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The primary objective of thisreportistodiscuss strategiesand implementation schedules forencouraging
a thriving future for the City of Waterloo, WI. Waterloo has an interest in identifying strategies to increase
spending in the City. Waterloo is seeking recommendations for how to accelerate the local economy
and become economically competitive with neighboring communities.

The first task for the team from the University of Wisconsin-Milwaukee was to determine the existing
challenges associated with increasing spending in Waterloo. The team created and distributed a
community survey to 1,300 households and employees of the top 9 employers in the City. From the
survey results, the team determined that Waterloo is losing approximately $86,000 a month in consumer
spending to other communities. On April 8, 2014, the team held a public interaction meeting in the
City of Waterloo to provide information about the project and to gather additional input from the
public. Comments from the survey and public input meeting indicated that Waterloo currently lacks
establishments for residents and non-residents to purchase consumer needs. In addition, respondents
indicated a desire for more restaurants and clothing stores.

After identifying the challenges and conducting additonal research, the team came up with multiple
strategies to address the existing problem. The first strategy is Developing Waterloo' s Identify and
focuses on creating and utilizing a cohesive city logo, updating the City’ s Website, and better utilization
of the City’ s Facebook page. The second strategy is a Marketing Strategy for Attracting Businesses. This
strategy focuses on programs and grants that the City can develop and implement, and also focuses
on greater participation in existing organization and improving regional and community collaboration.
The third strategy is an Outdoor Recreation Plan, which focuses on the creation of a Kayak Park, a
campground facility and the development of a shared-use plaza/woonerf.



After further research and analysis of our strategies, our final recommendation for encouraging a
thriving future for Waterloo is a combination of multiple strategies. We recommend Facebook and
Website improvements, a loan/grant Programs, a Main Street Program, development of a Community
Development Authority, greater community and regional collaboration, development of a kayak park
and creation of a shared-use plaza/woonerf.

We believe this multi-tiered approach will best contribute to a thriving future for Waterloo while
encourage spending in the City. Creating an identity through stronger Facebook presence and a
redesigned website is a cost effective method that creates a sense of community, which is attractive for
residents and businesses. Developing the downtown through loans and grants is a way for the City to
grow their tax base, and also a way to provide residents the option to shop locally and spend money in
Waterloo. In addition, greater regional participation and collaboration with the community and region
provide opportunities to examine efficient ways to address common issuesThe kayak park is a way
to attract outside individuals into Waterloo. This amenity makes Waterloo a recreational destination,
bringing people into town and boosting the local economy. Lastly, the shared-use plaza/woonerf makes
the downtown more attractive, and this low-cost design creates an attraction and sense of place in
downtown Waterloo.

Our final recommendation is cost effective, retains and grow the existing tax base, increases spending
practices in Waterloo and can be implemented within a timeline of 10 years. This recommendation
benefits residents, businesses and individuals who work in the City. Addressing the needs and desires of
these individuals will create a vibrant future for the City of Waterloo.




Native Americans traveled through the Waterloo
region before recorded history. Artifacts have been
found linking these people to the Mississippian
Culture that thrived in the area from 1000 to 1300
A.D. In 1834, a group of French settlers found that
the land in the area was suitable for farming. One
of their grandfather’ s had fought under Napoleon
Bonaparte; the name of Waterloo was given to the
settlement, this took the place of the indigenous
peoples’ name “Maunesha” after the river that
currently bears its name.

Agriculture and agriculture-related manufacturing
were the staple economy for Waterloo for its first
century. Most small farms and manufacturing
companies were consolidated post WWIIL.  The
railway connecting Madison, Milwaukee, and other
cities run through Waterloo. Rail was eclipsed by
trucking with the construction of Interstate 94
between Madison and Milwaukee (1958 through
1966). The East Towne Mall district (1971 to present)
in Madison further expanded shopping options
that neighboring small towns could not compete
with.

Population growth since founding has been
relatively stable with three exceptions. From 1847
to 1867 (with the railway getting installed in 1859),
the population grew from 40 to 700. From 1990 to
2000, the city grew almost 18 percent. In 2004, the
long established Perry Printing Company closed its
doors after 73 years, resulting in a loss of 800 jobs.
From 2000 to 2010, the population had a net gain
of slightly more than 2 percent.

Waterloo




The greatest example of community organization
within Waterloo was found with the original creation
of the Firemen' s Park baseball field. In 1905, 1915,
1925, and 1935 the City hosted a "Homecoming”
for all former residents. Money gained in these
events was used to turn the natural amphitheatre
in Firemen' s Park into a classic baseball field. A
town of just over 1100 people collected more than
$90,000 for this project ($ 1.5 million in today’ s
dollars).

The current realities in Waterloo are different from
its success in the previous century. Education and
quality of life have increased. Employment options
have diversified past agriculture and manufacturing
and become more technologically sophisticated.
Markets have changed from local or regional to
national and international.

Even with the loss of jobs in Waterloo, the city has
experience growth. However, even though the
population has remained relatively stable, as the
neighboring communities become more developed
and atrract more businesses, Waterloo becomes
less competitive as a desireable community to shop
and live in. It is necessary to attract businesses and
investment to Waterloo in order to retain and grow
the tax base.

EDUCATION

High School 84%
Bachelor’ s Degree 15%
Master’ s Degree 3%

HOUSEHOLD INCOME (Annual)

Less than $30,000 23%
$30,000 - $49,999 21%
$50,000 - $74,999 22%
$75,000 - $99,999 18%
$100,000 - $149,999 14%
$150,000 - $199,999 1%
More Than $200,000 1%

Change in Median Household Income (mean)

Loss of 16% (Since Year 2000)

Mortgages consuming > 30

Percent of income 43%

Chance since year 2000 + 17 %

Median home value + 11% (since year 2000)

Median monthly rent - 7% (since year 2000)




PROBLEM: Currently, the City of Waterloo lacks a competitive advantage to distinguish
itself from nearby communities; without planned investment, development, or a

strategy that markets the City’ s assets, Waterloo will be unable to sustain its current
population and industry base.

OBJECTIVE: The City of Waterloo will utilize existing assets to increase spending in Waterloo and
encourage a thriving future for the community.

CRITERION 1: The preferred alternative should not cost more than $250,000 for 5 years.

Waterloo needs to invest in establishing a strong and desirable community. In order to achieve this goal,
Waterloo must allocate funds that support community development.

CRITERION 2: The preferred alternative should retain and grow Waterloo' s tax base.

The city currently lacks a strong tax base. Many residents are shopping outside of Waterloo for their
shopping needs and Waterloo is losing out to these communities on consumer expenditures.

CRITERION 3: The preferred alternative should promote more local spending practices in the community.

In addition to increasing spending in the commmunity, this criteria helps Waterloo to reach their goal of
being a green and sustainablecommunity, as stated in their comprehensive plan.



BACKGROUND
According to the American Community Survey, the City of Waterloo had a population of 3,355in 2012. The
existing number of households is 1,278. The median income for Waterloo was $49,474 and the average

age was 374 years.
Table 1. Waterloo Characteristics

POPULATION HOUSEHOLDS | MEDIAN INCOME MEDIAN AGE
3,355 1,278 $49,474 374

COMMMUNITY SURVEY
To gain a better understanding of the shopping patterns in Waterloo, the team created and distributed
a community survey to 1,300 households and employees of the top nine employers in Waterloo.

According to the survey results, which had a total of 564 responses, 46% of respondents shop
outside of Waterloo for their grocery needs. Of the respondents, 92% shop outside of Waterloo
for their non-grocery needs. To further investigate the cost associated with the existing shopping
patterns, the team asked how many trips are taken outside of the City for these shopping needs.
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RESIDENTS

An analysis using survey results found that
in a typical month, Waterloo residents travel
approximately 157 miles for non-grocery
shopping needs. According to CNBC, the U.S.
national average gas price as of March 24, 2014
is $3.56/mpg and according to Autoblog, the
average car in the U.S. gets 24.9 mpg. In a typical
month, these households spend approximately
$559 on travel for non-grocery shopping needs.
Projecting this result to a city-wide level show
that households in Waterloo spend approximately
$714,402 just on travel for their non-grocery needs.

ALL RESPONDENTS

In addition, the team asked how much is typically
spentoutside of Waterlooonfood, householditems,
etc. in a typical month. According to the survey
results, 45% of respondents spend an average of
$150 outside of Waterloo for food, household
items, etc. From the survey results alone, a total
of approximately $38,000 is spent outside the City.
each month. Using this data, the team estimates that
Waterloo loses approximately $86,000 in consumer
spending to neighboring communities each month.

CUSTOMERS

Tobetterunderstandthe customerbasein Waterloo,
the community survey included questions about
sex, age and income level of respondents.

The following graphics show the characteristics of
the survey respondents:

What is your sex?

Female
56%

What is your age range?

35 -64
20%

65 orolder
21%

My total household income is?

410,000 - 519,999
8%

$20,000 - $29,999
7%

430,000 - $39,999
13%

11%



EXISTING BUSINESSES IN WATERLOO AND SURROUNDING MUNICIPALITIES

The team conducted additonal research to better understand the business climate in Waterloo in
comparison to the neighboring communities of Lake Mills, Marshall, Watertown and Sun Prairie. The
team chose to focus on the number of businesses in the Arts, Entertainment and Recreation Industry
and Accommodation and Food Services Industry in Waterloo and surrounding communities primarily
because the community survey results showed a desire for these types of businesses and because these
industries help drive local economies.

According to ESRI Business Analyst, Waterloo has a total of 113 businesses. Of these businesses, three
are classified in the Arts, Entertainment and Recreation Industry. Seven businesses in Waterloo classify
under the Accommodation and Food Services Industry.

Located approximately 10 miles southeast of Waterloo is the City of Lake Mills with a population of 5,695.
Lake Mills has a total of 266 businesses. Of these businesses, seven are in the Arts, Entertainment and
Recreation Industry. The Accommodation and Food Services Industry of Lake Mills has 21 businesses.

11
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Located five miles west of Waterloo is the Village of Marshall with a population of 3,866. Marshall has 87
total businesses, with six in the Arts, Entertainment and Recreation Industry and five in Accommodations
and Food Services.

Located 14 mile east of Waterloo is the City of Watertown. Watertown has a population of 23,838. The
total number of businesses in Watertown is 768. Fifteen businesses are in the Arts, Entertainment and
Recreation Industry and 55 are in the Accommodation and Food Services Industry.

Approximately 13 miles to the west of Waterloo is the growing city of Sun Prairie. The population of Sun
Prairie is 29,274. The total number of businesses is 878, with 19 of those is the Arts, Entertainment and
Recreation Industry and 59 in the Accommodations and Food Services Industry.

Table 2: Establishments by Industry.

Waterloo | Lake Mills | Marshall | Watetown | Sun Prairie
Total Businesses 113 266 87 768 878
Arts, Entertainment, and Recreation 3 7 6 15 19
Accommodation and Food Services 7 21 5 55 59

DESIRED BUSINESSES

The survey also asked respondents to identify
desired businesses and services that currently
do not exist in the City. According to the results,
respondents desired more clothing , housewares,
and restaurants establishments. When asked about
issues that respondents were most concerned
with, 53% of respondents indicated that access to
retail services were a concern. In the suggestion
portion of the survey, many respondents reiterated
the need for a stronger downtown presence, with
more shopping and entertainment opportunities.

Additional suggestionsinclude increasing activities
and revitalizing the downtown. Many also voiced
the desire for a stronger sense of community in
Waterloo.

As indicated in Table 2, Waterloo is currently not
a competitive city for consumer spending. The
close proximity to communities with more retail
opportunities encourages Waterloo residents and
individuals who work in Waterloo to shop at these
locations for their needs. This proximity,



in combination with the Ilimited shopping

opportunities in Waterloo, create a large outflow of  respondents identified the following as businesses

consumer spending for the city. The survey results
show that in a typical month, 45% of respondents
spent $0-$200 outside Waterloo.

In addition, survey respondents identified the
following as needs that are not met in the city. Each
percentage show the percent of total respondents
that felt these shoppings needs are currently not
met:

« Clothing - 85%

e Restaurants - 67%

« Houseware/Appliance - 60%

In a typical month, how much do you spend outside
of Waterloo on food, household items, etc.?

5501 +
14%

$0-5100

20%

$401-5500
7%

$301-3400
14%
4101-5200

25%
$201-5300

20%

Inaddition, inthe suggestions section of the survey,

that they would like to see in Waterloo:
« Fast food establishments
« Restaurants
« Coffee shop
« Variety stores

Which of these shopping needs are currently
not met within the City of Waterloo?

Clothing 84 8%
Restaurants B67.2%
Housewares and Appliances 60.0%
Grocery 15.4%
Hardware 8.9%
Other 14.1%

13



Results from the community survey was used to establish a portrait of how Waterloo residents travel
for work, shopping needs, and general leisure. Overwhelmingly, most non-work trips are made by
automobile with 93.26% of respondents either driving alone or carpooling. Biking and walking were each
only represented by about two percent of the population. Despite the majority of trips being made by
car, 71% of respondents said it was at least “fairly important” for their neighborhood to have parks,
schools, shops, and restaurants within walking or biking distance.

As expressed in the Existing Conditions section of the report, a large portion of Waterloo residents
conduct their shopping trips outside of their hometown. About 46% shop for groceries in surrounding
communities, while 92% of trips made for non-grocery items were outside of Waterloo. With so many
trips going out of town, it is easy to see why the automobile has such a large presence in this community.

The majority of residents (38%) work within the City of Waterloo. Only one outside city, Madison (15%),



represents more than 5% of Waterloo’ s workforce.
As a result, 60% of workers and students are either

“somewhat satisfied” or “very satisfied” with
how long it takes to reach their place of work with
another 19% answering “not applicable.” This is
despite 43% of the population needing 20 minutes
or more to reach school or work.

The survey also explored the potential to increase
bicyclist presence within the city. Earlier it was
mentioned that 71% of respondents believed it was
at least “fairly important” to be able to bike or
walk to local stores. Reaction regarding bike paths,
however, was mixed. Half the respondents felt the
current number of paths are sufficient, while 42%
wanted more and 7% would actually want fewer
than the current number. In regards to a potential
increase in bicycle lanes on roads, 65% said this
would notchangetheirridership while only 26% said
this would increase their use of bike facilities. These
were general questions, however, and perhaps
interest would be raised with a plan that shows
inter-neighborhood or inter-city connections.

Waterloo wished to explore how, in addition to
biking, it could enhance the walkability of the
town. Using WalkScore.com, Waterloo currently
has a lead over most of its neighbors in terms of
walkability. Within a 10 minute walking radius from
the center of downtown, residents and visitors can
reach three schools, a grocery, convenience marts,

Table 3. Walkability Score in
Nearby Wisconsins Towns and Cities

CITY WALK SCORE |POPULATION
(All in Wisconsin) 2010 CENSUS
Lake Mills 74 5,708
Waterloo 66 3,333
Cambridge 66 1,457
Milwaukee 59 594,833
Deerfield 49 2,319
Columbus 48 4,991
Marshall 48 3,862
Madison 47 233,209
Watertown 37 23,861
Johnson Creek 35 2,738
Sun Prairie 30 29,364
Cottage Grove 29 6,192

the city’ s Firemen Park, the Waterloo Diner, a bar,
and a bowling alley. As more amenities and errands
are made available within this tight downtown
area, the Walk Score will increase.
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This section documents the comments received on the Encouraging Waterloo’ s Thriving Future Plan, at the
request of the City of Waterloo, from February through April, 2014, and consists of a summary of the comments
received and a series of appendices:

«Attendance record of public involvement meeting held April 8, 2014 (Appendix D-5)

*Rankings of the strategies by attendees of the public involvement meeting (Appendix D-6)

Results of the survey questionnaire included in the February utility bill and distributed online (Appendix

C-2)

*Materials announcing the public involvement meeting and summary materials distributed at the meeting

(Appendix D-1 & Appendix D-2)

*Newspaper articles concerning the Encouraging Waterloo’ s Thriving Future Plan (Appendix E)

BACKGROUND
A team of students from the University of Wisconsin-Milwaukee solicited public input on the Encouraging
Waterloo’ s Thriving Future Plan via two methods: First, the team and City staff held a public involvement meeting,



in an “open house” format, on April 8, 2014, at 5:30
p.m. The meeting was held at Waterloo City Hall and
attended by a total of 24 people. The purpose of this
meeting was to obtain comments on the unmet needs
for economic growth in the City of Waterloo, as well as
provide additional information regarding the project.

At the meeting, all attendees were given an opportunity
to rank and comment on the strategies developed
by the team. They were asked to rank three different
strategies: 1) Developing Waterloo’ s Identity, 2)
Marketing Strategy for Attracting Businesses, and 3)
Outdoor Recreation Plan; on a scale of 1 to 3; 1 being
Best, 2 being Better, and 3 being Good.

Second, the team solicited input and information
through a survey questionnaire. The survey
questionnaire included 25 questions prepared by the
team of students from the University of Wisconsin-
Milwaukee and was distributed via the February
2014 utility bill to approximately 1,300 households in
Waterloo. In addition, the team developed an online
version of the survey questionnaire, with the same 25
questions, and distributed it to employees working for
thetop 9 employersinthe City. Those employersinclude:
Waterloo Fire Department, Waterloo School District,
Trek Bicycle Corporation, Sussek Machine Corporation,
Mckay Nursery, Jim's Cheese Pantry, Piggly Wiggly,
Van Holten Pickles, and Sheehy Mail Contractors.
In total, the team received 564 responses to the survey
questionnaire, 17 rankings and 18 comment forms from
the public involvement meeting. Information received
from the survey questionnaire was used to develop
the strategies for the Encouraging Waterloo’ s Thriving

Future Plan. The team used the rankings and written
comments received on April 8, 2014 to revise and
finalize the strategies and recommendation.

SUMMARY OF FINDINGS FROM

PUBLIC INVOLVEMENT MEETING

On April 8, 2014, a total of 17 rankings and 18
comment forms were received from the 24 attendees
regarding the strategies developed by the team of
students from the University of Wisconsin-Milwaukee
on the Encouraging Waterloo’ s Thriving Future Plan.
The rankings and comments were provided on forms
available at the public involvement meeting on three
different strategies: 1) Developing Waterloo’ s identity,
2) marketing strategy for attracting businesses, and 3)
outdoor recreation plan. The rankings were based on
a scale of 1 to 3; 1 being Best, 2 being Better, and 3
being Good. Attendance included elected city officials,
residents and employed/retired city employees, who
were given an opportunity to discuss their feedback
on the strategies developed by the team.

HIGHLIGHT OF COMMENTS

RECEIVED FROM PUBLIC INPUT MEETING

«Some commenters suggested that events should be
better advertised. Stating that residents often times
are unaware of events taking place.

«Some commenters expressed support for the need to
attract medium to large businesses to the City.

«Some commenters expressed support for a kayak
park along with camping. Stating that it will attract
more visitors.

«Some commenters opposed the addition of more bike
trails. Stating that there are too many trails in Waterloo
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and they do not want any more added to the City at the
tax payer’ s expense.

«Some commenters expressed the need for programs
to help start-ups and develop businesses.

«Some commenters expressed the need for more
restaurants and retail stores.

HIGHLIGHT OF RANKINGS RECEIVED

FROM PUBLIC INPUT MEETING

The Outdoor Recreation Plan strategy received the best
rank of all three strategies with an average of about 1.6.
A total of two people ranked this proposal a 3, seven
people ranked it a 2, and eight people ranked ita 1. The
Marketing Strategy For Attracting Businesses strategy
received the second best rank of all three strategies
with an average of about 1.7. A total of four people
ranked this proposal a 3, four people ranked it a 2, and
nine people ranked it a 1. Lastly, the Development of
Waterloo’ s Identity strategy received the lowest rank of
all three strategies, with an average of about 2.6. A total
of eleven people ranked this proposal a 3, six people
ranked it a 2, and zero ranked it 1.

SUMMARY OF SURVEY QUESTIONNAIRE RESULTS
RECEIVED FROM FEBRUARY TO APRIL2 014

As part of the planning process, the team collected,
analyzed and applied information from the survey
questionnaire, filled out by home ownersand employees
of the top 9 employers in the City, to develop the three
strategies. The end of April marked the end of the
survey entry and collection. The team received a total
of 564 responses from both the written forms, included
in the February 2014 utility bill, and the online version,
as documented in Appendix Z. The team analyzed the

resulting data and applied the information in the the
final recommendation.



STRATEGY I. ENHANCE WATERLOQO® S IDENTITY

In enhancing Waterloo' s identity, the city can attract visitors and residents through several options, Each
strategy looks at a different part of the overall problem and works to develop a solution that can be used
in Waterloo. Several solutions are already present in Waterloo, those strategies work to better develop
the options.

19
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STRATEGY 1.1: Create A Committee on Community Identity

DESCRIPTION

A positive city identity can be a useful tool to attract business and visitors. Focusing on the unique
attributes and values that a community has can guide the development of a positive city identity. To
properly develop an identity, a committee of local members should be formed to focus on what makes
Waterloo unique and how to develop an unique identity.

RATIONALE

A community identity will define what Waterloo is and help market the features that make it unique. The
identity needs to be creative so it is easily identifiable and should encompass the values of the City and
help guide the community in the future.

IMPLEMENTATION
Committee members should include city staff, residents, and other stakeholders.
The committee would be responsible for:

« Organizing meetings

« Developing and marketing a positive community identity

« Seeking funds to develop marketing materials for the city
After a committee is established, it should host Strategic Planning Sessions to determine an identity for
Waterloo. The sessions should include brainstorming exercises, goal setting and future visions for the
city. A summary report should be developed at the conclusion of the sessions, which will be given to the
consultant or staff developing the new city logo and include:

« Key words that describe Waterloo

« Visions about Waterloo' s future

EXAMPLES
Questions to ask to determine the Community’ s Identity
« What is the most important image you want visitors to have when they visit Waterloo?
« How can you use your image to attract businesses to the City?
Develop a positive first impression of the City
« Visitors, developers, and investors will judge a community by their first impressions.
« Develop a 30 to 45 minute driving tour that focuses on community and quality of life. This is where
the decision will be made.



e Focus on the re-development opportunities that are in the downtown area and try to attract
businesses to this area.

e Thereisademand forrestaurants, clothing stores, and hardware and it would be beneficial to develop
and identity to foster theses needs.

STRATEGY 1.2: Design a Logo to Represent Waterloo

DESCRIPTION

Waterloo currently does not promote a cohesive city logo and unique identity. The lack of a city logo
contributes to the lack of a consistent, recognizable city identity and sense of place. Adopting and fully
implementing a city logo is an opportunity to shape and influence what residents, other municipalities,
businesses and developers think of Waterloo and to position itself among other cities of the same size
and character. City identification through marketing strategies such as creating a city logo is an important
starting point for leaders to recognize that there is a direct link between the city’ simage and reputation
and its attractiveness as a place to visit, live, and invest.

RATIONALE
A city logo provides a community with an easily recognizable “identity” . Therefore, it should represent
the community and all it has to offer. When the logo is used, it should bring to the viewer’ s mind the
images and experiences of enjoying the community. Repeated and consistent use of the logo and
branding design will reinforce the image.
The Benefits for the Community

1.Creates a unifying focus to aid all organizations that rely on the reputation and image of the city

or downtown for all or part of their livelihood.

2.Addresses out of date, inaccurate or unbalanced perceptions.

3.Leads to improved stakeholder income, profit margins, and tax revenues.

4.Increases the ability to attract, recruit, and retain talented people.

5.Enhances civic pride.

IMPLEMENTATION

The logo should be a positive and unique image representing the City and easily identifiable from a
distance.Waterloo can work to create a city logo in-house, based on report from the Committee on
Community Identity, or Waterloo has an option to work with a consultant to develop a logo. The logo
should be simple and take into consideration the goals and visions established by the Committee on
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Community Identity. If the City decides to work with an ad agency as a consultant, the agency can also
help develop a tagline to further develop the City’ s identity.

The typical cost for working with an ad agency is $5,000+ for the account service and design work during
logo development stages.

Things to consider while designing the new logo:
e The new brand should uniquely represent Waterloo. It can display an asset that only Waterloo can
claim. Assets that are unique to Waterloo’ s identity include Firemen' s Park, the carousel and the
connection to businesses such as Trek and McNay Nursery.

EXAMPLES

The following show example city logos for Waterloo. The logos incorporate Waterloo assets, such as
biking trails and the carousel:

The follow examples of city logos display either geographical and/or built environments that characterize
each city. The bright colors and simple designs are attractive, eye catching and are not an overwhelming
or overrepresentation of each city.

,-{Bmammﬁmu



STRATEGY 1.3: Update City Signs/Documents to Promote Identity

DESCRIPTION
New signs displaying the new logo will further improve recognition and attractiveness of Waterloo.

RATIONALE (Why should Waterloo update city signs/business documents?)

This strategy helps market Waterloo to the traffic that passes through but also improves local pride and
aesthetics of the city. Consistent use of the logo is essential in building an easily recognized visual that
supports the community and its marketing efforts, reflecting its assets and values. Maintaining design
consistency is critical in assuring the recognition of the logo.

IMPLEMENTATION How should Waterloo update city signs/business documents?

Welcome signs should be installed within a year of the adoption of the new logo. Quick implementation
of the logo will reinforce the city’ s efforts to create identity, sense of place, and begin marketing the city.
Metal signs throughout the city and wayfinding sign will be the next to be installed between 1-2 years
after adoption. Banners and park signs can be installed after 2-3 years from adoption date.

EXAMPLES
+ City logo should be used on business cards, letterhead and other printed materials
Metal Signs
e Entrance Boundary Signs
« Downtown Banners
« Park Signs
« Wayfinding signage
« Gateway features

STRATEGY 1.4: Develop More User-Friendly Website

DESCRIPTION

A website is a powerful tool which can be used to house important information for residents, visitors,
workers, and businesses. If updated on a regular basis, a website can inform these groups of upcoming
events, community plans and policies, and a summary of the resources available to residents and
outsiders alike. However, when information is outdated and inaccurate, it can cause visitors to question
the accuracy of all parts of the website. It mixes new information with the old in a website format from
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years ago. Revamping the website to be more modern, easy to navigate and use, free from typos, and
without expired events and programs would be a large step forward in improving the internet user’ s
impression of Waterloo.

RATIONALE

A website can often be the firstimpression a person gets of a person, business, or city. Waterloo' s website,
is not currently updated and is not a reliable source of information. What you first see when you visit
the City of Waterloo website is a jumble of widgets and links in no particular order or theme. Only one
picture, which rotates randomly with each visit, is presented, and it is often a landscape devoid of people.
The website needs to be organized in such a way that anyone could navigate to important information. A
neighboring town, Marshall, has their links broken down into categories such as “Business,” “Contact
Us” “Events” "Resident Resources,” and “Village Government.” No matter who the web visitor is,
this layout presents them with a good starting point. In its current state, Waterloo' s requires a bit more
guesswork and does not encourage exploration of either the website or the city. Under “Community
Resources,” several links are either broken, outdated, or non-descriptive. Waterloo’ s new marketing
identity will, of course, be the theme for the website.

IMPLEMENTATION
The City should take into consideration what they want to include directly on the homepage, whether it
be city events to promote the community or business incentives to attract businesses. Below are things
to keep in mind when developing a good website :

« Content

« Tone

« Organizing information

« Visual Design

« Accessibility

Waterloo should look into using a website design application which would simplify the process of
creating an easy to navigate and functional website. There are options out there that offer to quickly train
municipality workers in how to format, run, and update a modern website. If this can be supported by
the budget it would be a great asset down the road to have staff members who are capable of using the
template and re-teaching it as needed to future city employees and other city departments.



EXAMPLES

Below is the website of the City of Waterloo and also the website of the neighboring town of Marshall.
Some notable problems with the City of Waterloo with be highlighted with numbers and explanations
will be provided as to how they can be improved. The Marshall website will stand in juxtaposition to show
how small towns and cities can still put together a website that is easy to navigate and kept up to date.

1. All pictures should represent notable community features. Two poles on a path don’ t scream

"Waterloo.” City Hall, Wiener and Kraut Day, baseball in Firemen Park are examples of images

that help envision the city. Also the city logo should be featured somewhere on the webpage for
consistency.

2. This rotating news feed contains what appear to be useful links. However, when clicked, the links
do not open a new page and instead open within that tiny display box.

3. Depending on the user’ s browser this giant white space will appear and the web page will only
cover the left side of the screen. Empty space is not such a big deal as long as the web page is
centered.

4. Thereis no real need for this widget and the scrolling text starts to spiral out of control with speed
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the longer you are on the site.

5. These links are all potentially very helpful, but lack organization. The whole page has a fault of
providing random links without any sort of categorization. If a viewer wants to find information they
have to search around the entire page to narrow their options down. Categorization is essential.

6. Outdated widget. Contains weather conditions for the 2010 Olympics. Such outdated information
casts doubt over how up to date the rest of the website is.

7. All information present is from within the last month and there are no broken links or typos.

1. Marshall’ s website does a much better job advertising its community’ s amenities. From the front
page alone you can see the city’ s welcome sign, its location in Wisconsin, its natural beauty, an
event on a snowy day, and citizens utilizing its park and amusement park.

2. Information is organized neatly into categories on the left such as “Business and Organization
Directory” and "Events.” Pertinent events and news are posted to the center and right columns
of the website which provides order and neatness to the page.
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3. Contact information is made readily available inviting visitors to easily get in touch with the local
government. It does not need to be placed in the front and center, but it is an excellent resource
to have on a home page.

4. A calendar with starred days allows citizens to easily see when an event is upcoming and plan
accordingly.

5. All information present is from within the last month and there are no broken links or typos.

STRATEGY 1.5: Create Social Media Presence

DESCRIPTION

Social media is a great way for cities and communities to better connect with their residents and potential
visitors. It provides a two-way communication channel that makes the city and community more
accessible, attracting activity from younger generations. Social media needs to be used to generate buzz
about the community, events, and new developments that are occurring.

RATIONALE

Using social media takes time and effort to be done correctly. Several elements of social media need to
be understood to effectively and efficiently reach a target audience. All social media should be used to
promote businesses and events in town and when done correctly, activity will not only be brought to the
facebook site, but also to the city.

IMPLEMENTATION

Social media is a communication channel so it is important have a clear idea of how and what the city
is communicating to their audience. Once something is posted there is no way to take the information
back. Having a strategy for how to use social media will not only promote the city but also ensure that
the right message is being communicated.

Facebook is easy to use and widely used so it can reach a wider audience. After Waterloo' s Facebook
page is fully established and used correctly the City may want to expand to other types of social media
like Twitter and Instagram. Looking at the history of the current City of Waterloo,WI Facebook page,
there was a lot of activity promoting events, contests, and businesses in the city. This was a great use
of the page, but all of the activity is from 2013 and no longer current. When activity stops on a page,
people are no longer alerted on their newsfeed about the city and less likely to go back to the site.
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Facebook provides analytics that track a page’ s media impressions. The feature called “Insights” lists
the impressions and interactions that were done with each feature. Data about how many people liked a
post, where they are from, their ages, is all displayed and easily viewed.

Another feature of Facebook is that a page can be promoted and advertised to increase outreach. The
ad can be paid for from Facebook and sent to a certain number of people who are looking or interested
in smaller communities or events that are taking place in the city. The cost for a sign ad campaign is
dependent on how much Waterloo is willing to spend. An ad can have a daily budget, an overall lifetime
budget, a cost per click, or a cost per impression (view). So it can range from as low as $.01 per click to as
high as the City is willing to spend.

Some suggested content to put on Facebook:
« Local Events Announcements
« Images and videos of community events
 Post City meeting dates and times and educate followers about the legislation and programs
« Promote local businesses by posting sales, specials or other events

EXAMPLES

Examples of successful pages :

« Brookfield Village, Wisconsin - Events are posted a few times each week to remind followers what is
happening in the area. Also local businesses are promoted on their page.

« Red Bull Advertisement - they know their audience and create features such as games and web TV
programs to provide their audience another way to interact. They also spent money on creative designs
to encourage users to like their page

e The Travel Channel Page -Allows users to write stories about how Facebook played a part in their
travels which is a creative way for people with similar interests to engage with a page.



e Current Waterloo Facebook

Use Current Logo

Use Current City Information

Update a few times each week
with local events

Use Community Related Image

1/01/TREK100_2010_Forrest. 0020 jpg.

Have Trivia or Win Prizes to Increase
Facebook Page Likes

STRATEGY 1.6: Host Local Events

DESCRIPTION

Local events are festivals, markets, music events, and other events that take place within a community.

Events provide an activity for residents to attend and participate in.
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RATIONALE

Local events are a great way to help a community create an identity while generating economic growth.
A successful event can develop a sense of community as well as a deep sense of pride. Having events
is a great way to get residents and members outside of the community in a comfortable environment,
creating an atmosphere where relationships can form and be strengthened.

While local events can bring people together toward a common goal, there is also a large economic
benefit. When an event is successfully marketed and publicized, it can create tourism revenue and further
develop the cities’ identity.

IMPLEMENTATION

Prior to creating an event it is useful to ask questions to figure out what the event is and how it should be
developed. Some potential funding sources could come from local business sponsors, surrounding cities
for regional events, and fundraising. Below are some example questions:

WHO? WHAT?
= Whao i your target audience? = What lind of festvall event wall this be
= Who will be affected by this event 7 (i.e, seasonalholiday, music, etc,)?
= Who will assististaffiivolunteer? = What do | ulimately wani to achieve by
= Who will be my vendorsisuppliers, etc.? doing this?
WHEN? WHY?
= Wil this be a one-time event, or an
annual one? = Why are we doing this? Does it fit the
» |5 this a peak time for raveltourism? needs of the community?
Oither miajor events scheduled for this time
I i region’?
WHERE? HOW MUCH?
Create a budget. Consader:
= Where will the event occur? « Ticket sales?
= 15 there adequate room lor parking? * Eguipment
= Are utilities available and sufficient® * Insurance
= Will people come here? Do they know = Security
where it is? + Foodbeverage vendors




EXAMPLES
« Some examples of local events:
e Host a historic walking tour
e Concerts in the Park
e ArtWalk
« Temporary Events in vacant storefronts
e Host regional bike races

STRATEGY 2: ATTRACT AND RETAIN BUSINESSES

In attracting and retaining businesses in Waterloo, the city can attract businesses and visitors through
several options, Each strategy looks at a different part of the overall problem and works to develop a
solution that can be used in Waterloo. Several solutions are already present in Waterloo, those strategies
work to better develop the options.

STRATEGY 2.1: Development Incentives for New Businesses

DESCRIPTION

Waterloo needs to develop incentive programs to attract new businesses, thereby sustaining its
current population and enhancing its local economy through increased revenue growth. Incentives
are Waterloo’ s investment in its economic future and a business decision for both the general public
and businesses. As a result, the incentives must make good fiscal sense for all parties. A number of
business incentives could be considered, primarily to attract new businesses, but each would also aid in
the overall economic growth of the City. The incentives include: 1) community development block grant
for economic development revolving loan funds; 2) capacity building grants; 3) community development
investment grants; 4) idle industrial sites redevelopment program; and 5) the main street program.

RATIONALE

There are two broad but related justifications forincentives. The first is that incentives will lead to business
investment and thus new jobs, producing an increase in the local demand for goods and services, giving
rise to further rounds of economic growth in the City. The second justification is that economic growth
increases public revenues, thus allowing for improved public services or a decline in tax rates. Both
justifications seem to align closely with Waterloo’ s need to attract new businesses in the City. Waterloo
is in dire need of a greater number and variety of stores and businesses geared towards the local market
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that would more effectively capture resident’ s and commuter’ s dollars, reduce the “leakage” of local
wealth from the community, bolster local tax revenues, enhance the City' s image and quality of life, and
reduce long car trips and their effect on the general public and the environment.

IMPLEMENTATION

The economic impact of a business is measured in terms of job creation or property value increase. The
more jobs created or property value increased the more generous tax incentives should be. The incentives
should promote jobs that will remain viable and stay in the city after the incentives expire.

First, the City would have to develop a Community Development Authority (CDA). A CDA, at the discretion
of the City Council, would have a unique ability to actively market the community, recruit developers
and businesses, and be involved in land transactions and incentive programs to facilitate economic
development and redevelopment.

The CDA would design, develop and manage business incentives that promote the City’ s objectives of
generating employment and encouraging economic expansion and business activity. Said incentives
should include the following programs available to municipalities in Wisconsin:

REVOLVING LOAN FUND (RLF)

Funded through the Federal Small Cities Community Development Block Grant Program (CDBG) and
administered by the Jefferson County Economic development Consortium (JCEDC), RLF provides financial
assistance to communities to promote local job creation and retention. The City would loan the funds, at
a low interest rate, to businesses for start-up, retention, and expansion projects through grant funding.
The repayments would act as a funding source for the Waterloo revolving loan fund, which would then be
made available to other businesses. A typical loan, which supplements financing for a business expanding
or locating to a community, averages about $75,000.

CAPACITY BUILDING GRANT (CAP)

Are funds that assist local and regional economic development groups, such as Waterloo, furthering the
State’ s efforts to create an advanced economic development network. The primary use of the funds
would be for assessments of the economic competitiveness of the City; development of a Comprehensive
Economic Development Strategy; and support of strategies that will benefit the City through operational
efficiencies, strategy development, education/skill development or increased collaboration with other
communities.



In order to leverage local investment, the City must demonstrate a match investment of at least 30
percent of the total project cost, with at least 10 percent of the investment originating from the City. The
minimum local financial participation may be waived when the project has a particular urgency due to
specific events that have drastically impacted the economic distress of the general public of the City.

The incentives in this program are grants of up to $50,000, provided through the Wisconsin Economic
Development Corporation (WEDC). The grant will support a minimum of 6 projects developed to increase
the capacity of Wisconsin' s extended enterprise. Deliverables will include tools and resources that can
be utilized by other Wisconsin economic development organizations.

COMMUNITY DEVELOPMENT INVESTMENT GRANT PROGRAM (CIP)

Supports urban, small city and rural community redevelopment efforts by providing financial incentives
for shovel-ready (advanced stages of development) projects with emphasis on, but not limited to,
downtown community driven efforts. This grant opportunity is available on a continual basis without
specific application deadlines.

The program would support Waterloo' s initiatives, incentivize economic development, and provide a
number of benefits to the City, including the following:

« The creation and retention of jobs, increases to the local tax base, and the creation of a strong
commercial district to support independent and family owned businesses.

« The promotion of vibrant downtown districts that symbolize economic health, quality of life, sense
of community, pride and history which are relevant factors in residential, industrial, commercial, and
professional recruitment.

« Reductions in sprawl and efficient use of infrastructure, tax dollars, and land resources.

e The promotion of healthy downtowns to protect property values in surrounding residential
neighborhoods.

This program will provide grants for development efforts. The grants will be limited to 25 percent of
project costs — the City must provide 75 percent match investment in project costs. No more than 30
percent of the match investment may consist of other state and/or federal funding sources.

IDLE INDUSTRIAL SITES REDEVELOPMENT PROGRAM
WEDC administers grants through this program of up to $1,000,000 to Wisconsin communities for
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implementation of redevelopment plans for large industrial sites that have been idle, abandoned or
underutilized for a period of at least five years. The program is intended to stimulate investment and job
creation in idle, abandoned and underutilized manufacturing sites which due to scale and complexity
cannot be redeveloped solely by the private sector.

Grants will be provided to the City for idle industrial sites exceeding 10 acres in size where redevelopment
is impeded due to existing site conditions. Approved projects can use the funds for demolition,
environmental remediation, or site-specificimprovements defined in the redevelopment plan, to advance
the site to shovel-ready status or enhance the site’ s market attractiveness.

MAIN STREET PROGRAM

Wisconsin’ s main streets are the hearts of cities and towns and the focal points for visitors. They often
are the hub for businesses and the foundation of where families enjoy life. The Wisconsin Main Street
Program is based on the Trust' s philosophy, which advocates restoration of the historic character of
downtown while pursuing traditional development strategies such as: Marketing, Business recruitment
and retention, Real estate development, Market analysis, and Public improvements.

Communities selected to participate in the Wisconsin Main Street Program initially receive five years of
free, intensive technical assistance. The end goal is to enable participating communities to professionally
manage a downtown or historic commercial district that is stable, physically attractive, competitive and
visible.

Four main committee elements combine to create this well balanced program:

1. Organization —It is essential to build a Main Street framework that is well represented by civic groups,
merchants, bankers, citizens, public officials and chambers of commerce. Everyone must work
together to renew the downtown. A strong organization provides the stability to build and maintain
a long-term effort.

2. Promotion — Promotions create excitement in the downtown district. Street festivals, parades, retail
events and image development campaigns are some of the ways Main Street encourages consumer
traffic in the downtown. Promotion involves marketing an enticing image to shoppers, investors and
visitors.

3. Design — This element works on enhancing the physical vitality of the business district and the
potential to attract and keep customers, tenants and investors. Rehabilitated buildings, attractive
storefronts, properly designed signage, clean and functional streets and sidewalks all help to create



an environment where people want to shop and visit.

4. Economic Restructuring — Analyzing current market forces to develop long-term solutions is the
primary focus of this element. Improving the competitiveness of Main Street’ s traditional merchants,
creatively converting vacant space to new uses, and recruiting new complementary businesses are
examples of economic restructuring activities.

EXAMPLES

LOAN AND GRANT PROGRAMS

City of Jefferson — The City offers various programs to assist new and existing industrial, retail and service
businesses. Programs offered include:

Facadegrant: Fundedthroughthe City’ sTIF District#5, the Citywas abletodevelop a FacadeImprovement
Grant/Loan Program for the businesses in the district. The program provides grants of up to $2,500 per
facade for any business within the city, $5,000 per facade for businesses within the TIF District, $15,000
maximum per building, and loans up to $25,000 (2 percent interest paid annually) for the improvement
of commercial building facades in the designated downtown area.

Redevelopment program: The City provides property owners with lower interest loans for rehabilitation
of their downtown properties. As the loan is paid, the money is then returned to the Redevelopment
Fund for use by others. Under their current financial arrangement, the loans themselves are issued by
the financial institutions with the City’ s money being used only to reduce the interest coast of the loans.

Revolving Loan Program (RLF): The City operates a RLF to encourage the creation and retention of
permanent jobs. At least one full-time permanent position or full-time equivalent must be created/
retained for every $20,000 of program funds requested. The City typically seeks to have the best possible
collateral position to ensure that RLF loans are adequately secured. The interest rate is 5 percent for
years 1 through 5, 6 percent for years 6 through 10, and 7 percent for years 11 through 15. Each loan
applicant must leverage a minimum of $1 of private funds for every $1 of loan funds requested. These
are secured loans that can be used for working capital, machinery, equipment, fixtures and real estate.

Fort Atkinson -In pursuing theireconomic goals and objectives, Fort Atkinson participated in Wisconsin' s
Community Development Block Grant Program for Economic Development (CDBG-ED). In 1987, the
program provided a grant to Fort Atkinson, which in turn, was loaned to a local business to help them
structure the financial package necessary to expand their operations.
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The principal and interest repaid by the company was then used to establish Fort Atkinson’ s revolving
loan fund. Since its creation, the fund has provided a source of financing for approximately fifteen eligible
industries wishing to expand in Fort Atkinson, Wisconsin or relocate there from another community.

Main Street Programs

« City of Lake Mills — A City of about 5,783, is located in Jefferson County. In 2013, the City received three
awards at the Wisconsin Main Street Awards Celebration for communities in the Wisconsin Main Street
Program. They won awards for the Best Interior Renovation Project, Volunteer of the Year, and Board
Member of the Year.

 City of Omro—ACity of about 3,552, is located in Winnebago County.In 2011, Omro joined Wisconsin' s
37 Main Street Communities in an effort to improve its downtown area. As a Main Street community,
Omro will receive intensive technical services and training from Wisconsin Economic Development
Corporation (WEDC) staff to revitalize their downtown area while preserving its historic character.

STRATEGY 2.2: Urge Greater Community and Regional Collaboration

DESCRIPTION

In times of increasing demands and limited resources it is almost impossible to accomplish tasks or goals
by only relying on one’ s own resources. Therefore, collaboration offers possibilities for maximizing what
can be accomplished. Regionalism, or identifying opportunities and partnerships beyond municipal
boundaries, is a decision-making process through which multiple stakeholders who see different aspects
of a problem can constructively explore their differences and jointly search for solutions that go beyond
what any individual could create alone. It enables participants to pool resources toward shared objectives
and to identify common goals, even when they appear to have conflicting interests.

Key principles required for collaboration:
« Transparency of the process
« Diverse and representative stakeholders
« Ability of all participants to influence decision making

RATIONALE
Collaboration brings individuals and members of communities, agencies, and organizations within the



region, together in an atmosphere of support to systematically solve existing and emerging problems
that could not easily be solved by one group alone, thereby improving the quality of life across the
Region. Collaboration provides shared decisions and opportunities to examine efficient ways to
address common issues, and reduce duplication of cost and effort. Some of the potential benefits from
collaboration include:

« Improved communication

« Elimination of duplication

 Increased use of programs

« Improved publicimage

+ Better need assessment

« Consistency of information; and

 Increased availability of resources

IMPLEMENTATION
The City and its Chamber of Commerce need to become active members of economic development
based partnerships within the county and region. They should be more involved in organizations like:

The Jefferson County Economic Development Consortium (JCEDC) — The City being an existing full voting
member of the JCEDC, they should take more advantage of the resources and support that the consortium
has to offer. The JCEDC' s main purpose is to foster and encourage responsible, economic development
activities that result in job creation, retention, increased tax base and an improved sustainability and
quality of life for the citizens of Jefferson County.

The Jefferson County Tourism Council (JCTC) — The JCTC is a grassroots organization with the sole
purpose of increasing tourism throughout the entire Jefferson County area. The organization consists
of area Chambers of Commerce and business representatives and is open to the public. With an active
presence on the council, Waterloo would benefit from their marketing strategies and financial support
to help establish and promote the City as a tourism destination.

A potential public-private partnership — Waterloo needs to work more with private businesses, especially
Trek Bicycle Corporation, to capitalize on their location in the County; for example, coordinate with
Trek Travel to develop a Trek bike tour that extends beyond their factory, into the City and potentially
neighboring communities within the County.
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EXAMPLES

Ord, Nebraska

A City of about 2,300, is located in Valley County, Nebraska. In an effort to increase its declining population
and turn itself around, the City of Ord partnered with the County and the Chamber of Commerce to work
out an inter-local agreement under which the three entities committed to work together and to share
costs and revenues from a wide range of community and economic development activities.

The city, county and chamber each agreed to contribute $15,000 per year for a three-year contract to
build a cohesive program. They also pooled together their resources such as incentive packages, created
as a result of their local options sales tax, to attract new businesses that complete and add value to Ord’ s
unique community.

As a result, retail sales in Valley County increased 20 percent (compared with 11 percent statewide),
the Chamber of Commerce held 14 ribbon cutting and three ground breakings for new and expanding
businesses, and Ord saw an increase in its population and economic growth, among other outcomes.

Big Stone Gap, Virginia

A City of about 4,800, is located in Wise County, Virginia. Big Stone Gap is a town blessed with natural
resources and scenic beauty. Over a period of 20 years, however, the declining coal and textile industries
left hundreds of local residents without work or income. In response, local officials locked arms with
Virginia Cooperative Extension and several regional organizations, including the Heart of Appalachia
Tourism Authority (HATA), to spearhead an ecotourism strategy.

They first created a local education and training infrastructure to provide advice and enouragement to
budding entrepreneurs. By supporting the growth of small business entrepreneurs to serve the ecotourism
industry, the town has revitalized its economy and created new job opportunities for its residents. The
county’ s unemployment rate has since returned to a stable level of about 4.6 percent. Small outtting
businesses for kayaking, rafting, biking and camping are thriving. Their bed and breakfast industry also is
growing and being marketed throughout the state.

Sparta, North Carolina

A City of about 1,817, is located in Wise County, North Carolina. Through a public-private regional
collaboration, Sparta and its neighboring communities are working to lay the groundwork for a cluster of
advanced materials businesses. As a key partner in the effort, Sparta was focused on workforce training,



infrastructure development and private participation in the partnership.

To that end, Sparta and its neighbors worked together to create a workforce training
program, updated key infrastructure and institute collaboration between government
and private sector actors. Today, the Northwest North Carolina Advanced Materials
Cluster is taking shape, and Sparta, as part of the northwest region of North Carolina,
is positioning itself to compete in the new economy.

STRATEGY 2.3: Improve Accessibility of Information for interested businesses

DESCRIPTION

When business consider a new location, they are often most interested in the
amenities a new city can offer. These can range from infrastructure to schools to
green space and they rely upon communication with the city to make sure it would be
a positive relationship. Part of this means making information, such as property tax
records and zoning regulations, readily available. Waterloo has put together a section
for "economic development” which details properties available and reasons to
relocate to Waterloo. Currently, this information can be easily missed, however, due
to its placement under the catchall "Quick Links” and in the Municipal Website.
Creating a section specifically for businesses and their workers (including the current
Chamber of Commerce information) might help generate traffic to all the reasons to
set up business in Waterloo.

RATIONALE

The easier it is for businesses to access information about the community, the sooner they will see the
benefits offered within the area. Parks, bike trails and events are essential to worker happiness while
business incentives and communication with the local government make it less intimidating to relocate.

IMPLEMENTATION

Develop a user-friendly Website. Include information on: bike trails, social media pages, business
incentives, workforce characteristics, transportation access, housing, local events, and local business
organizations.

EXAMPLES
The City of Asheville, North Carolina has a separate web address for its Chamber of Commerce with a
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great layout that helps one easily locate what there is to do in Asheville, what amenities it offers, other
businesses in the area and their testimonials, and how one can get their own business started in Asheville.
This is all easily found from the homepage as illustrated on the previous page. For more information on
building a successful and attractive webpage see Alternative 1.4.

STRATEGY 2.4: Loyalty Card

DESCRIPTION

Loyalty cards are a great way for local residents to save money while helping businesses as well. Loyalty
cards support the local economy while providing incentives for people to shop at local stores, restaurants,
and businesses.

RATIONALE
According to INC., can cost a business about 5 to 10 times more to acquire a new customer than it is to sell
to an existing customer. As a way to encourage residents to shop local, businesses can use loyalty cards.

IMPLEMENTATION

Once businesses have been attracted to Waterloo, it would be beneficial to work with other local cities to
develop a loyalty card program. There are several different types of loyalty cards, but all work to benefit
businesses and customers.

Loyalty cards are a great way to increase a business and cities exposure. When people are part of a loyalty
program, they can access rewards, promotions, and newsletters about local restaurants and deals. It is
also a great way to reduce paper coupons with one card.

The loyalty card could be a local, regional, or national program.
Some tips on how develop a successful program:
e Use a simple points system
 Partner with other businesses to provide all-inclusive offers
« Develop a tier system so the more people spend, the more they feel they get

Loyalty programs also support businesses by resulting in a return on investment. Typically the cost to
businesses comes in what is being offered. A typical reward program will have a reward in the range 8%
to 10% of the cost of the item . So a buy 10 get one free deal would provide a 10% reward. By keeping
in mind how many people would use the program and how much they might spend, the costs for the



program be kept low and profits can come from increased business.
EXAMPLES
« Some examples of successful loyalty card programs that encourage local shopping habits.
e Austin, TX Area Loyalty Card Features:
e Local promotion in e-newsletters, travel guides, social media, and loyalty programs websites.
e A card that can be used at various locations to build up perks and rewards.
Madison, WI Area Belly Card Features:
« Local and regional promotion through email, social media pages, and loyalty programs websites.
« Promotion through local alerts on mobile applications
« Customized Rewards for customers

Examples of How Loyalty Cards Look:

STRATEGY 3. PROMOTE OUTDOOR RECREATION

In promoting Waterloo' s outdoor, the city can attract visitors through several options, Each strategy
looks at a different part of the overall problem and works to develop a solution that can be used in
Waterloo. Several solutions are already present in Waterloo, those strategies work to better develop the
options.

« Maunesha River - regional kayak destination

« Nearby State Natural Areas - hunting and fishing base camp

« Downtown Waterloo - place making, rejuvenation
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These actions will catalyze social and economic activities creating positive spillover effects throughout
the community.

Many small towns have attempted to diversify job options by adding either artisan or recreational trades
into the community and building upon their historic agriculture and manufacturing employment base.
Waterloo is surrounded by natural resources that provide an opportunity for long-term local employment
and could attract tourist dollars based on the character of the community.

STRATEGY 3.1 Kayak Park

DESCRIPTION

The Maunesha River is an existing class I and II
kayaking route. Day long boating trips with minimum
portages are possible, could connect more than a
dozen cities in southern Wisconsin. The next closest
(and perhaps Wisconsin' s sole) whitewater kayak
park is in Wausau, WI - more than 150 miles away.
Creating a southern Wisconsin whitewater attraction
is feasible. The obstacles that create challenging
conditions for kayakers improve stream health and

fish habitat.

RATIONALE

The Maunesha River Alliance should continue its Kayaker on the Maunesha River.
merger with the Rock River Coalition; and continue (MilesPaddled.com)

the annual river cleanup event. Create a 1.6 mile
route from just west of the closed Burger King, to
Firemen' s Park.



Proposed 1.6 mile city route: starting at green marker, finishing at red marker. (Google Maps)

(Example of small “waterfall” for kayakers. (Image from VisitRenoTruckee.com .)
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IMPLEMENTATION
Phase 1
« Excavate a small lagoon lined with boulders at both the put-in and take-out points.
« install a gravel parking lot at the put-in.
 Advertise with local boating companies and regional tourism/social organizations.
« Recruit a warm-weather / seasonal concession sandwich shop for the closed Burger King adjacent to
the put-in point.

Phase 2
« Improve fish habitat above, through, and below route (under DNR guidance) this includes concrete
debris removal, streambank stabilization, and non-native plant removal.
o Install the columns and wires necessary for a river slalom course (in the former Mill Pond area).
 Include a maintenance plan within city operations budget.

Phase 3
« Further improve fish habitat conditions with the creation of deep pools and shelter areas; restore
native plants.
« Increase kayak difficulty from class I to class IIl by creating channels with  “venturi effect” and small
waterfalls that shape water flows to create surf conditions. Develop river surfing conditions.
« Pavethe “put-in” parking lot. Install a sidewalk on the south side of W. Madison Street connecting
Trek and the new seasonal food concession.

POTENTIAL PARTNERS

e Wisconsin DNR
Jefferson County Economic Development Consortium
TravelWisconsin.com
American Whitewater

Rock River Coalition
Wausau Whitewater / City of Wausau - for kayak events
Sheboygan Tourism / City of Sheboygan - for surfing events

(VIDEO - river surfing) http://www.youtube.com/watch?v=8GJ7ACjtJg8

e 2 Rivers Bicycle and Outdoor (Watertown and Fort Atkinson based kayak and canoe rental)



EXAMPLES

e Wausau, WI. http://wausauwhitewater.org/

Yorkville, IL. http://www.yorkville.il.us/documents/damsign2.28.12.pdf

Denver, CO. (VIDEO - kayaking) http://www.youtube.com/watch?v=quv/bnCnIX'w

Salida, CO. (VIDEO - kayaking) http://www.youtube.com/watch?v=zCnqglOaM40

Reno, NV. http://www.isitrenotahoe.com/reno-tahoe/what-to-do/water-adventures/kayak-park
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STRATEGY 3.2 Camping Facility

DESCRIPTION

This part of the tri-county area has no campgrounds with close access to the upper Crawfish or Rock
Rivers, or any of the neighboring State Natural Areas. The closest campground is more than 25 minutes
away. Hunters and anglers would appreciate the option of staying close to their favorite spots. Scout,
school, church, and corporate groups may take advantage of a group camping site.

Natural areas this campground may serve: Miles from Waterloo
Maunesha River < 0.5 miles
Waterloo Prairie State Natural Area 2.4 miles
Crawfish River 4.0 miles
Holzheuter Farm State Park 5.0 miles
Chub Lake Oak Savanna 6.9 miles
Faville Prairie State Natural Area 8.4 miles
Deansville Fen State Natural Area 8.7 miles
Rock Lake 9.9 miles
Snapper Prairie State Natural Area 10.5 miles
RATIONALE

This could be a self-serve system, meaning no employees are staffing the campground on a regular or full-
time basis. Most sites could be reserved through a camping reservation system like ReserveAmerica.com.
One site may be held for rental on a first-come, first-served basis. The group site should be reservation
only. City law enforcement should be responsible for public safety and ordinance enforcement. City
parks maintenance should be responsible for campground maintenance. The city alderpersons should
delegate the person/office responsible for the collection of camping receipts. An alternative used in some
places is to create a consolidated law enforcement / maintenance / administrative body to operate the
campground.

IMPLEMENTATION

Develop a city owned and managed campground adjacent to existing trails and scenic geographic
features (hill and river). The Sandhill Station State Park reported 717 campers using 15 family camping
sites, and 304 people using 1 group site in CY 2013. Using this as a baseline for gate receipts, a minimum



of two and a maximum of five sites are recommended for development. Additionally, we recommend
developing a group camping site. While family campsites are suitable for six people and somewhat
isolated from other sites, a group campsite is designed for the comfort of gatherings up to a few dozen
people. Small amphitheatre’ s should be incorporated into group camp site settings for the purpose of
teaching / presentations, theatrical plays, and even weddings. This proposal recommends one picnic
table and one fire ring for each site, and the sharing of water, toilet, trash and recycling facilities. The
basic level of implementation does not include RV style camping.

EXAMPLES

« Wisconsin State Parks (in Jefferson County) - Sandhill Station State Park http://dnrwi.gov/topic/parks/
name/glacialdrumlin/camping.html

 Jefferson County Parks - Dorothy Carnes Park (Camping is NOT listed on their website yet.) http://www.
jeffersoncountywi.gov/departments/departments_f-r/dorothy_carnes_park.php (For information call
Jefferson County Parks at 920-674-7260.)

"Basic” camping facility - table, grill or fire ring. Small amphitheatre for group use should be reminiscent
of the Waterloo Baseball Field seating. (Images from Roan Mountain State Park and Scott Arboretum.)
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STRATEGY 3.3 Shared-use Plaza, a.k.a. “Woonerf”

DESCRIPTION

The City of Waterloo has a solid, logical, grid-based street system with a river that winds through town.
Pedestrian and bike paths have potential to connect the downtown area. The majority of downtown
businesses are showcased by beautiful building facades that were built between 1890 to 1910.

Definition: “Woonerf” is aterm used to describe a street that has been transformed by necessity to fit
a variety of urban needs. Woonerfs have taken on many forms to accommodate equal access to vehicles
and pedestrians. These streets are also known as “living streets” or “complete streets” because of
the activity that occurs on them. A Woonerf commonly will have a mix of retail and residential zoning, and
will be connected by both roads and trails to key assets in the municipality such as parks and shopping.

RATIONALE

Unfortunately, currently the only thing that gets many visitors to stop in downtown Waterloo, is the stop
sign. The heart of downtown has an average daily traffic count of 7700 vehicles; this is the highest in
Waterloo. The location of all community and city sponsored events has become Firemen’ s park; while
scenic, it is not immediately near retail establishments that would benefit from a crowd of people.
Furthermore, a winter event is easier to manage downtown than in a park. However, the peninsula formed
by the Maunesha River and Madison Street is a perfect example of a site best utilized to attract business,
life, and events in any city’ s downtown.

Woonerfs are currently part of the Dodge County Bicycle and Pedestrian Plan (2003). Complete Streets
are part of the Jefferson County Bicycle and Pedestrian Plan Update (2010). This type of shared-use
plaza is NOT only for holding special events (although this should be the preferred venue for all major
events). These spaces are designed to be a destination within the city for children, teens, adults, and
senior citizens alike. Residents should want to shop, walk around, and “just see what' s happening” in
this area at least weekly. Success may be measured by the number of people on the street at any given
time. A kiosk should display city information, music from café’ s should spill out into the street, children
should climb or test their balance on features made for them, adults should find this the best place in
the City to drink morning coffee and read a newspaper. A study in New York State showed that these
improvements increased sales 17 percent in the first year and 39 percent in the second year.



IMPLEMENTATION

Phase 1 Bridge.

Install a pedestrian bridge over the Maunesha River that connect both sections of South Monroe Street.
Connecting South Monroe Street links the entire north and south sides of the City of Waterloo via
downtown. The bridge increase downtown sales and increases the property values of those houses on
South Monroe and Polk Streets.

Phase 2 Brick.

Install a decorative paving treatment (brick or stamped concrete) over the 100 block of South Monroe
Street. Allow commercial tenants to operate in to the street area (in the case of restaurants this might
include patio dining). Fill in the parking lot on the southwest corner of Monroe and Madison Streets
with a structure whose facade complements the architectural style of the period buildings nearby. Host
everything from prep rallies to farmers markets on the Woonerf..

Phase 3 Riverwalk.
Continue the sidewalk that parallels the Maunesha River until it connects to Madison Street on both
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ends. Ideally, the sidewalk should line both sides of the river in this area. The eastern sidewalk should
lead directly to the city’ s other main public asset, Firemen' s Park, which is just 500 yards away.



The two corner lots on the north side of Madison Street, bisecting Monroe street are strategically
important. A strong business must occupy the building in the northwest corner lot. A Waterloo veteran’ s
memorial is situated in the northeast corner lot. While the removal of the sun shelter, and most of the
other concrete should occur, this small park is an important civic piece. A colonnade of trees would
perhaps better maintain the solemnity of the memorial to Waterloo’ s veterans, allow for better traffic
visibility, and increased public use.

Reconstruction of the street to create the Woonerf would create an opportunity to install significant
stormwater management below the street using porous pavement, ensuring that stormwater is cleaned
before being released into the river.
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EXAMPLES
Fergus Falls, MN. McHenry, IL. Boise, ID.
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RECOMMENDATION

ANALYSIS OF ALTERNATIVES

When developing the best recommendation for Waterloo, each alternative needed to be tested against
the main objective and each criterion. The objective of the project was to utilized the City of Waterloo’ s
existing assets to increase spending in Waterloo and encourage a thriving future for the community. For
the alternative to qualify as part of the recommendation, it needed to be cost effective, increase spending
in Waterloo, and retain and grow the City’ s tax base. The alternatives that best matched these criteria
were used in the final recommendation.



RECOMMENDATION

To address the problems that Waterloo is facing, a multi-directional approach should be used. By
creating immediate, short-term, and long-term goals, the problems can be addressed in several stages,
ensuring better success in the future. With these recommendations, Waterloo can enhance their identity,
attract businesses, and promote outdoor recreation through cost effective measures which will result in
increased spending in the City while working to retain and grow Waterloo' s tax base .

IMMEDIATE GOALS: ENHANCE WATERLOO' S IMAGE

FACEBOOK

Facebook is a good option for a cost effective way to connect the to community. By maintaining the page
with current events and information, residents and visitors will be aware of activities that are occurring
in Waterloo. The City can also work with local businesses to promote local sales and deals which can
encourage residents to buy local. By having a strong online presence, Waterloo can convey a sense of
community which is attractive for residents and businesses. While Facebook is a free tool, it is important
to utilize the page and update as often as possible, otherwise it can appear to followers that nothing is
happening in Waterloo.

WEBSITE

Developing and updating a website is another way to connect to visitors and the community. There is
a wide range of options for developing a website, but it can be a cost effective way of reaching a wider
community than Facebook. By having an easy to use website, visitors can quickly find information they
are looking for. Having a well developed and comprehensive website can offer visitors a view of how
the community is, incentives for living there, and what amenities Waterloo has to offer. The website
can also be used to show businesses what incentives there are and how the City can work with them
to ensure they are successful. Like Facebook, a website can be used to display a calendar of events or
local businesses and deal which can encourage shopping local. Having a good website is very important
because it can be the first impression a prospective resident or business can have of the city.

SHORT-TERM GOALS: ATTRACT AND RETAIN BUSINESSES

LOAN AND GRANT PROGRAMS
There are several different loan and grant programs that Waterloo could participate in like Community
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Development Block Grant for Economic Development, Capacity Building Grant Program. and Community
Development investment Grant Program. These grant would be used to attract businesses to Waterloo,
retain and grow the tax base, and provide options for more residents to shop locally. Each loan and grant
have different regulations, but projects could be developed in phases to keep annual costs low while
bringing new opportunities to the city.

MAIN STREET PROGRAM

Using a Main Street Program in Waterloo would be a great way to restore the historic character of
the downtown while using other traditional development strategies such as marketing, recruiting and
retaining business, and other improvements. While this program would take a few years to develop, it
could result in a lively downtown with more business resulting in a better tax base. While the City would
need to apply to receive assistance, the project could planned and developed in phases to keep costs
low. By having more business brought to Waterloo, residents would be given more opportunities to shop
locally. If Waterloo was not able to receive assistance for the Main Street Program, there is the option for
other loan and grant programs.

COMMUNITY DEVELOPMENT AUTHORITY (CDA)

A Community Development Authority would be a great way for Waterloo to actively market their
community, recruit developers and businesses, and be involved in incentive programs. The CDA would
work exclusively to attract businesses and development opportunities to the City. Having a growing
active community is an attractive feature to prospective residents and businesses, who want to locate
where there are options. If Waterloo were to receive Main Street Program assistance, they would get 5
years of free intensive technical assistance by State staff who could fill this position, but if not, it would be
recommended that Waterloo hire a staff member to fill this position.

COMMUNITY AND REGIONAL COLLABORATION

Having a strong community and regional collaboration is a great way to maximize efforts through the
sharing of ideas, working together, and increasing the availability of resources. Some of the options that
Waterloo has is in public-private partnerships, the Jefferson County Economic Development Consortium,
and the Jefferson County Tourism Council. A regional collaboration can result in projects that are better
planned at the regional level. By encouraging surrounding cities to work together, larger events can occur,
business associations can form, and the region can become a more attractive area, which can result in
better business in each city and a more enriched tax base.



LONG-TERM GOAL: OUTDOOR RECREATION

KAYAK PARK

The kayak park is a way to attract individuals from outside the city into Waterloo. This amenity will make
Waterloo a recreational destination, bringing people into town, and with added business, boost the
local economy. The project would take only a little investment from the City in the form of a parking lot.
Visitors could come to the park and ride the river for a little over a mile and a half. With more visitors, this
park could increase spending in Waterloo when used after businesses are attracted to the area.

SHARED-USE PLAZA

The shared-use plaza or Woonerf would make the downtown more attractive because it is pedestrian
friendly and is designed to be a great place for businesses to locate. This low-cost design creates a
sense of place in downtown Waterloo. Attracting more businesses in the walkable downtown will further
Waterloo’ s goal of being a green and sustainable community by reducing VMT because residents can
be encouraged to walk instead of drive for their shopping needs.
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APPENDICES



Appendix A

BUSINESS TRENDS IN THE REGION
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Appendix A-1
ESTABLISHMENTS BY INDUSTRY

Waterloo | Lake Mills | Marshall | Sun Prairie | Watertown
11 - Agriculture, Forestry, Fishing and Hunting |1 2 0 1 1
21 - Mining, Quarrying, and Oil and Gas 0 0 0 0 1
Extraction
22 - Utilities 0 2 1 4 2
23 - Construction 5 10 9 82 64
31-33 - Manufacturing 6 23 3 37 49
42 - Wholesale Trade 4 10 4 39 30
44-45 - Retail Trade 16 39 8 118 102
51 - Information 3 4 1 13 13
52 - Finance and Insurance 8 15 5 61 45
53 - Real Estate and Rental and Leasing 4 14 4 61 49
54 - Professional, Scientific, and Technical 5 23 2 74 47
Services
55 - Management of Companies and 2 0 0 2 0
Enterprises
56 - Administrative and Support and Waste 3 12 3 38 34
Management and Remediation Services
61 - Educational Services 7 10 6 26 26
6 2 - Health Care and Social Assistance 10 20 6 66 81
71 - Arts, Entertainment, and Recreation 3 7 6 19 15
72 - Accommodation and Food Services 7 21 5 59 55
81 - Other Services (except Public 16 39 14 116 106
Administration)
92 - Public Administration 6 9 6 34 29
99 - Other 2 2 2 14 6
TOTAL 113 266 87 878 768




Appendix A-2
BUSINESS CLUSTERS IN WATERLOO AND
SURROUNDING CITIES AND TOWNS
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Appendix B

CASE STUDIES



HEALTHY COMMUNITIES

No. 15: Healthy city: Raleigh, North Carolina

Raleigh gets high marks for setting aside a high percentage of city land as parkland; 17% of municipal land is devoted
to parks compared with the national average of 10.6%. Cycling, boating, camping and hiking are all easy day excursions,
with Umstead State Park and the American Tobacco Trail nearby. Plus, get in outdoor art at the North Carolina Museum
of Art, where you' |l find this monumental sculpture.

6. Durango, CO -- All aboard for mountain fun, plus classical tunes and — gasp — vaudeuville. It would be a bald-faced

lie to say that Durango (pop. 16,900) isn’ t devoted above all to outdoor recreation, from mountain biking and black-
diamond downhill skiing to Iron-man triathlons, white-water kayaking and rock climbing. But between adventures in the
surrounding San Juan Mountains, people celebrate life Western-style in the old railroad and mining town’ s lamppost-
lined historic district, among art installations along the Animas River greenway, and at the nearby Music in the Mountains
festival come July (heavy on the classical offerings, but a bit of pop, too), the Fort Lewis College Community Concert

Hall, and the Henry Strater Theatre, a.k.a. the “Hank,” a showcase for vintage melodrama and vaudeville. Best of all, the
Durango & Silverton Narrow Gauge Railroad, opened in 1882 and now a National Historic Civil Engineering Landmark,
still carries passengers 45 miles into the heart of the high San Juans, pulled by a coal-fired, steam-driven locomotive, with
the occasional bluegrass band or cowboy poet onboard for entertainment.

Susan Spano and Aviva Shen. The 20 Best Small Towns in America of 2012. Smithsonian.com. May 2012. http://www.
smithsonianmag.com/travel/the-20-best-small-towns-in-america-of-2012-66120384/ . Retrieved February 2014.
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POPULATION TRENDS AND DRIVING TRENDS



Appendix C

COMMUNITY SURVEY
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Appendix C-1
SURVEY QUESTIONNAIRE FORM
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Appendix C-2
RESULTS OF SURVEY QUESTIONNAIRE
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Appendix D

MATERIALS FOR PUBLIC INVOLVEMENT
MEETING HELD ON APRIL 8, 2014
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Appendix D-1
PUBLIC INVOLVEMENT MEETING NOTICE

PUBLIC INVOLVEMENT MEETING FOR WATERLOO" S LONG-TERM FUTURE

You are invited to attend an open house event to assist in planning for Waterloo' s
long-term future. Your involvement will play a key role in the final recommendations
for your city. Meeting information is shown below.

Tuesday, April 8, 2014, 5:30 PM - 7:00 PM
Presentation @ 5:45 PM
Waterloo City Hall
136 N. Monroe Street

You are allowed attend at any time during the hour and a half timeframe. Keep
in mind there will be a short presentation introducing the project at 5:45 pm.
The results of the survey, which was included in the February utility bill, will be
showcased. You will be given an opportunity to rank the proposals developed by
the team.

Light refreshments will be offered.

Please RSVP to aubreyaxt@gmail.com if you plan on attending.



Appendix D-2
PUBLIC INVOLVEMENT FLYER

PUBLIC
INVOLVEMENT ‘&f/@@
MEETING

TUESDAY APRIL 8, 2014
5:30PM - 7PM

PRESENTATION @ 5:45 PM

Waterloo City Hall
136 N. Monroe Street

You are invited to attend an open house event to assist in
planning for Waterloo’s long-term future. Your involvement will play
a key role in the final recommendations for your city.

« Results of the survey, which was included in the February utility
bill, will be showcased.
« Opportunity for you to rank the proposals developed by the team.

The meeting will be an open house format with a short presentation
at 5:45 pm. Light refreshments will be offered.

Please RSVP to aubreyaxt@gmail.com if you plan on attending.

UNIVERSITYo WISCONSIN

MII.WAI.IKEE
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Appendix D-3
PUBLIC INVOLVEMENT POWERPOINT
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Appendix D-4

DISPLAY BOARDS AT PUBLIC MEETING

Welcome

Please Sign-in

Take a look around and ask
questions.

Please fill out the Input and
Voting Form and place in box
provided.

Have a great evening!
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Marketing Strategy for Attracting Businesses

Regional Collaboration

The goal of collaboration is to bring individuals and members of
communities, agencies, and organizations within the region
together in an atmosphere of support to systematically solve
existing and emerging problems that could not easily be solved by
one group alone, thereby improving the quality of life across the
Region. Waterloo’s collaboration with neighboring communities can

provide:
e Community events
e Taxi services
e Community programs
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Muller Rd > Mueller Ad ) z
< g -
Portland
Hl eton Rd
Fisch Rd L v
e State (avg) %)
Area Us)
W Clarkson Rd. <«

canal Rd ‘Waterloo

PY Jany

\all Rd
Towa®

Loyalty Cards

Loyalty cards are a great way for local residents to save money
while helping businesses as well. Loyalty cards support the local
economy while providing incentives for people to shop at local
stores, restaurants, and businesses.

Development Incentives for New Businesses

Alongside providing existing businesses with more incentives to stay
in the community, Waterloo should also develop incentive programs
to attract desired businesses, such as:
o Facade Improvement Grant
Loans/Grants
Main Street Program
Chamber Activities
Awards for shoppers

O O O O



Selection of Survey Results

What city or town do you currently live in?

What city do you currently work in? In a typical week, how many grocery and non-grocery shopping trips do you make outside of Waterloo?

Which of these shopping needs are currently not met within the City of Waterloo?

In a typical week, where do you do the majority of your non-grocery shopping?

In a typical week, where do you do the majority of your grocery shopping?

In a typical month, how much do you spend outside of Waterloo on food, What features do you like most about Waterloo?
household items, etc.?
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Developing Waterloo’s ldentity

Design A City Logo

A city logo provides a community with an easily
recognizable “identity”. Therefore, it should
represent the community and all it has to offer.
When the logo is used, it should bring to the viewer’s
mind the images and experiences of enjoying the
community. Unique Waterloo assets include the
carousel, Fireman’s Park, and the connection to
businesses such as Trek and McKay Nursery. Waterloo
should adopt a new city logo to provide the City with
an easily recognizable ‘identity’.

Example of Ideas for City Logos

Waterloo
Wisconsin

e~ "Waterloo

Tt
41 1 : " Wisconsin

L e e e e e e e

Social Media

Social media is a great way for cities and communities to
better connect with their residents and potential visitors.
It provides a two-way communication channel that makes
the city and community more accessible, attracting
activity from younger generations. With social media,
there is a place to generate buzz about the community,
events, and new developments that are occurring.

Develop User-Friendly Website

A website is a powerful tool which can be used to house important information for
residents, visitors, workers, and businesses. If updated on a regular basis, a website can
inform these groups of upcoming events, community plans and policies, and a summary of
the resources available to residents and outsiders alike.

Existing Website Proposed Website

o Local Event Announcements

o Images and videos of community events

o Post City meeting dates and times and
educate followers about the legislation and
programs

o Promote local businesses by posting sales,
specials or other events




Outdoor Recreation in Waterloo

Kayak Route / Whitewater Park

The City of Waterloo is the ideal starting spot for beginning
and experienced kayakers. The next closest kayak park in
Wisconsin is over two and a half hours away in Wausau.
Waterloo’s Maunesha River has the potential to become a
southern Wisconsin destination.
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Local Camping & Outdoor Events

Although there are seven State Natural Areas close by,
there is not a supporting base camp. Hunters and
fishermen appreciate staying close to their favorite sites.
Scout, school, church, and corporate groups would take
advantage of a group camping facility.

Pedestrian Street & Riverwalk

People walking are more likely to visit multiple stores
than people driving. South Monroe Street is centrally
located and it is a dead end street for cars. Shopping,
community events, and apartments are highly suited for
a peninsula of this size.
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Pedestrian Bridge decreases
walking time to downtown.
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Appendix D-5
ATTENDANCE RECORD OF PUBLIC INVOLVEMENT MEETING
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Appendix D-6
COMMENTS AND RANKINGS OF THE PROPOSALS BY ATTENDEES
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Appendix D-5
SUMMARY OF PUBLIC INVOLVEMENT MEETING

Summary

Held on April 8th from 5:30 to 7pm

Had about 25 residents attend

Quick 5 min presentation about scope of project

Had boards set up around the room with boards that displayed each alternative and the survey results
Provided a comment and ranking sheets and we received 19 sheets back.

Overall very good comments and positive feedback.

Critical Issues:

The City of Waterloo recently went through a rebranding with the “Find Your Path Here” program
Recreated their City logo (with controversy and not strong community support)

Waterloo is in the process of redoing their website and really want more suggestions

Many residents expressed their desire to start a business, but did not know how. Residents also were
concerned about having a strong customer base.

The team received input about previous restaurants that moved to other communities or went out
of business. This perceived quick turnover of businesses downtown does not provide a strong, stable
market for prospective business owners.

Viewpoints:

From the ranking of alternatives, those who attended felt the Outdoor recreation plan and the market
strategy to attract businesses were the best options.

Some residents feel there are too many trails around in Waterloo and they do not want more at the
taxpayer’ s expense

Need to work with Trek and not against them.

Fix parks to be center of Waterloo - more events there (one per month)

Need to attract medium/large businesses/companies

Should build industrial space for lease

Want stores that stay open past 9 pm

Need more things to do in the area

Need programs to help start-ups and develop businesses

Market to the right age group

Need restaurants and retall

Local events should be better advertised - residents were many times unaware of events taking place



Appendix E

NEWSPAPER ARTICLES CONCERNING THE
ENCOURAGING WATERLOO" S THRIVING FUTURE PLAN
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