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For more information contact

NEENAH-

135 West Wisconsin Avenue
Neenah, WI 54956
Telephone: (920) 722 -1920
Email: info@neenah.org
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NEENAH MEANS BUSINESS
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THE WORKPLACE MARKET
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THE WORKPLACE MARKET
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THE DRIVE TIME MARKET

5SY23NF LIKAO t NRUE S
bAStasSy /fFNRGEFEAE RSY23INIF LI iKS
526yi26y bSSYyl KYAyTzi8n 5NK L
al Nl Sia LINPOARS SEGSyairgs ‘N
FYR GNI} Ol GKS YIFN)]SGo Lyl {RE G
FT2NJ GKS GKNBS RNR@GS aYS N i
3 ¢CNBYyRa |yR LINR2SOsz2ya 1
K2dzaSK2t Ra sAGKAY (GKS R
SEOSLIB2y 2F (KS L3 Lz I ¢ A
RNAGS aYS INBIZ FyaOALll .71
0KNRdZAK Hnmy® ¢KS LINEe2{ =3
L2 Lddzt I o2y F2NJ GKS UGS Com s 23
FNRY Hnmo G2 nMy A& Yl (1} Dl
20480 o0& Iy IFyaOALN GSR
K2dzaSK2t Ra GKNRdzZAK HAamy
2 ¢KS O2YLI2Z&Ao2MAyaA S i REA IO [
L2 Lddzt F o2y S & O2YLI NBR Fmm
YAYydziS RNAGS oaYS | NBFazp, e el A -
YR NYOALtft& RAGSNESO [ & : IEEH T
NBELINSaSyida Y2NB GKIy qo;,n; ————T— T T
N} OS Ay Fftf RNRARODS aYS NJown&wn Neenah Drive Time Market
3 /2YLI NI a@Ste& 268N HJ'IMO p&gztjfag FGS&a | NB
F2dzyR T2NJ K2dzaSK2f Ra ziS RNRAGS oaYS
I NB I GKSNE ! gSNr 3S |yR SRAlIY |1 2dzaSK2¢t R
LyOo2ys Aa F[ozda yiz 02 J—‘V'd*ja:"gLEtSuaon UKd Yvi REdNE & o mi n
NELR2NISR F2NJ GKS GSy IyR GgsSyite YaydziS RNAZS sYS
I NBI a & 2013 Estimate 23, 80%7, 272185, 492
\ . . e o248 Proojecti @B, 7388, 409791, 922
3 a2ZNb UKlFYy 71p: 2F 0KS RNAZS eoYS I NEHaQ g2NI T2NDOS
38 mMc &8SEFENB 2N 2f RNRIUNAaCHBanged28R8 A yO0GkKB +&2&Fp+2. 3%
t NAGFGS &aSOG2NXY» a2NB GKIFYy wp: 2F 62N] F2NOS
SYLX 288Sa FFNB SYLX 2SR Ay {(KS t NEPRdgzOg 2 YR
h9O8K! RYAYAAGNI 0 @S {dzuﬁg‘?\lﬁ 2éédz:|_..1§a_'y'rgl_° Mf2o M
OdzydzA I s St & @ 2013 Est Me di a3n7 .Mge38.4 36. 9
3 a2NB GKFy no: 2F GKS RNKASE3aF% 1 Bl F L TP ARG 2 An%’ - °
YSYoSNA KI @S | O02YYdziS 2F fSaa GKIFy wmp
VAR ;{;d"gggju TR RN S YR P00 P Ro i
_ 2013 Estimate 10, 3228, 581614, 887
3 1 LILINREAYHIKEINRaAGRF | ff 200dzA SR KzZdza i
dzyAiia Ay GKS ﬁemgzé sv$s 2§ éa%ﬁ-‘uﬁ@%s19V’Nﬂ>3@z%v§% 157
200dzLIA SR D Changed2018 +1.0%+2.6%+2. 8%

3 9aaYlIiSR VYSRAlIY -DOOMmIBMSR2F 26y SNJ

K2dzaAy3 dzyAdd Ay Hnamo NRYIS EHsNBY | hubimedmdo My ol S n
UGS YAydzwsS RNRADS 8YS b NBA % ngplﬁf' sze&%di’daf‘aé’]sl“,% 584SY11
Y}\ )/dZU S | N\B I Z u 2 p MM C Z non AN ‘y u |\u u 5 Y ;X\ ‘yr dZu S

I NBI ® Medi an Househ$)431 3$47, 7%98, 655

Source: Ni el sen Claritas

Downtown Neenah Market Analysis and Branding Study | 2013 6



RETAIL MARKET POWER

wSGOFAEf t26SN
bAStasSy /fFNARGFEA wat hLILRNIdzyAdeé DILI NBLIR2NIa &aK2g adzd
RSYFYR R2ffI N SaaYliSa FyR (kS Frog s nroyArge g La
ddzNLJ dzav o6& NBGFAE OF 6S32NE TzNJR f O YIN)JSGP 9aa Yl i
602y &adzYSNI SELISYRAGdAzNBaAy +NB ol &a$s ei{@l % Sr23aNI LIKAO OKF NI
2F (GKS NBaARSyoalf YINJSG 6AGKAY GKS RSUYSR 3IS23INFLIKED 9
ddzLJL)t & ONBGFAE &bt Sauv I NB olaSRW@zLJg)‘“gpgdzMgr@éth(agMMQYR
RSYFYyR G2 OFfOdZ (S GKS hLLRNldyAGea DELI 6{FfSa [S
F2NJ S OK NBGFAET OFiGSI2NED® 2KSYy (GKE 5RS‘MYI13§BO )\W@lg@ SI\@JSUKI-
artsSa tSrH1Fr3asS A& 200dNNRYy3IT yR gKSy RSYIYR ,\a féé;i GKIy
Aa I AFfSA AdNLX dza F2NJ GKIG NBGFAf GA@SGaREDI. 6 $398. 9
h@SNI £ £ NBGFAL LSANFRNY I FISOS Yo YiK SF NBAS: f | NBST &
RNAGSY o6& GKS 22Ny LXLOS alNJ[SuzD|LL\ng$|INﬁm§@§Aa,a,g<@tg (Lg2viND Y
SELI yarzy® ¢c2GFf -WHORE RNKMBSH FLNJI HINS sUFS
AyOft dzZRAY3I &l t8a F2NJ Slhay3d g RNAYIAYE " LL008Es 2ONRI S0 Yl
Y2ZNB GKFy PpPodn YAfEA2YyZ GNIAEAY3I REYJV RIgeoAP Glsd SR G |
YAftA2YyS (2 NBadzZ G Ay SasYIGSR NBRilFAf fSI1F3S 2F ySINIe@
Source: Ni el sen Claritas

/P GS3I2NRSE aK2eAy3I |+ NBGFAE &dzNIJbtdzhs ©Oddzf Roro8 | [RFeaA)Y RAt O
OF 6 S32NE aGNBy3IGK Ay GKS YINYSGELEF S8W 974" *ON®L' "&' "8 155
LJQ[{JS)/GPf NB G+ AT SELJ yai\zy |)/R R $rst Z LJT oy u RIS S & T
bSSyhK aKzdAd R Q2y&AR J@mam'}ﬂ“d&yx@a&@orlesandsubcategorles
G2 OFLAGLHEATS 2y GKSAS auNByauK %Wlﬁ%;ayapegsqﬁlusw KSNBE I L
02y RdzOA@®S G2 G4KS SEAdasy3d | yR So V. YAE® b2
C22RaSNBAOS yR S5NAYl1Ay3 tthO0Sa éoﬁc%gn ﬂﬂ%?sé?orge%ﬁ |{} Saa Yl
2F Y2NB GKIY bHOM YAtEtA2Y AY §”h%%’§’”t°%“f%|”a VeRNR OIS aVY$S
OFiS32NASA a4K26Ay3I AGNBYIGK Ay uR"ﬁ“tetﬁ“&Y%“mﬂ(‘%WGEu RNA OGS aYS$

3 "; N‘R‘?" NS {Vuzlfl‘Bé R .3 Other General Merchandise

3 ISIEGK YR tSNRER2YIt /I NB {(i2NXa

3 WS6StNE {G2NBa 3 Hardware Stores

3 adzé?:Ol- fA Eyéﬁ N“UZngﬁ FYR {dZL‘]L%t 7‘L§1ﬁed isgr\%cgl‘gaﬁng Places

3 'aSR aSNDKFIyRA&AS {(G2NBa

R . o R 3 Health and Personal Care Stores
ydzZYo SN 2F NBGF AT OFiS32NASa | yR &dzoOF 6S32NA

= »?

! z
LIL2 NI dzy Ai@ DIFLI 6NBGIFAf-YRFdBSH RNNJIversIoreg A G KA Y
: 02 dzf RSl y2RY RISK.SS yRdeNIHI GIA J2 ézé;?%az ax .
y3  OANDdYaGEyOSas  adN zé’z'kislﬁ'ﬁ “meX‘éﬁr‘WH@ esay 1y
92y 2F 2GKSNJ YINJ]Si ¥2N@S@5edlméraqanﬂ|ge@wrgg\lh i 2
0KS NBa&NBS +a LlraaioftsS GFNBSGa F2N R24y(G26Yy b
E YR NBONHA GYSyd SizNIadp DrkipgyPlagesig Alcghplic NS (i
& aK2gAy3d NBftla@Ste tlﬁﬁmemersvzdzyu“ 2F al-téé
yIEK UGS YAydziS RNRGS S P 7R
it . f
. GSNI: 38 {u2NJSa g ceé‘ugp esand§tat|onery
GF dzNJ y i a 3 Florists
3 {(2NBa
| 2YS CdNY A & K AS AnerLipling,sigres
PLILX AFYyOS {3F20MBdends Clothing Store
S2dza {(i2NB wSilAf SNA
=) {2dz§3§y7\NJ {P

9f SOGNRYAOA
hGKSN) aradst

3
3
3 , A
3 CdzNY A G dzNB
3
3 s, A s
3 DADI b2¢St e

< < T

Downtown Neenah Market Analysis and Branding Study | 2013 7



¢tKS LINROSaa SKAYR GKS O02YL)X Se2y 2F {(KAa adGddzRe FyR GKS
LINR RdzO (i & |-yF“z AG0NX GS3aASa O2yaARSNE UyRAy3Ia FTNRY OdzZNNBy G Y
YR aul‘[éKztﬁeéNJ Ay Llzi LINRPGARSR @Al Y

3 ! o0dzaAySaa adz2NBSe O2YLX SGSR Syl K

I NI odzaAySaasSa

3 ! O02yadzySNJ adzNpSe O2YLX SaGS

3 1y 2Ly Ay@ridleszy O2YYdzyAld

3 1 aSNRSa 2F F20dza 3INRdAIA o 8 TNRY

bSSylFK FNBF adl(1SK2t RSN INE

c2tt26Aay3 INB SEFYLESa 2F 188 Uy “S I a
T2NJ GKS yS$6 bSSylLK 526yi26y oNI CLINE L2 2
AYLE SYSy(loazy aiNIG83A8a 2daitAyS, — b

¢tKS bSSYylIK 52gyi26y al NJSia

¢CKS 52¢yi26y 22Nl LI FOS al Nl Sz QUEBRTI ORF&oaYS LI2LIA I o2
SasYlFGiSR i Y2NB (KFyYy wmMnInnn LISNBERW & as A G &KAyoulr 2¢8&i drehnfcs |
- aAT+ofST OFLIW®BS YIENJISGH F2N R2oydvwengyywhNBeenadi®Ay SaasSao |
REGE Ot yF“g 02y adzY SNIIa dxNIA S eo NS &edzt f i aNFASHZIWAIRYE0IS N | o R e sPpeor meseenst

2T R26y(G26y | NBI SyLXz28S88a IINB O2YYdzey3d FTNEBY Y2NB GKIyY
YAEBH¥R SOSYy FNRY dyapif RS 06s syieky downtown or wi2dinv%z mi
5dzNAYy 3 GKS RIFI&X gKAES 2dzi 2F (GKANP LE InOS eg T G2RFILWKSES
YIed 0SKIFI@S |yR KI @S -FWNERAS [gMYyA GRNIDIF Yy |+ g &

al NJ Sey3a &GN} GS3aASa FYR Odzai2YSNIoaBNINOSs LINI 0.9 YA
SYLKIF&AT S | O2yOSE¥NBRPPESRYRBRSKPADSG F LAMNE I OK

G2 0S&ai OF LIWdNB ' yR ydzNId2NBE (KA aMota Styhipdt § mil ed7. 6%

Sourgpce: 2013 Downtown Neenah Area

~ = A~ ~ . o . L
CN} YO DSYSNIG2NE FyR +A&AG CNBIdSy Oe

tAaida G2 GKS tAONI NBZ ORNAKSKIIGSR: Li2zau 2Y0S TYR 2UKSNI §
LJzN1J2 aSa 3ISYSNIdS FNBI|jdsSyid FyR O2yairaiaSyd GNFXYO Ay (GKS
FNBES 6AGK Y2NB GKEG paz: 2F |t QUSSyls 08N adNnpse NBaLR
AYRAOFoay3d (KSe @rairi (GKS R2éyl2HoyWw Rilthefnd d o2 Ndo w SvS isfi &  tFhel
LIdzNLI2 aSa® ¢KS R2eyiG2sy | NBlFQa SPeeBalyRrRRSyole & | LX
Sley3d 3 RNAYlIAY3I A& Ffaz2 SOARSY( Ay, QB8 §2YSNIWE dzdIgS & , NB AL
LtfdzaaGNray3d GKS AYLIOGa 2F 62N +E dQS e SYddgxe SSagg ¥ &I NI &
R2oyG26y SYLX28SSa AYyRAOFIGSR (KSeé @GAraArl GKS +NBF T2N RAY
FYRK2NJ RNAY 1 Ay30 G tSFadg 2y0S 2Ari s re6iaddmddm up BISIy. &% & O
2dza i mcz 2F GKS abYLXS y20 SYLE28SR Ay GKS R2egydzéy | NBI

R . For_dini g 22..5%
al NJ Say 3 YR LINP Y208 2Y A4NF GS3ASa RSaAAH ii2 }\\fONJSI

yé,ﬁ’, a
TNBIjdzSyOé | ONRraa GKS OFNR2dza o0dAAYS{d, q%q') %y@t 4arg)%/ f R
KSAIKGSY ol NBySaa F2N GKS FdzZf NIy3aS 27F i YR

S

I GF At 0f SSYFBKBOFIONFTRAE LINPY202y Hd NdhiodIA Sa éKZdzt6R8%
O2yaARSNI 2LILRNIidzyAaSa G2 AyiSNDS }Jgrce)\%g\ll%zd\l yﬁeen?'a?hNgrleJaK
LX F OSYSyid 2F YS&aalr3asSa FyR O2fftl GSNI {Z S rz'jZNJ‘lLJf I O0S=

t 808t FyR I {-NBZ K -SNERINTS yI3y R gym'y!ﬂmm_

Downtown Neenah Market Analysis and Branding Study | 2013 8



MARKET INSIGHTS

+ANIdz £ wSFEAGS

¢CKS NIYy{lAy3I 2F YSRAIFI LINBFSNByOSa o6& O2yadzySNJ adzN©wSe LI N
RSY2yaidNIiSa GKS 3INRgAy3 )\)/bdzsy'w YR
YSRALF LXK AOFea2ya & | ySséa NBazgy ;e y3a LN
asSN S&4 YR F¥2NJ 02YYdzyAOl ay3 4|

w
w
[N

,_..,b'j)>"Z

oty
LINE & A

S I L} Nb Odzf I NIg*
& UKS LRGaSyael
6 St g2yR 20Kt 2N
SOo0o0ft ST &LISOAFtGEaT |yl
FNE OFy dzaS GKS LyGdSNySi
It 20l ftteod géjéy iGN RAa?2
LINE RdzOGia FFNB NBI LAyYy3 e
dza S iKS LYL:ISN;VS[:I a2 ddnzLy ry vz
YR kKFYy YdzO& iiKS BY YSNWPE& LINSOA2dz
2F O2y adzy SNE dza NBa2KABOSSir26 t | 3
2dzit SG 2NJ @SYR2NJ éKél&]%éﬁlg(lé‘?‘: ocHy YI1S GKSANI L

0
Y4
za

> Z WwR
zZ C:\‘?'O((j))
(n>0-|—
?U))C
- Z
- Cn
o Ak
U))(ﬁ)o'

N
< z
[
nwE YT o xR o~

- = >qa

ra o &

o
N O
N

o

SLeO
Oc<< u»
- O (/))(/))(/))<
N N Q Z ™
O(KM&J&
- ax

J

Q
Q.

I\ﬂL‘Jr o “LJN‘E R dz(
a
S

&

a

Cold ¢ O
T, ZS, S

< !N

Syl KQa LINBY2a2y FyR 0%f ttthe2 Ap bgEwimigng ybgfcah 8 w3
ARSNI K26 DBRSYBENDS Nysu*f”f(Vﬁmadl'lﬁwzaza“fgces you
220 ALt YSRAF FLLKAONSEDE" WASRa "G PAL'
S 6ALGK O2ya dZYSr'H:% t:&{ﬁ2 rﬁeerENJUrK/SeNy] '?a%%)ﬁ
3 )/EI LJ2 Lddzt + NR G& 2 02
Fa2ya Ne|W%pa|px§r S 0.
AS@ARQ\fu Ay O2yadzySN é.d,zN\ESéA,I\
balk )IRnSt)@U%eﬁSWeSOQ R(&¢/ W7SNY S
i K i A :

px
'29
3]
, N
P Z
o
w

¢tKS yS6 ONIYRAY3I aeaidSY Ydzald 0SS ERAILUGIMBr ketRi N2y AXa8BYy (f &
I ONRB && | O NOWWSUIRE dRRA y-aISRYWeBAY E8a | yR

FLILJE ADh®2ySyKEyOS g NBySaa | yR DilrgecONERP IS, Mgk S8 et ¢
ﬁKébééyH(SQéWHé¥ 0 NIy aAEMaSaaKE(
GLX da Ayé (2 bS&VI'k°®s A AVARA VA - S-S\ R o i1
& FyYyR a20ALf YSRAIF &aAds$s K &aSNBS Ia LI
Ay3a StSySyida FyR SEGSvya A GKSANI 26Y
I LILX AOFe2ya (2 NBAYT O2yySOe2ya oA
ON} YR SljdAaGe o

Pl
-
(&
Z
S
<
(et
_<
w
A« o
>

K 52¢yiliz2zéy ClI O0OSo022] LJl-aggzuethj GHF YL ST YAIKGE o
v FoLRNIEE  ApASE (BT AANTET o i 2,0 S) M6
AJKey3d ySs ||n>ftF{errdéyﬂwd28h.lrJN~B|Ré12C|uaas tf
I € 20SNE = SPSyia FyYyR 20KSNI F8F 0GdzNB
ONI yYR® CI 08022F0WSF@®®NJ§M\WEH F%WW@P%zya
dz}\fl'? (NI YOZ LIIYQ\QOd%fINIe Rdzm\;ég jJ()}[)(S y<
a aKz2dzZ R 0S Sy
a YR LRai
il LJ 3s

Sourc

SN

NJQ_

Downtown Neenah Market Analysis and Branding Study | 2013 9



MARKET INSIGHTS
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THE NEENAH DOWNTOWN BRAND

Brand Statement

We are Neenah, Wisconsin.

Born on the banks where the Winnebago flows into mighty Fox,
we were named for running water. And that water has long
since been our heart and our soul. It has fueled paper mills and
steel industry, and it has fueled an unequaled culture that is

truly built on water.

Our environment has been the inspiration for education &
innovation. We invest in our future, and believe in our own.
Our family ties run deep, and we are still a place where caring

for each other comes naturally.

From the global brand Kimberly Clark to Neenah Foundry
whose designs grace historic downtowns across the world, the
name Neenah has earned an unequaled reputation. Our
dynamic blend of business acumen and amazing quality of life
have combined to create an environment rich with leadership,

innovation and determination.

And here in downtown, we are the heart of this dynamic place.
We are the unique shops, the proud business owners, the fine
flavors, and the family friendly events that truly make Neenah a
community. From our historic architecture alongside
contemporary flair to the public art gracing our streets, a day

downtown is a day to be remembered.

We are Neenah Downtown, and this is our home. We are proud
to invite you to discover our hospitality, sample our personality,
and find a downtown that feels the way downtowns should. Be
our guest, and we’ll help you discover why we say that Neenah
Downtown is truly Unequaled.
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THE NEENAH DOWNTOWN BRAND

Logo Variations

Shown are examples of logo variations for the Neenah, Wisconsin

Brand Extension

. Brand extension is the process of incorporatin
brand. They have been created in two color, one color, reversed and P p &

black & white usages. All logos are created in vector art and are the brand into events and activities. By adopt-

ing the look, feel and tone of the Neenah

infinitely scalable and available for any use.

Downtown brand, these events begin to be con-

nected in the consumers mind and begin to add

strength to the primary brand and vice versa.
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THE NEENAH DOWNTOWN BRAND
Advertising...

Marketing and promoting the place. ‘
Business Advertising
Design strategies allow for connections to be
made while also allowing each Neenah Do
= town business to reinforce its own identitywn-

Fresh. Unequaled.

STR@}WBE@R% PLUS
CHOCOLATE PLUS
vANILLA=

m nus eate pore nis abo. Itae plit pro ius, apel i
as que voluptat omniendae suntia nate nw
i simus rerchit vero omnihillitio quae core 2

iniscium im qui comnia niatum fuga.
m adigendi qui conseque quam res quis mo
pis desciet eumet ulpa quo bla sae

Bearu! psam

Jtatint, sus. AqQu
endam ea sunt veliqui

dus dolupid mos accat que molendis acesciis

FOR MORE INFORMATION,
PLEASE GO TO OUR WEBSITE AT
WWW‘NEENQHDOWNTOWN.COM
OR VISIT US ON FACEBOOK.

" ror vore nroRuATION,
o esire a7

PLEASE GO TO
) WN.COM

WWW.NEENAI
OR VISIT US ON FACEBOOK
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THE NEENAH DOWNTOWN BRAND

Collateral

Signage Extensions
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