
wisconsinwisconsin

BRAND BOOK



PUBLISHED OCTOBER 2021



~ 3 ~

A strong brand identity can help a community, like ours, differentiate itself from other, similar 
places in a positive manner that helps achieve our community development goals.

This community brand is focused on community identity, with a particular interest in expressing 
the experience of Whitewater area residents and visitors in a way that would enhance collec-
tive community identity. This process was undertaken as a response to a business retention 
and expansion research project, which indicated that marketing and a coordinated approach to 
messaging were shared needs for members of the business community.

The primary objective of this brand strategy is to help stakeholders within the Whitewater area 
to deliver a consistent message about our community that is grounded in statistics, examples 
and testimony. It is the hope of the Whitewater Marketing Alliance and the Division of Extension 
at the University of Wisconsin-Madison that this work will support growth and development by 
articulating a common identity that will benefit those that work, live or go to school in Whitewater.

ForewardFOREWARD



~ 4 ~

©City of Whitewater

©Scott Weberpal

©Whitewater Chamber of Commerce



~ 5 ~

THE WHITEWATER BRANDING STUDY TEAM
This brand strategy was completed by a local study group of community leaders working 
with the University of Wisconsin Madison, Division of Extension.

• Lisa Dawsey Smith, Downtown Whitewater, Inc. and Common Council
• Angel Van Daele, Whitewater Unified School District
• Kristin Mickelson, City of Whitewater
• Kellie Carper, Whitewater Chamber of Commerce and Tourism Council
• Sara Kuhl, UW-Whitewater
• Kristine Zaballos, UW-Whitewater
• Alex Salas, Greater Whitewater Committee

USDA RURAL BUSINESS DEVELOPMENT
Funding for this project was awarded through a grant process with USDA Rural Business 
Development program that began in September 2020.

UNIVERSITY OF WISCONSIN-MADISON, DIVISION OF EXTENSION
Data and facilitation were provided by the University of Wisconsin-Madison, Division 
of Extension’s Community Development Institute and the Center for Community and 
Economic Development.

• Steven Chmielewski, UW-Madison, Division of Extension - Community 
Development Institute

• Dr. Kristin Runge, UW Madison, Division of Extension -  Center for Community & 
Economic Development

RESIDENT AND COMMUTER INPUT
A Whitewater Community Survey was launched on November 9, 2020 and promoted 
actively through December 2. Respondents were recruited through email, Facebook and 
by an invitation sent to households of all K-12 students in the Whitewater Unified School 
District. A total of 986 survey starts were recorded, and 688 respondents completed the 
survey.

GRAPHIC DESIGN
Graphic design of this document was provided by Walworth County Economic Development 
Alliance.
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Identifying the 
Whitewater Community Brand
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WHY A COMMUNITY BRAND STRATEGY?
Communities in larger regions often find themselves in unspoken, friendly competition for atten-
tion and investment from stakeholders. A strong community brand identity can help a community 
differentiate itself in a positive manner that helps achieve community and economic develop-
ment goals. A clear brand can also help unify a core identity for communities with a diverse set 
of stakeholders.

The primary objective of this brand strategy is to help stakeholders within the Whitewater 
community deliver a consistent message about the community that is grounded in statistics, 
examples and testimony. It is the hope of the Whitewater Marketing Alliance that this work will 
support economic and community growth that will benefit those that work or live in Whitewater.

HOW WAS THE WHITEWATER BRAND STRATEGY IDENTIFIED?
The Whitewater Marketing Alliance, the City of Whitewater and the Division of Extension at the 
University of Wisconsin-Madison researched and drafted the brand strategy over a nine-month 
period in 2020 and 2021.

The Alliance defined Whitewater as a community that extends beyond the borders of the city 
to include all of those who live, work or go to school in Whitewater. Community stakeholders 
were defined as residents, commuters, business owners, employers, and those who visit White-
water throughout the year. The committee conducted a community identity survey of City of 
Whitewater residents, school district residents, commuters, and visitors through the University 
of Wisconsin-Madison Division of Extension. This survey was supplemented by an analysis of 
commuting patterns and a trade area profile. Both of those reports were reviewed by the White-
water Marketing Alliance and are available from the Division of Extension.

WHAT DID THE WHITEWATER MARKETING ALLIANCE CONCLUDE?
Whitewater is a vital part of a vibrant region. The community identity survey revealed that White-
water is a talent generator that serves as a regional center for learning and lifelong growth, with 
a lively year-round cultural and outdoor recreation scene set in a welcoming small-town setting 
that is easy and accessible.

The Brand IdentificationTHE BRAND IDENTIFICATION PROCESS
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The goal of community branding is to create a set of 
messages, images and facts that helps communicate... 

• What the community offers to different stakeholder groups
• How the community builds and upholds a positive reputation

• Why the community seeks to welcome others

A Vital Part of a Vibrant Region
The City of Whitewater is an active community at the center of a dynamic 

region in Wisconsin that includes Janesville, Fort Atkinson, Lake Geneva, and 
Milwaukee’s western suburbs.

Vital
Partner

in a
Vibrant
Region

Contributing
Connecting

Learning
Open-minded

Lively
Active

Generous
Resourceful

Enterprising • Innovative • Dynamic
Supportive • Accessible • Welcoming

Brand Essence

Brand Values

Brand Personality

Brand Benefits
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BRAND ESSENCE
Whitewater is a vital part of a vibrant region

BRAND VALUES
• Contributing: The community has a sustained commitment to creating opportunities 

in education, recreation, and community development for residents, commuters, and 
economic stakeholders.

• Connecting: The community is closely connected to nearby cities via transportation, 
business, commuter, and social networks.

• Learning: A highly regarded University of Wisconsin campus and award-winning K-12 
faculty and students makes the community a regional center for education.

• Open-minded: A survey of more than 800 residents and commuters found that 
residents are considered friendly, diverse in their viewpoints, and easy to get to know.

BRAND PERSONALITY
• Lively: The community offers year-round arts and cultural opportunities.
• Active: Designated as an Ice Age Trail Community, Whitewater has 22 parks, more 

than 70 miles of bicycle trails and routes, and a vibrant parks and recreation schedule.
• Resourceful: Local government, civic organizations, and philanthropists prioritize 

continuous reinvestment in the community.

BRAND BENEFITS
• Enterprising & Innovative:  With the Whitewater University Technology Park and 

Innovation Center, along with programs for mentoring and growing entrepreneurs, this 
community is designed for enterprise and innovation.

• Dynamic: Located in a region that includes Janesville, Lake Geneva, Fort Atkinson, 
Milwaukee’s western suburbs, and Madison’s eastern suburbs, Whitewater is at the 
center of much of the state’s economic activity and growth.

• Supportive: As a community focused on talent generation, Whitewater supports 
learning, growth, and development.

• Accessible: The community is easy to navigate by car, foot, or on wheels; home 
ownership is attainable; jobs are plentiful; commutes are short. Whitewater is 
accessible in every sense of the word.
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A Blueprint for Communicating

Because a community brand is a set of internal mental associations related to a particular place, 
a community brand identity is only useful if it is communicated to stakeholders. This requires 
effort on the part of those who are already invested in the community.

PROACTIVE
Whitewater must be proactive in promoting its message to potential stakeholders.

CONSISTENT
Using the Whitewater Brand Book as a reference guide for communication will help ensure that 
a consistent and clear message is communicated to stakeholders.

POSITIVE
Relying on the Whitewater Brand Book increases the chances that we will be successful in 
promoting positive associations related to the community.

A BLUEPRINT FOR COMMUNICATING
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We are honored when people choose Whitewater and hope to communicate a part of who we are 
as a community through this community brand identity. The goals of this brand identity include: 

Appealing to talented residents and stakeholders.

Differentiating Whitewater’s unique contribution to the region.

Encouraging and welcoming potential stakeholders to invest in Whitewater, whether that means 
a commitment to growing their career, business, home, or family in our community.

Growing public and private community assets within Whitewater.

Leveraging existing municipal and private investments in the community.

Helping Whitewater attract and retain business and retail development that will enhance the 
resident and visitor experience

Community Brand Identity GoalsCOMMUNITY BRAND IDENTITY GOALS

The amphitheater at Cravath Lakefront Park is a popular venue for outdoor entertainment, and Birge Fountain at the Cultural Arts 
Center is a stunning backdrop for summer concerts.



1. Talent Generator     2. Lively Cultural & Outdoor Recreation Scene     3. Easy and Accessible

Whitewater Community 
Brand Pillars

©Ivan Pomeroy

©Whitewater Chamber of Commerce
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A community brand expresses the enduring essence of a community, including its reputation, 
values, resident feelings, and community-wide expectations. A community brand helps us 
succinctly communicate the underlying promise of a community. In other words, a community 
brand is the expression of what makes a community special.

Community brand pillars are short phrases that succinctly express the brand identity. Commu-
nity brand pillars are often the reasons residents and stakeholders have chosen to become, or 
remain, a part of the community. The community brand pillars in this book were carefully iden-
tified after reviewing results of a survey on community identity and discussions with various 
Whitewater leaders and stakeholders. When possible, examples and statistics are provided as 
“proof points” to support the community brand pillars.

What is a Community Brand Pillar?WHAT IS A COMMUNITY BRAND PILLAR?

Photos opposite ©Whitewater Chamber of Commerce
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Talent Generator BRAND PILLAR 1: TALENT GENERATOR 

The Whitewater Unified School District Class 
of 2020 received over $1.06 million in local, 
state, and national scholarships.

1As a regional center for learning and growth, Whitewater is an energetic community that specializes 
in developing talent through its university, public schools, and resident commitment to shared, life-
long learning. Whitewater is one of a handful of cities in Wisconsin with a steady in-flow of young 
adults and young families. As a result, the community is a rich source of skilled and energetic 
members of the workforce for local, regional, and state employers.

TALENT IS PLENTIFUL
Across Wisconsin, the name Whitewater is synonymous with its highly regarded University of 
Wisconsin campus. The University of Wisconsin-Whitewater holds distinctions in business, educa-
tion, and career development, and its presence is one reason that local residents have significantly 
higher educational achievement rates than the average Wisconsin community.

In total, 34% of residents age 25 or older have a bachelor’s degree or higher, and 89% of Whitewa-
ter community residents age 18 to 24 are enrolled in college or graduate school. This perpetually 
renewing pool of young adults who are launching their careers makes Whitewater an attractive 
place for employers seeking a rich talent pool of potential employees.

MUSIC, ROBOTICS & EDUCATIONAL EXCELLENCE CREATES STRONG  
K-12 PUBLIC SCHOOLS

The Whitewater Unified School District 
is home to multiple Herb Kohl Educa-
tional Foundation Fellows, award-winning 
administrators, a Fulbright-Hays Scholar, 
and a long list of accoladed students. 
Whitewater’s K-12 schools have been 
named as one of the Best Communities 
for Music Education by the NAMM Foun-
dation a total of six times in the last decade. 
Indeed, the district is home to a number 

©Laura Masbruch



of Jerry Award Winners, a statewide honor which recognizes excellence in high school musical 
theatre. In addition to its excellence in the arts, the district has an innovate STEM program that 
includes the Ferradermis Robotics Team #6574, which has been making its mark in regional 
competitions since 2017.

COMMUNITY-WIDE COMMITMENT TO TALENT DEVELOPMENT &  
ENTREPRENEURIAL SUPPORT
In 2011, the City of Whitewater, the Whitewater Community Development Authority, and the 
University of Wisconsin-Whitewater created the Whitewater University Technology Park and Inno-
vation Center as part of a community-wide commitment to fostering the success of entrepreneurs. 
The Whitewater University Innovation Center offers a wide range of support for at all stages, from 
mentoring and resources, office and meeting space, to construction-ready land. Within the park, 
the University Incubation Program provides start-ups and entrepreneurs with assistance in busi-
ness planning, marketing, product development, and preparation to raise capital.

The Whitewater community invests heavily in creating space for entrepreneurial development as well as 
creating the networks that start-ups and entrepreneurs need to grow their enterprises.

©Craig Schreiner
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The northern end of the Whitewater Lake segment of 
the Ice Age Trail connects to the Blackhawk Segment 
and the La Grange horse and snowmobile trails.

©Katy Daixon-Wimer
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Lively Cultural & Outdoor Recreation SceneBRAND PILLAR 2:  
LIVELY CULTURAL & OUTDOOR RECREATION SCENE

The Whitewater Lake Segment of the Ice Age Trail is in the Southern Unit of the Kettle Moraine State Forest. 

2Residents of Whitewater will tell those who ask that, although their community is a short drive from 
bigger city entertainment in Milwaukee and Madison, the wide range of cultural and outdoor recre-
ation opportunities within the community mean that they don’t need to leave home to have fun.

ICE AGE TRAIL COMMUNITY
The Whitewater community is nestled in a beautiful part of Wisconsin that straddles the Kettle 
Moraine and the eastern edge of the Driftless Region. The Whitewater Lake and Blackhawk 
segments of the Ice Age Trail are east of the city limits. This proximity, in combination with a signif-
icant number of locally maintained public hiking and biking trails, are some of the reasons that 
Whitewater has been named an Ice Age Trail Community and Campus.  

©Katy Daixon-Wimer



Through-hikers and short-trippers can spend the night at Whitewater Lake Campground in the 
Kettle Moraine or catch a ride into the City of Whitewater for the creature comforts of a hotel and 
a hot restaurant meal. Day-hikers, horse, or bike riders find the city a convenient place to use as a 
base camp to explore the Southern Unit of the Kettle Moraine State Forest.

NATIONAL AND REGIONAL MUSIC AND THEATRE
Whitewater is home to the Young Auditorium, a university-run performing arts 
venue that attracts regional and national productions to the area. Residents can 
catch acts ranging from the Red Hot Chili Pipers, to comedian Charlie Berens, to 
productions of A Raisin in the Sun or A Midsummer’s Night Dream.

Roberta’s Art Gallery on the UW-Whitewater campus . ©Craig Schreiner

©Craig Schreiner



SUMMER MUSIC & PARKS SEASON
Whitewater has an active summer parks and recreation program that kicks off 
with the opening of the Whitewater City Market in May. Whitewater’s outdoor 
amphitheater at the Cravath Lakefront Park hosts live music every Tuesday night 
in July and August. The city’s July 4th festival and parade attracts thousands of 
people to the downtown.

Whitewater has an active arts scene that includes theaters and galleries in the Greenhill Center of the Arts on the UW-Whitewater 
campus as well as the Whitewater Arts Alliance, housed in the Cultural Arts Center, where local residents and visitors can find art 
exhibits, classes, and music performances offered throughout the year.

Whitewater City Market runs May through October, and then moves inside for the 
remainder of its 52-week season. A second outdoor market runs Saturday mornings.
©Kristine Zaballos



    Whitewater Effigy Mounds Preserve  
     is one of the largest collections of effigy 
mounds in the country. The mounds were 
built between 800 and 1200 A.D.

         The Southern Wakes United Water Ski 
Show Team entertains at the Whitewater 
4th of July parade. 

     The team performs multiple times each 
summer on Whitewater Lake as well as 
other lakes in Walworth County.

Photos courtesy of Southern Wakes United.

©Whitewater Chamber of Commerce
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        Families and hikers take   
        advantage of the 
Whitewater Lake beach 
and campgrounds to create 
memories filled with joy and 
adventure.

Treyton’s Field of Dreams, a local baseball 
complex that attracts tournaments from 
around the state and region.

        One of the most popular 
        events is the annual 
Discover Whitewater Series 
5K Race. This race is one of 
only two races certified in 
Wisconsin by the Chicago 
Area Runner Association. 

©Whitewater Chamber of Commerce

©Alexandra Salas
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Easy AccessBRAND PILLAR 3: EASY ACCESS

3Plentiful jobs within the community, easy commutes to other regional employment centers, and 
reasonably priced homes are some of the reasons community residents choose Whitewater as 
their home. 

SHORT COMMUTES & CLOSE PROXIMITY TO LARGER CITIES
Community members are close to work, as 52% of Whitewater residents have a commute of 14 
minutes or less, and the average commute time for all employed residents is 16.6 minutes. Resi-
dents like the proximity to larger cities, but the ease of living in a small town. Whitewater is a very 
short drive to nearby Janesville and Milwaukee’s western suburbs, and both Milwaukee and Madi-
son are less than an hour away.

EASY TO NAVIGATE ON FOOT OR WHEELS
As a community, Whitewater values accessibility for residents who walk, bike, or use wheelchairs 
and other assistive devices to get around.  In 2021, UW-Whitewater was named as a Top 5 Mobility 
Friend Campus by Mobility Magazine. 

Geographically, Whitewater is two miles wide at its widest point, and the city is considered a very 
walkable, wheel-able, and bikeable community with dedicated bike trails and bike lanes.

NICE HOMES, AFFORDABLY PRICED
In a 2020 survey of community residents, respondents cited the look and feel of Whitewater, the 
quality of local schools, and proximity to work as key factors in their decision make Whitewater 
home, but it was the price of houses and monthly rent that consistently ranked as the number one 
factor in choosing this community over others.  

Home ownership is accessible in Whitewater, and the community has a wide assortment of historic 
homes in picturesque neighborhoods, modern houses in subdivisions, and available land for custom 
building. For those choosing the convenience of renting over owning, leases are reasonably priced 
and there are options to suit nearly everyone’s taste.
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We conducted a survey of Whitewater residents and asked, “What makes Whitewater a good place 
to live?”  Over 400 people shared their thoughts. This is a sample of what they told us...

Close to hiking, biking trails Kettle Moraine - Nordic and Muir trails...

Friendly, honest people...

Convenience, parks, and walkable. Dog friendly...

Ease of travel by car, bicycles, walking, having a taxi service...

Friendly folks, lakefront, history, heritage, University...

Friendly, walkable, low cost of living, short commute to my workplace and my spouse’s workplace, 
great parks and access to nature...

[A] welcoming, entrepreneurial spirt...

Good schools, good university which brings a lot of culture to the area...

Residents care about each other and look out for each other...

It has a vital arts scene with the Whitewater Arts Alliance, summer concerts outside and a marvel-
ous auditorium on campus. It has wonderful educational opportunities...

There are excellent community events such as the 4th of July, winter parade, chili taste, lake front 
activities, art shows...

It has beautiful nature and small town vibes...

Caring for all through the Community Space, churches and Bethel House. Caring neighbors. Univer-
sity opportunities. Good schools. Lake front...

The university is a real asset driving our economy and offering interesting programs for the commu-
nity to attend...

Community SurveyCOMMUNITY SURVEY
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