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January 20, 2023

CivicBrand
508 W. Lookout Dr. #14-1030 
Richardson, TX 75080
CivicBrand.com
(214) 586-0795

Town of Manchester.

After reviewing your RFP, we are confident that the CivicBrand team is the perfect partner for this effort.  
CivicBrand is one of the few agencies in the country that focus exclusively on community-wide branding 
and engagement and with over a 14 years of experience, we have crafted a process built on equitable 
stakeholder engagement, user-testing and generating buy-in and civic pride.

There are 3 key factors that make CivicBrand the right choice for this project: 

• CivicBrand is the industry leader in innovative and equitable public engagement. It is at the core 
of our process and creates a brand that comes naturally from the community and fosters civic 
pride. We truly get the role of qualitative and quantitative data in the research and engagement 
process. 

• Our design team has the creative chops to stand up to the biggest design / ad agencies in the 
country. However, what those firms don’t have is the deep understanding of the civic space 
and how that plays out in city goverment and place brand architecture. Community branding is 
not the same as branding a hotel or even a tourism campaign. It requires deep buy-in from the 
community, understanding of public-private, and governmenet brand architecture.

• It all comes down to implementation. The level of depth in our implementation plans goes far 
beyond what our competitors deliver. Detailed, multi-phase implementation, catalyst projects, 
and a focus on management and measurement of the brand is vital.  

We appreciate the opportunity to tell you more about CivicBrand and our approach over the following 
pages, and we look forward to the opportunity of working with you and your great community!

Sincerely,

Ryan Short
CEO - CivicBrand
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CIVICBRANDCIVICBRAND
BY THE NUMBERSBY THE NUMBERS

We’re both design junkies and data 
nerds. We love witnessing the power 

design has on communities and 
proving that value with real metrics. 

Whether it’s measuring the economic 
impact of a project or counting the 

number of people holding hands on a 
street after a placemaking activation 

we are here for it and love
Doing what we do. 

2020
Episodes and counting of our 
podcast ‘Eyes On The Street’ 

where we have conversations 
on community branding, 

engagement and placemaking. 
Give it a listen!

1414
Years in business. Here’s the 

original crew in 2008. Starting in 
a  recession you really learn how 
to trim the fat and deliver value.

26,000+26,000+
Photos taken. It’s probably more 

but that’s what we have in our 
company Google Photos account.

5252
Number of cities we’ve worked 

with. We’d love to make you 
number 53 but lets be honest 

you’re much more than a
Number to us.

83,92483,924
Miles traveled - it’s an educated 

guess based on google maps - but 
we’re on the road a lot.

200200
Gallons of paint on a recent 

placemaking project. 

1515
Awards won. It’s 

not why we do this 
but its nice to see 
clients recognized 

on a national & 
global stage. 
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Founded in 2008, CivicBrand works directly with cities, counties, and CVBs 
to develop public engagement, branding, placemaking, wayfinding and 
marketing strategies. 

Instead of using our creative talents to help a company sell more widgets, 
we focus on engaging citizens to create better, stronger places. Places 
matter. Our cities, communities, neighborhoods and streets – they can 
inspire creativity, drive economies and entertain us. They can keep us safe, 
help us grow and shape who we are.

We believe public engagement is broken. It’s why many of our places are 
struggling or losing their identity. Through branding and story-telling we 
can inspire citizens, be a catalyst for change, manage growth and improve 
civic pride. 

Cities are complex. They involve multiple departments, organization, 
public and private, entities that both compete and collaborate, and serve 
diverse audiences – but at the end of the day, it is one place. Effective place 
branding looks beyond logos and instead creates a comprehensive brand 
platform and brand strategy.

This requires deep expertise in public engagement, city government, 
economic development, user-experience, funding options, public-private 
strategies, design leadership and transparency.  #loveyourcity

“This is done through a process of public 
engagement, defining brand principles, 

storytelling and consistently fulfilling 
your brand promise.”

-RYAN SHORT / CIVICBRAND

COMMUNITY BRANDING THAT FOSTERS 
CIVIC PRIDE AND ATTRACTS TALENT,  
TOURISM & INVESTMENT.

FROM “BRANDING IS THE NEW 
ECONOMIC DEVELOPMENT” FORBES

WATCH OUR HIGHLIGHT REEL
vimeo.com/483150148



Ryan is a founder and the CEO of 
CivicBrand and would be the project 
lead.  Ryan regularly delivers keynote 
speeches on community branding and 
guides the process.

RYAN SHORT
FOUNDER / STRATEGIST

Banner is a founder of CivicBrand 
and helps direct our firms vision, 
culture, strategy, and approach to 
community branding projects. 

BANNER SHORT
FOUNDER / STRATEGIST 

Brisa will lead the strategy and 
engagement portion of the project 
ensuring we reach the entire 
community and develop a strategy 
that resonates. 

BRISA BYFORD
STRATEGIST

Layne has a Masters in Architecture 
and experience in Urban Design 
and Placemaking. Layne’s role is 
incorporating the brand into the built 
environment and creating places 
people love.

LAYNE FERGUSON
PLACEMAKING 

Connor has worked as an Analyst 
and Manager for local and state level 
economic development. His role is to 
ensure the project meets the  
client’s goals.

CONNOR COX
STRATEGIST

Colin brings over 20 years of experience 
to the agency. Colin has been with 
CivicBrand for 8 years and crafted brands 
and marketing materials for a number of 
cities, districts and organizations.

COLIN COOLIDGE
DESIGN & DEVELOPMENT

Tiffany loves thinking about how to make 
cities more people-centric, beautiful and 
resilient. Outside of work she reads and 
writes about cities and makes content for 
her educational platform, Cities Decoded.

TIFFANY OWENS 
STRATEGIST

Landon is a brand artist and creative 
strategist who understands how 
to bring big ideas to life. Landon 
has expertise in creating brand and 
messaging platforms that tell a 
communities story.

LANDON FERGUSON
DESIGNER

Matt’s love for film-making and 
telling stories stems from his roots in 
photography. When he’s not making 
films with CivicBrand, you can find 
him outdoors exploring with friends 
and family with a camera in hand.

MATT HENRY
PHOTO / VIDEO

Clay has been making films 
professionally since 2007. Community 
branding is all about story telling and 
Clay uses photography and video 
to create emotional films about 
communities.

CLAY HERVEY
PHOTO / VIDEO

MEET THE TEAM
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Public engagement is the foundation of every project we take on. Our company’s mission was built on this quote by activist 
Jane Jacobs..

              “Cities have the capability of providing something for everybody, only  
               because, and only when, they are created by everybody.”

From placemaking events where residents can build civic pride by painting a community mural, to pop-ups events at 
breweries and coffee shops where we buy resident a drink and talk about your community, to even paying people $5 for 
5-minutes of their time in low-income neighborhoods, to launching a project podcast series to dive into the details of a 
community. We do what it takes to make engagement fun, meaningful, and equitable. 

There is no one-size fits all public engagement strategy. Each community requires a unique combination of strategies 
designed to reach the entire community - from seniors citizen to students, online and offline, across multiple languages and 
across all socioeconomic classes.  We go where the people are and use the right tool to reach the right audience. Because of 
this approach CivicBrand has been a leader public engagement for years.
   

THE INDUSTRY LEADER IN
PUBLIC ENGAGEMENT

READ OUR ARTICLE 
on Forbes.com

LAYNE FERGUSON
PLACEMAKING 
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To succeed in this space requires a deep understanding of the how cities work. Understanding the role of public/private, 
funding options, planning & development, and public engagement. While there are lot of great design firms out there they 
often work across a range of industries from hotels to liquor companies and therefore don’t have that deep civic experience.

              “There isn’t a design firm that knows more about the civic space than us and  
                 there isn’t a civic consultant with the our level of design talent.”

On the other hand, you have consultants who are well versed in the civic space however they either outsource design work 
of their creative work leaves a lot of be desired. At CivicBrand we have the best of both worlds.  There isn’t a design firm that 
knows more about the civic space than us and there isn’t a civic consultant with our level of design talent.

CREATING RESILIENT & LOVABLE 
PLACES THROUGH PLACE BRANDING
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CivicBrand is an award wining Hubspot Gold partner and Google Partner. For over 14 years we have developed print, digital 
and inbound marketing strategies for clients. We have been recognized on the global stage and even flown out on an all 
expenses paid trip to the Google headquarters as one of the top performing Google Ads agencies in the country. 

              “We’ve been flown out to the Google headquarters as one of the top  
                performing Google Ads agencies in the county.”

Our marketing strategists, designers and developers are all full time and in-house. We don’t outsource like most marketing 
agencies these days do. We have a deep understanding of the civic space and years of experience in running campaigns 
across print and digital media. 

We manage social media channels, digital ad accounts, conduct influencer marketing campaigns, assist with PR and 
trade show marketing, and manage and report on the effectiveness of all campaigns. We do all design and website / 
email development in-house. You simply will not find a firm with the depth of marketing experience combined with our 
understanding of the civic space.     

14 YEARS OF AWARD WINNING  
IMPLEMENTATION & MARKETING
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AWARDS

2021 Finalist for 
BEST USE OF DATA
7TH STREET PEDESTRIAN PLAZA -  WACO, TX

2019 Finalist for 
BEST USE OF DESIGN
CITY &  CVB BRANDING -  WAUPACA, WI 

2018 Finalist for 
BEST CITIZEN ENGAGEMENT
HEARTLAND LAKES - PARK RAPIDS, MN

2020 Gold Winner for 
INTERACTIVE ITINERARY BUILDER 
CITY OF ROWLETT, TX

2018 Gold Winner for 
BRAND IDENTITY
HEARTLAND LAKES - PARK RAPIDS, MN 

2018 Platinum Winner for 
SOCIAL MEDIA STRATEGY
OLD TOWN LEWISVILLE - LEWISVILLE, TX 

2017 Platinum Winner for 
BRAND IDENTITY”
BENIOFF OCEAN INITIATIVE / UNIVERSITY
OF CALIFORNIA AT SANTA BARBARA.

2017 Silver Winner for 
WEBSITE DESIGN
JHP ARCHITECTURE 

2017 Silver Winner for 
WEBSITE DESIGN
AIRWAYS SERVICES 

2020 - American Planning Association NM 
1ST PLACE - LONG RANGE PLANNING 
ELEVATE LAS CRUCES

2018 - American Planning Association TX 
COMPREHENSIVE PLANNING AWARD
RENEW TEXARKANA 

2017 - American Planning Association TX 
LONG RANGE PLANNING AWARD
EAST SIDE FARMERS BRANCH, TX 
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RECENT PROJECTS

• Clackamas County, OR -  County Branding

• Oklahoma City, OK - Beautification Strategy

• Breckenridge, CO - Open Space & Trails branding

• Richardson, TX - District Brand & Placemaking

• Chickasaw Nation, OK - Regional Placemaking Strategy

• Burleson, TX - Community Branding

• Two Rivers, WI - Community Branding

• Ike Hike Trail, Denison, TX - Naming, Branding

• Stearns County, MN - Branding & Engagement

• Washington County, MN - Branding & Engagement

• Embrace Dallas - Branding & Video Production

• Park Rapids, MN - Regional Community Branding

• Downtown Garland, TX - Branding

• Downtown Plano, TX - Branding & Placemaking

• Downtown Waco, TX - Placemaking

• Santa Fe, NM - District Branding

• Las Cruces, NM - Comp Plan Branding & Engagement

• Texarkana, TX - Comprehensive Plan

• Lewisville, TX - Old Town Lewisville Marketing Strategy

• Waupaca, WI - Community Branding

• Little Elm, TX - Lakefront District Brand Strategy

• Snohomish County, WA - Visitor Website Design

• Broken Arrow, OK - Comprehensive Plan

• Farmers Branch, TX - District Branding

REFERENCES

ANNE LOWE  
Town of Breckenridge, CO
annel@townofbreckenridge.com
970.406.8614

TERRI SCHULTZ
Waupaca, WI - CVB President 
terri@waupacaareachamber.com 
(715) 513-0100

TONIA HOLOWETZKI
Clackamas County, Oregon
THolowetzki@clackamas.us 
503.250.1381 

DEANNA PHILLIPS
City of Burleson, TX
dphillips@burlesontx.com 
(817) 416-9600
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OUR WORK
The following projects showcase our teams expertise in 

community engagement, branding, design, marketing 

and implementation.

DOWNTOWN BURLESON, TX FEATURING  
THE NEW CITY BRANDING 
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CLACKAMAS COUNTY, OR

  Branding 
  Staff & Public Engagement
  Focus Groups & Interviews
  Workshops
  Messaging

  Brand Architecture
  Design  
  Photography 
  Video Production
  Implementation Strategy

Clackamas County was one of the first places in the country to be 
hit by COVID and it has endured a number of challenges in the last 
few years, from wildfires to political controversy. We worked with 
the county to clarify their message and value to the community. A 
big part of our work was bringing each department and program 
together through design and messaging. We developed a brand 
architecture filter to appropriately sort the marks of departments, 
programs, and initiatives in a way that is more clear both internally 
and externally, and we conducted staff and community interviews 
and workshops to understand the county’s value proposition and 
bring that to life through design and messaging.

BRAND ARCHITECTURE THAT SUPPORTS 
THE COUNTY’S PURPOSE

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication
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Clackamas County 

Clackamas County 

Dog Services

Clackamas County 

Children, Family and
Community Connections

Clackamas County

Clackamas County

SALMON RIVER TRAIL
This trail accesses the Salmon-Huckleberry Wilderness 
and travels through mossy old growth forest next to the 
wild and scenic Salmon River. Chinook and Coho salmon, 
along with Steelhead, Rainbow and Cutthroat trout are 
found in the river. There are several established 
campsites along the way for backpackers.

SALMON RIVER TRAIL
This trail accesses the Salmon-Huckleberry 
Wilderness and travels through mossy old
growth forest next to the wild and scenic 
Salmon River. Chinook and Coho salmon,
along with Steelhead, Rainbow and Cutthroat 
trout are found in the river. There are 
several established campsites along
the way for backpackers.

SALMON RIVER TRAIL
Clackamas County 
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forest next to the wild and scenic Salmon River.

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication

SUPPORTS

S
C

E N I C  S I T
E

C
lack a m a s C o unty

C
la

ckamas County

W
O

R K I N G  F O R Y
O

U

AWARDS

C
la

ckamas County

O
P

P
O

R T U N I T Y  F O

R
 A

L
L

Human Resources
Clackamas County 

Clackamas County 

Dog Services

Clackamas County 

Children, Family and
Community Connections

Clackamas County

Clackamas County

SALMON RIVER TRAIL
This trail accesses the Salmon-Huckleberry Wilderness 
and travels through mossy old growth forest next to the 
wild and scenic Salmon River. Chinook and Coho salmon, 
along with Steelhead, Rainbow and Cutthroat trout are 
found in the river. There are several established 
campsites along the way for backpackers.

SALMON RIVER TRAIL
This trail accesses the Salmon-Huckleberry 
Wilderness and travels through mossy old
growth forest next to the wild and scenic 
Salmon River. Chinook and Coho salmon,
along with Steelhead, Rainbow and Cutthroat 
trout are found in the river. There are 
several established campsites along
the way for backpackers.

SALMON RIVER TRAIL
Clackamas County 

This trail accesses the Salmon-Huckleberry 
Wilderness and travels through mossy old growth 
forest next to the wild and scenic Salmon River.

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication

Clackamas County Semi-Annual Publication

SUPPORTS

S
C

E N I C  S I T
E

C
lack a m a s C o unty

C
la

ckamas County

W
O

R K I N G  F O R Y
O

U

AWARDS

C
la

ckamas County

O
P

P
O

R T U N I T Y  F O

R
 A

L
L

Human Resources
Clackamas County 

Clackamas County 

Dog Services

Clackamas County 

Children, Family and
Community Connections

Clackamas County

Clackamas County

SALMON RIVER TRAIL
This trail accesses the Salmon-Huckleberry Wilderness 
and travels through mossy old growth forest next to the 
wild and scenic Salmon River. Chinook and Coho salmon, 
along with Steelhead, Rainbow and Cutthroat trout are 
found in the river. There are several established 
campsites along the way for backpackers.

SALMON RIVER TRAIL
This trail accesses the Salmon-Huckleberry 
Wilderness and travels through mossy old
growth forest next to the wild and scenic 
Salmon River. Chinook and Coho salmon,
along with Steelhead, Rainbow and Cutthroat 
trout are found in the river. There are 
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WAUPACA, WI

COMBINING TOURISM WITH COMMUNITY
Like all CivicBrand projects, deeply engaging the public and to 
develop the “Chain to Main” brand strategy that combined the 
natural amenities that the Chain O’Lakes brings to the area while 
emphasizing the story of a strong main street community that is 
being revitalized to attract talent and investment. We developed a 
complete brand system that included city identity, place identity 
and visit identity that all work together in a seamless brand system.

  City & CVB Branding 
  Public Engagement 
  Project Websites
  Website Design
 Banners & Signage

 Video Production
 Photography
 Promotional Products
 Content Strategy 
 Implementation Plan

WATCH 10-SECOND ADS 
vimeo.com/364133135
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 Video Production
 Photography
 Promotional Products
 Content Strategy 
 Implementation Plan

FAIRFAX, VA - BLENHEIM BLVD

Public Engagement
Branding
Placemaking
Wayfinding
Implementation Plan

BRANDING, WAYFINDING & PLACEMAKING STRATEGY
We worked with Fairfax City to develop the branding and placemaking strategy for the completely 
re-visioned boulevard that is the heart of the city. We developed a brand concept that captures the 
spirit of the site and community and developed a placemaking and wayfinding strategy that brings 
it life and connects the core parts of their city.
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HIGH POINT, NC 

Free beer & coffee for anyone that talks to us

Printed coasters & stickers for coffee sleeves with project info

Interactive engagement boards

7 different  pop-up locations over 3 days

ENGAGEMENT TOUR FOR CITY WIDE BRANDING 
This project is currently in process and therefore not complete. However, we are wanting to highlight what our on-the-street, equitable 
approach to engagement looks like. We believe meeting people where they are and casual conversations are just as valuable as any survey 
data. We believe in reaching people where they are and not expecting them to come to us. We set up multiple stops across the community in 
key neighborhoods where we want to reach key demographics as well as partnered with local businesses to buy their visitors a drink and talk 
to them about their community. 
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MIDTOWN SANTA FE

Branding Workshop with City Leadership

District Branding

Messaging Strategy

District Project Website

BRANDING, MESSAGING & WEBSITE FOR NEW DISTRICT
CivicBrand worked with the City of Santa Fe and their Office of Economic Development to develop the brand strategy and project website 
for Midtown. Midtown is an important project for the city as they look to redevelop a 35 acre campus into a new mixed-use neighborhood 
district and market that opportunity to developers and residents and develop a strategy to reach and engage developers and the public. 
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BURLESON, TX

  City Branding 
  Public Engagement 
  Project Website
  Plaza signage design
  Made-In brand strategy

MANAGING GROWTH WITH BRANDING
With extreme growth across all of North Texas, the City 
of Burleson recognized the role that branding could play 
in helping get ahead of that growth and ensure that they 
remain true to who they are, maintain their hometown feel, 
and continue to foster civic pride. CivicBrand worked with 
the city on a public engagement driven branding initiative 
that went far beyond just logos and design. We developed 
a brand platform that will cut across residents, visitors and 
business, designed monument signage for the new plaza in 
Old Town and even created a BTX Made brand that will be 
used to foster civic pride and locally made products.

 Video Production
 Photography
 Brand Management
 Youth & Student Events
 Implementation Plan
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 Video Production
 Photography
 Brand Management
 Youth & Student Events
 Implementation Plan

OUR APPROACH
A brand is much more than a logo. It is an intangible 

reflection of both a community’s history and vision for 

the future.
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TRIP 1 - KICKOFF

PHASE I
RESEARCH & ENGAGEMENT
We kick-off the project with staff and committee meetings to align on 
project goals, process and timelines. On Trip 1 we take an extensive 
tour of the community, establish existing conditions, and conduct 
initial interviews and in-person focus groups. 

PROJECT WEBSITE
The project website will serve as the 24/7 hub of public information for 
the project and allows us to keep all stakeholders informed about the 
process. It also offers multiple options for interactive engagement and 
survey questions throughout the project.

DIGITAL ENGAGEMENT
Between Trip 1 and Trip 2 we conduct robust digital engagement and 
research. This includes interviews, virtual focus groups, interactive 
surveys as well as auditing competing communities.  CivicBrand is an 
industry leader in digital engagement and we have a wide range of 
tools and tactics to reach the community in a effective and efficient 
way which makes the city budget go that much further.

TRIP 2 - EQUITABLE ENGAGEMENT & 
AUDIT OF WAYFINDING SIGNAGE
A major focus of Trip 2 is equitable engagement and reaching those 
demographics and groups we haven’t heard from during Trip 1 or 
during the digital engagement.  

If you Google “equity in public engagement” the first thing that comes 
up will be a Forbes article by our founder. It is essential to our process. 
We will be closely monitoring who we have heard from and who we 
haven’t. We then make additional efforts through community partners, 
pop-ups, and on-the-street engagement strategies to reach audiences 
we have yet to connect with.  This often includes partnerships with 
minority churches or cultural groups, on-the-street engagement in key 
neighborhoods and student and youth focus groups. 

On Trip 2 we also will be auditing existing wayfinding singage nad 
collecting all of the reference photos needed to inform the wayfinding 
plan. 

PLACE BRAND AUDIT
This phase ends with the Place Brand Audit which is a 100+ page 
document that details all of our findings across engagement and 
research. This is the first key deliverable and sets the stage for entering 
into brand strategy phase. 
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VISION & BRAND STORY

PHASE 2
VISION & BRAND STRATEGY

Everything we learn in Phase 1 will shape the brand vision. It is the 
culmination of all the research, existing plans, and public engagement. 
With a clear and shared vision for the future we will begin developing 
a strategy to achieve that vision. In this phase we develop the brand 
strategy. This consists of brand  principles which are used as a global 
decision making filter, brand goals that will  tee up implementation, 
and a brand story that captures the essence of the community and the 
strategic vision.

IDENTITY & MESSAGING
We will develop the full brand architecture which is much more than 
just a single logo. It dives into city government brand architecture 
across departments and assets, as well as place brand architecture 
across the community. Together this makes up the brand platform. 

In addition to the logo and brand architecture elements we will 
develop messaging and a visual language. This is the look, feel, voice, 
tone, colors, and surrounding elements that all shape how the brand 
will be communicated and brings the brand to life.

TESTING & REVISIONS
During this phase we will be testing concepts and messaging with 
multiple audiences including staff, locals we engaged with in the first 
phase, as well as testing with anonymous online participants to gauge 
how our concepts are being interpreted and measured against the 
brand principles and goals.  

BRAND GUIDELINES DOCUMENT
When the branding is finalized we will produce a brand guidelines 
document that details how the brand should and should not be used. 
This outline logo usage, brand architecture rules, fonts, colors, icons, 
and imagery. This document serves as a reference document for staff 
and any vendors or contractors who will work with the brand. 

BRAND IMPLEMENTATION PLAN
The greatest brands in the world meant nothing on day 1. Their 
value is all based on how they are implemented and managed and 
ultimately fulfilling the brand promise on a daily basis. The brand 
implementation plan identifies strategic focus areas and provides a 
priority matrix for how the brand should be implemented. This is a 
multi-phase and multi-year implementation plan.


