Instagram Reesls, visual storyaliing, destination contant, small business features. Broader, younger
audienca. Visual-first — short and punchy.

Facebook Event Pages, longer caplions, community conversation, group sharing. Older community
mambers and event-seakers. Mora context is walcome.

Email Monthly recaps, donor and sponsar communications. Most engaged supporars only.
Conversational, cne clear CTA per issue.

The no-same-day-same-platform rule
Mo two posts go out on the same platform on the same day. Built into every date in the calendar.
+ Ppsting twice in one day reads as spam and is penalized by platform algorithms

Spreading posts across days extends your reach window — each post has time to surface before the
next goes out

When two things land on the same day, the less time-sensitive post shifts one day. Day-of coverage
never moves.

6. Key Strategic Decisions

Why monthly Each month has time-sansitive evants, spotlights, and CTAs. A quartarly newslatter |s
newsletters? stale before it arives. Monthly keeps MSWB top-of-mind year-round, and the lamplate is
low-aflon by dasign.

Why Hoover Museum The re-opening in July 2026 is a generational destination marketing opportunity.
year-round? Previewad in May\June, featurad In July, referanced through fall and winter. Every
destination post from July lorward has a natural Hoover Museum angle.

Why Giving Society Connected asks converl. Cold asks don'l. Every Giving Soclety post is anchorad to a
ties to events? recent community momeant while the emotional energy is slill high — nol dropped in as a
standalone fundralsing ask.

Why FB Event Pages 2  When someaone ASVPs, their friends see it aulomalically. Two weeks gives the algorithm

weeks out? time to surface tha event across the community's networks.
Why Sponsar Predictability is part of the valua. Sponsors can plan around mid-manth placement and
mid-month always? consistant delivery is what eams renawals. Shifts anly 1-3 days when neadad.
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Interactive Calendar: List View
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Best Practices Guide

* Purpose & Use: Create a consistent, unified voice across all external communications, guide
onboarding, social media, press releases, and storytelling
o Brand Pillars
m 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
o Day-Trippers (18-24) — budget-friendly, social, experience-driven

o History Buffs (55+) = education, authenticity, weekend travel

-amilies/DINKs (28-42) = memory-making, convenience, kid-friendly



Best Practices Guide: Voice, Messaging & Execution

¢ B ran d VOiCG Tone, Style, and Brand Guide ES?‘-_;-

Best Practices '

Main Street West Branch MAIN STREET

o Authentic, inviting, collaborative, witty (but respectful) WEST BRANCH

Introduction

o “Vibrant small-town guide” tone

Purpose: The purpose of this best practices guide is to create a streamlined, cohesive
workflow for Main Street West Branch's external communications. To best improve
° T b C t t social media engagement, create consistency between platforms, and employ a

0 n e y 0 n eX unified tone, it should be used as a guiding document for all of Main Street West

Branch's necessary external correspondence.

O Ad VOCa Cy % pa SSiOnate, im pa Ct_focused Use Case: Main Street West Branch's best practices guide should be used for:

Onboarding new staff members (including part-time and volunteers)
Quick references and refreshers on tone, talking points, and storytelling
Developing copy and materials for earned media engagement
Creating press releases

I

o Fundraising = gratitude-centered, story-driven

Brand Pillars: The brand and communications approach of Main Street West Branch

O I n fo rm a ti O n a I % C I ea r’ d i re Ct, h e I pfu | utilizes seven content pillars based on the organization's approaches to

volunteerism, community engagement, and events:

~ Digital & Content Best Pra Ctices Events (14 annually) ;r::cttlig;::iilarge festivals, seasonal events, and smaller recurring

Needs full lifecycle promotion: pre-event, live coverage, and
post-event storytelling

o) Lea d Wit h key i n fo (W h O/W h at/W h e re /W h e n) Mission Education SESQFQS:JE?&E MSWE's role in economic vitality and downtown

Lay the groundwork for impactful advocacy to ensure
local/state/federal funding
Share success stories, business support efforts, and measurable

o Use active voice + SEO (“Historic West Branch,” etc.)

Giving Society Ongoing donor recruitment and retention + Giving Society!
Clear messaging around impact and nead

o Ensure accessibility (alt text, readability, mobile-friendly) e
Volunteers Recruitment messaging tied to upcoming/ongoing needs

Recognition and appreciation content
Build a strong velunteer culture and sense of ownership

Destination Marketing | Position West Branch as a destination to “Eat, Shop & Explore.”
Highlight local businesses, experiences, and seasonal
opportunities

Encourage a “shop local” mindset




'

Conclusion & Next Steps

Conclusion: Next Steps:

* Built the centralized communications system MSWB has « Hand off all deliverables to Jessi and (potential) incoming
been missing — a year-long calendar, four audience- marketing hire
specific itineraries, and an interactive digital tool ready « Begin May 2026 execution using the calendar
for immediate use * Success looks like consistent posting across all channels,

* Equipped the team with the organization and resources clear delegation, all four pillars represented in content,
needed to hand off to an incoming marketing hire and more traffic to itinerary and event pages, higher social
keep momentum going engagement, and measurable growth from Gen Z and

* Created a foundation that connects every piece of heritage traveler audiences

content back to a strategic goal
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Lou’s Story

A

A B 2 :
What Makes Main Street
' ,

1

Video file disabled for upload
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Herb N’ Lou’s
Mackenzie Fenwick, Ella Ostermann,
Koby West, Elizabeth Smith




Video file disabled for upload



 Goal 1:
o Increase foot traffic in Herb N’

Lou’s for all age groups

 Goal 2:
o Position Herb N’ Lou’s as a

staple pizza place in the lowa

GOaIS & City area

Deliverables:

Deliverables * Brand guide

e Graphics & templates
Content calendar
Website
Photography
Social media




Website

https://www.herbnlous.com

EST.1988 =

West Branchq

"“r«(,' vy %Ww



https://www.herbnlous.com

Branding

TYPOGRAPHY

Heading Impact
Subheading —— Montserrat

Text —— Open Sans

Alternative heading

ANBICDNESRAGRHY

JICLINOP QR
STUWVWXYZ



Branding

IMAGERY STYLE
* Food-focused, product

placement

« . HFFD166 H#HFFFI1CC HFBF4ES8
 Human-focused, “regulars

storytelling

 Behind-the-scenes #7A0COC #C11212
* Event promotion



NAME§

THAT

9) 643-737




RSVP: (319) 643-7373

WHERE

HERB
&LOU’S

.

DATE
MONDAYS Ll

AT7PM




Content calendar

Herb N’ Lou’s Monthly Social Media Content

MON TUE WED THU FRI SAT

Content
Type

o Static
e Photo
* Video
* Graphic

Special

Content
Type

Static Photo

Video

Graphic

‘ Special




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.
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| Media

<{ herbnlouspizza

Herb N’ Lou’s Pizza

3 28

followers following

Good food, Good people & Good times + Est. 1988
Contact Us: (319) 643-7373
105 N Downey St. West Branch, IA

Following v Message

5y

@HERBNLOUSPIZZA




Conclusion
& Next Steps

Conclusion: Next Steps:

« Herb N’ Lou’s is ready to  Working with a local artist
grow its presence and to revamp the art outside
welcome more guests as well as the space itself

* With the deliverables, a new * Hiring a local person to
chapter is unfolding manage the social media &

website with the current

manager
» Utilizing the brand guide
to expand reach

5" 1. $5
. y STB CH 85

ILOVEPIZZA |
z,
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Main Street
Sweets

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



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.




'

Deliverables

* Photo gallery of store/menu
items/specials

» Content calendar

* Recurring post templates

* Short-form owner story video m "

| A
: Pie Thursday: After 1:30, we serve homemade
| pie, while supplies last! n'
’ h “Lunch Friday: We serve homemade lunc i
| specials available at 11:30 am. Warm up with
| Meatloaf/iMashed Potatoes every 3" Friday! [l

» Best practices guide & inspirational

materials



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

* |ncludes caption and post examples

* |nteractive calendar



Sunday

Specials
‘@] P

Post

-

Main post ol the week
Drives engagement

Main Street Sweets

Monday

(L 10:00am
Story
@ repost

o

heeps specials
visible

Tuesday

(L 1pm Tpm

Instagram
Reel

*

Shows behind the scenes.
drives engagement

Wednesday

@ 12:00pm
@ Pie Special

Post
599

S

Highlights key item
on menu. drives
interest

Thursday

@ IFriday
Special Post

U—
Ooooo

ooooo
ooooo

Builds anticipation.
encourages Visits




-

Content:
Repost of Sunday’s special schedule
on Instagram story

Time:
10:00am

Caption:
Optional. not necessary

use a CTA il you decide to add a caption

Burger Basket




w : A HOMETOWN FAVORITE!

ICE CREAM SPECIAL

On April 26th!

7

Templates

* 6 easy and ready-to-use templates

S =) . N

» Easily interchangeable for different products WA STREET SWEETS ——— m,

@Y X

* Follows branding guidelines

* Pie specials/ice cream specials/weekly

specials/deals
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Video
Content

\ﬁ;{w eel S\\ eets

Video file disabled for upload
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BUSINESS EXAMPLES

- Mollys Frozen (Des Moines)
- Pullman (lowa City)
- Goldie's Ice Cream (Prairie City)

Best P ti &
o - Cookies and Dreams (Bettendorf and Coralville
M at r I - Yotopia Frozen Yogurt (lowa City)
e Ia s (immm  MARCH FROYO ' swoarrcas
MADNESS SR

nnnnnnnn

e | rishMint
B0 AT
LAVENMOEA MATE e a
ot Lemon Gréme amlee R I
TRAMY l
) T
MERPIATOMA
T Mmmmatsha
= ) E

Provide information on how to

post/what to post

* Similar businesses with strong

[\ W mad B
/)) ‘smd\udnmllt :

content to take inspiration from

FFlavor aof the Nanth



eady-to-Use
Posts and Captions

%)\ mainstreetsweetswb - Follow
“J Main Street Sweets

 Mock posts created for
inspiration/use

* Pre-made captions for copy
and pasting

* Speeds up the content

creation process while

®QYV N

ensuring a variety of

mainstreetsweetswb Today feels like a Main Street Sweets
kind of day. ... more

View all 4 comments

content

2.2\ mainstreetsweetswb - Follow
°J/ Main Street Sweets

48 likes

mainstreetsweetswb Family nights call for ice cream @ .

more

View all 6 comments

¢i%) mainstreetsweetswb - Follow
'/ Main Street Sweets

Qv

27 likes

mainstreetsweetswb lowa classics done right " ...

View all 5 comments

more
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Conclusion & Next Steps

* Highlight the various offerings and E A 1
specials MSS has to offer by utilizing

their new branding package on socials

* Create a consistent posting schedule L IR B LR T .
[ — s

04 3%/’2070@/2 %wg / H

to increase engagement and ease

stress =

* Implement the Best Practices &

Inspirational Materials to produce 3

authentic and personalized content r
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’S
Treasures

I1zzy

Anna Jermano, Sydney Libert, Grace

Westergaard, Camryn Ward




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

onger than that (2008)

* Has struggled to differentiate and prioritize Clean

_iving brand amoung 28 different merchants

* Foundational storytelling piece to be used across all

platforms as an introduction to Manda and the

zzy’s Treasures brand

Video file disabled for upload



Goal 1

Effectively reach current customer pool and keep them coming
back

Goal 2

Goals & Reach new customers/followers and become known as an inclusive
and safe space for people to shop, craft, and learn new things
Objectives

Objectives

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




Newsletter
Quarterly newsletter template designed to engage and retain

your existing email audience.

O
Deliverable
o Short-Form Video Content
ove FVI eW Evergreen short-form content that highlights 1zzy’s Treasures and

drives ongoing engagement.

Brand Guide & Best Practices

Comprehensive brand guide paired with social media best practices,

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




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 lzzy’s Treasures’ audience

o MailChimp as distribution platform

o Loom video tutorial

\

May 7, 2026 - Edition 1

I et i, -
Welcome Lucy and her business Feelin’
Knotty to lzzy's Treasures! Lucy comes to
us from Marion and has my repurposing
heart. She loves upcyciing clothes.

She is also teaching 4 classes this summer
on how to crochet for both kids and adults.
(separate classes) Check out our events
page for the dates.

All three of our crochet artists have
something  different to offer and we
couldnt be happier that all three have
chosen zy's as their home,

Our Social Media

izzystreasureswb

0 Izzys Treasures West
Branch

d" izystreasureswb2018

TikTok

| \/ o Izzy’s Treasures

hat’e New af Trrv'e?
What's New at Izzy’s’
Welcome to our first newsletter! In this quarterly newsletter,
you'll find information about new vendors, events, classes,
updated hours, services, and all-things zzy’s Treasures,
delivered right to your inbox.

In this edition, you can learn more about the featured
vendor, the new kids' class (making beaded pens),
upcoming summer hours, weekly flower delivers through
September, and Manda’s own Clean Living by Izzy line. Keep
reading for more!

Featured Event
Kid's Class - Beaded Pens

Sign Up for our Events

Make beaded pens with focal
beads in this class. Since it's
teacher appreciation week make
one for a teacher and one for you!
Want to make more than 2? Simply
buy more tickets at $5.00 each.
Sign up with the QR code!

Hours of Operation

—
Monday: CLOSED & ™~
Tuesday: 10 AM - 5 PM &
Wednesday: 10 AM - 5 PM v

Thursday: 11 AM - 7 PM \ lzzys 1)
Friday: 10 AM - 5 PM W Treasures
Saturday: 10 AM - 4 PM A7) 4
Sunday: 12 PM - 4 PM

ower Deliveries




Customizable Graphic Assets

" TREASURE

of the week

HOURS

MONDAY  CLOSED

Brand Guide

 Includes a brand strategy overview, core values, logos,

Izzy’s Treasures

Brand Guide

Hours of Operation Post

This graphic can be updated whenever hours
change and is recommended as a pinned post
on Instagram and Facebook to ensure

tomers always see the most accurate hours

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

L.ogo

Current Logo:

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

* Helps balance personal presence with business
messaging (and Manda is the brand!)
 Meant to give Izzy’s Treasures a simple, reliable

0
IZZY'S

N4 =

FREASURES IZZY'S TREASURES
MERCHANT MARKET

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

Social Media Best Practices

Focus on quality over quantity

Consistently sharing quality content is more important than posting daily on social media.
Posting once or twice a day on each platform can overwhelm followers and cause your content
to be overlooked in their feeds. Instead, leverage Stories to share routine updates about your
business hours or upcoming events to maintain visibility without overcrowding your main feed.

Differentiate your content by platform

Each social media platform has a unique function, and user behavior often differs across channels.
As a result, content that performs well on one platform may not succeed on another. Tailor your
content to fit the characteristics and expectations of each platform’s audience.

@ Facebook

(©) Instagram

TikTok

AUDIENCE:

Adults aged 30-65+, locals,
families, and individuals
interested in community
events and news.

BEST FOR:
« Promoting events and
sending reminders
» Sharing community-
oriented information
o Vendor stories
o Shop updates

Facebook users often visit the
platform for staying informed
about what's happening within
their community.

RECOMMENDED POSTING
FREQUENCY:

Aim to post 4 times a week,
but never more than twice a
day.

AUDIENCE:

Teens, younger to middle-
aged adults, and individuals
looking to discover what's
trending.

BEST FOR:

« High-quality visuals of
unique items

« Photos of people attending
events

+ Behind-the-scenes
content

« Stories for quick updates

« Reels highlighting vendors
and products

Instagram places a strong
emphasis on aesthetics. While
Facebook is well-suited for
updates about [zzy's
Treasures, Instagram is where
users want to see visually
engaging content and
discover unique products and
services. Your Instagram
presence should inspire users,
which will encourage them to
shop at your store.

RECOMMENDED POSTING
FREQUENCY:
Aim to post 2 times a week

AUDIENCE:

Teens, young to middle-aged
adults, trend-driven shoppers,
and those who enjoy quirky,
funny, or satisfying content

BEST FOR:

« Short, fast-paced videos
with quick cuts

« Participating in trends

« Showing off Izzy's
Treasures’ unique
personality

« Content that's playful and
fun

TikTok users crave
entertainment. When videos
are fun or relatable, they are
more likely to be shared,
which helps your content
reach beyond your current
followers and attract new
customers.

RECOMMENDED POSTING
FREQUENCY:
Aim to post 2 times per week




Respond to comments

According to a 2025 study from Buffer, posts with replied-to comments outperform those
without. On Instagram, creators who responded to comments saw an average engagement
increase of 21%, which was even higher than Facebook (9%). While replying may not directly
cause higher engagement, it signals to social media users that there is a real person behind your
business. Acknowledge both positive and negative comments professionally and respond
promptly (within a day if possible). Note that while content can be cross-posted between
Instagram and Facebook, replies to comments on one platform do not appear on the other.

Use hashtags that relate to the content of your posts

Hashtags increase your content’s reach and visibility by grouping posts into searchable
categories. Choose hashtags with relevant keywords or phrases so users can discover your
content. Keep hashtags concise and use them sparingly. While using up to five or more hashtags
is acceptable on Instagram and TikTok, limit hashtag use on Facebook to one or two per post.

Avoid repeating the exact same sets of hashtags across posts. Instagram'’s algorithm may
misidentify accounts that use identical or irrelevant hashtags as bots, which could cause posts to
stop appearing in hashtag searches. Although Instagram denies having a formal “shadowban,”
many users report experiencing reduced reach when they overuse the same hashtag patterns.
For best results, tailor your hashtags to each post and only use those that are directly relate to
the content.

Focus of content Potentially relevant high-performing hashtags

Izzy's Clean Living #cleanliving, #nontoxic, #sustainableliving, #perfume

#shoplocal, #womenowned, #handmade, #supportsmallbusiness,

vendon.spatiights #fleamarket, #artisan

#giftideas, #handcrafted, #fashion, #homedecor, #vintage,

Specific products #affordable, #flowers

Miscellaneous #westbranch, #eatexploreexit254, #izzystreasureswb

7)) imystressuresty - Folion Examples of alternative hashtags:

[ e os e v #junkjournaling #crafting
e e b e f#stickers #booklovers #bookish
better quality than tik tok shop AND you're #scrapbooking

supporting TWO small business'i!!

Open today 10-5!

TIP: When brainstorming hashtag
ideas, use words and phrases

AN EXTHAONOINARY COMPENDIUM

LI, . you'd naturally use to describe the
: ' A content. Consider who would be
Qo v W interested in the product/event
A RES and what they might search for.

Focus on trends and topics
@ - ment relevant to that target audience.

Elements of an Effective Post

Negative space

Allow the main subject of your post
room to stand out. A busy background
can distract from the intended focus of
the image. Simplifying the background
directs viewers' attention to the main
subject and makes the image more
visually appealing. Staging a product
against a solid background, with no
other items nearby, makes it easier for
viewers to focus on it.

Good lighting

Proper lighting ensures that audiences
can clearly see your products in
photos and videos. Whenever possible,
minimize distracting shadows in
content. Good lighting can also make
your business appear more welcoming
and professional, enhancing both the
appeal of your posts and the
impression customers may have of
your store before visiting in person.

Compelling visuals

Images are opportunities to tell stories. While photos of
products may be effective, compelling visuals featuring
people tend to perform better and can help convey the
story and community behind lzzy's Treasures. In the
example on the right, showing both products and their
vendor can spark curiosity about who the vendor is and
what inspires their creations, encouraging audiences to
engage with your content by reading the caption or

leaving a comment.

Product visuals can be made more dynamic by showing:
« Someone using or wearing an item (either in-store or

in the community)
» The process of creating the product

« People interact with the product (ex. handing
someone a bouget, selecting a card, etc).

More negative space

Shadows make it difficult Good lighting
to see the product




Tuesday Wednesday Thursday Friday Saturday

POST: Mother's Day
qift ideas

10 n 16
Mother's Day STORY: Izzy's Treasure ~ POST: Examples of POST: Shop tour reel PG“’L';E%'HLJJL::T:f"m
. . falt: reatinne weekend activity?
POST: Mother's Day + of the Week needle felting creations (asset) Reminder about needle
- h;::urq u;:;dqtﬁ- felting class
17 18 23
_ STORY: lzzy's Trgasure (0 POST: What treasures
Needle Felting Class the Week can | find for $25 at lzzy's
POST: Needle felting Treasures?
class creations/recap
24 25 EX 2
: STORY: Izzy's Treasure POST: Vendor spotlight POST: Celebrate the last
Memorial Day of the Week day of school and the
start of summer with
lzzy's Treasures!
31
TEXT COLOR KEY -
Post idea (requires creation)
Existing asset L




Short-Form Videos

ASMR Perfume Bar ASMR Bath Salts Bar Shop Tour Product Generator
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Conclusion & Next
Steps

Conclusion: Next Steps:

* This work establishes a clear, consistent * Implement quarterly newsletter to stay
foundation for how lzzy’s Treasures shows up connected with audience and promote events
both in-store and online * Continue using stories and creating short-form

* With stronger structure and tools in place, social content/static posts using best practices guide
media can feel more manageable and more * Encourage merchants to participate in content to
effective expand reach and visibility

* Explore a possible partnership with Adler
Agency/student org
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Lisa’s Story
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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
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MSWB

Event
Promotion

Bhop 121: Summer Kickoff

- June 12-13
- Downtown Discovery Passport (new to 2026 summer Kickoff)
- bingo-style so visitors can visit stores f make purchases / engage with

businesses to complete bingo's and eam prizes
- Shop 121 opt in for the passport

Pr ional .
Passport Bingo Engagement ldeas

- Goal: Get people INTO the store and interacting (not just walking by)

- “Find the Look” Challenge

- Customers must find a styled oultfit in-store -> get passport stamped
Bonus: Take a pic + tag Shop 121 for extra entry

- “Spin to Win®
- Station Small prize wheel (stickers, 10% off, free accessory, elc.) -> Must
enter store + interact

- “Style Me in 60 Seconds”

- Staff helps customers pick a quick outfit -> passport stamp Great for
social content too

In-Store Promotions (Drive Sales)
- Goal: Convert foot traffic into purchases
- Passport Exclusive Discount

- 10-15% off ONLY if they show passport
- Or: Spend $50 -> get $10 off

- “West Branch Pride” Bundle Deal
- Discount when buying multiple West Branch items

- Example: Tee + hat = special price

- Flash Sale Hour

Announce on Instagram during event
- Creates urgency + brings people back

Social Media Tie-Ins

- Goal: Expand reach beyond foot traffic

- “Passport Selfie” Giveaway

- Post in-store pic -> tag Shop 121 -> entered to win gift card

- Reel Content Ideas
- "3 outfits for Summer Kickoff”

- "Style a West Branch look with us”
- “What customers picked today”

- Live Updates During E

- Show busy store = social proof

Community Collaboration
- Goal: Feel like part of Main Street, not just a store

- artner with another busin: offee shop, etc.
“Shop + Sip" deal (receipt = discount next door)

- ffer a small freebi n icker, .) for rticipant:
- makes Shop 121 memorable



Google

Review

I.l' l.
1) CLAIM YOUR CARD
2) SCAN THE QR CODE
3) LEAVE US A GOOGLE REVIEW
4) RETURN THIS CARD TO RECEIVE

10% OFF YOUR NEXT PURCHASE

YOUR NAME




Best
Practices

Guide
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*This post by a small-town boutique is a perfect example of styling an outfit by just taking a
photo. The store includes the sizes and prices of each item in the caption.

*Styling posts can be photos or videos.

Posts with a personal touch like the post from April 2" featuring the antique set of
drawers used as a cash box, allow a personal side to your social media. Your April 2" post
had better engagement than other posts. These posts can be personal anecdotes,
employee appreciation, etc.

R S===og = g O

| HAPPD Bl \‘:\ AY ' © *""

Trending audio/posts will engage a larger, possibly younger audience. These trends are ful
and add more personality to your social media.

*Trending audio/ posts can be found through other businesses you are following, or on the
Facebook and Instagram explore pages.

e Take note of the product photo examples at the top of this document.
How To Film a Reel

When adding a post, click “REEL” instead of “POST”, “STORY”, and “LIVE”

Choose how long you want the reel to be.

e On the left side under the music and effects options are a circle (that is the
time option.
e Click on that circle and you are able to choose 15 seconds, 30 seconds, 1
minute, or 20 minutes.
o Choosing one doesn't mean it has to be that long.
o Don't choose 15 seconds, 30 seconds, or 1 minutes if you believe your

amount of time.
Record by pressing the camera- like button on the bottom of the screen.

e No need to press down the whole time, just press the button and its record.
e Press the button again to stop.

o This is now one clip and you are able to continue recording additional
clips.

e Videos with many short clips do well §n Instagram.

o Use the reels we have provided you with as examples.

o All the clips should relate to each and tell a story ... Reels that use clips
that don't relate are not easy to understand and won't receive good
engagement with the audience.

Add audio by pressing the music symbol on the left side.

e Choose audio that matches the video.
o This can be music or trending audio.
e You can choose how long the audio goes on for, as well as what parts of the
song/ audio are used.
You can add photos to the reels.

¢ In the bottom left corner, you can access your camera roll.
e Photos can be used as the entirety of the reel, rather than just video.
o This is more like a slideshow.
How to wri ion

Facebook users love posts with personal touches.

e You can have longer, more in-depth captions on Facebook.



onclusion & f
Next Steps B

» Continue to highlight products in the store that are | TP 1l

_m:i,arf:.
—
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3

desirable to younger women

 Use the Best Practices Guide to advise content

creation moving forward
o How to make reels
o How to best photograph products
o Lean into trends
» Showcase the personality of the brand and continue

developing brand voice online
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Conclusion

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.



Thank You!

Sggg Main Street

West Branch
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