
Village of Cottage Grove                                         Notice of Public 
Meeting

COMMUNITY DEVELOPMENT AUTHORITY

Tuesday, September 29, 2020 5:30 p.m. 

Due to the COVID-19 pandemic, this meeting will take place virtually via Zoom. Please join the 
meeting from your computer, tablet or smartphone by visiting https://zoom.us/j/99734981704.

You can also participate via phone by dialing 1 312 626 6799 and use Meeting ID: 997 3498 1704# 
When asked for your Participant ID, just press #

You may also choose to participate by providing public comment prior to the meeting via email to 
Village Clerk Lisa Kalata: lkalata@village.cottage-grove.wi.us

Call To Order

Determination Of Quorum And That The Agenda Was Properly Posted.

PUBLIC APPEARANCES- Public's Opportunity To Speak About Any Subject That Is Not A 
Specific Agenda Item.

Discuss And Consider Approval Of Minutes Of The August 10, 2020 CDA Meeting.

8-10-2020 CDA MINUTES.PDF

Review Proposals Received For Marketing Project. Discuss And Consider Next Steps For 
Requesting Budget And Awarding Project.

CDA_MARKETING_2020-09-11.PDF
DISTILLERY_PROPOSAL - COTTAGE GROVE_RED.PDF
REVPOP_COTTAGE GROVE BRAND DEVELOPMENT (2020-09-04_15-57 ADT)
_RED.PDF
SIGNALFIRE-COTTAGEGOVE-BRANDINGPROPOSAL_RED.PDF
THIEL COTTAGE GROVE - PROPOSAL 9.9.20 RED.PDF
WEBERMKTG_PROPOSAL RESPONSE_VILLAGE OF COTTAGE GROVE.PDF

Discuss CDA Member Representation On Village Of Cottage Grove ’s Housing Task Force.

LTR_HOUSINGTF-CDAMEMBER_2020-09-10.PDF

Future Agenda Items

Adjournment

This agenda has been prepared by Staff and approved by the Chair of the Community Development 
Authority for use at the meeting as listed above.  Any item on the agenda is subject to final action.  

Notice:  Persons needing special accommodations should call 608 -839-4704 at least 24 hours prior to 
the meeting.  It is possible that members of and possibly a quorum of members of other governmental 

bodies may be in attendance at the above stated meeting to gather information; no action will be taken 
by any governmental body at the above-stated meeting other than the governmental body specifically 
referred to above in this notice.  
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 VILLAGE OF COTTAGE GROVE 

COMMUNITY DEVELOPMENT AUTHORITY 
Monday, August 10, 2020 

 

MINUTES 

 
1. Call to order  

The August 10, 2020 regular meeting of the Community Development Authority was called to order at 5:32 p.m. by 

Lennberg, this was a Zoom meeting.  

2. Determination of quorum and that the agenda was properly posted. 

It was determined that there was a quorum of members present and that the agenda was properly posted.  In 

attendance were Jeff Lennberg, Sarah Valencia, Jerrud Rossing, Mike Elder, John Hogan and Kim Sale, Absent and 

excused was Mike Millage.  Also, in attendance were Planning Director Erin Ruth, Village Administrator Matt Giese 

and Clerk Lisa Kalata. 

3. PUBLIC APPEARANCES – Public’s opportunity to speak about any subject that is not a specific agenda item.  

None 

4.    Discuss and Consider approval of minutes of the July 13, 2020 CDA meeting. 

        Motion by Hogan to approve the minutes from the July 13, 2020, seconded by Elder. Motion carried with a voice 

 vote of 6-0-0. 

5.   Discuss and Consider Request for Proposals for Marketing Project. 

 Ruth explained the memo in the packet and that the RFP was drafted from the Kaukauna example. Ruth explained 

 if there were not many changes this could be sent out this week. Motion by Valencia to approve the marketing 

 RFP as presented, seconded by Rossing. Motion carried with a voice vote of 6-0-0. 

6.   Discuss and Consider Status of Original Commerce Park Signage. 

Ruth explained the memo and indicated that the sign fronting I-94 is in need of repair or to be removed and the 

sign near the entry of the park may be redundant as there are higher quality masonry signs located in the park. 

Motion by Valencia to remove the signs utilizing Village Staff, seconded by Sale. Motion carried with a voice 

vote of 6-0-0. 

7.   Review of Village Board Priority List. 

 Lennberg reported that the Village Board approved the letter in the packet and then directed that this was added to 

 each committee agenda, so all members are aware of the priorities that the Village Board is working on and 

 understand the background of each item. 

8.  Future agenda items 

 Marketing RFP, North Gove Corporate Park Update 

9.  Adjournment 

 Motion by Valencia to adjourn at 5:55 pm, seconded by Hogan. Motion carried with a voice vote of 6-0-0. 

 

 

 

       Lisa Kalata, Clerk  

Village of Cottage Grove 

Approved:  

 

 
These minutes represent the general subject matter discussed in this meeting but do not reflect a verbatim documentation 

of the subjects and conversations that took place.   



 

 
CDA Meeting 

September 14, 2020 
 

 
 
 

 

CDA STAFF REPORT  
 
MEMO DATE:  September 11, 2020 
MEETING DATE: SEPTEMBER 14, 2020 
 
TO:   Village of Cottage Grove Community Development Authority 
CC:   Matt Giese – Village Administrator 
    
   
FROM:   Erin Ruth, AICP – Village Planning Director 
 
RE:   Marketing Proposal Review 
 
 
 
OVERVIEW 
 
The Village invited twelve firms to reply to its marketing RFP and five proposals were 
received. The full proposals are included in the packet.  
 
Note that to fit the proposals in the packet some larger files were reduced, so any variation in 
image quality is due to that process and should not reflect on the applicant. 
 
Firms that Replied: 
 Distillery – Madison 
 Rev Pop – Milwaukee 
 Signalfire – Delavan 
 Thiel – Milwaukee 
 Weber Marketing - Madison 

 
The immediate step the CDA needs to take is to determine a budget amount to request from 
the Village Board. The CDA should also discuss how they wish to move forward in terms of 
selecting a firm for the project. 
 
 
BUDGET REQUEST 
 
There is a fairly large range of proposed fees, driven largely by differing proposed project 
scopes, particularly in the initial research phase. Generally, the firms appear willing to adjust 
the scope and fees to meet a particular budget if necessary. 
 
Staff recommends requesting $26,000 to $30,000 for the project. Three of the five proposals 
(Distillery, Rev Pop, and Signalfire) fit within this parameter and a fourth (Weber) should be 
able to with some adjustment to their proposed scope. 

mailto:ERuth@village.cottage-grove.wi.us
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FIRM SELECTION 
 
Until the Village Board makes a determination on the budget request it may be premature to 
make a decision on awarding the project. 
 
However, the CDA may wish to discuss initial impressions of the proposals and determine a 
process for awarding the project if funded. 
 
If there is a clear consensus on one firm, it may not be necessary to do any interviews or other 
subsequent steps. If multiple firms are deemed a good fit for the project, the CDA may wish to 
schedule interviews later in the year after funding has been determined. 
 
It may also be beneficial to more specifically define the scope based on the proposals to 
achieve a more apples to apples price comparison. 
 
 
PROPOSAL HIGHLIGHTS 
 
Distillery 
 
 $18,500 with straightforward scope 
 Relevant experience with municipal and public entities 
 Located in Madison 
 
Rev Pop 
 
 $12,500 but research phase is less defined 
 Relevant experience with municipal and public entities 
 Located in Milwaukee 
 
Signalfire 
 
 $26,500 with more robust research phase 
 Relevant experience with municipal and public entities 
 Located in Delavan 
 
Thiel 
 
 $73,500 (not inc. proposed Phase 3 which is beyond current scope) 
 Have relevant work experience but seem more focused on corporate work 
 Located in Milwaukee 
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Weber Marketing 
 
 $32,750 to $38,500 (not inc. proposed Phase 2 which may not be necessary and Phase 3 

which is beyond current scope) 
 Owner is a Cottage Grove resident and active Chamber member who is personally 

invested in the success of the Village; relevant experience with projects in the Cottage 
Grove community 

 Located in Madison 
 
 



brnellis@thisisdistillery.com
608-255-0092

thisisdistillery.com

PROPOSAL 
VILLAGE OF COTTAGE GROVE 
COMMUNITY DEVELOPMENT AUTHORITY 
Marketing and Brand Initiative
Date 9/1/20

Client Village of Cottage Grove 

Contact Erin Ruth, AICP



brnellis@thisisdistillery.com
608-255-0092

thisisdistillery.com

Brad Nellis 
Owner

Thank you for considering Distillery for the 

Village of Cottage Grove brand marketing 

campaign. With over 22 years of experience 

in branding, marketing, and design, we 

would be an ideal choice for this initiative.

Enclosed you will find the project scope, 

process, estimate, and work samples. 

Please don’t hesitate to contact us with any 

additional questions you might have. 

Thank you again for the opportunity, and 

we look forward to hearing from you.

CONTENTS

OUR STUDIO

PROJECT SCOPE

PROCESS

TIMELINE

BUDGET

REFERENCES

WORK SAMPLES



Founder Creative Director

Web Developer Designer

Director of  
Brand Strategy

Senior Designer

Designer Designer

Designer Designer

OUR STUDIO

Distillery is a full-service marketing and design 

partner made up of a collective of 10 creators, 

innovators, and strategists. As a Madison-based 

studio, we know Wisconsin through and through. 

Our work has featured local organizations and city 

initiatives across the region and beyond. 

Distillery has deliberately maintained this studio 

size in order to be large enough to handle projects 

such as this but still intimate enough to be able to 

create a true partnership with our clients. There are 

no middlemen, no account managers. You know you 

will be working with the creatives and specialists 

who collaborate to bring your project to life. 

Partnering with Distillery you will 

receive nationally award-winning 

creative with the care and attention 

of a Midwestern studio.



Brad founded Distillery over two decades ago 

and has developed a loyal and diverse client base 

including organizations in the arts, education, 

and hospitality sectors. He has led branding and 

marketing initiatives for organizations such as 

American Library Association, Purina, Overture 

Center for the Arts, and the University of Wisconsin.

YOUR CORE TEAM

Marina Menendez 

Creative Director

Brad Nellis 

Founder

Nadia Abudi 

Director of Brand Strategy

Marina came to Distillery from the world of 

advertising and public relations. She has been a 

key creative at Distillery for 11 years where she has 

produced campaigns for clients such as Volunteers 

of America, FFA, World Dairy Expo, and Greater 

Madison MPO. Her work has won national recognition 

and been featured in top design journals.

Nadia worked in public relations, communications, 

and marketing for a decade in both nonprofit 

and corporate settings prior to joining Distillery. 

Since becoming head of brand strategy, she has 

led dynamic and innovative marketing campaigns 

for Greater Madison MPO, Wisconsin Humanities 

Council, University of Wisconsin–Madison and others.



PROJECT SCOPE

To develop an comprehensive brand identity based 

on community and organization needs for the Village 

of Cottage Grove including new logo, supported 

messaging, and marketing recommendations.

PROCESS

PHASE 1 - AUDIT

Internal Review   Jan. 4 - Feb. 1

Distillery to perform audit of existing brand through 

interviews with key stakeholders and assess current 

branding, marketing, and audience demographics. 

External Review   Jan. 4 - Feb. 1

External evaluation of market landscape, 

competitor strategies, and community 

sentiment to ensure final initiative addresses 

organizational and community needs.

Deliverables   Feb. 1

Distillery to present findings of market 

research and provide recommendations for 

positioning, brand statement, and supporting 

messaging for each key audience. 

Feedback   Feb. 5

Village of Cottage Grove to provide 

feedback on recommendations.

JANUARY 2021
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PROCESS CONT.

PHASE 2 - BRANDING EXPLORATION

Design   Feb. 5–March 1

Development of branding options for Village of Cottage 

Grove based on final brand statement and messaging.

Presentation   March 1

Proposal of at least three different visual systems. 

Each one will consist of a Village of Cottage Grove 

logo and one or two subpages to showcase the 

holistic look and feel in multiple formats.

Refinement   March 1–March 15

Once a direction is selected, we will have two refinement 

passes as needed to address client concerns.

PHASE 3 - ROLLOUT

Strategy   March 19

Distillery to provide rollout strategy guide for rebrand 

implementation. Strategy will include summary of 

established goals, messaging and target audience and 

outline recommended marketing opportunities with 

suggested tools, channels, timeline, and budget.

DELIVERABLES   April 1

Distillery to provide style guides and templates for 

collateral based on final logo selections. Distillery to 

discuss with Village's CDA about additional deliverables 

based on recommendations.

MARCH 2021

S M T W T F S

1 2 3 4 5 6

7 8 9 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30 31

Holiday

Key date

APRIL 2020
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COST ESTIMATE 

AUDIT $4,000

Brand audit

Interviews

Landscape analysis

Project management 

Attend CDA and board meetings 

at key decision points

EXPLORATION $9,000

Initial logo concepts

Refinement

Messaging/positioning  

development

Brand and value statement

DELIVERABLES $5,500

Marketing rollout guide

Brand style guide

Stationary update

Brand implementation guide

Social media guidelines

TOTAL COSTS 
$18,500



TERMS AND CONDITIONS

TERMS

1.	 This proposal may be amended prior to 

contractual agreement at the discretion of 

Distillery.

2.	All expenses incurred in the development of this 

project shall be the responsibility of the client.  

3.	Upon receipt of payment Distillery grants the 

client unlimited use of final design work, unless 

specified otherwise. 

4.	All costs are estimates only. Any alterations 

of project specifications may result in a price 

change. Additional costs that exceed the original 

estimate will be quoted to the client before 

expenses are incurred. 

5.	Third party vendors and expenses handled by 

Distillery shall be billed at cost plus 15%. 

6.	Payment not received within established 

timeframe will be subject to an interest rate 

of 1.5% per month or a fraction thereof from 

date of invoice. Client subject to reasonable 

collection fees.

7.	Termination: Should either Village Of Cottage 

Grove Community Development Authority 

or Distillery elect to terminate this contract, 

Distillery reserves the right to collect payment 

for services provided up to that point and will 

allow Village Of Cottage Grove Community 

Development Authority thirty (30) days to remit 

payment in the amount disclosed on final invoice 

that will be provided to Village Of Cottage Grove 

Community Development Authority by Distillery 

within fifteen (15) days of contract termination.

8.	The terms and conditions of this agreement are 

valid within thirty (30) days. 

PAYMENT

Village Of Cottage Grove Community Development 

Authority agrees to submit the initial payment at 

the signing of this proposal in order for Distillery to 

begin the work outlined above.

WARRANTY

Distillery warrants that all work will be performed 

in a professional manner and that all work 

performed under this agreement will be the 

original work of Distillery and not plagiarized 

or in violation of any copyright or infringement 

laws. Distillery is not responsible for ensuring 

compliance with copyright laws.

TERMINATION

Should either Village Of Cottage Grove 

Community Development Authority or Distillery 

elect to terminate this contract, Distillery 

reserves the right to collect payment for services 

provided up to that point and will allow Village 

Of Cottage Grove Community Development 

Authority thirty (30) days to remit payment in 

the amount disclosed on final invoice that will be 

provided to Village Of Cottage Grove Community 

Development Authority by Distillery within fifteen 

(15) days of contract termination.



CLIENT REFERENCES

ZIA BRUCAYA

Greater Madison MPO 

TRANSPORTATION OPTIONS 

PROGRAM MANAGER 

ZBrucaya@cityofmadison.com 

(608) 266 9114

TOM WALZER

SACO Foods  

PRESIDENT 

twalzer@sacofoods.com 

(608) 662 2662

PATRICK SWEENEY

Rule No. 1 Hospitality 

CEO 

patrick@rulenoone.com 

(608) 658 1426

IN THEIR WORDS...

“Throughout the years we 

have appreciated and 

leaned on the high levels of 

expertise they provide and 

their creative insight. I am 

especially thankful for the 

extraordinarily thorough 

management of our recent 

rebranding efforts.”

TOM WALTZER 

Saco Foods

“Distillery has been my 

“go-to” design studio for 

several years now. I’ve given 

them many challenging 

design projects and they 

always come through 

with something amazingly 

creative. They’re a joy to 

work with.”

CARLA ASPELMEIER 

University of Wisconsin Press

"I can’t tell you how in love 

I am with all the different 

aspects of the design, 

with the message and 

tone — everything about all 

of it! Can’t stop grinning! 

So thanks so much!! 

I’m looking forward to 

bragging about you folks.”

DENA WORTZEL 

Wisconsin Humanities



brnellis@thisisdistillery.com
608-255-0092

thisisdistillery.com

WORK 
SAMPLES



OOPPPPOORRTTUUNNIITTIIEESS

Based on audit, below are the biggest opportunities the MATPB has as a brand.

1. Organization is positioned to interact with a wide range of entities in the region to raise 

awareness of itself and its messaging.

2. High interest expressed among partners to engage more with the organization provides a 

ready marketing opportunity to increase usage of the MATPB and boost positive perception.

3. Organization is positioned to fill existing gap of a unifying force in the region for regional 

mobility and development.

4. Increased collaboration with CARPC provides opportunity to develop unifying umbrella brand 

for regional planning and joint marketing efforts to raise awareness of both organizations.

OORRGGAANNIIZZAATTIIOONN  AANNAALLYYSSIISS

SSTTRREENNGGTTHHSS

OORRGGAANNIIZZAATTIIOONN  AANNAALLYYSSIISS

Based on audit, below are the biggest strengths the MATPB has as a brand.

1. Organization provides reliable spatial data and science-based research 

as well as custom mapping and analysis that regional partners depend on.

2. Organization offers a unique regional perspective.

3. Staff of the organization are widely respected and trusted among key partners.

4. Organization operates independently of local political 

governance, an objective and unbiased entity.

FFIINNDDIINNGGSS::  Vision

• Participants have a strong desire for the MATPB to play a leadership role 

in the region and be at the forefront of transportation concerns and 

decision-making.

• Participants desire the MATPB to facilitate greater collaboration and 

build coalition between local governments, regional organizations, and 

the community.

• Among many participants is an aspiration for the MATPB to create plans 

and mapping that include more than transportation (e.g. land use) in 

order to view a more holistic vision for the region.

MMAATTPPBB

MADISON AREA TRANSPORTATION 
PLANNING BOARD

PROJECT

Agency Rebranding

GOAL

Increase awareness of the organization and be viewed as a regional leader 

though the creation of an impactful identity including new name, mission 

statement, vision statement, logos, supporting messages, marketing 

strategy and digital recommendations.

PROCESS

Distillery gathered market research from focus groups and interviews 

with over 50 stakeholders in addition to a community survey that reached 

over 1100 people within the region. Using the research gathered and 

findings from our landscape audit, we developed recommendations for the 

organization, including: messaging, positioning, brand voice, brand name 

suggestions, tagline, and mission and vision statements. Based on the new 

name and positioning, Distillery developed new logos and provided the 

organization with a brand implementation and marketing strategy as well 

as social media/digital recommendations and guidelines.



GREATER MADISON MPO

Audit, marketing strategy, 

branding



CAPITAL AREA REGIONAL 
PLANNING COMMISSION

PROJECT

Agency Rebranding

GOAL

Create impactful visual to increase awareness of the Regional 

Planning Commission within the region.

PROCESS 

Distillery performed a market research audit to evaluate the 

current landscape and positioning of the organization. Using the 

foundational research findings, we developed a visual identity to 

achieve the goal of raising awareness of the organization and its 

partnership with the Madison Area Transportation Planning Board 

within the Greater Madison region.



CAPITAL ARE REGIONAL 

PLANNING COMMISSION

 Branding and collateral



WISCONSIN HUMANITIES

PROJECT

Organization Rebranding, Website Redesign and Podcast Branding

GOAL

Aid the Wisconsin Humanities Council in reaching new audiences and 

increase activity on platforms through a thorough market research 

audit and comprehensive brand identity complete with new name, logo, 

mission and vision statements, and a website redesign.

PROCESS

Distillery performed an extensive market research audit including 

interviews with board members and staff as well as a review of their 

internal communication methods, existing materials, and landscape 

analysis. Using the research findings, we provided recommendations 

for messaging, positioning, naming, taglines, and brand statements. 

In addition to developing a new logo and visual identity, Distillery 

implemented a complete website overhaul and designed the brand 

identity for the Wisconsin Humanities podcast 'Human Powered'.



WISCONSIN 

HUMANITIES

 Audit, branding, 

website



MOUNT HOREB CHAMBER OF 
COMMERCE

PROJECT

Visual Identity 

GOAL

Create a clean and modern identity to invite business growth in the region.

PROCESS

Distillery developed a unique visual system to reflect the important role of the 

Chamber of Commerce in the Mount Horeb area and give a modern face to 

the legendary Mount Horeb troll. With the launch of the new visual identity, 

we designed templates and marketing materials to match the new look.



MOUNT HOREB  

CHAMBER OF COMMERCE

Identity and templates

Annika Frame
Marketing and Tourism Director

aframe@trollway.com
608.437.5914

300 East Main Street
Mount Horeb, WI 53572

TROLLWAY.COM

300 East Main Street Mount Horeb, WI 53572      info@trollway.com      608.437.5914      MHACC.COM

300 East Main Street
Mount Horeb, WI 53572

WHAT WILL YOU

DISCOVER
TODAY?

Plan your next adventure 
Escape from the hustle and bustle of the city and come to Mount Horeb, Wisconsin, where the trolls play! Whether you’re  visiting or just biking through, our trolls are waiting to meet you  

and guide you on an offbeat adventure.
TROLLWAY.COM



CHAZEN ART MUSEUM

PROJECT 

Brand Refresh

GOAL 

Aid the museum in reaching new audiences and increase foot 

traffic by updating their logo and marketing materials to a 

more modern look in conjunction with the interior design of 

their new café.

PROCESS

Interviews with museum visitors, employees, and key 

stakeholders revealed that the Chazen was being underutilized 

as both a center for art and a potential social hub. Distillery 

refreshed the logo with vibrant color palette and new 

typography to create a warm and welcoming impression. 

With the brand refresh, we developed collateral and marketing 

pieces. Lastly, we were tasked with designing the interior of a 

new café and social hub to increase museum foot traffic.



CHAZEN MUSEUM OF ART

 Identiry refresh, collateral, 

environmental design



WISCONSIN FFA

PROJECT

Annual Report Design and Branding Exploration

GOAL

Create a regional identity within the national brand and 

increase community engagement with Wisconsin FFA.

PROCESS

Distillery developed a modern and fun regional logo system 

within the national brand identity that emphasizes education 

and Wisconsin community. In addition to an updated logo, 

Distillery designed collateral for the Wisconsin FFA including 

the organization’s annual report.



WISCONSIN FFA

 Branding and 

collateral



THANK YOU















































































Services Subtotal

Branding : Custom Package

Includes: Full discovery and inspiration phase, up to three logo concepts, brand

style guide, event poster templates, vision/strapline statement ( up to 500 words ),

HTML email template, email signatures, up to 10 varieties of apparel mockups.

$12,500

Website Design & Development: Custom Build Package

Includes: Brand integration and design, SEO strategy, responsive layout, Integration

of custom Google Maps with multiple key location links and anchors, custom forms,

photo/video gallery*, editable business directory, searchable events/news/blog

integration, community white papers and downloads page. Up to 12 pages of

content. Written content copy provided by client.

$26,500

Website Copywriting

Website copy content for up to 12 pages.

$7,500

Photography

Community photography and video for use on website and social media. Includes 2

full days of shooting and 2 full days of editing content.

$4,800

Wisconsin Sales Tax: 5.5%

Applied for applicable services (Branding)

$165

Total $12,665

 SIGNATURE
Erin Ruth







$12,665.00

Aug 31, 2020

Rev Pop

Rev Pop 2559 S Howell Ave, Milwaukee



$12,665.00







 SIGNATURE
Erin Ruth

Not yet accepted

Erin Ruth



















September 4, 2020

Signalfi re, LLC
1711 Woolsey Street | PO Box 491

Delavan, Wisconsin 53115

(262) 725-4500 | matthew@signalfi re.us
www.Signalfi re.us

Confi dential Work Product
Signalfi re, LLC (“Signalfi re”) offers this marketing overview and proposed program in good faith to the Village of Cottage Grove. The material 

contained within this document and in the accompanying presentation is a confi dential work product of Signalfi re. Signalfi re retains full 
ownership of the enclosed materials and processes.

BRAND DEVELOPMENT & STRATEGY
VILLAGE of COTTAGE GROVE

proposal for



Proposal for Services
Submitted by:
Signalfi re, LLC
Matthew B. Olson, Sole Member
1711 Woolsey Street, STE D 
PO Box 491
Delavan, WI  53115

(262) 725-4500 Telephone

matthew@signalfi re.us
www.signalfi re.us

Objective

Signalfi re, LLC (Signalfi re) wishes to submit the following brand 
development proposal for the Village of Cottage Grove (“Cottage Grove” 
or “Client”) in response to an RFP dated August 14, 2020.

What sets Signalfi re apart from the competition is storytelling. One 
common thread between everyone at Signalfi re is their passion for 
creating brands that tell an incredible story. The ability to communicate 
and engage an audience, regardless of medium, is critical for a 
community’s brand in today’s environment. We believe this ability to 
“share stories” defi nes how Signalfi re will succeed in developing a 
successful tourism focused brand for Cottage Grove.

Signalfi re sees itself as the perfect choice for Cottage Grove as a 
qualifi ed creative branding and marketing partner because:

• Signalfi re provides creative / marketing services for similarly-sized 
community tourism organizations and tourism related businesses. 

• Signalfi re has won multiple awards for tourism marketing design 
and logo design/branding.

• Signalfi re possesses a qualifi ed team of professionals passionate 
about innovative marketing practices involving all forms of media.

• Signalfi re is a growing agency with a solid procedural foundation 
and inventive creative ideas that will directly benefi t Cottage Grove.

Signed By:

Signalfi re, LLC
Matthew B. Olson, Sole Member
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REQUIRED STATEMENTS

Non-Substitution of Personnel

Signalfi re will not substitute or exchange personnel assigned to the 
account without expressed written acknowledgement from Cottage 
Grove. In the case of personnel departure or termination, Cottage Grove 
will be informed as soon as possible along with a transition plan.

Confl icts of Interest and Collusion

Signalfi re and named sub-contractors have no confl icts of interest 
with Cottage Grove. There have been no previous understandings, 
agreements, or connections with Cottage Grove prior to receiving this 
Request for Proposal.

Insurance

Signalfi re is currently insured through American Family Insurance and 
underwritten by Midvale Indemnity Company through Matthew Faytle 
& Associates, Inc located in Delavan, Wisconsin. Policy # BPP1061212. 
Workers Compensation is covered through Lockton Companies, LLC of 
Houston, Texas. This is managed by Signalfi re’s HR partner, Insperity 
PEO Services. Policy # C6674341A.

Legal Description of Signalfi re, LLC

Signalfi re, LLC is fi led as a Limited Liability Company with the State of 
Wisconsin. Matthew Olson is the Sole Member. Currently Signalfi re 
maintains Matthew plus multiple employees and additional independent 
contractors. Legal representative is Attorney Dale Thorpe of 
Thorpe & Christian, S.C. of Delavan, Wisconsin.

Signalfi re, LLC
Matthew B. Olson, Sole Member
1711 Woolsey Street, STE C and D
PO Box 491
Delavan, WI  53115
(262) 725-4500 Telephone
matthew@signalfi re.us
www.signalfi re.us
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WHY SIGNALFIRE?
Signalfi re has been working with community marketing in Wisconsin 
since 2007. Communities from Door County to the Driftless region 
have partnered with our team to create incredible destination brands. 
From visual identities to comprehensive marketing efforts, our team 
of creative marketing Guides & Outfi tters will create a captivating 
community brand.

Destination and community-related business branding has been a 
signifi cant part of what has allowed Signalfi re to shine. Our passion for 
understanding both the economic development and the tourism drivers 
allow Signalfi re to create a brand that fi ts Cottage Grove.

Our collaborative process includes learning from local businesses, 
connecting with your staff, and experiencing the community fi rst hand 
as travelers. The mission will be to have a solid vision of your ideal 
travelers and the right brand voice to speak to them. When the visual 
designs are created, they will be a direct refl ection of the research.

The marketing adage, “you cannot read the label from inside the jar,” 
applies very well. Bringing in a creative partner from outside the area 
will be an excellent avenue for fresh perspective and insights. We 
experience your community just like your ideal travelers do.

Some other areas Signalfi re may be able to help:

• Graphic design of creative collateral such as activity guides, event 
promotions, or other visual materials

• Website design includes complete development of the user 
experience, construction, SEO, maintenance, and management 
(we’ve got some really awesome examples)

• Content development such as blog writing, keyword research, web 
content, and social media content

• Email marketing services such as monthly email newsletters, email 
promotions, or other campaign-related services

• Social media management and consulting includes everything 
from account management, advertising, staff training, and strategy 
development

• Digital marketing support for search pay-per-click (PPC), 
targeted display advertising, geo-fencing, retargeting, and search 
retargeting

Signalfi re, LLC Proposal for the Village of Cottage Grove 5



OUR EXPERIENCE MAKES A DIFFERENCE

Examples of the work can be found in Appendix A

Additional design and branding examples may be found on our website.

Destination Sturgeon Bay 

Signalfi re has been a creative partner with the community of Sturgeon 
Bay since 2007. In late 2019, new city-wide wayfi nding ushered in a 
new visual standard. This new visual style also brought a name change 
to the tourism entity. Sturgeon Bay Visitor Center became Destination 
Sturgeon Bay.

Building on the new wayfi nding project, Signalfi re implemented the new 
branding. From outdoor environmental graphics to the 50-page Activity 
Guide, Signalfi re created the needed materials to launch the new brand. 
This also included a detailed style and usage guide to ensure the visual 
consistency of the iconic design.

Gage Marine Corporation

Gage Marine Corporation has been operating numerous businesses 
on Lake Geneva since the mid-1800’s. Signalfi re was tasked with 
standardizing the brands and bringing them into a cohesive visual 
identity. Two of the most iconic brands are the cruise boats of Lake 
Geneva Cruise Line and the only lakefront restaurant on Lake Geneva, 
PIER 290.

Signalfi re’s new logos built on the traditional burgee fl ag of Gage with 
a clean and modern feel. Each business unit received a fresh look, a 
comprehensive style guide, advertising redesigns, and new websites. 
Additionally, Signalfi re was contracted to build a 12-month content 
marketing program that covered blog writing, monthly email newsletters 
for each entity, comprehensive social media management, and print 
advertising design.

Forgottonia

Make It Macomb is a regional destination marketing organization 
nestled in the middle of west central Illinois. This university town is 
frequently overlooked by travelers due to its distance from the major 
Interstates. Macomb Area Convention and Visitors Bureau hired 
Signalfi re to develop a new brand for the rural region.

Signalfi re’s research found the infrastructure growth of the 1960’s and 
1970’s passed over the region. Local activists and lawmakers protested 
how the region was forgotten with a semi-serious attempt to secede 
from Illinois under the name Forgottonia. 
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Being forgotten about in the 60’s and 70’s allowed their small town 
charm to be preserved. Local history included the birthplace of the 
inventor of Monopoly, two speeches from Lincoln, and a classic 
courthouse square. Being forgotten preserved the charm of Forgottonia. 
Signalfi re’s brand design refl ects back to a simpler time and a slower 
pace, something travelers to the region want to experience today.

Signalfi re revived the name, designed the logo, and created a style 
guide for the organization to build on with local marketing providers. 
Having been recently delivered, this brand is still being deployed and 
may not be on many marketing materials.

Fish Creek Civic Association

Fish Creek is the artistic and theatrical heart of Door County. Venues 
and galleries are joined by an active culinary community and a bustling 
retail district to create a unique destination. Signalfi re has worked 
with Fish Creek since 2015 to deliver a cohesive brand message across 
numerous outlets. 

Signalfi re reinvigorated the brand with newly designed promotional 
materials including an annually published 40+ page tourism brochure, 
award-winning website, and strategic planning. The development of 
documented brand standards has resulted in a clear voice and visual 
style.

REFERENCES MATTER
Pam Seiler
Executive Director
Destination Sturgeon Bay
36 S. Third Ave.  Sturgeon Bay, WI  54235
(920) 743-6246 offi ce
pam@sturgeonbay.net

Denise Stillman
President
Fish Creek Civic Association
4097 Hwy 42  Fish Creek, WI 54212
(920) 495-1151 cell
foremostmgt@yahoo.com (personal)

Jock Hedblade
Executive Director
Macomb Area Convention and Visitors Bureau
201 S. Lafayette St.  Macomb, IL 61455
(309) 833-1315 offi ce 
j.hedblade@makeitmacomb.com
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SIGNALFIRE’S CREATIVE MARKETING GUIDES & 
OUTFITTERS ARE READY TO GO
Signalfi re will show you how great brand storytelling will engage your 
residents and excite your businesses. Our team of creative marketing 
guides and outfi tters is more than just marketing shtick, it’s a statement 
of how we work.

Embarking on your business’ marketing adventure should involve 
research, planning, equipping, and expert execution.

Guides

Just like with an expedition into the woods, the right guide makes all the 
difference. Signalfi re’s marketing guides deliver great communication, 
expert advice, and engaged client experiences.

As your creative marketing guides, our team:

• Listens to your goals to collaborate on the best destination 
(marketing goals)

• Understands the strategy to plot the right path through the 
wilderness

• Utilizes the right equipment needed to make the time in the fi eld fi t 
your vision

Outfi tters

The wisdom of your marketing guidance is paired with innovative 
outfi tters who can write, design, and develop the tools needed to make 
your brand a success.

Our outfi tters never stop learning. From staying informed with the latest 
development practices to hot trends in social media — our passion is 
refl ected in our deliverables.

Signalfi re’s creative outfi tters will:

• Create the right visual for your distinct brand experience

• Give a voice to your brand through focused content (i.e. blogs, 
photography, video, etc.)

• Develop the tools needed to bring your adventure to life

Signalfi re’s team of creative marketing guides and outfi tters will help 
create your brand and develop the strategy to succeed.
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HOW SIGNALFIRE’S TEAM WILL COLLABORATE 
WITH COTTAGE GROVE
Signalfi re’s team will work very closely with Cottage Grove’s team. Led 
by your own dedicated project manager, Emily Piery, there will always 
be an open line of communication and transparency. While many team 
members might be collaborating, Emily will be your primary point of 
communication.

Communication Protocols

From the outset of the project, we will collaboratively map primary and 
backup points of communication. Signalfi re understands that everyone 
likes to communicate a bit differently. From text messages to email, 
our team will accommodate how Cottage Grove’s team likes to stay in 
touch. However, if faxes are involved, we may need to talk!

Signalfi re will create a schedule of regular check-ins and milestones. 
These communication touchpoints will range from conference calls to 
face-to-face meetings. Our mission will be for you to be as intimately 
involved as the rest of our team.

Collaboration on Community Outreach

Where Signalfi re will need Cottage Grove’s team the most is the 
connections with the local businesses and key community players. Our 
primary research phase will heavily rely on connecting with the people 
who know and love Cottage Grove. Making introductions and assisting 
with initial meetings will allow Signalfi re to get the best possible brand 
intelligence from key players.

Another section of introductions and collaboration will come in 
connecting with tourism-related businesses. Our intention is to 
interview hotel/lodging providers, retail shop owners, and restaurants 
to better understand the travelers that already come to Cottage Grove.
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MEET #TEAMSIGNALFIRE
Signalfi re’s team of marketing Guides & Outfi tters are a mix of creative 
backgrounds that merge to provide incredible insight and originality. 

Matthew Olson

Creative Director and Owner

Having founded Signalfi re in 2006, Matthew brings the big ideas and 
strategic planning for brands of all types. He is the creative force 
behind Signalfi re. Accomplished in branding and strategic planning, 
his eye for coming trends has led to the success of many branding 
and marketing campaigns. An early adopter of social media and an 
accomplished speaker, Matthew uses his creativity and experience to 
develop innovative, cross-media approaches to marketing. 

Matthew has been involved in tourism and destination marketing on 
multiple levels. His experience includes consulting and training tourism 
professionals in marketing, consulting on community marketing for 
economic development, and serving on the City of Delavan Tourism 
Commission. Matthew’s expert knowledge on community economic 
development and tourism marketing is well-recognized.

Bryan Giese

Project Manager

Bryan is Signalfi re’s Project Manager that specializes in brand 
development and strategy. Fluent in content marketing and digital 
strategy, his previous experience in the health care industry gives him 
incredible insight. His successes with restaurants and tourism has 
earned him praise from many clients. Immensely organized and detail 
oriented, his skill in managing projects is second to none.

Emily Piery

Project Manager

Emily’s capabilities as a Project Manager is evident in every 
communication. Thoughtful, organized, and knowledgable, her years of 
project management experience ensures her clients are always in the 
know with every aspect of projects. A seasonsed traveler and outdoor 
enthusiast gives her unique perspective and a diverse background.
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Hannah McClung

Social Media Specialist

Hannah manages the social media management and social media 
marketing for Signalfi re’s diverse range of clients. From B2B industrial 
manufacturers leveraging LinkedIn to boutique hotels building infl uence 
on Instagram, her knowledge of various platforms and strategic content 
marketing instincts have brought fantastic success. Her previous 
experience as the online news desk editor and social media manager 
for Channel 3000 (Madison, WI) shows in her ability to handle any online 
situation.

Jodi Heisz

Graphic Designer

Jodi is Signalfi re’s senior graphic designer. Overseeing all creatives 
and design work, Jodi embraces a client’s brand and takes it to another 
level. An experienced, talented designer, her eye for effective marketing 
is unmatched in our area.

Kory Kohlhoff

Graphic Designer

Kory is a gifted graphic artist with a talent for bringing a fresh, creative 
perspective to all our graphic design projects. From billboards, print 
materials and logos to user experience design, web ads, or video 
production, Kory is our go-to graphic design resource.
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THE PLAN
The following is a summary of Signalfi re’s research and creative 
process.

Phase I: Discovering and Understanding Cottage Grove

Phase I will involve the research and insight collection of individuals 
and businesses associated with Cottage Grove tourism. From business 
owners to community movers and shakers, our goal will be to best 
understand what Cottage Grove has to offer.

Undercover Visit

Members of Signalfi re will visit Cottage Grove as travelers to 
experience the community, restaurants, and activities. This “secret 
shopping” experience will allow our team to see things through the 
traveler’s or prospective resident’s eyes.

Cottage Grove Team Interviews

We will meet with key members of the Cottage Grove Community 
Development Authority (CDA) to learn more about the goals and 
objectives of the organization as well as data collected to date.

Community Focus Group

With recommendations from Cottage Grove’s staff, Signalfi re will 
coordinate with a mix of community infl uencers to create an internal 
focus group. This group will consist of (but not limited to) individuals 
from:

• Restaurants and taverns
• Hotels and lodging
• Retail
• Non-profi t organizations
• Manufacturing and/or industrial

Phase II: Research and Compare

Phase II will focus on both the direction of economic development and 
the travelers coming to Cottage Grove. Critical to the branding process 
will be understanding Cottage Grove’s vision for the future. What kind of 
businesses do you hope to attract? Describe your new neighbors?

For the travelers, we want to better understand those already traveling 
to Cottage Grove as well as create a profi le of the travelers Cottage 
Grove would like to see visit the community.
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Competitive Community Comparisons

Signalfi re will research and deliver a comparative analysis of several 
communities with similar characteristics to Cottage Grove. The 
assessment will include marketing efforts, brand voice, and overall 
success.

Phase III: Visual Identity Development

This is where the creative rubber meets the road. Our creative team 
will create multiple visual identity options based on the research and 
insights provided.

Logo Design Concepts

Signalfi re will deliver three (3) logo concepts.

Each logo concept will include: 

• Full color option

• B&W option

• Examples of the logo “in the wild”

These creative designs will be reviewed by the Cottage Grove team. 

Cottage Grove will select two (2) design options for revision.

Each of the two (2) revised options will be presented with: 

• Full color option

• B&W option

• Examples of the logo “in the wild”

Cottage Grove will select one (1) design for additional revisions.

The revised design will be presented with: 

• Full color option

• B&W option

• Examples of the logo “in the wild”

Cottage Grove will approve the fi nal design.

Additional options or revisions may be requested for an additional fee 
(see budget schedule).
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Phase IV: Application of the Brand

With the approval of the logo design, Signalfi re will get to work scaling 
the design into a fully realized brand.

Style and Use Guide

Signalfi re will create a style and use guide for the brand. The document 
will include:

• Documented elements such as colors, fonts, and variations

• Acceptable and unacceptable uses

• Recommendations for spacing and usage

• File library in color, background, and fi le format variations

Advertising Concepts and Scaling the Brand

The brand will be applied to various mediums of advertising including 
samples of print advertising, vehicle graphics, and various forms of 
digital marketing. We want to paint a vivid picture of how the brand 
story will play out.

Recommended Marketing Plan

Signalfi re will develop a community-level marketing plan based on the 
research and fi ndings associated with Phase I and Phase II. Signalfi re’s 
plan will include tiered budgeting options for multiple activities. This 
plan will consist of:

• Recommended additional design projects such as community 
promotion collateral and community signage

• Recommended activity for online content development or website 
articles

• Levels of social media activity on recommended platforms 

• Leveraging email marketing outside of immediate community

• Digital marketing strategies involving search, display, and social 
media opportunities

• Ideas and recommendations for tourism-related community 
promotion

• Tiered budgeting and deliverable framework

• Delivered as a written document and presentation
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PROJECT TIMELINE
The project timeline may be impacted by the selection of branding 
provider, changes to the scope of work, or other mitigating situations. 
For this proposal, we are assuming a January 1, 2021 start date.

Phase I

Undercover Visit . . . . . . . . . . . . . . . . . . . . . . . . . . . Complete by January 22

Cottage Grove Team Interviews  . . . . . . . . . . . . . Completed by January 29

Community Focus Group Discussion  . . . . . . . . . Completed by January 29

Phase II

Phase I fi ndings and Competitive 
Community Comparisons  . . . . . . . . . . . . . . . . . . Delivered by Febryuary 19

Phase III

Logo Design Concepts  . . . . . . . . . . . . First Presentation Week of March 8

Revisions / Feedback Due 
from Cottage Grove   . . . . . . . . . . . . . . . . . . . . . . . . . Delivered by March 26

Second Revised Concepts 
from Signalfi re  . . . . . . . . . . . . . . . . . . . . . . . . . . . Presented Week of April 5

Revisions / Feedback Due 
from Cottage Grove   . . . . . . . . . . . . . . . . . . . . . . . . . . . Delivered by April 16

Third Revised Concepts 
from Signalfi re  . . . . . . . . . . . . . . . . . . . . . . . . . . Presented Week of April 26

Final Approval from Cottage Grove . . . . . . . . . . . . . . . . . . . . . . . . . . . .May 7

Phase IV

Style and Use Guide  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Approval + 1 week

Electronic File Delivery . . . . . . . . . . . . . . . . . . . . . . . . . . . Approval + 1 week

Marketing Plan and 
Advertising Concepts  . . . . . . . . . . . . . . . . . . . . Presented Week of May 17
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PROJECT BUDGET

Phase I: Discovering and Understanding Cottage Grove . . . . . . . . .$ 6,000

Phase II: Research and Compare . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$ 4,000

Phase III: Visual Identity Development . . . . . . . . . . . . . . . . . . . . . . .$ 12,000

Phase IV: Application of the Brand . . . . . . . . . . . . . . . . . . . . . . . . . . .$ 4,000

Total     $ 26,000 

Additional or Optional Deliverables

Signalfi re can provide additional design options beyond the initial 
deliverables. Additional logo designs options and additional rounds of 
revisions will be available. Please note, additional design options or 
additional rounds of revisions will impact the delivery timeline.

Additional Logo Design Option  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . $2,500

Additional Logo Revision Round . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .$500
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INTENT TO PROCEED

Change Orders

No surprises. Ever. 

Any additional billable time, materials, or other costs will be presented 
to Cottage Grove in a written change order prior to any billable actions 
being accrued. This written change order will indicate exact costs and 
impacts to delivery timeline. 

Terms

Payment will be made in US Dollars in the form of business check or 
cashier’s check. All invoices are due on receipt. The payment schedule 
would be:

• 25% ($6,500) due at start of project (deposit)

• 25% ($6,500) due at delivery of fi rst proofs (March 8)

• 25% ($6,500) due at approval of logo (May 7)

• 25% ($6,500) due at fi nal delivery of digital assets, marketing plan, 
and other recommendations (approx. May 17)

Signatures

Based on the previous descriptions of service, Cottage Grove would like 
to proceed with Signalfi re, LLC. Please indicate by signing below.

Name Printed Name Date
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APPENDIX A – LOGO SAMPLES

STURGEON BAY DOOR COUNTY BRAND STYLE GUIDE • sturgeonbay.net5

1 Color (White) Version

Full Color Version

Grayscale Version Black & White Version

Full Color with White Text Version

STURGEON BAY 
STACKED VERSION 
USING BOLD FONT
This secondary version with a BOLD font
is for use in applications where a heavier
weight font is needed for legibility.
Examples of projects might include signage,
print, or apparel. Use of this version is at the
discretion of the organization.

LOGOS

STURGEON BAY DOOR COUNTY BRAND STYLE GUIDE • sturgeonbay.net24

STURGEON BAY 
DOOR COUNTY 
FONTS
Geometos Soft is the official company
typeface of Sturgeon Bay Door County.

Geometos soft bold
Used for headers, page titles, or other
“headline” style content. We recommend
not using this font smaller than 12 point
for headlines but should appear at least
4 points larger than the body text. Page
headers or titles should appear in one of
the text colors from the Sturgeon Bay Door
County color palette.

Geometos soft bold
Geometos soft regular
Geometos soft LIGHT
Avenir Heavy
Used as sub-heads or subtitles to a
document or design. We recommend not
using this font smaller than 10 point but
should appear at least 2 points larger than
the body text.

Avenir Light
These fonts will be utilized for primary
content, body text, and most other primary
reading text in documents. The weight and
emphasis of the font should be considered
on a case by case basis. This font should
never appear smaller than 6 point.

Geometos soft bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Geometos soft regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Geometos soft Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Avenir Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Avenir Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

STURGEON BAY DOOR COUNTY BRAND STYLE GUIDESTURGEON BAY DOOR COUNTY BRAND STYLE GUIDE •• sturgeonbay.netsturgeonbay.net

1234567890,.;:!?

Geometos soft regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Geometos soft Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Avenir Heavy
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Avenir Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

STURGEON BAY DOOR COUNTY BRAND STYLE GUIDE • sturgeonbay.net18

RECOMMENDED 
SPACING
The.height.of.the.“S”.in.the.Sturgeon.Bay.
Door.County.logo.will.give.the.logo.enough.
space.on.all.sides.to.appropriately.stand.
out.in.use..The.logo.should.always.be.used.
with.at.least.the.recommended.spacing,.
but.common.sense.may.dictate.over.exact.
measurements.

In.most.instances,.the.logo.should.either.
remain.relatively.independent.from.other.
design.elements.or.be.the.most.significant.
design.element.in.the.layout.

MINIMUM SIZE
The.minimum.approved.reproduction.size. 
is.1.inches.width.for.the.Sturgeon.Bay.Door.
County.and.Destination.Sturgeon.Bay.
Door.County.logo..The.minimum.approved.
reproduction.size.is..75.inches.width.for.the.
Sturgeon.Bay.Door.County.Medallion.logo.

1”.W 1”.W .75”.W

S

S

S

S

S

S
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FJ  Frazier
COO

1 Liechty Drive
Williams Bay, WI 53191

T: (262) 245-5501 
C: (262) 751-5532

fjfrazier@gagemarine.com 
www.GageMarine.com
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LAKE GENEVA CRUISE LINE BRAND STYLE GUIDE • www.CruiseLakeGeneva.com9

LAKE GENEVA CRUISE LINE 
COLOR PALLETTE
The primary colors of Lake Geneva Cruise Line’s brand 
are Gage Blue, Gage Red, light gray and dark gray.

Gage Blue and Gage Red appear in the 
two-color logo. Blue and red is also used as highlight 
colors and for heading and subheadings.

The two gray colors are used as accent 
and highlight colors.

Text is colored black and appearing in 
white on contrasting backgrounds.

Gage Red

CMYK 0 / 100 / 65 / 15
RGB 206 / 17 / 65
PMS 200C
HEX #CE1141

Gage Blue

CMYK 100 / 60 / 0 / 55
RGB 0 / 51 / 101
PMS 294C
HEX #003365

Light Gray

CMYK 14 / 11 / 12 / 0
RGB 217 / 216 / 214
PMS Cool Gray 1 C
HEX #d9d8d6

Dark Gray

CMYK 62 / 53 / 48 / 19
RGB 99 / 101 / 106
PMS Cool Gray 10 C
HEX #63656a

LAKE GENEVA CRUISE LINE BRAND STYLE GUIDE • www.CruiseLakeGeneva.com6

INCORRECT 
USAGE
The Lake Geneva Cruise Line logo should 
only appear in the approved colors and 
versions. No other colors, reversals, or 
modifi cations will be permitted.

Changes to the logo type size, font or 
inclusion are not permitted, regardless of size, 
special use, or more diverse forms 
of media.

Never alter the size or 
placement of the burgee fl ag 
icon in relation to the 
Lake Geneva Cruise Line 
name

Don’t skew, rotate or distort 
the logo.

Don’t alter or outline 
the logo.

Never change the font or 
capitalization of the 
Lake Geneva Cruise Line 
name

Don’t add drop shadows 
or other graphic effects to 
the logo.

Don’t show the logo without 
the burgee fl ag.

Never appear as any other 
color than the selected branded 
colors, the predetermined 
grayscale, or white

Don’t place the full color 
logo on an image.

LAKE GENEVA CRUISE LINE BRAND STYLE GUIDE • www.CruiseLakeGeneva.com

Don’t skew, rotate or distort Don’t skew, rotate or distort 
the logo.the logo.

Don’t alter or outline Don’t alter or outline 
the logo.the logo.

Don’t add drop shadows Don’t add drop shadows 
or other graphic effects to or other graphic effects to 
the logo.the logo.

Don’t show the logo without Don’t show the logo without 
the burgee fl ag.the burgee fl ag.

Don’t place the full color Don’t place the full color 
logo on an image.logo on an image.

LAKE GENEVA CRUISE LINE BRAND STYLE GUIDE • www.CruiseLakeGeneva.com5

RECOMMENDED 
SPACING
The height of the “G” in the burgee flag 
of the Lake Geneva Cruise Line logo will 
give the logo enough space on all sides to 
appropriately stand out in use. The logo 
should always be used with at least the 
recommended spacing, but common sense 
may dictate over exact measurements.

In most instances, the logo should either 
remain relatively independent from other 
design elements or be the most significant 
design element in the layout.

MINIMUM SIZE
The minimum approved reproduction size of 
the Lake Geneva Cruise Line logo is  
.575 inches width.

BURGEE 
OUTLINE
The outer white outline on the burgee flag 
is 2/3 of the thickness of the navy blue line 
next to it. This is to make the white outline 
stand out against colored backgrounds.

.575” W

x

x
2/3
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MACOMB AREA CONVENTION AND VISITORS BUREAU BRAND STYLE GUIDE • visitforgottonia.com7

White on 100% Black White on Forgottonia BlueWhite on 75% Forgottonia Blue

White on 75% Black White on 85% BlackWhite on 65% Black

Black on White Black on 15% Black Black on 20% Black

Full Color on White Full Color on 10% Black Full Color on 15% Black

Grayscale on White Grayscale on 15% Black Grayscale on 20% Black

FORGOTTONIA 
LOGO
The full color, grayscale, and black logos 
may only be applied to white, light gray, 
and medium gray backgrounds. 

The white solid logo may be used on 
contrasting Forgottonia blue, Forgottonia 
75% blue, gray, and dark backgrounds.

LOGO USAGE ON BACKGROUNDS

MACOMB AREA CONVENTION AND VISITORS BUREAU BRAND STYLE GUIDE • visitforgottonia.com13

FORGOTTONIA 
FONTS
Brother 1816 is the official company 
typeface of the Forgottonia branding.

Brother 1816 Extra Bold
Brother 1816 Bold
Used for headers, page titles, or other 
“headline” style content. We recommend 
not using this font smaller than 12 point 
for headlines but should appear at least 
4 points larger than the body text. Page 
headers or titles should appear in one 
of the text colors from the Forgottonia 
color palette.

Brother 1816 Bold
Brother 1816 Medium
Used as sub-heads or subtitles to a 
document or design. We recommend 
not using this font smaller than 10 point 
but should appear at least 2 points larger 
than the body text.

Brother 1816 Book
These fonts will be utilized for primary 
content, body text, and most other 
primary reading text in documents. The 
weight and emphasis of the font should 
be considered on a case by case basis. 
This font should never appear smaller 
than 6 point.

Brother 1816 Extra Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Brother 1816 Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Brother 1816 Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Brother 1816 Book
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

MACOMB AREA CONVENTION AND VISITORS BUREAU BRAND STYLE GUIDEMACOMB AREA CONVENTION AND VISITORS BUREAU BRAND STYLE GUIDE •• visitforgottonia.comvisitforgottonia.com

Used as sub-heads or subtitles to a 
document or design. We recommend 
not using this font smaller than 10 point 
but should appear at least 2 points larger 

These fonts will be utilized for primary 
content, body text, and most other 
primary reading text in documents. The 
weight and emphasis of the font should 
be considered on a case by case basis. 
This font should never appear smaller 

abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

Brother 1816 Book
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890,.;:!?

MACOMB AREA CONVENTION AND VISITORS BUREAU BRAND STYLE GUIDE • visitforgottonia.com6

FORGOTTONIA 
LOGO WITH  
URL
The logo is defined as the entire logo 
with the logo type, curved lines and the 
website address used in conjunction with 
one another. This version is the  
secondary logo to be used.

The logo mark includes  
three key elements:

• Unforgettable Forgottonia and  
Illinois name

• The curved lines on top and bottom

• The website address,  
www.visitforgottonia.com,  
underneath the logo

• Unforgettable should always be on 
top, Forgottonia name should always 
be in the middle, and Illinois should 
always be on the bottom

LOGOS

1 Color (White) Version 1 Color (White) Version with No Shadow

Full Color Version

Grayscale Version

Black & White Version Black & White Version with No Shadow

Signalfi re, LLC Proposal for the Village of Cottage Grove 21



CAMPING

Budget friendly

Access to nature

Pet friendly

BED & BREAKFAST
Romantic getaway

Local expertise there for the asking

Great way to make new friends

COTTAGES
Ideal for outdoor adventurer

Individual charm

Classic Door County experience

CONDOS & TOWNHOMES
Great for extended stays

More privacy

Convenient for families

RESORTS & INNS
Amenities

More inclusive

Good for large groups

in

Where to Stay

CUSTOM ICONS
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NOTES
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TERMS AND CONDITIONS
Expiration of Estimate
This estimate of costs and services is valid for up to thirty (30) calendar days unless otherwise indicated in 
writing. After the expiration of this estimate, a new estimate may be requested. 

All print material estimates expire after thirty (30) days. Print estimates are based on specifi c characteristics 
of the project. Changes to specifi cations including, but not limited to, produced quantity, paper properties, 
production methods, and/or fi nishing characteristics will require a new estimate for cost and time.

Change Orders
Any changes to project specifi cations, deliverable services, or physical deliverables that impact the cost of 
the project will require a written change order to be approved and signed by the Client. The change order will 
include an updated budget and deliverable timeline. No additional billable time or services will be accrued 
without written approval.

NOTE: Revisions to creative design projects or copywriting. Creative design and writing services 
pricing estimates include two (2) revisions delivered to the Client past the fi rst concept or 
draft. Design or writing time accrued past two (2) revisions will be billed at an hourly rate of 
$120 per hour with a one (1) hour minimum. Revisions will not exceed four (4) hours without 
written authorization.

Project Termination
Both Signalfi re and the Client reserve the right to terminate the project or agreement with written notice to the 
other party. Once written notice is received all billable work will cease. A fi nal invoice will be delivered based on 
completed work at the time of the notice minus any deposit. Monthly deliverables will be pro-rated based on the 
date or percentage of delivery. 

Website projects involving a deposit that are terminated prior to the approval of creative designs or selection of 
a development template shall be considered compensation for completed work. Once the Client approves the 
creatives or selection of a development template, additional time will be billed based off an estimate completion 
of the project.

Dormant Project Termination
If the Client fails to communicate in a professional or timely manner, Signalfi re reserves the right to terminate 
the project after thirty (30) calendar days of non-communication. Non-communication by the Client shall include 
unreturned phone calls, no response to emails, and/or failure to deliver essential materials for the completion of 
the project. Examples of essential materials include, but are not limited to: text, images, branding assets, security 
credentials, or other materials essential for the completion of the project.

Dormant projects will be invoiced based on the work completed. Once a project is dormant, a Client may restore 
the project with a $250 reinstatement fee due prior to the commencement of additional work.

Ownership of Materials 
All project materials including, but not limited to, intellectual property materials, designs, concepts, processes, 
and materials are the sole property of Signalfi re, LLC until such time as the materials are paid in full. Signalfi re 
reserves all rights until full payment is made at which time Signalfi re shall transfer ownership to the Client. Once 
materials have been paid in full, the Client reserves full rights and ownership to the materials.

Payment Terms and Conditions
All invoice payments are due upon receipt or on the agreed schedule. Payments shall be made in US Dollars 
by cash, check, money order, or credit card (Visa or Mastercard). Checks returned or rejected by Signalfi re’s 
fi nancial institution will be assessed a $50 fee. 

Invoices outstanding past sixty (60) days will be subject to a $25 late fee. 1.5% of the invoice will be added every 
thirty (30) days past the initial sixty (60) day fee. Invoices remaining past 120 days will be sent to collections.
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Village of Cottage Grove 
Branding and Marketing Initiative

9 September 2020
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THIEL Brand Design, Inc.

	 Milwaukee

A full-service agency. 

	 We are capable of fulfilling 	

	 every aspect of your branding 	

	 and marketing initiative 

	 with the talent under our roof.
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Project Objectives

Per the Village of Cottage Grove RFP

Develop a comprehensive brand marketing campaign to:	

	 • 		  drive business attraction and retention;

	 • 		  position the municipality as a desirable place for relocation;

	 • 		  and increase awareness within the broader region.
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Scope of Work

Per the Village of Cottage Grove RFP

THIEL shall lead all aspects of the project initiative, including:	

	 1 		  attend CDA meetings at key decision points in the project, 
			   and a Village Board meeting at the end of the project;

	 2 		  review the brand strategy book created in 2018, in consideration 			 
			   that it may form the basis for THIEL’s proposed marketing program;

	 3 		  outline other research necessary to perform the marketing program; 

	 4 		  develop creative elements that include a brand statement, messaging, 
			   tagline, logos, design concepts or other products to support the
 			   brand initiative — a minimum of three distinct options — and, 
	  		  create a brand style guidelines manual;

	 5 		  define strategic objectives that inform the Village on implementation, 		
			   management, and ongoing promotion of the brand;

	 5 		  create an action plan for implementation of the brand in sufficient 		
			   detail to allow the Village to understand the approach and work plan. 
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Our Approach

	 Unbiased. Specific to you.

	 Thinking and feeling.

	 Distinctive solutions 

	 hard-wired to key objectives 

	 and compelling rationale. 

CREATIVE LAUNCH ANALYSISRESEARCH STRATEGY
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PHASE 1

Research

Survey Methodology

THIEL will perform qualitative 

perception research.

We predominantly ask 

open-ended questions.

We seek the insights of key 

stakeholders and a cross-section 

of the community who represent 

its diversity and interests.

	 MUNICIPAL LEADERS  (10) 
		  Individual face-to-face interviews
			    	 May include: Economic Development personnel,
				    Mayor or Village President,
			    	 Common Council Members (Aldermen),
			    	 Parks Director, School Superintendent

	 BUSINESS STAKEHOLDERS  (12) 
		  Individual face-to-face interviews
			   8 	 Prominent business owners / CEOs
			   2 	 HR leaders
			   2 	 Real estate executives

	 RESIDENTS  (50)  
		  Web survey
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PHASE 1

Research

AUDIT EXISTING INFORMATION

	 THIEL will review any pertinent strategic documents created by the Village 
	 of Cottage Grove’s Dept. of Economic Development and Dept. of Tourism. 	

	 THIEL will look at any reviews, comments and stories about the Village 
	 of Cottage Grove that are on social media and websites.

			   THIEL will review the brand strategy book created in 2018, in consideration 	
			   that it may form the basis for THIEL’s proposed marketing program.

BEST-IN-CLASS BENCHMARKING

	 THIEL will look at relevant cities that are successfully marketing 
	 their community brands — to identify best-in-class marketing activities 
	 that may be adopted into the Village of Cottage Grove’s marketing plan.
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PHASE 1

Research

Establishing Rationale

THIEL will document acquired 

research and key findings.  

ANALYSIS

	 THIEL will document its research and perform an analysis.

        	 THIEL’s research findings will provide strong rationale that informs 

	 development of the Village of Cottage Grove branding and its marketing plan.  

DELIVERABLES

	 THIEL will produce a 16- to 24-page document of key research findings 

	 and analysis.

	 THIEL will present and explain research findings to the project 			 

	 stakeholders at the Village of Cottage Grove. 
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PHASE 2

Brand and Ideology 
Development

A Clear Brand Strategy

THIEL will define the unique 

Village of Cottage Grove brand 

to resonate on both a rational 

and an emotional level.

Informed by the Phase 1 Research, THIEL will create a BRAND PROFILE 
TM 

that defines the Village of Cottage Grove brand, encompassing:

 	 •	 Concise overall community brand image and key messaging.

 	 •	 Advantages and value that residents, students, businesses and visitors

 		  desire, expect and derive from living, learning, working and playing 

		  in Village of Cottage Grove.

 	 •	 Differentiating positioning of the community’s unique attributes and assets. 

 	 •	 Distinctive Village of Cottage Grove brand style, tone and personality.  

 	 •	 The brand experience in terms of left-brain / right-brain rationale

	    	 for Why choose the Village of Cottage Grove to locate a business, 

		  live, learn, work and play.

			   People don’t want to be “sold to.”

			   People want to engage in experiences with brands 

			   that they can resonate with on an emotional level.
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PHASE 2

Brand and Ideology 
Development

A Clear Brand Strategy

The BRAND PROFILE 
TM will also encompass how the Village excels by its:

	 Community aspects

	 Humane aspects

	 Natural environment

	 Built environment

	 Business climate

	 Educational resources

	 Civic resources

	 It will also take into consideration civic leaders’ 

	 near and long vision for the community.
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PHASE 2

Brand and Ideology 
Development

A Clear Brand Strategy

THIEL will design a village logo, 

and graphic brand look & feel,

and will devise a creative 

marketing campaign theme 

that distinguishes Village of 

Cottage Grove.

VILLAGE LOGO

	 THIEL will design a new Village of Cottage Grove logo. 		

BRAND LOOK & FEEL

	 THIEL will design the unique graphic look and feel that will 

	 recognizably signal the Village of Cottage Grove brand in visual expression. 

	

CAMPAIGNABLE MARKETING THEME 

	 THIEL will develop a compelling, creative marketing theme that both broad 

	 and specific marketing messages and promotions will work in conjunction with over time. 

	 The campaign theme will be married to a memorable creative concept  

	 that distinguishes the Village of Cottage Grove.	
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PHASE 2

Brand and Ideology 
Development

Brand Style & Usage 
Guidelines Manual

BRAND STYLE & USAGE GUIDELINES 

	 THIEL will specify the Village of Cottage Grove brand style and the guidelines 

	 that govern and guide proper and consistent use of both the verbal and 

	 visual brand assets that are developed in Phase 2.
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PHASE 2

Brand and Ideology 
Development

A Clear Brand Strategy

Concept and Imagery

Brand Style & Usage
Guidelines Manual

DELIVERABLES

	 THIEL will produce a 12- to 20-page Brand ProfileTM document 

	 providing the Village of Cottage Grove its key brand messaging.

	 The document will also include multiple options for a campaignable 

	 marketing theme.

	 THIEL will present multiple options for the Village logo. 

	 THIEL will present 3 options for the Village brand look & feel. 

	 These will be presented in mocked-up formats demonstrating color palette, 			 

	 typography, format philosophy, and photography and iconography style.

	 THIEL will produce an 8- to 12-page Brand Style & Usage Guidelines Manual. 

	 THIEL will present the deliverable documents to the project stakeholders 

	 at the Village and will answer any questions they have. 
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PHASE 3

Marketing Plan 

THIEL will develop a targeted marketing plan by segment, informed by 

the research findings in Phase 1, for:

	 •	 Market Segments 

			   e.g.: location advisors/site selectors; developers; business owners /s leaders;

			   intermediary of regional organizations such as Business Bureau or Chamber 

			   of Commerce

	 •	 Suggested Messaging to Each Segment 

			   e.g.: desirable location; growing network of industries; etc.

	 •	 Primary Interests 

			   e.g.: skilled labor; weekend destination; promoting economic growth; 

			   return on investment, quality of life, etc.

	 •	 Proposed Village of Cottage Grove Outreach Tools 

			   e.g.: area business press or reports; briefings/tours; website/on-line media; 	

			   community education forums, etc.
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DELIVERABLES

	 THIEL will produce an 8- to 16-page Marketing Plan document 

	 identifying prioritized recommendations for an integrated marketing campaign. 

	 The plan will indicate audiences, objectives, strategy, media, content,  

	 frequency, timing and costs.

	 THIEL will present the Marketing Plan to the project stakeholders 

	 at the Village and will answer any questions they have. 

PHASE 3

Marketing Plan 
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Village 
Officials

Residents
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on the Web

Cities 
That Have 
Strong 
Branding

Analysis of 
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Key Brand 
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PHASE 4

Additional Services 

THIEL can develop a brand launch plan to introduce the branding to constituents 

of the Village of Cottage Grove.

		  The objective is to control the velocity of the brand launch 

		  to generate excitement, foster support, and create brand ambassadors. 

THIEL is a full-service agency.

		  We can create, execute, manage, and track the success 

		  of every marketing tactic specified in the brand launch plan 

		  and marketing campaign plan. 
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PHASE 1
	 Municipal Leaders interviews
		  Business Leader Interviews

Resident Survey

Audit

Benchmarking

Analysis

PHASE 2
	 Brand Profile

TM

 Messaging
	 Campaignable Theme
	  Logo and Brand Look & Feel
	 Brand Style & Usage Guidelines 

Manual

PHASE 3
	 Marketing Plan

1 2 3 4 5

M O N T H SSchedule
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PHASE 1
Research Interviews & Survey

Audit
Benchmarking

Analysis
Phase 1 Project Management

PHASE 1 TOTAL

	 Brand Profile Messaging
	 Campaignable Theme
	  Logo
	  Brand Look & Feel

Brand Style & Usage Guidelines
Phase 2 Project Management

PHASE 2 TOTAL

PHASE 3
	 Marketing Plan

Phase 3 Project Management
PHASE 3 TOTAL

GRAND TOTAL

PHASE 1	 $ 11,000 
	 $ 2,000 
	 $ 2,000 
	 $ 6,000
	 $ 4,500 

	 $ 25,500

PHASE 2	 $ 16,000 
	 $ 3,500 
	 $ 7,500 
	 $ 12,000 
	 $ 5,500 
	 $ 3,500

	 $ 48,000

PHASE 3	 $ 9,000 
	 $ 3,500
	 $ 12,500

	 $ 85,500

Fees 
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Ownership Rights

Intellectual and 
Physical Property

Upon THIEL’s receipt of full payment for the components that THIEL delivers 

within the scope of this project, the Village of Cottage Grove shall hold 

all ownership rights to the intellectual and physical properties of those components:

	 Key research findings and analysis document

	 Brand Profile document

	 Marketing campaign theme

	 Village of Cottage Grove logo

	 Brand look and feel designs

	 Brand style & usage guidelines manual

	 Marketing plan document
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Relationship 
Hallmarks

RESPONSIBILITY 

	 It is THIEL’s responsibility to adhere to budgets and timelines.

	 It is also THIEL’s responsibility to hold our client to those same 

	 timelines and budgets — by informing you when your requests, 

	 actions, delays or inaction will take the project out of scope. 

PROJECT MANAGEMENT 

	 THIEL will use open, forthright communication among all the stakeholders.

	 To keep the project and everyone involved moving forward in unison, THIEL uses 

	 electronic project management tools, including SmartSheets®

 

for project 			 

	 timelines, and Office 365 Planner®

 

for project management.
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Relationship 
Hallmarks

TRANSPARENCY 

	 THIEL will provide full transparency to enable the Village of Cottage Grove 			 

	 project stakeholders to understand specific project activities, fees, costs 

	 and results at all times.

PROJECT START-UP 

	 A Project Start-Up Deposit of 50 percent of the total definable project fee 

	 for Phase 1 is required to begin work.
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References

OCONOMOWOC 
	 Bob Duffy
	 Economic Development Director
	 City of Oconomowoc, Wisconsin
	 rduffy@oconomowoc-wi.gov  I  262.569.2185

FRANKLIN 
	 Calli Berg, CEcD, EDFP
	 Director of Economic Development
	 City of Franklin, Wisconsin
	 CBerg@franklinwi.gov  I  414-427-7566  I  262.666.3169 cell

ALEGEUS 
	 Jennifer Irwin
	 Senior Vice President, Marketing & Strategy
	 Alegeus
	 jen.irwin@alegeus.com  I  414.921.7506

MARLIN TECHNOLOGIES 
	 John Lechtenberg
	 Vice President - Marketing
	 Marlin Technologies
	 jlechtenberg@marlintech.com  I  920.643.9942
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Working Together – key project team members

Keith Walters  I  Brand Director + Principal (Project Lead)  
Keith approaches branding with an open mind, defining brands through qualitative and quantitative research 
regarding the voice of the customer. He identifies the absolute truth about each brand and defines it in the 
Brand Profile 

TM, and works with our team to amplify that truth in the marketplace.  

Chris Taylor I  Senior Designer
Chris designs how brands are expressed visually. Like all members of the THIEL team, Chris applies 
both analytic and creative perspective — thinking and feeling — to the development of graphical solutions 
that distinguish our clients’ brands.

Amanda Schultz  I  Brand Amplifier
Amanda creates messaging that communicates value and values that inspire, inform and captivate. 
Amanda’s work projects the essence and value of brands in all applications; 2D and 3D — in print, 
digital and environmental applications

Bill Zalenski  I  Brand Creative Director
Bill oversees the design aesthetics of all the functional pieces of brand design, ensuring that each comes 
together in a way that is “in family,” consistent in adherence to brand standards and the creative vision.  

Kelley Miller  I  Brand Consultant + Principal
Kelley believes that we are at the intersection of art and science, where everything is possible. 
Every business has their unique fingerprint that he uses to identify who you really are.

THIEL Team

THIEL has 18 full-time 
team members. 

We are branding and marketing 

specialists who bring vast experience 

and focused expertise.  

As a full-service agency, 

we handle all aspects of branding 

and marketing in house.
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THIEL will undertake the scope of activities specified within this document for

a fee not to exceed the identifiable budget of $ 85,500 plus any applicable sales tax.

We will require down-payment of $ 12,750 (50% of the of the Phase 1 budget) to

begin work. The remainder will be billed as work-to-date at the end of each month

throughout the project.

If the client requests activities beyond the defined Project Scope, or if the project

requires any unforeseen additional fees, we will notify you and present the situation

and associated cost for your approval before proceeding.

Respectfully submitted

Keith Walters 	         9 September 2020       

Brand Director + Principal

THIEL Brand Design, Inc.

320 E. Buffalo Street, Milwaukee, WI 53202

keith@thiel.com   I   414.271.0775

Project Agreement

Fee Payment
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Contacts:

Keith Walters

Brand Director + Principal

keith@thiel.com

262.853.9203 direct

Kelley Miller

Brand Consultant + Principal

kmiller@thiel.com

262.631.9996 direct

THIEL Brand Design, Inc.

320 E. Buffalo Street

Milwaukee, WI 53202

414-271-0775

thiel.com

grit	 We bring passion and pluck 

	 along with character and courage.
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Our clients’ challenges 

we solve through 

expertise and fortitude:

	 Research

	 Brand Strategy

	 Branding
		  verbal branding,

		  visual branding

		  and experiential branding

	 Marketing Strategy

	 Content Development

	 Marketing Execution 
	 and Management 

	 Analytics and
	 Continuous Improvement
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Our Work

Our work engages and inspires. 
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U W M 6 0 1 6  I n n o v a t i o n  C a m p u s
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Our Work

Our work builds brands 

that stand out.

 
Yo u r  g u i d e  t o  O c o n o m o w o c ’ s

Arts Community & Festivals 

 
Yo u r  g u i d e  t o  O c o n o m o w o c ’ s

D i n i n g  a n d  N i g h t l i f e

 
Yo u r  g u i d e  t o  O c o n o m o w o c ’ s

S h o p p i n g  a n d  S e r v i c e s

 
Yo u r  g u i d e  t o  O c o n o m o w o c ’ s 

E v e n t s ,  A c t i v i t i e s  &  H a p p e n i n g s

 
Yo u r  g u i d e  t o  O c o n o m o w o c ’ s

Arts Community & Festivals 

 
Yo u r  g u i d e  t o  O c o n o m o w o c ’ s

D i n i n g  a n d  N i g h t l i f e

 
Yo u r  g u i d e  t o  O c o n o m o w o c ’ s

S h o p p i n g  a n d  S e r v i c e s

 
Yo u r  g u i d e  t o  O c o n o m o w o c ’ s 

E v e n t s ,  A c t i v i t i e s  &  H a p p e n i n g s
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1 MILE

Downtown Oconomowoc Signage Plan 

The State Highway Trailblazers have been designed to comply with 
the State regulations for this type of sign. The Gateway Trailblazers 
are not placed within State jurisdiction and, therefore, are related to 
their originally proposed design. The Downtown Directional signs have 
been limited to a maximum of four destination listings on each sign, 
and may feature a changeable strip on at least some of the signs, 
directing visitors to special events. The Parking signs with the full 
word “parking” will be placed at perimeter locations in the Downtown 
area. The Secondary Parking Directional signs are more compact in 
size and will be placed in the immediate Downtown area where space 
is limited. The Parking Identifi cation signs will be placed at parking 
lot entrances. The Wall-mounted identifi cation signs will be mounted 
on buildings and will identify a few specifi c key locations along 
main roads.

The specifi c size, color and shape of the mounting poles for the 
signage are yet to be determined, and will involve consideration 
of wind loads on each sign type. In accordance with State DOT 
regulations, the signs will be mounted with the bottom edge at six 
feet above grade on State roads, and seven feet above grade where 
there are sidewalks and parked cars.

The signage will be fabricated and installed to coordinate with the 
various reconstruction projects planned for the Oconomowoc area in 
2007 and 2008. Therefore, the placement of all signage indicated on 
the attached location maps is approximate. Exact locations are to be 
determined. Signage will likely be installed beginning with the 
perimeter trailblazer and gateway signs.

This document outlines the wayfi nding signage system proposed for 
Downtown Oconomowoc. The wayfi nding signage system is a vital 
part of a comprehensive brand identity program for Downtown 
Oconomowoc introduced in April of 2006. This program, along with 
the wayfi nding signage, includes the visual identity (logo), web site 
concept, brochures, banners & fl ags, other identifi cation signage 
and advertising. The strategic intention of this program is to raise 
awareness of Downtown Oconomowoc as a destination, reintroduce 
the desirable features and attributes of Downtown, and stimulate 
and encourage visitors to Downtown Oconomowoc.

The comprehensive brand identity program is an important component, 
and part of, the recommendations and action items of the Downtown 
Technical Resource Committee Plan to bring visitors and shoppers to 
Downtown Oconomowoc. It also follows the recommendations of 
Schreiber / Anderson Associates in its strategic development plan 
for Downtown Oconomowoc. It is a critical part of identifying the 
location of Downtown Oconomowoc to area visitors, and directing 
those visitors to Downtown.

This wayfi nding signage system plan has been reviewed by the 
State of Wisconsin Department of Transportation and has been 
modifi ed to be within its regulations for specifi c destination signage 
placed on state highways. It has also been reviewed by Schreiber / 
Anderson Associates and representatives of the City of Oconomowoc, 
as well as representatives from the Partnership for a Prosperous 
Downtown Oconomowoc, and has been designed based on input 
from those groups.

Downtown Oconomowoc
Brand Identity Program
Wayfi nding Signage System
Overview and plan of action

EXPLORING
Connect with friends and family while enjoying 

a tasteful mix of restaurants and eateries, 

offering ethnic and classic American 

cuisine, not to mention an artful collection of 

handmade specialty shops and galleries.

COMES NATURALLY HERE
Connect with friends 
and family while 
enjoying a tasteful 
mix of restaurants and 
eateries, offering ethnic 
and classic American 
cuisine, not to mention 
an artful collection of 
handmade specialty 
shops and galleries.

COMES NATURALLY HERE

CONNECTINGRETAIL THERAPY
Connect with friends and family while enjoying  

a tasteful mix of restaurants and eateries, 

offering ethnic and classic American cuisine,  

not to mention an artful collection of handmade 

specialty shops and galleries.

COMES NATURALLY HERE
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Our Work

Our work manifests in how  

people think and feel about  

our clients’ brands.
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The space to be 

FESTIVE

Et incia dolorem eum sum quas voluptis et ut alit quae volenietur 

rerum et ommos ut lias si num consed magnimet harum ut pera 

suntemque mintiorepel iliquat aut ut ati beruptatur alisse ad et, 

etus eiume ped quisitium velles andantium aut et unditiu ipsantur 

aut ma doluptat di dolut velit ate volor simusam lacienis nonsequ 

untotam ut as utation estibusam faceaque proSerere porumquo 

beaque dolores iur, odit aliat et et, ilias cum ut doluptat dolorem  

lab id que dolupta cus aut incitibea doluptas delis molupti? Quia 

quatemp orerum volum ipsanis aut enim quas aut pelenempora 

corem soluptaest, occabore que rerchitibus.

The space to be 

ACTIVE

Et incia dolorem eum sum quas voluptis et ut alit quae volenietur 

rerum et ommos ut lias si num consed magnimet harum ut pera 

suntemque mintiorepel iliquat aut ut ati beruptatur alisse ad et, 

etus eiume ped quisitium velles andantium aut et unditiu ipsantur 

aut ma doluptat di dolut velit ate volor simusam lacienis nonsequ 

untotam ut as utation estibusam faceaque proSerere porumquo 

beaque dolores iur, odit aliat et et, ilias cum ut doluptat dolorem  

lab id que dolupta cus aut incitibea doluptas delis molupti? Quia 

quatemp orerum volum ipsanis aut enim quas aut pelenempora 

corem soluptaest, occabore que rerchitibus.

The space to be 
CONSTRUCTIVE

f r a n k l i n w i . g o v

Et incia dolorem eum sum quas voluptis et ut alit quae volenietur 

rerum et ommos ut lias si num consed magnimet harum ut pera 

suntemque mintiorepel iliquat aut ut ati beruptatur alisse ad et, 

etus eiume ped quisitium velles andantium aut et unditiu ipsantur 

aut ma doluptat di dolut velit ate volor simusam lacienis nonsequ 

untotam ut as utation estibusam faceaque proSerere porumquo 

beaque dolores iur, odit aliat et et, ilias cum ut doluptat dolorem  

lab id que dolupta cus aut incitibea doluptas delis molupti? Quia 

quatemp orerum volum ipsanis aut enim quas aut pelenempora 

corem soluptaest, occabore que rerchitibus.

Our Work

Our work activates environments, 

people and economic development.
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Celebrating
Quality of Life

Celebrating
Quality of Life

Celebrating
Quality of Life

Celebrating
Quality of Life

Celebrating
Quality of Life

Celebrating
Quality of Life

Celebrating
Quality of Life

Celebrating
Quality of Life

Celebrating
Quality of Life
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B r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D E

P R E F E R R E D  R E V E R S E

S I N G L E  C O LO R  W H IT E

P R E F E R R E D

S I N G L E  C O LO R  B LU E

S I N G L E  C O LO R  B L A C K

B r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D E

Q U E S T I O N S ?  Contact: First Lastname, Title, flastname@franklinwi.gov / (414) 000-0000

Preferred Logo
The color logo is the preferred version for reproduction.

Single Color Logo
When circumstances don’t allow for color reproduction, or for applications 
such as embossing, engraving, vehicle decals, etc., the black, blue or white 
versions of the logo can be used.

3

M I N I M U M  S I Z E

1.0″

To ensure that the logo is always legible, it should never be reproduced 
smaller than 1” wide. 

B r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D E

C L E A R  S PA C ETA G L I N E  LO G O  LO C K U P

The space directly surrounding the logo is the clearspace. To ensure the 
visibility and impact of the Franklin logo, this clearspace must be kept free of 
other competing visual elements such as type, images and other logos. The 
clearspace above, below and on each side is equal to the height of the lower 
case letters in the logo.

Our tagline “Celebrating Quality of Life” appears in a specific size, type, color 
and locked up relationship to the logo. Always use this logo / tagline lockup 
version when showing the logo with the tagline. 

The tagline may be used alone as a design element. It appears in a specific 
type and in a single color – bright blue from the Franklin color palette, black 
or white. Leave ample clear space around the tagline to maintain readability 
and impact. Only use an approved tagline art file.

Positioning on a page is either bottom left, aligned with the Franklin type in 
the logomark or bottom right. The Franklin letterhead is an example of the 
tagline used separately and in the correct position. 

Q U E S T I O N S ?  Contact: First Lastname, Title, flastname@franklinwi.gov / (414) 000-0000 4

TA G L I N E  G R A P H I C

Typography should be aligned flush left with the 
Franklin Wisconsin type in the logo, allowing the 
banner icon to be set-off and emphasized on the 
left. This alignment is illustrated on the corporate 
letterhead as shown on page 6.

A L I G N I N G  W IT H  T H E  LO G O M A R K

B r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D E

G R A P H I C  B A N N E R  E L E M E NT S

T Y P E FA C E S

Roboto Sans Condensed and Merriweather Light are the Franklin brand 
typestyles. Consistent use of these fonts in all communications is integral to 
maintaining the brand. Both fonts are free downloads for both PC and Mac 
from many different font websites and are easily found on a Google search. 

Headline

ROBOTO SANS CONDENSED BOLD CAPS

Subhead

Roboto Sans Condensed Bold

Body Copy 

Roboto Sans Condensed 
Roboto Sans Condensed Italic

Roboto Sans Condensed Light
Roboto Sans Condensed Light Italic

Merriweather Light
Merriweather Light Italic

CMYK 100C    85M    30Y    23K

RGB 0R    46G    109B

HEX  002e6d

PANTONE  294

CMYK 62C    0M    96Y    0K

RGB 107R    190G    74B

HEX  6bbe4a

PANTONE  360

CMYK 82C    12M    0Y    0K

RGB 0R   167G    227B

HEX  00a7e1

PANTONE  2995

C O LO R 

CMYK 0C    26M    100Y    0K

RGB 254R   192G    15B

HEX  fec00f

PANTONE  7408

Primary Palette
The colors of the primary palette are those found in the Franklin logo. These 
colors should be used in all materials, publications and communications.

Q U E S T I O N S ?  Contact: First Lastname, Title, flastname@franklinwi.gov / (414) 000-0000 7

Distinctive banner graphics have been developed to enhance and strengthen 
the Franklin brand. They are appropriate for print, digital and dimensional 
applications. 

B r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D E

F I L E  T Y P E  U S A G E 

J P G  &  P N G  F I L E  R E S O LU T I O N  U S A G E 

File type   Description   

   An .EPS file is a vector-based file meaning your 
logo can be enlarged or made smaller. When 
increasing or decreasing the size of your logo it will 
not become blurry. An.EPS file can only be opened/
edited using specific design software.   

   A .JPG file is a pixel-based file that cannot be 
enlarged but can be made smaller with a white 
background. When increasing the size of your  
logo it WILL cause pixelation causing your logo  
to become blurry. It’s universal and can be opened 
on any device.

   A .PNG file is a pixel-based file that cannot be 
edited or enlarged but can be made smaller with 
a transparent/clear background. When increasing 
the size of your logo it WILL cause pixelation 
causing your logo to become blurry. It’s universal 
and can be opened on any device.

Usage

High resolution commercial printing 
is the best use for EPS files, such 
as signs, business cards, postcards, 
brochures, t-shirts, hats, etc..EPS files 
are set up either in Pantone (PMS) 
colors or CMYK colors.

Web, electronic and low resolution 
purposes are the best uses for a JPG 
file because it has a significantly lower 
file size and is in RGB color. This file 
type should generally not be used for 
commercial printing.

Web, electronic and low resolution 
purposes are the best uses for a PNG 
file because it has a significantly lower 
file size and is in RGB color. This file 
type should generally not be used for 
commercial printing.

Software 

Quark, Illustrator, InDesign, Corel,  
High resolution printing software 
 
 
 

Word, PowerPoint, Excel,  
Web applications 
 
 
 

Word, PowerPoint, Excel,  
Web applications

Q U E S T I O N S ?  Contact: First Lastname, Title, flastname@franklinwi.gov / (414) 000-0000 8

.PNG

.PNG

.JPG

.JPG

.EPS

    72.png/72.jpg files  At size or smaller for online use, internal document printing   
and electronic presentations (such as PowerPoint).

  300.png/300.jpg files  At size or smaller for large internal document printing   
and electronic presentations (such as PowerPoint).

  1200.png/1200.jpg files  At size or smaller for commericial printing applications  
that require a JPG or PNG file.   
   

   

B r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D EB r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D E

D O  N OT

Do not skew or stretch

Don’t change logo orientation

Do not place logo over an image or pattern Don’t apply any filters or textures

Do not use alternate colors
Don’t apply shadows, glow effects, or outlines

Do not fade or screen

Q U E S T I O N S ?  Contact: First Lastname, Title, flastname@franklinwi.gov / (414) 000-0000 5

B R A N D  S TA N D A R D S  G U I D E

J u l y  1 7 ,  2 0 1 9

B r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D E

Typographic logo full color

Typographic logo single color

B r a n d  S t a n d a r d s  G u i d eB R A N D  S TA N D A R D S  G U I D E

Franklin banner icon full color           

Franklin banner icon single color

L I M IT E D  U S E  I D E NT IT Y  E L E M E NT S

Q U E S T I O N S ?  Contact: First Lastname, Title, flastname@franklinwi.gov / (414) 000-0000 6

Celebrating
Quality of Life

Celebrating
Quality of Life

Celebrating
Quality of Life

In limited uses the Franklin banner icon and logotype may be split up.  
This should only be used in decorative applications such as banners.  
Some examples of that usage are shown below.
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9229 West Loomis Road
Franklin, WI 53132

franklinwi.gov

Steve Olson
Mayor

solson@franklinwi.gov

	 p  (414) 427-7529
	 C  (414) 651-3367
	 F   (414) 425-6428

City of Franklin
O f f i c e  o f  t h e  C i t y  C l e r k

Name Here
Company Name
1234 Main Street 
City, ST, 54321

Ovid que inctustrum facia dolorat moluptatur restionse nonsequi nonsere adis audae nus mo qui verfero incim 
non et omnihic te nobitiur atisti debitatur simi, que corum sit faciis audi optate sit, tem quae endit, omnis aut 
latenet auda dit volupid quodi vendit, nullantur? Qui sam nonet que ellandam et est, velignia simeniant min 
conetus sim sandis ut esequam sequas andus sit pernatiunt lautet et quibust quam repudignam, elit aut est ea 
quatquas modia il excessequunt haribust, sitati aut aut latur aut aut dis mo illupta eaque rem quo optasin culla 
es nonsecu ptatemporem erio. Nam nonest, et harunt.

Uditius et pa ducipsam voluptatur acea que comnistorum fugias rehenempore doluptas sinvelis etur, ium ut As 
autem aceperepe culpa voluptaqui reius, consedisit, seque vit, comnim volest eossunt ustrum alis sam anis 
de sanimus, consente omnis modiani offi cidus dolorum, sedicita essimperum harum senimil idebisciis dolo 
doluptatur, corior archil idic tem et milis et omnis aceptis pe molorro eos expliant eos am, non re neverione 
ssecum utem velit rate lam facit rem. Simollabo. Et aut doluptatusa nonse di in paritet intis alitas alicitia in 
corem voluptas sanimus et moluptatiume accus.

Ma et aut aces doluptatiunt et aribernat eosae dolecto moluptatem faccae doluptas inciis est es natur aut 
ped quis aut ut harion con poribus nullaceaquam nonem aut haris cus aborestrum rehendendio idunti volupta 
sanitium as con re peris debis seque vel eniminc itiur? Iquam rest, et ention nonsequ assitio nsenti quis 
aborerchit ommoluptat aliqui debitio. Nem. Namus es ped unt antibernam es dest omnis as sequi aut quis in 
peliae re ercient fugias dolut occus, autatatquas sunt ipsaero voluptatatia de

9 2 2 9  W e s t  L o o m i s  R o a d        Fra n k l i n ,  W i s c o n s i n  5 3 1 3 2 - 9 6 3 0        PHONE (414)  427-7566        FAX (414)  427-7691        f ra n k l i n w i . g ov

FRANKLIN TOURISM COMMISSION
50/50 GRANT PROGRAM

STRETCH YOUR AD MONEY TWICE AS FAR! 
Advertise with the Wisconsin Department of Tourism Co-op Program 
and the Franklin Tourism Commission will reimburse you.  

GET HALF YOUR MONEY BACK 
IN THREE EASY STEPS:
1. Make a media buy with Wisconsin 

Department of Tourism 
 http://industry.travelwisconsin.com/

marketing-opportunities/co-op-
advertising

2. Submit proof of payment, ad copy, 
and any available metrics regarding 
your ad buy to the Tourism 
Commission via City Hall

3. Receive reimbursement for 50% 
of your spend, up to $2,000 annually

The Fine Print Submissions are only accepted from 
businesses located in Franklin, Wisconsin, and 50/50 
grants are only available for co-op advertising with the 
Wisconsin Department of Tourism. Other advertising 
platforms are not eligible.

All documentation must be submitted to the Tourism 
Commission by December 20th, 2019.

The Tourism Commission has allocated $20,000 f or this 
program in 2019. Businesses should check in with the 
Director of Economic Development prior to commitment 
with the Wisconsin Department of Tourism to ensure 
program funds are still available.

F O R M O R E I N F O R M AT I O N
P L E A S E C O N TA CT:

Calli Berg, Director of Economic Development
City of Franklin
414-427-7566
cberg@franklinwi.gov
9229 Loomis Road, Franklin WI 53132

 

C i t y  o f  F ra n k l i n         9229 West Loomis Road Franklin,  WI 53132-9630         PHONE (414) 427-7566        FAX (414) 427-7691        f r a n k l i n w i . g o v

City of Franklin 
9229 West Loomis Road
Franklin, WI 53132-9630

Name Here
Company Name
1234 Main Street 
City, ST, 54321

City of Franklin 
9229 West Loomis Road
Franklin, WI 53132-9630

Name Here
Company Name
1234 Main Street 
City, ST, 54321
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Our Work

Our work gets people there.



RFP RESPONSE              ​                                             
 
DATE: ​Wednesday, September 9, 2020 

TO: ​Erin Ruth, AICP - Director of Planning & Development 

PROVIDED BY: ​Sarah Hurley, Owner, Director of Client Marketing, at Weber Marketing  

SUBJECT​: Request for proposal response: Marketing and Brand Initiative 

 
PROJECT SUMMARY 
 
Gather insights to craft a relevant brand framework that leads to highly effective brand 
identification and strategy to drive business attraction and retention for the Village of Cottage 
Grove (VCG/Client). 
 
ABOUT WEBER MARKETING 
Weber Marketing was established in May 2010 and is located in Cottage Grove, Wisconsin. The 
company employs one individual, the owner, Sarah Hurley.  
 
Prior to Weber Marketing, Sarah served as an Account Executive (AE) at Hiebing, Madison’s 
largest advertising and marketing agency. In the Account Executive role, the function is to work 
closely with the assigned client account in understanding the project needs, goals, 
product/service differentiation, budget and timelines and then relay the information through the 
agency in a way that sets each agency department/team member up for success. The Account 
Executive is positioned as the go-between working efficiently on project plans, translating 
detailed information to and from each side of the workflow (client and agency team) in order to 
meet project goals. 
 
When Weber Marketing first launched, Sarah served in a similar role but relied on a virtual 
creative team rather than an internal one.  Sarah has a close-knit relationship with a small group 
of independent marketing professionals she works with on an as-needed basis. This business 
model keeps costs down, accountability high and ideas fresh.  
 
Over the last five years, in addition to playing this AE role, Sarah has also found a unique niche 
serving as a contract-based marketing director for clients. This has allowed her to go deeper in 
the behind-the-scenes operational efforts clients ultimately need to realize marketing success. 
An organization can buy the best-placed digital advertising campaign, but without the people, 
process and technology to understand and monitor that investment, a client will never realize a 
good ROI. This ability to identify operational gaps ahead of execution (or signing a large spend 
contract) is what sets Weber Marketing apart from other independent marketing consultants or 
marketing agencies. Sarah’s experience, along with that of her team, collectively benefits her 
clients' roadmap to marketing success. Weber Marketing’s goal is not to seek out the “quick” 
buck with cookie-cutter projects. Our goal is to set clients up for long-term success that provides 
results. 

1 



RFP RESPONSE              ​                                             
 
PROJECT TIMELINE ​(Approximate timeline with Board meeting/approval and buffer time included) 

Vendor selection 2020 

Work to begin January 2021 

Phase 1:​ Meet and greet with team Week 1 

Weber Marketing to follow up with meeting notes,  
(if necessary)​ revised scope & estimate 

Week 2 

Approval Week 3 

Research strategy and plan provided to VCG for approval Week 5 

Research - execution and assessment 
                   Research conducted: Weeks 8-12 
                   Final report: Week 14 

Week 6 - 14 

Insights - development of brand framework 
                Check-in / First round review: Week 17 
                Final presentation: Week 18 

Week of 16 - 18 

Feedback / Approval Week 19 

Brand development - concept and approval 
                Check in / First round review: Week 22 
                Final presentation: Week 24 

Week of 20 - 24 

Feedback / Approval Week of 25 

Delivery of Brand Standards Guide Week of 26 

Marketing Plan - development of 12 month plan 
                         Check in / first round review: Week 27 
                         Final presentation: Week 28 

Week 26 - 28 

Feedback / Approval Week of 28-30 

Phase 2: ​Template exploration and set up 
                ​ Will be done in conjunction with Phase 3 

TBD 

Phase 3: ​Execution of marketing plan  
                        Will be based on plan approval 

TBD 

 
Approximate project duration: January 2021 - July 2021 
+ Template exploration and set up: TBD based on approved solution (approx 4-6 weeks) 
+ Execution of 12 month marketing plan: August 2021 - July 2022 

2 
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PROJECT ESTIMATE 
 
Phase 1: ​$32,750 - $38,500: Marketing research, brand development, brand standards guide 
and marketing plan 
 
Phase 2: ​$4,500 - $7,000: Evaluation and set up of marketing design software (e.g., Adobe 
Creative Suite) or platform (e.g., Canva) to be maintained by Village staff for marketing 
templates ( e.g., social media graphics, print ads, etc). To include up to 5 design templates. 
 
Phase 3: ​$25,500 - $65,000: Marketing plan execution (TBD will be based on CGV approval 
and/or provided budget guidelines)*​⍖ 
 
*Does not include final media, digital consultation, event related location or food/beverage, 
and/or advertising cost 
⍖​This portion is difficult to estimate at this point with no conversation and no research or brand 
to base ideation off of. ​If the Village of Cottage Grove would like to stay within provided budget 
parameters, Weber Marketing will author a plan accordingly.  
 
All subcontracting work is billed through Weber Marketing.  
 
Media, digital advertising, or other outside supplier expenses will have an estimate provided to 
the Village of Cottage Grove for approval. Fees can either replace other plan ideas or be added 
on in addition to. Such cost may be outside of the below billing cycle and will be determined by 
the approved outlet. 
 
Billing Cycle 
 

Phase Status Amount Due Due Due 

Phase 1 25% December 15, 2020 

Phase 1 25% February 15, 2021 

Phase 1 25% April 15, 2021 

Phase 1 Balance June 15, 2021 

Phase 2 50% August 15, 2021 

Phase 2 Balance September 15, 2021 

Phase 3 Activity to-date based on 
approved plan 

15th of every month 

3 
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PROJECT GOALS AND OBJECTIVES 
 
As described in the provided RFP, Weber Marketing, led by owner Sarah Hurley, would make 
the ideal fit as the qualified consulting firm to meet the project goals and objectives in that: 
 

1. Economic development:​ Sarah Hurley and her husband are both small business 
owners in Cottage Grove and can speak with firsthand experience of owning and 
operating a business in a small, yet growing community such as Cottage Grove.  
 
Sarah is a current member of the Cottage Grove Chamber of Commerce and has been a 
highly active member over the last five years. She serves on the Board of Directors and 
is the Chairperson of the Marketing Committee. Sarah has a direct link to current 
business owners within Cottage Grove and has listened and learned from them on why 
they chose to open their doors in Cottage Grove.  
 
Using this information, in 2019 Sarah developed the ​Cottage Grove IS Open for 
Business​ ​initiative that worked to reach outside the Cottage Grove boundaries to 
encourage Southern Wisconsin businesses to look at Cottage Grove for relocation, 
business development and employment opportunities. Sarah brought attention to the 
Cottage Grove business community through partner projects and speaking 
engagements. 
 
 

2. Community identity: ​A native to Cottage Grove, and currently living in Cottage Grove 
with her family, there’s no better cheerleader for Cottage Grove than Sarah Hurley.  
 
As a member of the Cottage Grove Chamber, Sarah participated in the chamber’s own 
branding effort to bring a professional, unified look to the chamber community’s 
marketing and promotional activities. This included the design of the chamber logo and 
serving as project manager and creative director when working with outside graphic 
designers and other vendor partners on marketing-related initiatives.  
 
In addition to the ​Cottage Grove IS Open for Business​ initiative (detailed above), 
Sarah also developed and executed the ​Cottage Grove FIRST​ ​initiative that promotes 
buying local to residences and businesses. This initiative has since been used 
throughout the Cottage Grove Chamber to encourage members and their employees 
and families to think of a Cottage Grove business first, before looking elsewhere for their 
personal or business needs. 
 
 

4 
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3. Uniformity:​ Sarah has 20 years of experience working as a marketing professional. She 

has helped clients in a variety of industries pinpoint their strategic message and then 
served as the liaison between clients and the creative and media personnel to 
successfully execute marketing projects. 
 
Using a disciplined approach, Sarah works directly with her clients to peel back the 
layers to discover the defining qualities, value statements and unique selling points that 
are used as the foundation for a focused message strategy that leads to a realistic 
marketing plan with top-level creative execution.  
 

4. Flexibility:​ Sarah brings insights from both the advertising agency world and those 
gained working within marketing departments for large and small companies. She has 
broad experience working across product and service departments and with external 
vendor partners, using a mix of technology platforms, and a history of executing 
marketing projects with a consistent brand message.  

 
Weber Marketing has vast experience developing a brand hierarchy. In the case of the 
Village of Cottage Grove, the Village would be “the brand,” while departments and 
municipal functions within the Village would receive an adaptable template for their 
specific needs.  
 

5. Continuity: ​Small businesses and organizations often request that all end products 
(e.g., design files) be delivered in a format that allows staff to be self-sufficient. With a 
variety of low-to-no cost options, this request is possible, but it will require discussion 
and research to determine if this is the right choice for the Village. This decision should 
ultimately be based on the skill level and comfort of the Village staff.  
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RESEARCH PROJECT ACTION STEPS 
 
The following are high-level action steps for initial conversational purposes. Greater detail will 
be provided at project kick-off. 
 
Step 1:​ Background and scope 
In our project kick-off meeting, VCG will provide basic information to start the conversation 
(e.g.,. "We want to know why businesses choose Cambridge to open their doors?'' or “What are 
the selection criteria a business uses when selecting location?”) that Weber Marketing will use 
to form a research strategy and plan.  
 
Step 2: ​Research 
Much of this step will be determined by the answers and discussion in Step 1.  
 
For discussion purposes, this will likely be a mix of a questionnaire administered through Survey 
Monkey along with focus groups. The audience would be:  

● Current Cottage Grove businesses  
● Community business owners as described in Step 1 
● Target market (state-wide government agencies, commercial bankers, and commercial 

real estate agents, etc) 
 
Weber Marketing will manage the ​development of the survey questions, manage the upload and 
analysis of Survey Monkey results, along with creating the discussion guide and conduct the 
focus group interviews. 
 
Step 3:​ Report 
Weber Marketing will provide a topline report recapping the findings and recommendations.  
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BRAND FRAMEWORK ACTION STEPS: 
 
Step 1:​ Review of surrounding community branding along with conducting insight interviews 
with core team members to build the starting point of Village brand framework.  
 
Step 2:​ Development of brand framework that includes brand promise statement options, core 
values, benefits, and other key elements. 
 
Step 3:​ Design and development of up to 3 logo and tagline options.  
 
Step 4:​ Use selected logo to complete 2 branded items (i.e. social media graphic, 1 slide for 
powerpoint template) to show in use and discuss other use case scenarios. 
 
Step 5. ​Finalize type, color palettes, etc. 
 
Step 6.​ ​Finalize brand standards guide. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

7 



RFP RESPONSE              ​                                             
DEVELOPMENT OF MARKETING PLAN ACTION STEPS: 
 
Step 1:​ Utilizing topline report from preliminary research, along with notes from the kickoff 
meeting, and approved budget number, Weber Marketing would author a draft marketing plan 
that would be based on: 

● Target market 
● Realistic execution goals 
● Out-of-the box ideas to elevate the awareness of the Cottage Grove business 

community and call out key reasons to do business here 
● Recognition of the need for Village staff to be self sufficient in execution, 

maintenance and ongoing management  
 
While specifics for the marketing plan will come as the project proceeds, the following initiatives 
are likely to be included: 

● Digital strategy and plan 
○ SEO audit and update 
○ Robust digital retargeting advertising  
○ Increase in social media presence and content designed to engage target 

audience 
○ Content development (copy and video) to be used on the Village website, email 

marketing and social media 
 

● Account Based Marketing (ABM) strategy that hyper focuses on key contacts within 
target audience 

 
● Public relations strategy and plan to heighten the professionalism of the Village staff, 

their work and vision while highlighting why doing business in Cottage Grove is worth a 
look 
 

● Outreach marketing that focuses on collaborating with like-minded or organizations 
focused on shared target audience in collaboration activities (hosted roundtable events, 
webinars, co-op advertising, etc) 

 
Step 2:​ Present plan and collect feedback from VCG staff 
 
Step 3:​ Provide updated plan with feedback incorporated; included will be marketing calendar 
and cost estimate per initiative  
 
 
 
 
 

8 



RFP RESPONSE              ​                                             
EXECUTION OF MARKETING PLAN ACTION STEPS: 
 
Step 1:​ A project plan along with a detailed timeline will be provided two weeks following the 
approved marketing plan.  
 
Step 2:​ Weber Marketing to manage the execution including project kick-off meetings, team 
check-in meetings and necessary approvals. It is up to the VCG to bring attention to necessary 
stakeholder approvals that may be required. VCG will also manage the internal process to seek 
such approvals.  
 
Step 3:​ Tracking of campaign success will be established based on the approved plan. Weber 
Marketing works in close coordination with outside vendor partners to ensure tracking metrics 
are set up and visible to all parties involved. 
 
 
TEMPLATE CREATION ACTION STEPS: 
 
Step 1: ​Assess VCG preference, current in-house software and/or platforms in use for 
marketing design and future needs.  
 
Step 2: ​Research options ​(e.g., Adobe Creative Suite, Canva, etc) ​and provide VCG with a 
list of top 3 options with pro and con list and recommendation.  
 
Step 3: ​VCG to purchase and conduct installation of approved software or platform or 
combination of (including necessary training for VCG users) 
 
Step 4: ​Create templates for up to 5 marketing project needs; recommended: 

● Business card 
● Powerpoint template (master slide, introduction slide and 1 interior slide) 
● Letterhead 
● 1 department (Parks & Recreation) usage 
● VCG social media awareness graphic 
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REFERENCES 
 
John Loeffler 
Bank of Sun Prairie 
SVP, Director of Retail Banking 
Phone: (608) 467-1788 | Email: ​John.Loeffler@bankofsunprairie.com 
Purpose: Served as contract marketing director for 15 months 
 
Amy Bauer  
President of the Cottage Grove Chamber of Commerce 
Phone (608) 443-1990 | Email: ​abauer@mononabank.com 
Purpose: Provide consultation and project management for marketing related efforts 
 
Mike Kerr 
Former Executive Director of Wisconsin Technology Initiative (WTI) 
Phone: 608.345.4844  | Email: ​mikerr1313@gmail.com 
Purpose: Served as Community Manager for this nine year​ project on behalf of John and Tashia 
Morgridge. WTI ended in June of 2019. In my role I worked with our Executive Director to bring 
over 200 Wisconsin school districts together to focus on planning for and implementing 
technology for their district and classrooms. A large portion of my role was coordinating our 
bi-annual, 2-day technology conference. 
 
 
 
WORK SAMPLES 
 
A digital portfolio can be seen at: 
 
Brand identity: 

● Portfolio of my Creative Director and Graphic Designer: 
https://lucky-creative.com/portfolio/ 

● Weber Marketing: ​https://www.webermkt.com/brand-identity 
 
Integrated campaigns: 

● Weber Marketing: ​https://www.webermkt.com/campaigns 
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The Team 
 
Lead Contact | Strategy | Project Manager​: Sarah Hurley, Owner of Weber Marketing 
 
Website: ​WeberMKT.com 
LinkedIn: ​linkedin.com/in/webermkt/ 
 
Sarah is the owner of Weber Marketing where she brings 20 years of agency, client-side and 
experience as a small business owner to every project. She takes a disciplined approach with 
client projects and understands the power of good communication and good listening. You’ll find 
she puts a lot of emphasis on setting her clients, creative team members and other partner 
relationships up for success.  
 
Her unique style pulls out the “ah-ha” moments that lead to pivotal moments in the creative 
development process. She enjoys going behind the scenes of marketing operations to ensure 
client success goes beyond a single project outcome.  
 
Creative Director | Design​: Clint Prescott 
 
Website: ​https://lucky-creative.com/ 
LinkedIn: ​https://www.linkedin.com/in/clint-prescott-5bb6934/ 
 
 
Writer: ​Vicky Franchino 
 
Website/blog: ​https://caffeineclarity.com/ 
LinkedIn: ​https://www.linkedin.com/in/vicky-franchino-4710398/ 
 
Research consultant, digital strategist and other team member contact information will be 
provided up approval of this proposal.  
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Assumptions and Expectations 

● Weber Marketing will review this proposal including (but not limited to) the details of 
project summary, timeline, budget and action steps following the proposed meet and 
greet with both teams: January 2021. If necessary, Weber Marketing will re-submit this 
statement of work with edits, corrections, additions based on project needs. 

● Unknown at this time (9/9/2020) is the process for project approval with VCG, necessary 
Board meeting dates where project status or outputs may need to be presented and/or 
approvals necessary that may impact this project and timeline. It is the responsibility of 
VCG to bring any necessary information to the attention of Weber Marketing as of the 
meet and greet date in January 2020.  

● Cost not included: Tax, printing, postage, Survey Monkey fees, media, SEO or digital 
consultation/updates, digital advertising, mileage, overnight / out of town 
accommodations, licensing or fees for stock photos or illustrations for long term use 
beyond one time usage, fees related to focus group efforts.  

● Estimate provided for the marketing plan execution will be reevaluated and a revised 
estimate will be provided for approval by the Village of Cottage Grove. If the Village of 
Cottage Grove would like to stay within the provided estimate, Weber Marketing will 
author a plan accordingly.  

● Deliverable and timelines provided based on reasonable availability and approval 
received from appropriate Village of Cottage Grove team member(s): Should delays 
occur outside the control of Weber Marketing, all deliverables and timelines are subject 
to change. 

● Estimated cost and timelines are for the intended purpose of working with the Village of 
Cottage Grove directly. Should the desire to partner with the Township, Cottage Grove 
Chamber of Commerce or other Cottage Grove group, this estimate and timeline are 
subject to change. 

● Weber Marketing will provide ongoing status updates, along with budget updates; Weber 
Marketing recommends holding 15 to 30 minute weekly project check in meetings with 
appropriate stakeholders in addition to email and status report updates. 

● 25% of the cost estimate is due as of December 15, 2020 for work to begin January 
2021. Weber Marketing will send an invoice per the billing cycle (page 3); Payment is 
due NET 15 days. 

● If this project is canceled at any time, ​Village of Cottage Grove​ will pay for all billable 
time to-date and all incremental expenses. 

● All projects are highly confidential. Weber Marketing will not disclose information without 
verbal or written authorization to anyone other than those associated with ​Village of 
Cottage Grove ​unless otherwise directed. 

● All information contained within the statement of work from Weber Marketing is 
considered confidential and proprietary information from Weber Marketing and should 
not be distributed or shared with any other party without the express written consent of 
Weber Marketing. 
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Village of Cottage Grove 
 
Printed Name: __________________________ 
 
 
Title: _________________________________ 
 
 
Date: ________________________________ 
 
 
Signature: ____________________________ 
 
 
 
 
Weber Marketing, LLC 
 
Printed Name: __________________________ 
 
 
Title: _________________________________ 
 
 
Date: ________________________________ 
 
 
Signature: ____________________________ 
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VILLAGE OF COTTAGE GROVE 
221 E. Cottage Grove Road Cottage Grove, WI 53527 
 

September 10, 2020 

 

Dear Community Development Authority Member: 

 

The Village of Cottage Grove Board of Trustees recently authorized Village President John Williams to 

form a Housing Task Force to study housing issues in the community. Affordability, variety, and 

accommodating the needs of current and future residents and businesses will be among the issues studied.  

 

Affordability in particular presents a growing problem in Dane County. The Dane County Housing Task 

Force produced a video on the topic that provides a good introduction: video link 

 

The Village is seeking interested people from a variety of backgrounds to represent the varied needs of 

residents and businesses in Cottage Grove. We are reaching out to you in hope that either you, or 

someone from your organization, will choose to participate. We expect the workload to be one meeting 

per month for approximately one year. During that time the task force will work to create a document 

presenting findings and suggestions that can be used by Village Staff, the Plan Commission, the Community 

Development Authority, and the Village Board for future decision making, and to educate the community 

about this important issue. 

 

If you are interested in participating, or if you would like to learn more, please contact Village President 

John Williams (jwilliams@village.cottage-grove.wi.us). 

 

Thank you for your consideration. 

 

Sincerely,  

 

Erin Ruth, AICP 

Director of Planning & Development 

 

https://www.youtube.com/watch?v=CVsKAd7PKWQ
mailto:jwilliams@village.cottage-grove.wi.us


Village of Cottage Grove Board 

Application for Appointment to Village Commissions/Committees 

 

If you are interested in serving the community as a committee member, please complete this 

application form and return it by email to the village clerk: lkalata@village.cottage-grove.wi.us or 

you can mail it to Village Hall, c/o Lisa Kalata, 221 E. Cottage Grove Road, Cottage Grove, WI 

53527.  Committee applications are kept on file and reviewed as necessary to fill vacancies. For 

more information about committees, please refer to our website: www.village.cottage-grove.wi.us. 

If you have additional questions, please contact Village hall at (608) 839-4704, or Lisa Kalata at 

lkalata@village.cottage-grove.wi.us. Thank you for your interest! 

 

Name: 

 

Street Address: 

 

City: 

 

State: Zip Code: 

Phone #: 

 

Email: 

 

Choose a Committee(s) 

__ Ad Hoc Architectural Review Committee 

__ Ad Hoc Glacial Drumlin Bike Path Committee 

__ Board of Review  

__ Community Development Authority 

__ Emergency Government Committee 

__ Finance and Personnel Committee 

__ Flynn Hall Committee 

__ Housing Task Force 

__ Law Enforcement Committee 

__ Library Planning Committee 

__ Ordinance Review Committee 

 

__ Parks, Recreation & Forestry Committee 

__ Peer Court Steering Committee 

__ Plan Commission 

__ Police Commission 

__ Public Relations Committee 

__ Public Works & Properties Committee 

__ Sustainability Committee 

__ Tourism Commission 

__ Utility Commission 

__ Zoning Board of Appeals 

___ Other (please specify): _____________ 

 

Background (related experiences, skills or qualifications): 

 

 

 

 

 

 

 

Why you are interested in this committee(s): 
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