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Purpose

The purpose of this report is to provide the City of Austin (COA) with a full record of the
information gathered and recommendations made relevant to branding and developing
creative concepts for the COA website redesign.

This report covers:

1. Review of SteelSMBology’s approach to branding and the process of selecting a Brand
Archetype for the COA website redesign.

2. Summary of the brand platform for the COA website redesign, including brand values,
target audience, brand differentiation, and key brand communications.

3. Outline a vision for the COA’s brand architecture, including best practices and final

recommendations.

Summary of the creative process for the development of concept options.

Review of planned activities for testing the proposed concepts and choosing the final

creative concept.

v
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Branding Approach

SteelSMBology defines a brand as a person's collected experiences of a company, product,
or service. Everything a customer remembers about a company -- every communication,
advertisement, experience, and comment from others -- is their “brand” for that company.
A brand, simply put, is a memory.

SteelSMBology’s approach to branding begins with identifying the personality or soul of the
brand through the process of archetypal branding. Archetypes are the most ancient
grooves in our mental architecture, which Carl Jung described as "making the unconscious
conscious." Carl Jung looked across all of the songs, poems, stories, and fables of all cultures
in the world. He observed that though we are seemingly diverse, the stories that thrive and
survive have only six basic characters, or “archetypes.” He theorized that these stories are
shared across cultures because of how the human mind functions to categorize and retain
information. For that reason, these “hard wired” characters are most easily related to and
enjoyed by most people. Carol Pearson applied the same work to groups’ identities and
constructed the 12 Brand Archetypes we have today. Properly employed, archetypal
branding brings meaning and loyalty to a brand. When we use one of these Archetypes as a
guide for making decisions about our brand, we create a lifelike personality for a product
or service that has a readily identifiable and relatable character.

The archetypal brand strategy employed by SteelSMBology creates a central unifying idea
that aligns behaviors, actions, and communications to guide marketing communications,
build on a vision, advance business strategy, resonate with all stakeholders, and provide
clarity and inspiration to employees. This idea must illustrate who you are and what you
do, while defining the organization’s positioning, differentiation, and competitive
advantages.
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Archetypal Branding

Archetypes appeal to four basic human motivations positioned along two axes:
1. Belonging/People vs. Independence/Self-Actualization - human’s desire to be part
of a group yet also desire to have the freedom to be individuals.
2. Stability/Control vs. Risk/Mastery - human’s desire safety and comfort but also are
ambitious and desire accomplishment that usually requires taking risks.

Stability (Order)

T

Belonging l

Independence

Mastery (Change)

There are 12 brand archetypes that are universally effective in bringing a brand to life in
the customer’s mind. The following chart identifies each of the archetypes and the desire
or motivation of the organization to which they appeal.

Order

Change

Group Belonging

Self-Knowledge

Caregiver — She is
Mother Teresa. She is
selfless and cares more
about the welfare of
others than that of her
own. She desires order
because it keeps others
safe. Example Brands:
Volvo, Blue Cross,
Allstate

Hero — He is Superman.
He is brave and fights to
defeat evil even in the
face of overwhelming
odds. He seeks to take
charge and make the
world a better place.
Example Brands: Nike,
Gatorade

Regular Guy/Gal —He is
Larry the Cable Guy. He
is simple and proud to
be ordinary. He desires
to fit in with everyone
else. Example Brands:
Saturn, Wrangler

Innocent —He is Forrest
Gump. He is naive and
believes that life will
simply work out. He
strives for true
happiness (i.e., perfect
life) because he believes
it can exist. Example
Brands: Coke, Ivory,
IKEA

Creator —He is
Michelangelo. He
expresses himself
through his creations.
He views his creations
as microcosms of the
world in which he has
complete control.
Example Brands: HP,
Kinko’s, MAC Cosmetics

Outlaw — He is Robin
Hood. He is faithful to
deeper, truer values
than those held by
society. He seeks to
disrupt the status quo.
Example Brands: Apple,
Harley-Davidson,
Salesforce.com

Lover — He is Rhett
Butler (Gone With the
Wind). He is sensuous,
charismatic, and
romantic. He seeks to
be beautiful to gain the
love of others. Example
Brands: Victoria’s
Secret, Godiva

Explorer — He is Lewis
and Clark. He goes his
own way searching for
meaning. He strives to
find his true self
through the thrill and
excitement of
adventure. Example
Brands: Jeep, Ford
Explorer, Starbucks

Ruler —He is the
President of the United
States. He seeks the
power to control his
environment. He uses
this power to serve and
protect others. Example
Brands: Microsoft,
Mercedes, Dell

Magician —He is Merlin.
He uses his knowledge
of science to bring
change to the world.
These changes are
dramatic, sudden, and
mysterious. He seeks to
make the world a better
place. Example Brands:
Chanel No. 5, Xerox

Jester —He is Jay Leno.
He doesn’t take life too
seriously. He sees life as
joyful and seeks to bring
joy to others. He
believes he can be
himself and still be
accepted by others.
Example Brands: Pepsi,
Miller Lite

Sage —He is Albert
Einstein. He pursues
knowledge for its own
sake. He strives to
understand the truths
of the world. Example
Brands: Charles Schwab,
Barnes & Noble, IBM
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Archetypes can provide useful guidance for the City of Austin’s website redesign by
creating a relationship with the constituency in a comfortable human manner rather than
in a forced or overly technical manner. This will facilitate making users feel safe and secure.
The archetypes are very natural and credible, therefore, increasing users’ comfort and
confidence with organizations that employ them. The appropriate archetype will also help
center on core values around which the website is built to portray the City consistently in
imagery, as well as choices on content and functions. Lastly, archetypal branding will
provide ideas and inspiration for growth so that all members of the City government can
“improvise on the theme” to create a unified vision without feeling paralyzed or overly
bureaucratic.
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Archetype Selection Process

The branding process used for the City of Austin began with three facilitated sessions with
a cross-section of staff. Each of the three groups, through the activities in the session,
selected two archetypes to move to the short list. The short list was then taken to the City
Manager’s Office (CMO) for the final facilitated session to choose the final archetype. Each
session began with an individual survey among participants, where each reviewed the 12
archetype descriptions (archetype names were not given) and selected their top three
matches to the City of Austin. The selection criteria included considering an archetype that
is true to the brand/product, is attainable by the City as a whole and the staff as individuals,
and would resonate with prospective consumers. The three facilitated sessions resulted in
the short list of possible archetypes: Caregiver, Sage, Magician, and Explorer. The figure
below shows the results with a green star representing how many votes each archetype
received (each session was allowed two collective votes).

The 12 master archetypes

Group
belonging|

Magician

The short list was then taken to the CMO for a facilitated session with the goal to choose the
final archetype to guide and inform the branding for the City of Austin website. The CMO
chose the Explorer archetype for these key points:
1. Austin as a community does most closely resemble the Explorer because of its
enduring spirit of adventure and always trying to be different and the best.
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2. Because Austin is such a strong Explorer, the government organization should
emulate those characteristics in the best ways possible
3. Itis the direction of the City of Austin’s leadership to continually push beyond

current capabilities.
4. The Explorer best represents innovation and therefore encompasses the City of

Austin’s goal of “Best Managed City.”
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Branding Strategy for COA

The strategy developed for the City of Austin encompasses the characteristics of the
Explorer Brand Archetype as a foundation with specific COA Brand elements and
parameters applied to complete the story.

Brand Archetype: Explorer

The Explorer archetype resonates well with brands that help people feel free, provide self-
sufficiency, and seek to differentiate from the regular guy or gal or the boss or ruler. Brands
that have a product that can be consumed “on the go” and best obtained via the Internet are
also characterized by the Explorer archetype.

The Explorer Applied
Major themes associated with the Explorer archetype include journeys, discovery,
adventure, escape, and self-exploration. Key characteristics are:
* Focuses on themes of journeys, adventure, escape, self-exploration
* Rejects the mundane, traditional, or established ways of doing things
* Tries new things in search of something more in tuned with individual tastes and
values
* Promises freedom or individuality
* Talks in terms of discovery, experience, and journey
* May be spontaneous or improvisational, valuing experimentation over tradition
* Touts authenticity or rare heritage
* Benefits from counter culture icons
* Seeks new information and experience, and ultimately a better world /way
* Atheart, is about the journey and what will support the journey
* Finds paths that are there but undiscovered

Other Names: Seeker, Philosopher, Gypsy, Student, Truth Seeker, and Outsider
Brands: Starbucks, Levi’s, Virgin, National Geographic, Jeep, City of Austin

Organizational Culture

An Explorer organization empowers individuals, awards independence and de-emphasizes
hierarchal decision-making. Employees are hired for their expertise and empowered by
management to use their own judgment about how to reach their goals. An Explorer
organization is doing work that is pioneering and groundbreaking. Someone that works for
an Explorer organization could be exemplified by the following quote:

“We love to network and work with people. We take pleasure in gathering ideas, and are
curious what you think. We act with common sense and rationality. We're always available to
talk. We have the right resources for any job and provide easy-to-use tools.”
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Explorer Communications

To communicate with the Explorer archetype, communication professionals should provide
a means for people to be their free self -- to find and be who they want to be.
Communication professionals should also consider avoiding creating buzz because
Explorers are skeptical of advertising hype. Communication professionals should convey a
“real” image because Explorers like products that seem as authentic as they are. Images
that express scenes like open roads, wide-open spaces, frontiers, travel, and motion are
consistent with this archetype. Communication professionals must emphasize freedom and
place more value on the individual than belonging to a group to resonate with Explorers. By
channeling the target’s desire to seek out new experiences and to find their identities, the
brand can begin to connect to its consumers on a deeper level. Therefore, marketers should
make explicit the desire to flee from the corporate drones and experience self-sufficiency to
define and differentiate the brand in the minds of their consumers.

Customer Experience
The Explorer’s customer’s point of view could be expressed by the following quote:

“You are accessible, versatile, and knowledgeable. You have a good grasp of my needs. Your
approach to my problems is intelligent. I can always contact you and you know what you are
talking about.”

Brand Expression of an Explorer

Essence: [ am of the mind

Strategy: | seek information and experience, in all facets of life
Strengths: Versatility, adaptability, sharp awareness

Key words: Intelligent, curious, and communicative

Colors: Orange, violet, crystal blue

Brand Vision

The driving force behind all organizational actions and communications is the vision of
“Best Managed City.” This vision is driven by City leadership’s desire to always strive to
find the best ways to operate as an organization and to serve the residents of Austin.

Key Communication
This concise phrase for internal use reemphasizes the goal of all communications:

“If there’s a better way, we will find it.”
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Target Audiences

There are seven key segments that make up the target market for the COA website redesign
(development is discussed in detail in the Customer Profiling Report).

Residents

Urban Tech Savvy

Suburban Families

Older Urban

Socially Conscious/Civically Minded

Hispanic Bilingual Mothers

SRR

Business
Self Employed, Professionals, and/or Small Business Owner
7. Development: Real Estate and Construction Professionals

o

8. City of Austin Staff/Other Government Staff

Brand Values

As an Explorer, the COA should embrace the following values:

Authenticity - The City of Austin Government is transparent and trustworthy (e.g. opens its
books, publishes decisions, and shares both successes and failures with the public)
Accessibility - Information and answers from COA are always available (e.g. provides
information and easy-to-use tools via the web that are available to everyone, from
anywhere, at anytime)

Openness - The City of Austin provides platforms for participation and communication (e.g.
encourages feedback, input, and collaboration from staff and citizens)

Relevancy - The City of Austin provides information and services that are meaningful and
useful

Independence - The City of Austin is innovative, unique, and true to our local roots
Resourcefulness - The City of Austin acts effectively and imaginatively in all situations

Brand Differentiation

Product Differentiation:
* Encourages self-sufficiency
¢ Easy-to-use utility
* Leading edge of technology

Corporate Differentiation:
* Innovative, yet relevant

SteelSMBology Il N1 NN [SSND



Branding Report City of Austin Page 12

Website Name and URL

SteelSMBology recommends that the new website name and URL be simply:
AustinTexas.gov. We recommend that the “name” as it appears in the graphical header of
the website and the URL be the same for simplicity. It is easy for users to remember and the
use of the .gov extension in the address confirms for users that it is the official City
government website. In a review of peer government sites provided by the City of Austin
web team, over half use the .gov extension and most simply use the city/state name or
abbreviation as the “name” of the site.

e Utah - utah.gov

* Kansas - kansas.gov

*  Washington DC - dc.gov

* Boston - boston.gov

* San Francisco - sfgov.org

* Edmonton - edmonton.ca

* Kansas City - kcmo.org

¢ (City of Virginia Beach - vbgov.com

* Houston - houstontx.gov

* College Station - cstx.gov

* New Orleans - cityofno.com

* Birmingham - informationbirmingham.com

* Nebraska - nebraska.gov

¢ Indiana - in.gov

* Idaho - idaho.gov

* (Cincinnati - cincinnati.com
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Brand Architecture

Brand architecture is how an organization structures products (or other brands) within its
portfolio. There are three main types of brand architecture in the corporate world:

* Monolithic - Focuses on one Masterbrand, usually the company name across all
products (e.g. Sony, IBM, Dell)

* Endorsed - Allows a parent brand to add credibility to other brands it owns,
promising consistent values. The Brand has it's own name and identity (e.g.
NexWatch by Honeywell, Polo by Ralph Lauren, GE Monogram, GE Profile)

* Branded or House of Brands - The parent brand has little or no prominence in the
individual brands (e.g. Tide, Pampers, Duracell - all owned by Procter & Gamble).

Top-Level Website Structure and Organization
An analysis looked at how to organize and name the content on the website with City
Government in the role of the Brand, then departments and services in the role of sub-
brands or products within that organization. The analysis first examined all the services
provided by the City, and included a look at those services that also serve the citizens of
Austin in a similar way. Interviews with citizen website users found that they don’t
typically distinguish between the goals for a City government website and a site like the
Visitor’s Bureau. On the other hand, services typically provided by City government, like
public libraries and the airport, are not expected to be a part of the City government
structure (for more detailed information see the In-Depth User Interviews Report).
Therefore, when providing a top-level structure for the City of Austin Website,
SteelSMBology has recommended a Family of Sites strategy that aligns with these user
trends and employs a strategy used frequently by large corporations outside of the
government industry. The recommendation is that there be a “Brand Bar” at the top of all
COA websites, allowing the user to toggle between sites. It is recommended that the Brand
Bar include:

* AustinTexas.gov

e Airport

e Library

* Austin Energy

* Convention Center

* Visitor’s Bureau

* Open Austin (will be the new data portal)

* Austin Water

Within the AustinTexas.gov website, the recommendation is to employ a more “Monolithic”
strategy with departments and services so they are depicted as clearly within the structure
of the City of Austin’s website both navigationally and visually. A review of peer sites in the
government space confirmed that this is a best practice.
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Peer Website Review

SteelSMBology conducted a review of five peer websites (City government websites
identified by the Web team as aspirational to Austin) and recorded how each City
structured content on the website. The peer sites reviewed were: Boston, San Francisco,
Edmonton, Kansas City, and Washington DC. The following are the results of that review.

Boston

* Name: CityofBoston.gov

* Tag: Official Web Site of the City of Boston

* URL: www.cityofboston.gov (www.boston.gov also directed)

* Strong, consistent, organized branding throughout the site.

* Role-based sections are differentiated by the image at the top of the page and color
of the left menu bar.

e Userdrills down through listing or portal pages organized by role, then by topic, to
get to information pages located in a Department section.

* Branding Architecture - City Brand is very clear and tightly controlled throughout
the site. Departments do not have their own look and feel and are simply depicted
with page title and graphic.

* Library is incorporated into the structure and Branding Architecture of the website
(i.e. treated like the other Departments).

* Airport website is completely separate, residing on the Port Authority website.

Translate »
Citizens C o 4T

onnec Espafiol  Portugése
TIENG VIET  Frangais

fxx More »

Constituent Services
rsa

st Calendar »

Mayor's Office »

Mayor's Bi

City Council »

Councillor Blographies

Schedule of Meetings

Distrcts
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Boston continued:

City of Boston.

{ i 1 2
Home  Oniine Services ~Residents  Businesses  Visitors Students  Government

s ston pnms itself on being one of the most livable cities In America. Twenty-or
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Cars & Transportation

Culture & Recreation
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lncation &' Sckecks Advantage of Earned Income Tax Cred link below.
Suffolk County o have iy 116 o e toxes. Yard Waste Collection
Boston EITC Campalgn sies to remain open by appointment.
More Info »

. See a lstg o Gy Events anc
Cars & Transportation Pusic veetn

View Clencar >
Parking Tckets

Agply for a Dog License. Resident Parking Sticker News & Press Releases »

Rules & Regulations on Pets. Taxi Compaints Mayor Menino Launches City Website
Designed for Mobile Devices.

More services. MBTAD —=Water Emergency Updatevs
e Ty Reglstry of Motor Vehicies 0> Water Emergency Update
ity Hol Hours & Directons More Sevices EMS Reunites Patients with Dispatch Staff

Mayor's Online Constitvet Service
Culture & Recreation ~ Education & Schools Related Links
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Parks Boston publc Library 0> e =

Department Page

ity of Boston.
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Boston continued:

Airport

massport E o

T “300.23.106

crsen ogan Airport

v’s Logan Internatio rport [BOS]

BLACK FALCON TERUINAL What's New
GETSAAEDIER
Cruiseport Boston Celebrates One Millonth
Passenger to Cruise from Boston; Lucky
Passenger Bound for Bermuda aboard

Norwegian Spirt more.

Massport Schedules May Board Meeting

Lights, Video, Action! Boston Logan Asks:
What Does It Means To Be An American in

Paris? more.

Massport Files Boston Logan Intemational
Airport Final Environmental Impact
Report/Environmental Assessment for the
Southwest Service Area Redevelopment
Program more

. cribe to M Update

Logan Aipor | Arpors | ot | About | Doing Business | Touriem | Planning for the Future
‘Massoor Wobsde Accessbiy | Search | Sée Map | Gontact Us |

© 1960 -2010 Massport__ Logl Information/Pévacy Pokiy
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Edmonton

* Name: The City of Edmonton

* Tagor Headline: none

¢ URL: www.edmonton.ca

* Strong, consistent, organized branding throughout the site.

* Top-level sections are differentiated by the image at the top.

¢ Userdrills down through listing or portal pages by topics that get more and more
specific.

* Branding Architecture - City Brand is very clear and tightly controlled throughout
the site. Departments do not have their own look and feel and are simply depicted
with page title and graphic.

* Library has its own look and feel and its own URL.

Airport website has a page on the main site with basic information then links to a
separate site that has its own look and feel and its own URL.

Home Page

Edmontonstories.ca

-
-
P
]
i
-
P ==

Economy
Recycling Blue Bins around

City Services - 311 Online Go to Popular Topics Latest News 58 2]
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E * ETS Trip Planner %
w * Festivals & Events
edmomon.cd « Garbage & Recycling
Do misunderst
Full Story

Bl the Blues
May 18, 2010
Most Requested Services * Mayor & City Council mis
« Animal Control Services * Recreation Centres

« Bus Service * Sports Fleld Status L Kick Offthe Summer at
« pay Property Tax 7 %! Mill Creek Outdoor Pool
* Residential Construction Permits i - - May 17, 2010

+ _Recreation Proaram Registraton Upcoming Exent D% 00 us o celebrate the

Portal Page

e a7
wsrmmr ' ALY »
€dmonfon 3 , !

A

o
- BUSINESS Ly CITY GOVERNMENT ENVIRONMENTAL. OR RESIDE

Home idents >
Popular Topics - For Residents Events Calendar
For Residents Services. May 2010 ap
Pk « Assessed Property Value « Garbage & Recycling
Pl Proventon andDrinags * Peenatmert . nesionitpopery e | | gl
Garbage & Recyciing
QLR 9 10 11 12 13 14 15

. 16 17 18 19 20 (21 22
Pay Bills, Taxes and Tickets For Re! 25-Fostos-tostart o820
— 5 ; AR AL AL ALK
s
e Py Tom—
nepesrets -
eridrpyreme Edronion 8 Sngng e

May 18, 2010

Find City Services
31 ONLNE

3N ONLTE=
edmontoncd

Kick Off the Summer at Mill
Creek Outdoor Pool

May 17, 2010

3

By Service Topic.

ate the opening of

Available Online. r Pool for the

View all City Services
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Edmonton continued:

Department Page

Skip to Content | Contact Us

YT o

CITY GOVERNMENT

Home > City Government > City Organization > Departments and Branches > Planning and Development

City Government.

Budgetand Taxes
Calendars

City Organization
Agencies, Boards and Commissions

Asset Management and Public
Works.

Capital Construction
City Manager

Communiy Services
Corporate Services

Deputy City Managers Offce
Finance and Treasury

‘Communiy Standards Branch
Current Planning Branch
Housing Branch
Planning and Policy Branch

Transportation

Planning & Development

Department Mandate

Planning and Development department provides planning, development,
law, and taxation information, licences and services to individuals,
‘community groups and businesses.
‘The department ensures the appropriate guidelines, regulations, tools
and services are in place to build a sustainable and safe community.
These include pet licences and residential development permits,
neighbourhood planning, advocacy for safe housing and tax assessment.
Branches

Planning and Development was reorganized in 2009 an
Lin of five hranches_alona with a Proiect and Aiisinese |

now made
. Office and.

i
epl-ca EDMONTON PUBLIC LIBRARY
Spread the words. m

hy trests

YOUR BRANCH: Stanley A. Milner
3

Monday - Friday 9 ar Programs
Saturday 9 am - 6 p
All branches

Victoria Day - May 24
All Locations closed May 24

Downloadable and digital
eAudiobooks
eBooks

_

eNewspapers
eMusic
eVideos

My interests
PRESCHOOLERS
Puppet shows
Tumblebooks

KIDS
Book of the month
= Homework help

DO MORE...

DO MORE...

Sabsvolnises P s o

Library

ount

It’s a new day
at EPL.

©cCatalogue  OWebsite O Articles

im [=1 ] Prmpp—"
s

Eindlnore €5 2 new day at EPL Spread the
Music  Databases Guide by subject

Movies  Newspapers  About Edmonton More info >>
Books  Magazines  New titles

Blogs For writers World languages

My services Jobs and volunteer

My account Ask a question/Tell us rtunities )
Renew an item Book a computer gg&ome TR s
Suggestanitem  Reserve meeting rooms

Interlibrary loans Programs
' § TR
[ ,Nx

e

Visit the library

‘openings at the library.

Ml ept &t oo,

Friends, more...

Get a library card Hours of operation
lococioo oo Locatioo: 2od

EXPANSION
012

Tuesday May 18, 2010

Airport

Home | Corporate | Francais
Search Site

GROUN AIRPORT
TRANSPORTATION GuiDE
Current weather conditions at EA: Partly Cloudy 30.0 °C

8 STOP THE CALGARY HABIT €&

L When you go south, so does your air service.

Leam More

15

Live in Red Deer?

lick Here

20% off parking

for a limited time
o,

» U.S. Quick Connect

Live Flight Information What's New at the Alrport

> View All Arrivals

© arrivals @ Travel Advisories
Ailine Fiight  City Sched. Rev. SEmdrmR).
3624  Calgary 17:21 18:03 |pHEVE] conditions
8152 Calgary 1721 18:03 PUSTE] o R A e e
oise Cogay st 1w LI
26 colgory st et =5

8389 FMcMurray 18:01  18:07

Search Arrivals

Search by Aiine, Filght, City, or Schedued Time only.

© Departures

» View All Departures

» Government of Canada
invests in security at
Canadian airports

> More

© General

Airline  Flight ~City Sched. Rev. Status » Canadian Helicopters and the
world's largest aircraft photo

WA 255 RemcMurray 1755 18221 [pd album

COA 3631 Calgary 18:00  18:30 LR » Stop the Calgary Habit $4000

WA 573 Vancowver  18:00  18:10 RIS ip winner announced!

ACA 8155 Calgary 18:00  18:30 DTS > Guten tag! EIA welcomes Air
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Kansas City
* Name: The City of Kansas City Mo

* Tagor Headline: none

* URL: www.kcmo.org

* Strong, consistent, organized branding throughout the site.

* Top-level sections are differentiated by a roll over color at the top that matches the
color of the navigation menu within that section. The navigation mixes role with key
topics.

¢ Userdrills down through listing or portal pages by topic categories that lead to
department pages. All department pages are in Business portal.

* Branding Architecture - City Brand is very clear and tightly controlled throughout
the site. Departments do not have their own look and feel and are simply depicted
with page title and graphic.

* Library has its own look and feel and its own URL.

* Airport website has a page on the main site with basic information and a link to a
separate site that has its own look and feel and its own URL.

Home Page
o A A | i A

3]

el

| Want To... News Archives Tuesday, May 18,2010

1 homeownars who oot program roqut
oplod. Moro. ApplY now.

Kemo,org

City makes Performance Measures
avai

Engage KC
The Ciy

for
26. More.

City engages in federal stimulus package process
The City appl variety of
programs. View complete st of the Cily federal stimulus proposals,

and

(owide offorts. Information on Neighborhood
stimulus funding akso s avaiabl:

City Departments 009 -
Seiect Depariment B)
= Contact Us. " City Calendar May

— Agaction |l U
By marr center
o oy e B
Wob Editor City Officials.
costror g is s NI
e P——

' KANSAS CITY.

Residents

Neighborhoods

Block parties
Capital i

) Utiities

Housing
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Kansas City continued

Department Page

s KANSAS CITY

EServices  Residents Business

> Parks and Rocroation

Visitors ~ City Officials

Parks and Recreation

EServic
Residonts
Business
Visitors
ity Offcia
Depariments
‘Aviaton Depariment
City Auitors Offce
City Clor's Office
City Manager's Offce
ity Planning and Dovelopment

Ui, S
P/

Find Parks and Recr
following crop-down
(parks.

(Recreation

(c y

reation Department services from the
menus.

Housing ((Museums and attract

Human Resources
( Publications

Information Technology

Low » Park Permits

Municipal Court » Archives

Neighborhood and Community

Parks and Rocreation » Contact Us

Public Works P Current RFQ
Wator Sorvices

Human Relations

» Media Center

tions.

» About Parks and Recreation
> Forestry and Conservation

> Historical Photographs and Books
» Planning, Design and Construction

Page 20

Find books, movies & more

Library

Hours & Locations | Customer Service | Contact Us + My Account | Catalog «

Home

OcCatalog @ KClibrary.org

THE KANSAS CITY PUBLIC LIBRARY

Library Catalog
Catalog | My Account | New Items
Help: ePay | Forgot PIN | Lost card
Ask a Librarian

& | Chat | Comments
Info: 816.701.3400 | TDD: 701.3403
Stay in Touch with the Library
E-news | Media - Previous Events
Library on: Twitter | Flckr | Facebook

Check out Library events
by type, time, location & age group.

\l

SILENE
\]‘l\l\h

THE

BHERO

BUSINESS

sof:s

“<previous

Event type: Award Winners Summer Reading

meputte e v [
e sonince o At 2010, MAKE A

Check out these award
winners at the Libary:

SPLASH 7
Bioaraphy, History, and

Age group: ey, Two pultzer pre
READ

&

Robinson and T.). Stiles -
spoke at the Library in May.

Summer Reading 2010
June 1- August 7 &

the ideal Hollywood man.
Seven Days in May (1964)
Saturday, May 22,2010
Program: 1:30 p

Stanley H. Durwood Film Vault
Central Library, 14 W. 10" St.

Il pause

next b

T & FROM.

X FLGHT INFORMATION TR M

Airport

Search

M@ ARFORTSERVICES () PARKING

EEEp ) G2 | G i | EETEo s | B e G Uiy
-

Sign up for KOl Rewards Frequent Parker
program to earn FREE parking and great g
No fee to join!

MCI

Kansas City International Airport was built by the City of Kansas City,
Missour and opened in 1972. Its low congestion, easy terminal access and
small number of flight delays have long established it as one of the most
convenient commercial airports in the worl

The MCI complex spans more than 10,000 acres, and its three runways
can accommodate up to 139 aircraft operations per h

and ground space, i time, and  low weather-related
closure/cancellation rate are why MCI consistently ranks among the lowest
in delays of all U.S. Three runways, two of them parallel with
6,575 f

ooth in ever
New surfaces

ongoing infrastructure improvements, enhance the airport's efficiency and
convenience to air carriers.

On-airpor Fxed-Base Operator Executive Bescheraft ofers basc fueling,

cherter and ground transportation srvices. Hany regional

erators merly fly o Karaoe Ciy Inernationel Arport o

shatled o the airine tarminals t be ransporid i thei o dostination
outside the

L Arport nformation
MCLFixed Base Operator:
Arcroft Rescue & Fire Pahting

| AON ireruan About KCAD | Downtown Airport | Business Opportunities | General Aviation | Cargo | KCMO

© 2007-2010 Kansas City Aviation Department

[ news room
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Washington DC

* Name: District of Columbia

* Tagor Headline: none

* URL: www.dc.gov

* Consistent branding throughout the site.

* Top-level sections are not differentiated visually.

e User drills down through listing or portal pages by topic categories that get more
and more specific.

* Branding Architecture - City Brand is very clear and tightly controlled throughout
the site. Departments do not have their own look and feel and are simply depicted
with page title and graphic.

* Library website has a page on the main site with basic information then links to a
separate site that has its own look and feel and its own URL.

* Airport has its own look and feel and its own URL.

Home Page

— ST r —— s
222 <
= y
AADRIAN M. FENTY, MAYOR 7 . g . o
District of Columbia e K T -

Welcone i 0G Gov,

= ; 11 TOR S ==
What can we help you find? e * * 'OFFICE
D = S A - —
<tors > . Q
Contact Us LR ! MAYOR'S .~\\‘
Mayor's Call Contor: 311 ety Holps Launch Waingtan Kstos Upcoming Sessn;Mayox Adtan . Fnty ined o EDucAVIONI, TATIVE o
Was| SN,

S onine oot o i off o Work Champion tonis sy 3070 soms
s
Census 2010l
Distict Government pC COUNTSSIPS|
Agencies
Find an agoney. - B
DC TODAY Uors Headlines: CapsTAIBUILDING \
« Friday Is Bike to Wor n(Dny’ Plan to Attend a Pit Stop Rally AICITY THAT WORKS
Citywide Calendar Foster: 08,1610, 518 p 2 LR
Bearh for svante. « ke  Spiseh This Stmmor: DPR Is Now Hosting Job Fairs for Lfeguards
Find closures.

Postod: 05.19.10, §:20 pm
« Dopartment of Hoalth Hosts Froo Pot Vaccination Clinics May 22 and June §
Postod: 05.19.10, §:20 pm g

Weathe
May 19, 201 OTHER NEWS MoreNews > DC Information Centers
Nosty Cloudy, and 84° - Ser

HavorFanty Ssks Goundon ousing Unks s sherda Stt e o
i reaks Groun ngy + Emergency Center
Ton-day forocast + Green DG
- Social Services Conter
Businoss Resource Cont
[ Recovendegon
Heath Centor
% g out ow o A it G o P 1o =l
(&) and o Trasporaton (00T) DG Weboasts. B
o the Offes of o Sito febeasts..
- Gty Cabl crannl 16
C Counci
Wavors Pross Bitigs
Featured Sites View Full Schedulo
 Leam About H1N1, Locat

Check Before You Go
Adoptive or Foster Paront Got real-ime vidoo of
traffic and

and road
o © Subscribe to DC Emalls Alerts St i

® Visit the Taxpayer Service Center ® Applyfor Di

® Find aDC Government Job © Loam About the DC One Card

Moro Sites and Sorvices  DC.Gov Awards

Portal Page

MAYOR FENTY | DC GUIDE ReSIDENTS SuSINESS VisToRs | GOVERNMENT | FoRkDs | |

Livein DC Weather
mam,, [
schools, i loudy, and 59*
F- Residont : . “
Services for residons
EhE2 Givic Information
Reglstar b vole, indyourpling lsc, nd Leam iny fndout «
= aboutother DC a
> LiveinDe
. leam . and research
DS, linics and hospitl healthissues.

Home Ownership

Takea

Public Safety

Dial 911 i You need to know. Read more about poli prepare your

family for an emergency.

Tophona Draciary by Topc ~ Agances - DC Gounel - Search - Elecled Offcals ~ Fasdback - Transations - Acsacebiy - Prvacy & Sacurly - Tarms & Gondiians
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Washington DC continued

Distr

ONLINE SERVICE

Health Professional Licensing Adm

R FENTY | ResDENTS

Health Professional Licensing Ad

Department Page

BUSINESS OVERNMENT

ministration

Services HPLA NEWS

« Professional Licensing Boards/Registrations
Online Professional License Search

Policy Statement: Guidance On Dry Needling In The Practice Of Physical Therapy
1

+ Oniie License Applcation 51 Nedig s it the coe ofpaCce for yScl {rapes I e DISG of Coluia 26 fong s 18 racied ucer the condians
* Online Licanes Roneal e orin n 4 Gadance comument.Foll Text
. P Physician Enrol
 Nerod Safng Agences 0" Access RX: Prescription Drug Marketing Costs Data Collection Tools Now Available
\ 0 Age must be submitted no later than July 1, 2010. Full Text

« Check Appiication Status
« Health Professional Profile Search Of Addiction nd Ne:

NURSYS™ Endorsement Verification i the nange 1 e Mool ntuastons Revison Ack n 300, he -ragacation pregren for adiclon courseiors il e, Ful Text

« DC Adverse Event Reporting Form

Boards Due for License Renewals
Information Boards of Nursing and Nursing Home Administration are cue for Renewals. Full Text

Agonoy Cslendor an Bosr Agendes
o Licensing

* How o Gk o Yerfaton of Your DC License
+, Howto File a Complint Agains a Disrict Healh

porti
. Requesl L Vertiaton m DG Gesera

Library

pc public library
chock it out!

Library Services ~ News & Events Research

Find a Library

Teens Kids About Us Books, Movies & Music

What's Hot Top Downloads

9th Judgement, by
Change Your Brain,
Jordan Mechner by Daniel G. Amen

‘Prince of Persia

N

Francis Gregory [y
Library Is
Moving

NEW DATE: The interim opens

Library Locations +
Monday, May 24.
ead Mere >

Support the Library

(nl B =]

News & Events

DC Public Library Associate Director
PLA Leadership Fellow

Chang Liv, Associate Director for.

James Patterson

o

Change Your Life,

o Francis A. Gregory Interim Library
S OpensMay24

The 250 Job Interview Questions You'll

Most Likely Be Asked, by Peter Veruki

4. Meditation for Beginners, by Jack
Komfield

5._Guided Meditation for Sleep, by I:

Due to electrical and plumbing issues, ..
‘The M. Pleasant Interim Library is

“The M. Pleasant Interim Library,

Airport

METROPOLITAN WASHINGTON
AIRPORTS AUTHORITY

Serving the Washington DC Metropolitan area
‘Our missionis 1o plan, provide and actively manage worid class access 1o the
global aviation system in a way that anticipates and serves the needs of the.
Natonal Capital area

TV | »AIRPORT SERVICES | »BL

News & Information Our Metropolitan Washington Alrports

+ Click here for Annual
Report

+ E. Lynn Hampton
Appointed Interim
President and CEO
James E. Bennett
Announces Retirement

+ Public Notices

» Dulles International Airport

Washington Dulles International
(1aD)

» Reagan National Airport

New Alr Service: Airport National Alrport (DCA}

+ Flight Schedules « Fiight Schedules.
« Fight Arrivals | Departures.
i

+ Fight Arivals | Departures
begins June 20, 2010 Trovel Tips Flght A
hopia Ground Transportation
- E
Dulles and Addis + Directions & Maps.
ba increases to * Aiines Serving IAD
daly in June

+ Openski

tions & May
« Aines Serving DCA

Local Weather
Washington, DC

Cloudy 60° F

Upsstoged, 19 May
2010 10:52.am

Ronald Reagan Washington 20052 am ED
(ocA)

Dulles » | National

Dulles and Paris Orly
began May 3, 2010

+ Southwest between
Dules and Denver METROPOLITAN wASHINGTON
bogan March 14, 2010 PORTS AUTHORITY
+ May 2010 Fight
Guide » Dulles Toll Road

DULLES CORRIDOR
METRORAIL PROJECT

Dulles Toll Road Dulles Corridor Metrorail

» Dulles Corridor Metrorail

+ TollRates « Click Here to View Documents

+ Maps & Interchanges
Toll Vioations

+ Toll Setting Process Latest
Information

+ Dulles Corridor Advisory
Commitee
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San Francisco

* Name: City and County of San Francisco

* No tagline or Headline

* URL: www.sfgov.org

* Role-based sections are not differentiated by anything visual.

e Userdrills down through listing or portal pages organized by role and then by topic
to get to information pages located in a Department section.

* Brand Architecture - Some Departments have their own look and feel and seem to

be micro-sites. Others use a template branded like the core site.

Page 23

* Library has a page on the main site with basic information then links to a separate
site that has its own look and feel and its own URL.
* Airport website has a page on the main site with basic information then links to a
separate site that has its own look and feel and its own URL.

SteelSMBology Il T |

Home Page

IETTT/ZAW  sfcov | Residents | Business | Government | Visitors | Onfine Services > Help

City and County of

San Francisco

QWlearne Mayor Newsom Board of Supervisors City Agencies City Services.
‘

Find Information

Most Requested

Gity Services

Neighborhood Resources v

T
"News Blog &) (1) | Maytsbhediia charges Wdyd 2aide o X < >
City Services Simplified Find City Events Online Payments HireSF
311 online with Twiter Discover Your Community Pay Online for City Services Find San Francisco Jobs Now
@
e
Test Oy
ContactSFGov - Accessibilly - Policies
T/ sfcov | Residents | Business | Government | Visitors | Online Services > Help
o
s
City and County of Wi

San Francisco

How may we help you?

Residents

e [ ot s [ [

Spotlight 7]

n Francisco is an excellent place to participate in various sporting events and sharpen your skills in your

favorite sport. Any resident in the state of Callfornia may obtain a free library card by visiting any one of
the 27 library locations o two bookmobiles.

Elections

Emergency and Safety
Environment

Health and Social Services
Housing and Utiities
Learning

Legal Info

Transportation
Volunteer Opportunities

Related Departments. ]

City Department and Agencies Index

Related Links (external)
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San Francisco continued:

Page 24

Department Page

WG/ sfGov | Residents | Business | Government | Visitors | Online Services
|5 ¢
Gity & Gounty of San Francisco > i

San Francisco City Hall 4

> Help

a—— g

General Services Agency

rext [7] rowr size (& (&

City Hall City Hall
ity Hall Tours
Welcome to San Francisco City Hall. To view a Directory of Departments and offices inside City Hall, obtain driving directions
Events and a map to the building, and read ity Hall Building Management Policies.
[ April 9th, 2010- View a Request for Proposals for a Lease of Café Space at San Francisco
Photo Gallery City Hall y B
Update 5/10/2010: The final date for RFP submissions is now Friday, May 14th, 2010.
Rolated Links
Contact Us
City Administrator's
office
‘General Services
Agency

You have in San Francisco this magnificent Civic Center crows

by a City Hall which I have never seen anywhere equaled. -

DPH Home | SFGOV.org O Font Sze b1 1

San Francisco
Department of Public Health

I
u-:  Questions.

Where do 1 go for treatment in my area?

ned
Joseph Strauss

Do you have a question’
", Dial 311 within area g

About DPH  Our Services  Our Programs  Healthy Living
Rebuild
SF General Hospital

Healthy
San Franci

What's New...
Laguna Honda
Rebuild

Emergencies?

Urgent Care withaut
the Emergency Ro
can care for you

Health Commission
The Health Gommission holds
meetings in additon o s wice-a-
o ouir et Twoare
e e s arning

Commites and the Commurity &
Public Health Commitice. Others
are Jointconference Commitiees:
for San Francisco General
Hospital & Laguna Honda
Hosplia. Please REFER TOTHIS
PAGE.

Dom%busmess

ith DPH

Records, inspections, icenses,
permis,and much more —getall
tne facts, gures, & foms you
noed o gexgoing. Pus: Listings of
the latest contracts available with
DPH

30-Day
M

&comment on proposed
applicatons, requess & other
program maters

LEARN MORE EARN MORE

Records, Permits & Licensing  Knowledge Sharing & Collaboration

Mental Health Services
Act (Proposition 63)
otifications -

enu
Invitation for stakeholders to review

16k Disaster Preparecness | Leam more

Diseases & Conditions  Tools

(@) HEALTH ALERT
ik for up-todate Vaccines for
Seasonal Flu Inormation.

Making a
difference..One
person

at a time.

Join the team—Careers at DPH &)

Find a dlinic by neighborhood or by name

Find a hospital
Select a hospital
Howdol..
Select a topic
Where do | go for...
Select a topic

eClinicalWorks
Coming 2 COPC & SFGH Ambulatory Care Clnics
Summer 2

San Francisco Public Lzl:,rxary

Home. [R—

Library Highlights.

Screening: A Village Called Versailles
J0in us for a screening and discussion on May 18
of this film about members of a Vietnamese
‘community near New Orleans that fought the
opening of a toxic landfill near their homes.

+ Geta Library Card

Baby Rhyme and Playtime
Excelsior, Excelsior Meeting Room

*Preschool Crafts Times
Portola Branch, Portola Meeting Room

Baby Rhyme and Playtime

+ Renew Items

+ Reserve Computers

+ Accessibility Services

Office of Vital Records

Select a topic

HowdoL.? Login
Soarch optons.
Libraries About
B C TexszonAA
Libraries
Main Library +

Sun  Mon Tue Wed Thu Fi St
125 106 o8 o8 8 126 108

Today: VS Communty Cirema: AVasgo Caled

00 vt Auctci - Lows Lovel

+ Press Room
+ Branch Construction
« Library Commission

+ Advisory & Support Groups.

%

+ Green Stacks Glen Park, Glen Park Mesting Room « Friends of SFPL
« More... More. + More. SF Historical
Photo Coll
A can(ac( | FAQ | Ask A Librarian \ Job Openings | Take Our Survey | Branch Library Map W3C XHTML 1.0 Validated
w ©20022010 San o Publc Library. Al ights reserved. | Privacy policy | Intemet & Computer Use

SteelSMBology Il T |



Branding Report City of Austin

San Francisco continued:

Airport
.

== Good to go. home | atSFO | to & from SFO | parking | airine info | about SFO | contact searc} h B

Welc to
San Francisco International Airport

A find fi & airport
Facities, Shopping, Dining & Arines

> Intoractive Maps
> Printablo Maps

10Flights Delicious Bay
aweekto Parls Area Flavors

AIRFRANCE #

©2010 San Francisco Interatonal Axport. Al Rights Reserved. faq | employoe discounts | privacy statement | noficos | sto map

Brand Architecture Recommendation

Page 25

It is recommended that the City of Austin’s new website, AustinTexas.gov, serve as the
Masterbrand for all other departments. All departments will share a consistent look and

feel and navigation, with all current department micro-sites brought under the

AustinTexas.gov framework. The slight exceptions will be the aforementioned sites that
have been identified to have a compelling business case to be treated as Branded sites. The
key benefits of this structure to the web redesign project and COA organization will be to:

* Ensure rapid establishment of the new brand

* Remove the perception that some departments have more resources or are more

important than others

¢ (learly promote all services from the users’ point of view, as opposed to an internal

or organizational perspective

SteelSMBology [l NN | [N NN



Branding Report City of Austin Page 26

Creative Brief

This section provides a summary of all the above branding information that will be used as
aresource for the creative and communications teams.

1. What is the specific assignment?

Develop three to five website design concepts for the City of Austin demonstrated on a
home page and one secondary page.

2. Brand Platform

The Explorer Brand Archetype:

* Help people feel free, non-conformist, or pioneering

* Have a product that can be consumed “on the go” and “from anywhere”

* (Can be obtained via the internet and mobile device

* Provide self-sufficiency

¢ Value individuality

* Seek to differentiate from the Regular Guy/Gal or the Ruler brand archetypes

Essence: [ am of the mind

Strategy: I seek new information and experience in all facets of life
Strengths: Versatility, adaptability, sharp awareness

Key words: Intelligent, curious, and communicative

Key rationale for the Explorer archetype from City Management:

* Promotes innovation

* Pursues continual improvement

* Promotes pushing beyond our current capabilities

* The Explorer is Austin, and who the government should be also
* Encompasses goal of “Best Managed City”

“The City is always seeking a better way, to serve the citizens of Austin.”
- Marc Ott, City Manager

Brand Values:

* Authentic - The City of Austin Government is transparent and trustworthy (e.g. opens
its books, publishes decisions, and shares both successes and failures with the public)

* Accessible - Information and answers from COA are always available (e.g. provides
information and easy-to-use tools via the web available to everyone, from anywhere, at
anytime)

* Open - The City of Austin provides platforms for participation and communication (e.g.
encourages feedback, input, and collaboration from staff and citizens)
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* Relevant - The City of Austin provides information and services that are meaningful
and useful

* Independent - The City of Austin is innovative, unique, and true to our local roots

* Resourceful - The City of Austin acts effectively and imaginatively in all situations

Brand Differentiation:

Product Differentiation:

* Encourages self-sufficiency
¢ Easy-to-use utility

* Leading edge of technology

Corporate Differentiation:
Innovative, yet relevant

Key Brand Communication:
If there’s a better way, we will find it.

3. Target Audience

Residents, Business Owners, Visitors and Employees of the City of Austin. The majority of
the current users of the site identify themselves as coming to the site as a Resident (71%
per research conducted) looking for information that pertains to their households and
living in Austin.

< i

Robert

Angela Elena Jason Lynn

(See detailed profiles of the target segments in the appendix)

4. What does the target currently think? What obstacles currently exist?
Key Findings Overview of Current User Study

* Residents are by far the largest group of users

* Two out of three visitors are women. Women are overrepresented among tourists. The
two professional categories - business and employees - have a close to even split on
gender.

* Most visitors are reasonably adept at Internet technology. Tourists, however, are
somewhat less so, with 20% reporting themselves as novices, compared to 3-4% for the
other groups.

* The initial profile research led to four segment groups representative of the users of the
website: Residents (71%), Business (7%), City Employees (which includes a small
number of government employees other than the city of Austin) (17%), and Visitors
(5%).

* Residents visit to explore educational resources and the library. They also visit to find
family-related events and to get information about City services and facilities. They visit
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the website 1.5 times per week on average, which is less frequently than City employees
and business users.

* Business users visit to get information about the City government, boards and
commissions (10% of their primary reason for visiting), construction and development
(20%), bidding opportunities (11%), and permits and licenses (7%). They are the least
satisfied users of the website.

* City employees are the most frequent users of the website, with half visiting at least
once per day. They use the website for almost every purpose except visitor
information.

* Visitors to Austin are most likely to be first-time users, who use the website to get
information on things to do and how to get around. They are the most satisfied of the
four user groups.

* Overwhelming feedback received from the in-depth interviews conducted with users in
the seven key target groups revealed that the website needed to reflect the Austin’s “fun
and funky” personality in look and feel and by showing pictures of our beautiful
surroundings.

5. What single idea would we like to convey? (Net Communication, in less than 12
words)

The approved name for the website (replacing Austin City Connection) is
“AustinTexas.gov”. This is also the new URL for the website. A tagline will convey the COA
Brand Values and position the website as a handy tool (e.g. Swiss army knife) and key
communication point between the City and its citizens.

6. What do we want the target to think?
Upon using the site, users should remark:

“You are accessible, versatile, and knowledgeable. You have a good grasp of my needs. Your
approach to my problems is intelligent. I can always contact you. You know what you are
talking about.”

7. Creative Guidelines
* Graphics must include the City Seal

* Navigation menus include: Brand Bar, Role-based portal bar, Utility Navigation,
Primary Navigation, Secondary Navigation, Breadcrumbs, Footer Navigation. (Note:
Final labels and content included in each navigation bar is not finalized. Please use
the below lists as placeholders.)

Brand Bar Nav:

AustinTexas.gov, Airport, Library, Austin Energy, Austin Water, Convention Center,
Visitor’s Bureau, Open Austin

Utility Nav:
My Account, Make a Payment, Calendar, Media Center, FAQ, Contact, 311

Footer Nav:
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Home, My Account, Calendar, News, Media Center, FAQ, Links, Legal Notices,
Privacy, Policies and Terms of Use, Site Map, 311, Contact

Role-based portal bar:
Residents (default), Business, Government, Development, Sustainability

The website will feature role-based, top-level navigation. Prioritization of content
and labels for navigation within role-based portals provides relevance for the user,
in that the content most important to them is prioritized. This is also a common
trend in top peer City sites, chosen by the web team. Users can toggle between the
portals, as needed, and this will change the organization of content on the home
page to be most relevant to that particular role. As almost 70% of the current users
of the website are coming to the website as a “Resident”, the default home page will
be the Resident portal.

Brand Architecture - Overall, the architecture follows the Branded approach, with
each Brand in the Family of Brands having its own look and feel. Within the
AustinTexas.gov site, however, the Brand hierarchy is Monolithic. Individual
departments will not have their own distinct look and feel or navigational structure.
Similar to the example of Edmonton’s hierarchy, the AustinTexas.gov branding and
navigation structure will remain consistent, and departments will have a content
area within that template. It is recommended to develop a branded set of header
graphics that can change out and depict the different facets of the City’s services as
provided by the different departments.

City Services - 311 Online

311 ONLNE
3l

We are designing for 1024 width/resolution.
Government Peer sites:
o Utah
San Francisco

o Whitehouse.gov
o Kansas City
o Kansas
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* Non-Government Peer Sites:
Apple

Microsoft

iGoogle

Govloop

Whitehouse
Rackspace

O O 0O O O O

SteelSMBology [l NN | [N NN



Branding Report City of Austin Page 31

Designh Concepts

The following pages feature the design concepts that were presented to the City during the
creative development and review process.

Design Concept Goals:

The design goals were to create a look and feel for the City of Austin’s website that:
¢ Visually represents the new Branding Strategy and Explorer Archetype. Each

concept will demonstrate the new Brand Platform elements from a visual
perspective, in choice of content layout, in language used on the navigation labels,
and the use of headers and sub-heads for usability.

* Incorporates the positive design aspects of the peer sites chosen by the web team.
Each concept will include strong visual branding through photographs and other
imagery, provide user-focused navigation, and incorporate all forms of City
communication into the website (e.g. social media, calendar, etc.).

* Includes priority content items for the home page as defined by the web team and
cross-department combined work sessions. Each concept will include the agreed
upon required content elements:

o A place for alerts/announcements
o Online services area with navigation options such as drop downs of services
and a “I need to” drop down

311 promo area and information on how to get more information

News

Calendar of events promo area that links to full information about events

Promo area for mapping function of services by neighborhood

o Multiple content and promo areas for content not developed yet

* Demonstrates usage of the Top Level Navigation. Each concept will show where the
Brand Bar for the Family of Sites will be and demonstrate how the role-based
navigation will work on the website.

* Incorporates design and government trends for websites. Each concept will
incorporate top trends and best practices. Current trends include designs that take
elements typically used in print advertising online. Designs have much more “white
space” for usability. It is no longer a goal to push everything up on the page.
Scrolling is not only acceptable but also preferred to a cluttered page. From a
Government perspective, “open government” features such as data portals, links to
view documents, feedback options, and social media integration are identified
sustainable trends.

O O O O
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Initial Design Concepts:

SteelSMBology presented four distinct design concepts in the initial presentation, all
designs visually demonstrate the Explorer Archetype and overall Branding Strategy in
these ways:

Focus on information and experience - providing the information the users want
and use most often in an easy to use format through role-based portals. In each
design, the role-based top-level navigation is prominent.

Core value, Knowledgeable - website organization that demonstrates the depth of
information and City Services available through the website; without being too
cluttered.

Core value, Accessible - multiple ways to contact or connect with City of Austin are
demonstrated on the home page in areas that will carry through the website (e.g.
the footer).

Easy-to-use tools that encourage self sufficiency is a trait of the Explorer Archetype
- multiple ways to navigate and search for information, icon “tool bars” that create
quick links to most used information, communication tools, such as social media
networks, accessible through the website, and do-it-yourself tools available online
(such as online payments).

The Explorer Archetype drafts off themes of journeys, adventure, escape, and self-
exploration - choice of images that feature or evokes movement, as well as action-
oriented language.

From research conducted as part of this project, end-users of the website from our target
audience segments told us these features are important in the website redesign’s look and

feel:

Consistent and obvious navigation options - each design features multiple
navigation bars that will remain consistent in placement throughout the site, for
ease of use.

Content should be planned and organized into obvious and logical sections - each of
the designs features the role-based portals for a “customized”, relevant experience
for each type of website user.

Cleaner look with more easily “scan-able” content - each design features use of
negative space to spread out the content giving it a less cluttered look, descriptive
subheads over content sections that are easily scanned by the user, use of abstracts
or summaries that click through to full information.

Use of photos, design elements, and colors that demonstrate the character of Austin
and the region - each design features images from either the Austin area or of
Austinites. The variety of concepts allows us to explore some of the different
personalities that Austin is known for: Outdoorsy, natural, green/environmental,
technology forward, friendly, unique/individual, etc.
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Concept 1, nicknamed “Organic” - this design concept features multiple colors, textures,
“hand written” or crafted type, and rustic-looking tool bar icons. The overall look is natural
with an outdoorsy feel. The use of color and textures help to organize and
compartmentalize the content that is featured. The logo for AustinTexas.gov on this design
is lower case, contributing to the friendly and more casual feel of this design. The icon bar
anchored at the based of the main graphic includes most used features of the website for
quick access to tools and information such as social media, news, payments, etc. A roll over
provides description of the icon and there is consistent use these tool bar icons throughout
the site. The main body of the home page is divided into sections to provide a “console” into
the content that is in the site. This console is divided into three sections, with headings that
encourage the user to: “Explore” what is happening in the City, “Find” City services,
resources and information available and convenient to you, and “Connect” to your City
government or each other in the community.

Concept 2, nicknamed “Sleek” - this design concept features a monochromatic color
scheme with a clean white background. The overall look is clean, minimal, sharp, and
organized appealing to and representing high tech as something Austin is known for. The
use of gray rules and “capsules” help to compartmentalize content on the home page and
gives the feeling of an online planner or organizer. The logo option on this design concept is
upper case with font weight used to differentiate the words; this version has a bit more
formal feel to it than the lower-case version. This concept features a roll over in the main
graphic area that provides the user with an overview of what is in the top tier navigation of
each role-based portal. The main body of the home page is divided similarly as the above
concept, but labeled differently with detail in the heading itself.

Concept 3, nicknamed “Modern” - this design concept features a bright and modern color
scheme anchored with the color green. The color green and the use of the leaf shape that
create the “dot” in the website name is carried throughout the site, representing both the
emphasis of the environmental issues to the citizens of Austin and the outdoors. In this
design the icon tool bar described in Organic appears here as well creating the main
graphic on the home page. In this design, each image represents a common use on the site
as well as common activities used on the site. The main body of the home page is divided
into three main sections with action-oriented headers: “Read aboutit”, “Do it”, and “Find
it”. The black tabs are “grounding” for their sections giving the home page an organized,
uncluttered feel.

Concept 4, nicknamed “Media” - this design concept has a very clear focus on media,
specifically video, with the main “Branding” graphic being replaced with an embedded
video player. The player allows users to actually see what is happening and what is current
via video clips and news clips provided by the City. The rest of the content organization
appears below that, but this time not necessarily divided into compartments. In this home
page organization each content feature or topic is stand alone and intended to be organized
by priority vs. by action or area of interest.
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“Sleek rollover”
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These initial concepts were reviewed by the internal team at COA and narrowed down to
two design concepts, with three layouts. The following are the three design layouts that will
proceed to creative testing and public opinion gathering.

Design #1 - this design moved forward with a few changes to the “organic” concept, mainly
lightening up the overall look with lighter backgrounds and a re-work of the top-level
navigation area. It was discussed that the key image area could potentially be a slide show
of key points of interest in Austin, or the photo change out on a regular basis.

Design #2 - this design moved forward with a few changes to the “sleek” concept, mainly in
the header area. It was decided that the lower-case version of the logo was “friendlier” and
preferred by the internal team, so the logo was revised to incorporate this feedback within
this design concept. It was discussed that the key image area could be a series of images
around Austin that the user could click through.

Design #3 - this design is a new layout incorporating the “sleek” design concept with the
content organization demonstrated on “organic”.
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all in one simple

little number.
—

SMALL FEATURED PROMOTION

Lorem ipsum dolor sit amet
nonummy nibh liason consec.

PROGRAMS DESIGNED
TO MOVE YOU FORWARD

» Program One Lorem Ipsum
» Program Two Dolor Sit Amet
» Program One Lorem Ipsum
» Program Two Dolor Sit Amet
» Check out all programs

Development

Environment |

® Treasure Hunt @

Calendar | MediaCenter | ContactUs | 311

ernment  SSustainability

Transportation vernment

VOLUNTEERING OPPORTUNITIES

Lorem ipsum dolor sit amet nonummy nibh
liason consecteteur elite.

= Volunteer Opp One

= Volunteer Opp Two Lorem Ipsum

= Volunteer Opp Three

= Volunteer Opp For Dolor Sit Amet

= Find more ways to get involved

Looking for a little adventure?
Click Treasure Hunt nowt

Employment opportunities
Lorem ipsum dolor sit amet nonum.

UPGRADE YOUR EXPERIENCE

Lorem ipsum dolor sit amet nonummy nibh.
~ App One Lorem Ipsum

~ App Two Dolor Sit Amet

 App Three Amet

DIY Toolbox
Find all the contracts and forms
you need. Click here

FEATURED PROMOTION

Lorem ipsum dolor sit amet nonummy
nibh liason consecteteur elite orem ik
sum dolor sit amet liason. Lorem
ipsum dolor sit amet nonummy nibh
liason consecteteur elite orem ik sum
dolor sit amet liason consect.

2 Click here

Get There From Here Popular Services Connect With Us Latest Tweet

Residential Services Best Service Ever @ Mobile Apps “Austin is the best place in the
Local Services Second Best Service Ever “= Multimedia B L
Neighborhood Another Service L Twitter Ep:!)of ol ave Sianiastc
Health & Sarety Another Service Ki Facebook e S R
Entertainment Another Service ) YouTube

Environment Another Service RSS Feeds -23 minutes ago via web
Transportation The Last Service

Government

NLINE |
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AUSTINTEXAS.GOV | AIRPORT | LIBRARY | AUSTIN ENERGY |

austintexas~gov

[[& services

<
<p MAKE A PAYMENT

I AM INTERESTED IN:

RESIDENTIAL

@ CALENDAR

AUSTIN WATER

@) meDIA CENTER

m DEVELOPMENT GOVERNMENT SUSTAINABILITY
NEIGHBORHOOD HEALTH & SAFETY ENTERTAINMENT ENVIRONMENT TRANSPORTATION GOVERNMENT

| CONVENTION CENTER | VISITORS BUREAU | OPEN AUSTIN
SEARCH yel
@ contactus @311 EXexplore

THE VIEW OF AUSTIN FROM HERE

YOUR NEWS: NOW

\ City Council highlights for June 24
Improvements for traffic signal network and Summer Food

Program

Austin cited by Monster.com as best job growth city
City's economy, environment and education are key factors.

LA

City launches Online Contract Catalog
View online vendors, authorized contracts and dollars spent.

‘ Manager's Update from Marc Ott
FY11 budget and recent economic news.

‘ City launches Online Contract Catalog

View online vendors, authorized contracts and dollars spent.

Read more

RSS feed for Featured News

@ THE MONTH AHEAD: AUGUST

¥ Austin Government

# City Council

¥ Boards & Commissions
= City Music

¥ Arts & Entertainment

¥ Parks & Recreation

= City Planning

¥ Boards & Commissions

IN MY NEIGHBORHOOD
. Lorem ipsum dolor sit amet = EXPLORE SOMETHING!

THE INFORMATION NEED

YOUR SERVICES: ONLINE

Lorem ipsum dolor sit amet nonummy nibh consecteteur.
SELECT A SERVICE ¥ INEEDTO v

g Lorem ipsum dolor sit amet! Segis la metla, babbit it en
lorem ipsum dolor sit ametiat. Consecteteur nonummy nibh.

SHAPE THE FUTURE: GET INVOLVED

City Programs Volunteer Opportunities
© Program One Lorem Ipsum © Volunteer Opp One
© Program Two Dolor © Volunteer Opp Two Dolor Sit

© Program Three Dolor Sit © Volunteer Opp Three
© Program Four Dolor © Volunteer Opp Four Dolor
View All View All

ﬁ Visit our DIY Toolbox
for all the contracts and
forms you need.

CALL Getinfo on Austin

31 24/7 by calling this
simple number.

Additional Promo Area: Dolor sit amet it by lorem ipsum dolor
sit ametiat. Consecteteur nonummy nibh.

UP CLOSE & PERSONAL

GET OUT THERE AND

Q We need your

: JOB HUNTING?
thoughts in order to

jé nonummy nibh liason 2 o give you a website Lorem ipsum d°|°f5“
conse cteteur elite orem ik. <& Click here and that has all the tools amet non ummy nibh
9% Lorem ipsum dolor sit amet ~ We'll send you on an you need to work, liason conse ctete ur
@ nonum my nibh liason adventure to another play, or live in Austin. elite orem ik. Lorem ips.
e conse cteteur elite ore. Take a quick survey Click here
Click here
ADDITIONAL LINKS GET THERE FROM HERE POPULAR SERVICES CONNECTWITHUS  LATEST TWEET
Pay Online Residential Services Best Service Ever @ Mobile Apps “Austin is the best place in
ﬁaelé?_"déf Local Services Second Best Service Ever = Multimedia the world and this awesome
FAQIa ey Neighborhood Another Service Twitter \ll-’vebsnefls proof of thlf'!
Contact Us Health & Safety Another Service Ei Facebook Wf}’i:ﬂg’jﬁ;‘:&ﬁiﬁom
Site Map Entertainment Another Service Yol YouTube e ———
Hglks Environment Another Service B RSS Feeds - 23 minutes ago via web
Leggl Notices Transportation The Last Service
Privacy Statement Government
3n
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| AUSTIN ENERGY |

austintexas+gov

I AM INTERESTED IN:

HOUSEHOLD

LOCAL SERVICES

RESIDENTIAL

MAKE A PAYMENT |

NEIGHBORHOOD

AUSTIN WATER |

CONVENTION CENTER |

VISITORS BUREAU |

SEARCH »

SERVICES |

CALENDAR |

MEDIACENTER | CONTACTUS | 311

m DEVELOPMENT GOVERNMENT SUSTAINABILITY

WHAT'S HAPPENING TODAY

\ City Council highlights for June 24

Improvements for traffic signal network and Summer Program.

Austin cited by Monster.com as best job growth city
City's economy, environment and education are key factors.

LA

City launches Online Contract Catalog

View online vendors, authorized contracts and dollars spent.

LA

Manager's Update from Marc Ott

FY11 budget and recent economic news.

L

City launches Online Contract Catalog

View online vendors, authorized contracts and dollars spent.

Read more

RSS feed for Featured News

IN MY NEIGHBORHOOD
Lorem ipsum dolor sit amet non

1531 THE MONTH AHEAD

AUGUST

= Austin Government

= City Council

¥ Boards & Commissions
= City Music

¥ Arts & Entertainment

¥ Parks & Recreation

# City Planning

¥ Boards & Commissions

CALL Getinfo on Austin
247 by calling this

—

SHAPE THE FUTURE: GET INVOLVED

Volunteer Opportunities

© Volunteer Opp One

© Volunteer Opp Two Dolor Sit
© Volunteer Opp Three

© Volunteer Opp Four Dolor
View All

JOB HUNTING?
Lorem ipsum dolor sit amet non
elite orem ikorem ips. Click here

& GO EXPLORING!
Click here and we'll send you on an
adventure to another city-related site.

UPGRADE YOUR EXPERIENCE
Lorem ipsum dolor sit amet nonummy

:{;:Zgﬁhikhaf:rg :;Oinii rc"!ed ::Ie:rr it 31 simple number. nibh consecteteur dolor sit amet.
& ) @ i il . ~ App One Lorem Ipsum
A amet nonum my nibh liason conse pr-S .
f«. bt (O] cteteur elite ore. & Visit our DIY Toolbox  App Two Dolor Sit Amet
) 7S ke : for all the contracts and  App Three Amet
I forms you need.  App Four Dolor Sit Amet
PROGRAMS YOUR SERVICES: ONLINE a Lorem Ipsum dolor sit o We need your thoughts in order
. amet! Consecteteur nonummy to give you a website that has all the
© Program One Lorem Ipsum Lorem ipsum dolor sit amet - - : .
E 0 Program Two Dolor nonummy nibh consecteteur lore m ipsum dolor sit ametiat. tools you need. Take a quick survey
= op, Three Dolor Sit psum dolor sit
= Wicabil i el ADDITIONAL PROMOTIONAL AREA
S © Program Four Dolor | NEED TO v
© Program Five Consectet Dolor sit amet it by lorem igsum dolor sit ?metiat Consecteteur non
SELECT A SERVICE v ummy nibh. Dolor sit amet it by lorem. Click here
ADDITIONAL LINKS GET THERE FROM HERE POPULAR SERVICES CONNECT WITH US LATEST TWEET
Pay Online Residential Services Best Service Ever B Mobile Apps “Austin is the best place in
f\:llzlgigdgenter Local Services Second Best Service Ever “« Multimedia the world and this awesome
Neighborhood Another Service Twitter website is proof of thatl
FAQ Have a fantastic day!”
Contact Us Health & Safety Another Service Ei Facebook el e nfanc[uby;:()m
Site Map Entertainment Another Service Y@ YouTube
Hg:;)s Environment Another Service E) RSS Feeds - 23 minutes ago via web
Legal Notices Transportation The Last Service
Privacy Statement Government
3N

OPEN AUSTIN
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Target Segments:
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Jason

il.&

Age: 25

Gender: Male

Marital Status: Single
Household: No kids
Urbanity: Urban
Ethnicity: White

Home Ownership: Renter
Internet Usage: Expert
Mobile web usage: High
Social Media Usage: High
HH Income: $50,000/yr
Education: College graduate
Job: Rackspace Customer
Support

SteelSMBology Il T |
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Segment: Urban Tech Savvy

This is the largest Residential
segment. Members of this group
are mostly urbanites with no kids
who are characterized by being
very net savvy and having a high
usage rate for social media. This
group includes a large number of
recent college graduates. The
content most visited on the
website by this group is library
and education information.
Ethnicities in this group include
mostly White, Hispanic, and
African American.

Psychographics: Jason is into
athletic, outdoor activities, the
latest technology and nightlife --
especially live entertainment.
Overall, his lifestyle is heavy on
leisure and recreation.

He lives in a young, hip, metro
neighborhood and consumes all
types of media like a locust.
Seeking recreation mostly outside
of the home, he goes out to
movies, museums, concerts, and
parks regularly.
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Leah

Age: 39

Gender: Female

Marital Status: Married
Household: Two kids
Urbanity: Suburban
Ethnicity: Hispanic

Home Ownership: Owns
Internet Usage: Expert
Mobile web usage: High
Social Media Usage: High
HH Income: $175,000/yr
Education: College graduate
Job: Home-based marketing
director for Consona Software
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Segment: Suburban Families
One of the largest groups,
members of this group are
settled homeowners who are
overwhelmingly age 25-44 and
married with kids. Financially
strong, they are active in their
lives and careers. These are
internet experts who use social
networking applications
regularly. Ethnicities in this group
include mostly White, Asian, and
Hispanic.

Most seek out library, education,
and Airport information on COA.
Of all users, they visit for the
greatest number of topics and
with the greatest variety. Of
residents, they visit the most
frequently.

Psychographics: Amanda cares
for herself, her kids, her husband,
and her parents. She consumes
healthy foods and jogs around
Town Lake. The combination of
income, education and children
translates into large investments
into educational and Disney
products.
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Rosie

NS
Age: 65 years old
Gender: Female
Marital Status: Single
Household: No kids at home
Urbanity: Close-in

Ethnicity: White
Homeownership: Owns
Internet Usage: Intermediate
Mobile web usage: Low
Social Media Usage: Some
HH Income: $27,000/yr
Education: High School

Job: Seton Help Desk

Note: Vision challenged

SteelSMBology Il T |
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Segment: Older Urban

This group is the residential
segment that is retired or dreams
of retiring, and is the segment
struggling the most financially.
Heavily female, they are older,
with no children at home.

They do know how to use the
Internet and do so to find out
about city resources. Nearly one-
third go to the website about job
opportunities and benefits. All
are internet intermediates and
16% have an impairment
(primarily vision). Ethnicities in
this group include mostly White,
African American, and Hispanic.

Psychographics: Rosie has a low
key, home-centered lifestyle. She
is big on inexpensive pleasures
such as gardening, sewing, and
woodworking. She spends much
of her day enjoying news and talk
shows. Her social life revolves
around activities at church.
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Lynn

Age: 45

Gender: Female

Marital Status: Married
Household: No kids at home
Urbanity: Suburban
Ethnicity: African-American
Homeownership: Owns
Internet Usage: Advanced
Mobile web usage: High
Social Media Usage: Some
HH Income: $60,000/yr
Education: College graduate
Job: Counselor
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Segment: Socially Conscious/
Civically Minded

As a resident segment, this group
is identified by behavior rather
than demographics. This group is
mostly female (67%), age 35-64,
and own homes that are close in
or in suburban neighborhoods.
Seventy-four percent do not have
children at home.

They are significantly more likely
to be self-employed than the
other residential segments, but
significantly less likely to view
themselves as unemployed or
homemakers. Most (54%)
categorize themselves as
professionals.

Psychographics: Lynn is a “heavy
follower” of City government -
Council meetings, programs, and
news. She is also abreast of news
in her own neighborhood. Specific
hot button topics for Lynn are the
environment, animal rights, and
things affecting her neighborhood.
As a person, Lynn is educated,
outspoken, passionate and has the
time, flexibility, and energy to stay
involved.
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Elena

Age: 34

Gender: Female

Marital Status: Married
Household: Three kids
Urbanity: Close-in Suburban
Ethnicity: Hispanic
Homeownership: Rents
Internet usage: n/a

Mobile web usage: n/a
Social Media Usage: n/a

HH Income: $42,000/yr
Education: High School Graduate
Job: Pre-prepared Foods
Department at HEB
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Segment: Hiso, Bilingual Mothers
This group is made up of first and
second generation immigrants with
two or more school age children in
the household. Many households
are bilingual but mostly prefer to
speak Spanish in the home.

Unlike Hispanics in the Suburban
Family segment, this group has a
much lower income range; $36,000
- $47,000. Many are high school
graduates, and work in service,
sales, administration or
construction-related jobs.

Psychographics: Elena listens to
contemporary music, watches a lot
of TV, reads Spanish magazines and
strives to be successful at whatever
she does. Her lifestyle is befitting a
large family with an active social
life. She spends a lot of her time
taking her children to sporting
activities and events. She lives in a
modest home and buys her
groceries in bulk. When she needs
something for the home she shops
at discount stores.
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Age: 40

Gender: Female

Marital Status: Married
Household: No kids in home
Urbanity: Suburban
Ethnicity: White
Homeownership: Owns
Internet Usage: Advanced
Mobile web usage: High
Social Media Usage: High
HH Income: $110,000/yr
Education: College Graduate
Job: Project Manager

for Burt-Watts Construction
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Segment: Development -

Real Estate and Construction
These high volume users are
primarily in construction related
businesses (30%) and real estate
(20%). They visit for information
on licenses, codes, and permits
(74%) or to find information on
City Council government, boards
& and commissions. They are the
most frequent visitors to the
website with 63% visiting the site
a few times a week and 37%
visiting daily.

Psychographics: Angelais
mission-oriented and organized,
yet independent in spirit — she
has a mobile daily work life .
Many of her friends do similar
work.

As a frequent visitor, her
behavior is strongly reinforced by
previous experience which has
resulted in a type of “training.” As
a workplace user, she prefers to
know where she is going rather
than explore. She has a specific
purpose and often her task is
tedious, time-bound, or
repetitive.
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Robert

Age: 50

Gender: Male

Marital Status: Married
Household: No kids at home
Urbanity: Suburban
Ethnicity: White
Homeownership: Owns
Internet Usage: Advanced
Mobile web usage: Very High
Social Media Usage: High
HH Income: $100,000/yr
Education: College grad

Job: CPA
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Segment: Self-Employed,
Professionals, and Small
Business Owners

In addition to self-employed, this
group also includes small
business owners. They make up
half of the business users, but are
much less active than the other
business segment. Eighty-one
percent describe the type of work
they do as professional/
executive.

While not making frequent visits,
they do look for resources,
information, and news that affect
their business. They use social
media tools for networking.

Psychographic: Robert is a well-
educated, self-sufficient
provider-type. He is a leader in
the circles he is a part of = be it
church, neighborhood or trade
association, non-profit
organization or sports team. He
often attracts business from
these. As an upscale empty-
nester, he focuses on business
when needed and enjoys
successes fully when warranted.



