
Steering Committee Minutes, September 14, 2017 

 

Topic: Branding, Topic Review & Next Steps  

             

Present: Mike Huseman, Kyle Mitchell, Vanessa Hannah, Brad Price,  

  Krista Beyrer, Carrie Palmer, Jennifer Logan, Emily White, Dino Pelle 

 

Absent: Anna Singh, Doug Doherty, Laurie Howland, Andy Dickerson, 

 

Visitors: Lisa Evans 

 

Staff: Pam Holbrook, Jay Stewart, Michael Doss 

 

The Steering Committee discussed the Place Branding Questions worksheet: 

 

1. What does the City of Milford stand for today-both its strengths and weaknesses? 

The group identified the following positive items: 

 Step back in time,  small town/Mayberry 

 Walkability 

 On the verge 

 Outdoor recreation-river, bike trail 

 Connected 

 Rustic historic charm 

 Neighborly 

 

The group identified the following negative items: 

 Outdated 

 Tired 

 Broken 

 Haphazard 

 Inconsistent 

 Resistant to change 

 Stuck 

 Empty stores 

 

2. What can and should the City of Milford stand for in the future, and how do we 

articulate that? 

The group felt that a better, more focused version of itself would help with 

branding and an emphasis on a healthy, active sustainable community, with a 

consistent message along each district. Add an overlay for the dead retail areas 

(why would anyone want to move in there?). 

 

3. What will make Milford unique, valued and attractive to target businesses and 

consumer audiences? 

a. Enforce a consistent upkeep of aesthetics 

b. Articulate a focused brand message/position 



c. Walkable community 

d. A business development plan that meets/supports the brand 

e. Be friendly and approachable 

 

4. How will we make this new positioning in the region a reality? 

a. Buy in 

b. Enforcement 

c. Engaged community 

 

5. What role do key Milford stakeholders and community groups have in bringing 

the new brand to life? 

a. Identify champions/advocates (the 20%) first 

b. Branding & message being consistent through all the groups 

 

The group discussed the question as to who Milford is trying to speak to -- Millennials, 

seniors, etc.?  

 

Aesthetics should match the feel of what the City wants to do. The brand is exclusive, a 

single idea, and a single focus. For example Over the Rhine is very focused on hipsters.  

 

The group was given a draft copy of the Comp Plan Update and asked to review the doc 

over the next couple of weeks. Jay will continue to update the doc. Once ready the plan 

will be taken to Planning Commission and then to City Council.  

  


