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Research by the Numbers METHODOLOGY

100+ site Visit Conversations: intercepts, focus groups, interviews, & calls

30 BrandingOwatonna.com

1870 Community Survey Respondents
11 External Perception Calls

307 External Consumer Respondents

= More than 2318 unique inputs during the research



Internal Qualitative Data

Site Visits
Intercepts
Focus Groups
Stakeholder Interviews
(in person, phone conversations, and via Zoom)
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Internal Qualitative Data

Best Descriptors

Unrealized opportunity
Varied opportunities
Dynamic (doesn’t stay the
same)
Traditional yet progressive
Active
Committed
Proud
Safe
Good schools
Passionate
Simplistic
Complete
Friendly

Innovative
Supportive
Giving/Philanthropic
Welcoming
Pride
Ambitious
Potential
Siloed
Quiet
Determined
Corporate support
Intentional
Nostalgic

THEMES

Greatest Assets

Diversity of jobs
Trails and parks
County Fair
Access to highways
Industrial Park
New high school
Strong industrial base
Medical facilities
City services
Diverse industries
Vibrant business community
Up and coming downtown
Chamber



V|

Internal Qualitative Data

Opportunities

Promoting all that's here
Celebrating our wins

Kids to be involved

Engage the community

Promote tourism to residents and
non-residents
Youth rec leagues
Create lasting memories for visitors

Challenges

Getting people to stop
Slow permitting process
Always needing to add to staff
Attracting workforce
Housing (t's affordable, but low inventory)
Getting the City to spend money
Maintaining a low tax base
Population that doesn’t want to grow

THEMES

Missing
Community center
Dining and retail
Higher education
Racial diversity
Entryway signage
Workforce
Live theater
Nightlife
Collective/cohesive messaging
Communication from the City
A reason to visit
Better curb appeal
Conference space
Hometown restaurants
Farm to table
Infrastructure



Internal Quantitative Data

Community Survey

1870 Total Responses
+2.77% at the 95% confidence level
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Which of the following are the best descriptors for Owatonna?

CO mmun ] ty S U rV@y Choose two answers.

38.49%

Hometown pride

Safe, family-friendly 32.69%

Traditional, conservative 26.71%

Changing and growing quickly 26.71%

16.01%

Siloed, cliquey

Philanthropic, generous 9.31%

Quaint small town 8.68%

Agricultural heritage

737%

Regional economic driver

Supportive, service-minded

Artistic, musical
Other:

531% o Expensive, high taxes
. Industrial, manufacturing center
Not as safe anymore

Other

Forward-thinking, innovative

Enterprising, self-starting 4.18%




In your opinion, what are Owatonna'’s two greatest assets?

CO mmun ] ty S U rV@y Choose two answers.

Steele County Free Fair 39.55%

Convenient location 28.79%

Parks, trails, and athletic facilities 26.73%

Variety of homegrown employers 24.00%

Caring community 18.43%

New high school building 16.10%

Mom and pop businesses 13.14%

GCreat K-12 schools 11.18%

Historic buildings

Downtown Owatonna 6.98%

Other -3.24%

Events, parades, and celebrations -3.06%

Other:
° Federated Insurance
° Strong local economy
° Library

Immigrant community .1.41%



How do you think people describe Owatonna in other parts of Southern

C O m m U n '| ty S U r\/ey Minnesota, including Rochester and Mankato?

Choose two answers.

Site of the Free Fair

4915%

Where Cabela’s is 38.34%

Pass-through to a bigger city 19.95%

Boring, few reasons to go there 18.48%

Industry, many jobs available 13.98%

Unfamiliar, don't know much about it 1.63%

Small but growing N.54%

Corporate HQs for local businesses 1.49%

Enthusiastic about school activities 9.38%

Down-to-earth, friendly people 5.20%

; s Other:
Charming and historic 4.69% ° High taxes
Rural, countryside 4.64% * Drug problem

Other.1.61%



: What do people not know about Owatonna that they should know?
C O Mmim u Ml ty S u rvey What are its hidden gems?

[ Parks and Trails
/2 Breweries

3. Downtown

Other top answers include (in order of frequency):
Schools, History, Farmers Market, Federated Insurance,
Old Town Bagel, Blast Soft Serve, Costas Candies



Community Survey

Industry that Gives Back
o “The numerous employment opportunities combined
with long term caring community members. We have
several homegrown companies that are richly invested
in the success of Owatonna.”

o “Owatonna has just as many blue collar employees as
they do white collar, and you can see how that benefits
our community in a variety of ways with activity and
engagement.”

Access to Major Cities & Amenities

o “Unique location at the crossroads of Highway 14 and
1-35. Far enough away from Twin Cities to be its own
small town, but close enough to access big city

amenities.”
o “Center of it all. We are 45 minutes from everywhere.”
o “Small town feel but still has everything conveniently

available. Great location.”

What distinguishes Owatonna from other nearby communities
in Southern Minnesota?

Careful Growth
. “Managed growth with thought to preservation.”

o “Passion for growth that is shared from the business
community and residents. Both groups want to see
growth and changes to make Owatonna a better place
to live and work.”

o “Growing but not losing sight of its history and staying
community driven.”

Great Schools

“Great schools: small enough to know everyone, big
enough to offer a variety of classes and activities.”

“Investment in the school system starting with the new
high school”

“Great schools with musical and sports pride.”

o “One high school—everyone is a Husky from
elementary on.”



In your opinion, what are the greatest challenges currently facing Owatonna?

CO mmun ] ty S U rV@y Choose two answers.

Recruiting and retaining young talent 28.95%

Balancing resident interests 25.81%

Housing shortage 23.19%

2231%

Infrastructure

Supporting small businesses 17.84%

Embracing progress & development 17.74%

Maintaining small town feel 15.99%

Attracting attention and investment 15.94%

° Affordability: housing, taxes

° Crime, illegal activity
9.82%

Funding growth w/ small tax base



In your opinion, what is missing in Owatonna?

CO mmun ] ty S U rV@y Choose two answers.

Activities for young adults 44.04%

43.73%

Community center w/ pool

Things to do Downtown 24.68%

Sufficient workforce, housing 23.28%

New, more diverse leadership 14.15%

Other 13.99%

Riverfront development 13.78%

12.44%

Reliable public transportation
Other:

° Restaurants
o Affordable housing
o Activities for all ages

Marketing and promotion of offerings 6.04%

3.98%

Entryway & wayfinding signage



In your opinion, please rate the following Owatonna attributes and characteristics on a

C ommun ] ty S u rV@y scale from 1-10, where 1is "Poor" and 10 is "Excellent.”

Parks, trails, and open spaces 8.47

812
7.86

Location and convenience

Great place to raise a family
Overall quality of life 7.45
Public safety 722
712
6.92
6.71

Business opportunity, job market

Friendly and welcoming

Events and celebrations

Entrepreneurship and innovation

Active arts and cultural scene 6.43

Diversity and inclusion
Vibrant downtown

Fun place to visit

Housing variety 520

Shopping options

4.92

Dining options



In your opinion, what two things are most important to Owatonna'’s identity as a

C ommun '| ty S u r\/ey community (without these, Owatonna is not Owatonna)?

Choose two answers.

Steele County Free Fair 58.42%

Parks, trails, and nature preserves 25.69%

Location, access to bigger cities 22.49%

18.44%

Entrepreneurship, employers

Family-friendly atmosphere 17.48%

History, character, and ag heritage 17.32%

Great K-12 schools 13.59%

Downtown Owatonna 11.09%

Support for kids’ extracurriculars - 7.84% Other:
° Federated Insurance
Philanthropic nature -5.49% o High school sports

. Music and arts

Other .2.19%



Brand Character

PLACE BRANDING + MARKETING




The pairs of phrases below represent opposite characteristics. Please indicate

C ommun '| ty S U r\/ey which phrase is a better descriptor for Owatonna by marking a bubble on the

spectrum from 1to 5.
4 3.

[ 366 \ [ 365 \

Spontaneous, Careful thinking, Modern, Traditional
high energy planning progressive

7 8

[ 377 \ 4 27 \

Cutting-edge Established Accessible to all Upscale



Which vehicle best represents

Commu n]ty Su rvey the personality of Owatonna?

3/.00%

Minivan



Which of the images below best represents the personality of Owatonna?

Community SUrvVeY venices

Minivan Pickup Truck | Tractor
37.00% 29.28% p 14.01%

Classic Car Luxury SUV Hybrid Sedan
1.32% 6.74% 4.32%
Off-Road SUV Motorcycle

1.04% 0.29%




C . t S Which Building/Architectural Style best represents
ommunity survey the personality of Owatonna?

42 06%

Suburban Home



Community Survey

Home

MW\ | /) 06%

Farmhouse

7.63%

Executive
Home

0.75%

Which of the images below best represents the personality of Owatonna?
Buildings/Architectural Styles

Main Street Single-Family
i 30 96% Victorian
A 1219%
Corporate 3 Rustic Cabin
Offices 0.81%
5.26%
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Which Brand Personas/Archetypes best represents

CO mmu rﬂty S U rvey the personality of Owatonna?

530.22%

Helper



Community Survey

Explorer

2.79%

Which of the images below best represents the personality of Owatonna?
Brand Personas/Archetypes

Teacher Best Friend
19.48% 18.66%
Creative Geek
5.99% 5.81%
Hero : Entertainer
2.27% ) 1.51%

24



Communi ty Sy rvey  What Visual Symbol/Landmark is iconic in Owatonna?

127

Wells Fargo Bank



Community Survey

Wells Fargo Bank
12%

Central Park

9%

What is iconic in Owatonna?
Visual Symbols/Landmarks

Princess Owatonna

8%

Federated Insurance

7%

26



External Quantitative Data

Consumer Awareness & Perception Study

307 External Responses
+559% at the 95% confidence level

NORTH 4 STAR



Consumer Awareness and Perception Study SURVEY TERMINATION

307

Total Respondents

o 114 Minneapolis

o 102 St Paul

o 91 Mankato-Rochester

o 256 terminations for not being familiar with Owatonna



Consumer Awareness and Perception Study SURVEY ANALYSIS GROUPINGS

Markets
. Minneapolis
o Carver, Hennepin, and Scott Counties

. St Paul

o Anoka, Dakota, Ramsey, and Washington Counties

« Mankato-Rochester
o Blue Earth, Dodge, Le Sueur, Nicollet, and Olmsted Counties

Age
« Gen Z and Young Millennials: 18-34 years old
. Gen X and Old Millennials: 35-54 years old
. Boomers +: 55+ years old

Visitors (170 respondents)
. Visitors indicated that they have visited Owatonna in the past 3 years.



CA P St u d y Where do you live?

Mankato-Rochester [29.64%, 91]

Minneapolis [37.13%, 114]

St. Paul [33.22%, 102]



Familiarity

NORTH 4 STAR
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CA P St u d y How familiar are you with the following communities south of the Twin Cities?

® \ery familiar Somewhat familiar @ Not at all familiar

I, 1 /.08 %
Albert Lea 70.03%

I 1 4.08%

. I 15.31%
Austin 55.70%
I, © 8.99%

y I, 1702 %
Faribault 66.45%

I 1564

.., I, © 3.7 8%
Northfield 55.70%
I,  0.52%

I, 2 2 4 8%
Owatonna ‘
10.00%

7752%
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CA P St d OWATONNA ONLY, TERMINATIONS INCLUDED
u y How familiar are you with the following communities south of the Twin Cities?

® \ery familiar Somewhat familiar @ Not at all familiar

12.26%

Owatonna 42.27%

45.47%




CA P St d OWATONNA ONLY, BY MARKET
u y How familiar are you with the following communities south of the Twin Cities?

® \ery familiar Somewhat familiar @ Not at all familiar

I 52
Minneapolis
0.00%

St. Paul
0.00%

I ss.16%

Mankato-Rochester 64.84%

81.58%

84.31%



Unaided Perceptions

PLACE BRANDING + MARKETING




CA P St U d y When you think of the following communities, what is the first thing that comes to mind?

Albert Lea Austin Faribault

o Lakes « Spam « Prison

. Shopping, outlet « Hormel . Woolen Mill
mall

Northfield Owatonna

. St Olaf College . Cabela’s, shopping

« Jesse James « Small town



CA P St d From your perspective, do you think the following communities are improving,
U y declining, or staying the same?

® Improving Stayingthesame @ Declining

_____ PyK{JA
Albert Lea 61.89%

I (0. 75%

. 2 .7 196
Austin 56.03%
I, (/.2 6%

y . 2 8. 0%
Faribault 60.26%

I 1.7 3%

., |, 4169 %
Northfield , 49.19%
E—

e 5119
Owatonna 53.42%

I S <7




OWATONNA ONLY, BY MARKET

CA P St U d y From your perspective, do you think the following communities are improving,
declining, or staying the same?

® Improving Stayingthesame @ Declining

38.60%
Minneapolis

6.14%

36.27%
St. Paul

9.80%

39.56%
Mankato-Rochester

9.89%

55.26%

53.92%

50.55%



OWATONNA ONLY, BY AGE

CA P St U d y From your perspective, do you think the following communities are improving,
declining, or staying the same?

® Improving Stayingthesame @ Declining

43.69%

Gen Z and Young 46.60%
. (]

Millennials

9.71%

28.69%
Gen X and Old

Millennials

B s+

65.57%

45.12%
Boomers + 43.90%
10.98%



CAP Study

® Improving

OWATONNA ONLY, BY VISITATION
From your perspective, do you think the following communities are improving,
declining, or staying the same?

Stayingthesame @ Declining

Visitors 40.59%

Non-Visitors 69.34%

. 4.38%



Which of the following communities do you most associate with a diverse local economy

CA P St u d y that offers plenty of jobs and career opportunities?

Choose two answers.

Owatonna 47.02%

Northfield

39.40%

Albert Lea 35.76%

S

Faribault 35.43%

Austin 33.44%

Other:
o Rochester
e  Minneapolis-St. Paul
o Mankato

Other 8.94%



BY MARKET

CA P St U d y Which of the following communities do you most associate with a diverse local economy

that offers plenty of jobs and career opportunities?
Choose two answers.

B Minneapolis [ St.Paul [ Mankato-Rochester

I 20.18%
Albert Lea N 15.69%
N 16.48%

I 13.16%
Austin IS 16.67%
. 20.33%

I, 17.11%
Faribault |, 20.10%
I 14.84%

I 19.74%
Northfield IR 24.02%
I 13.74%

E———— W
Owatonna [, 17.65%
S ———————— R N V2

P



CAP Study

BY AGE

Which of the following communities do you most associate with a diverse local economy
that offers plenty of jobs and career opportunities?

Choose two answers.

B GenZand Young Millennials [ Gen X and Old Millennials [l Boomers +

I 16.99%
Albert Lea [N 18.85%
. 16.46%

—— 18.45%
Austin RN 14.34%
I, 17.07%

—— 18.45%
Faribault | 18.85%
I 14.02%

I 14.56%
Northfield IR 22.54%
I 20.73%

EE—— W
owatonna [ 20.49%
S ———————————————————————— R XL

43



CAP Study

BY VISITATION

Which of the following communities do you most associate with a diverse local economy
that offers plenty of jobs and career opportunities?

Choose two answers.

B visitors [ Non-Visitors

15.59%

Albert Lea
20.07%

17.94%

Austin

14.60%

16.76%

Faribault
18.25%

18.53%

Northfield

20.44%

27.65%

Owatonna
17.52%

44



Which of the following communities do you most associate with values like

CA P St U d y self-reliance, dedication, and entrepreneurship?

Northfield

Owatonna

Albert Lea

Faribault

Austin

Other

Choose two answers.

46.25%

41.37%

37.46%

36.16%

31.27%

Other:
o Rochester
e  Minneapolis-St. Paul
o Mankato

7.49%



CAP Study

BY MARKET

Which of the following communities do you most associate with values like
self-reliance, dedication, and entrepreneurship?

Choose two answers.

B Minneapolis [ St.Paul [ Mankato-Rochester

I 21.05%
Albert Lea NN 18.14%
I 16.48%

I, 14.47%
Austin IR 15.69%
. 17.03%

I 18.86%
Faribault | 17.65%
—— 17.58%

R  24.56%
Northfield I — 26.47%
— 17.58%

E——— L
owatonna I 19.12%
——————————————————— R L X T
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Which of the following communities do you most associate with a rich history,

CA P St u d y as evidenced by unique architecture and interesting traditions?
Choose two answers.

Northfield 59.28%

Faribault 40.72%

Austin 35.18%

Owatonna 34.85%

Albert Lea

25.73%

Other:
e  Minneapolis-St. Paul
e Rochester

Other 4.23%

47



Which of the following communities do you think provide the best education

CA P St U d y and after-school activities for kids and teens?

Choose two answers.

Northfield 57.33%

Owatonna 44.30%

Faribault 36.16%

N
@

Albert Lea 29.97%

Austin 25.41%

Other:
° Rochester
o Mankato

Other 6.84%



BY MARKET
CA P St U d Which of the following communities do you think provide the best education
y and after-school activities for kids and teens?
Choose two answers.

B Minneapolis [ St.Paul [ Mankato-Rochester

I 15.79%
Albert Lea NN 14.22%
I 14.84%

I, 12.72%
Austin IR 13.73%
I 11.54%

. 18.42%
Faribault | 20.59%
N 14.84%

I 29.39%
Northfield IR —— 30.88%
e 25.27%

EE—————
Owatonna NS 18.63%
——————————————————— R L Y 3.

49



CA P St U d y In general, which of the following cities do you think are the best places for someone to...

Northfield

Owatonna

Faribault

Albert Lea

Austin

Other

Raise a family? (One answer only)

23.78%

15.31%

14.98%

717%

Other:
. Rochester
o Mankato

5.54%

33.22%



BY AGE

CA P St u d y In general, which of the following cities do you think are the best places for someone to...

Raise a family? (One answer only)

B GenZand Young Millennials [ Gen X and Old Millennials [l Boomers +

I 18.45%
Albert Lea NN  13.93%
I, 12.20%

N 6.80%
Austin [ 6.56%
[ 8.54%

. 16.50%
Faribault | 15.57%
N 13.47%

I 26.21%
Northfield I 35.25%
T 39.02%

EE————
owatonna [ 22.13%
————————————— R L L}



CA P St U d y In general, which of the following cities do you think are the best places for someone to...

Northfield

Albert Lea

Owatonna

Faribault

Austin

Other

Visit over the weekend? (One answer only)

2215%

18.24%

12.05%

9.77%

Other:

3.58% o Rochester

34.20%
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BY VISITATION

CA P St u d y In general, which of the following cities do you think are the best places for someone to...

Visit over the weekend? (One answer only)

B visitors [ Non-Visitors

17.65%

Albert Lea
27.74%

10.00%
Austin

9.49%

12.94%
Faribault
10.95%

33.53%
Northfield
35.04%

22.35%
Owatonna
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CA P St U d y In general, which of the following cities do you think are the best places for someone to...

Northfield

Owatonna

Faribault

Austin

Albert Lea

Other

Start a business? (One answer only)

27.36%

19.54%

17.92%

15.64%

14.01%

Other:
o Rochester
e  Minneapolis-St. Paul
o Mankato

5.54%



CAP Study

BY MARKET
In general, which of the following cities do you think are the best places for someone to...
Start a business? (One answer only)

B Minneapolis [ St.Paul [ Mankato-Rochester

I 18.42%
Albert Lea NN 14.71%
I 7.69%

I, 14.04%
Austin IR 12.75%
I —  20.88%

w
al

I 19.30%
Faribault | 19.61%
. 14.29%

I 28.07%
Northfield [N 34.31%
I 18.68%

A
Owatonna [N 15.69%
e 2967%



CA P St d Which of the following communities hosts the largest county fair in Minnesota each summer?
U y Choose one answer.

Owatonna 35.50%

Faribault 15.31%

56

Albert Lea 13.68% :

Northfield 13.03%

Other

11.40%

Other:

e  Minneapolis-St. Paul

Austin 1.07%



Which of the following communities was home to the first Cabela’s retail store in Minnesota,

CA P St u d y the largest such store when it opened?

Choose one answer.

Owatonna 50.16%

Albert Lea

15.31%

Faribault 13.03%

Northfield 9.12%

Other 6.19%

Other:

° Don’t know

Austin 6.19%



Perceptions
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CA P St d Which phrase or adjective best describes the City of Owatonna, Minnesota?
U y Choose three answers.

Safe for families 39.41%

Convenient location in Southern MN 33.88%

Creat parks and natural areas 27.69%

Charming downtown, historic 27.69%

Pass-through 25.08%

Displays its hometown pride 24.76%

59

23.78%

Small but growing

Traditional, conservative 2313%

Unfamiliar, don't know much 19.87%

Supports school activities 16.94%

Boring, few reasons to go there 14.33%

Industry, many jobs available 12.05%

7.49%

Corporate HQs for local businesses

3.58%

Cliquey, difficult to break in
Other | 0.33%



Non-Visitors
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CAP Study

Have you visited Owatonna, MN in the past three (3) years?

NoO [44.63%)]

Yes [55.37%)



CA P St u d y Why have you not visited Owatonna?

Do not have time

Too far away 16.06%

Not interested in what it has to offer 15.33%

14.60%

Unaware of things to do there
9.49%

Plan to visit in the future

Nothing to do there 9.49%

Other:

Other 7.30%

Cannot afford it 3.65%

CoVID-19

24.09%
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Visitors

NORTH 4 STAR

AAAAAAAAAAAAAAAAAAAAA ()




CA P St u d y What was the primary purpose or main reason you visited Owatonna on your most recent visit?

20.00%

Visit family / friends

Pass through to get elsewhere 13.53%

Youth or high school sports 12.35%

Eat at a restaurant 10.59%

Attend a wedding or reunion 8.24%

Passed through to:
. lowa
e Twin Cities

Attend Steele County Free Fair

Go shopping
529%

Attend an event or performance

) . Shopped at:
Visit a park, green space, or trail _4.12% e  Thrift / antique shops
Attend a religious service -1.76% . Sports game

) . Music concert
Receive healthcare -1.18%

Meet with realtor . 0.59% Other:
o Motorcycle ride

Attend a meeting or convention .0.59% R Mental healthcare
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CA P St U d y Lasting Impressions LASTING IMPRESSIONS

What aspect of Owatonna leaves the most positive § What aspect of Owatonna leaves the most negative
impression on visitors and newcomers? impression on visitors and newcomers?
o “People were nice and friendly, town was so cute and o “Could be a little brighter in areas that seemed gray,
clean, and had a blast at the fair.” drab...negative vibe.”
o “Very cool old architecture, e.g. the downtown bank o “It is so far from so many things.”
building” '
_ o “Used to be a good place to start a family, not so much
o “Cabela’s store is awesome, especially with all the anymore.”
animals in it." :
o “They have construction all summer every year, but the
o “Robust business climate, both large and small road conditions are still horrible.”

businesses are strong.”
. “It is still considered ‘rural’ and doesn’t have

o “Big enough to be a city. Small enough to feel like a amenities.”

town.”
o “It's easy to pass by going to other cities.”

o “Lots of downtown improvements.” )
o “A small town knows everyone’s business.”

o “Considering 35 goes right through town, it is

impressive how it embraced that.” ¢ History of Owatonna



All Respondents
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BY VISITATION, TOP RANKED
CA P St u d y Based on your perception of or experience in Owatonna, in your opinion, please rate its
following attributes on a scale of 1-10, where 1is "Poor” and 10 is “Excellent.”

B visitors [ Non-Visitors

o, I /.56
Gvenal.qual ity o e N .70

GECEIy ol

. N 730
et —————————— ;%

Parks, trails, and open I 7.27
spaces I, b.g7 .

- 1) R 6.9
Rl ey

. - S 6.90
el

St ¥



BY VISITATION, BOTTOM RANKED
CA P St u d y Based on your perception of or experience in Owatonna, in your opinion, please rate its
following attributes on a scale of 1-10, where 1is "Poor” and 10 is “Excellent.”

B visitors [ Non-Visitors

. 756
b WEL
Business opportunity, job I 665
market I 5.0

. . 6.65
DG O O S 574

. o I 57
e N N  5.99

. I 6.42
O N 5,95

Entrepreneurship and I .37
innovation N 5.68

: . I 6.36
SN OO P 559

Active arts and cultural IS  6.32
scene NG 579

— 000N
T o | 5.40



What is most important to the distinct identity of Owatonna?

CA P St U d y (Without _________ , Owatonna would lose its essence.)

Choose two answers.

Family-friendly

Steele County Free Fair

Parks, trails, and nature preserves

Sense of community and local pride

History, character, and ag heritage

Location, access to bigger cities

Downtown Owatonna

Entrepreneurship, industry, employers

Great K-12 schools

Other

27.04%

25.08%

23.45%

2313%

13.68%

12.38%

Other:

012% . Cabela’s

3.26%

31.92%

30.94%



External Qualitative Data
External Influencer Perception Study

NORTH 4 STAR



Influencer Perception Study

Assets

Diversified economy

Manufacturing & industrial
strength

Federated, Wenger, Viracon, etc.é
Steele County Fair :
[-35; road and rail
Business friendly
Cabelas; retail
Proximity to larger cities
Kindness, generosity
History, bank, orphanage
Mineral springs

Reptile Zoo

Challenges

General lack of familiarity,
knowledge, and awareness

Pass through community
Some blight

Congestion

Missing

Not sure

Awareness (including business

and fair)
Anything that stands out
Entertainment
Personality

Draw Downtown (off 35)

EXTERNAL PERCEPTIONS

Opportunities

Investor interest
Diversification
Job growth
More amenities

Continued development
(including Downtown)

Regional tourism
Hotel
: Logistics, freight
Thought leadership on housing
: Diverse retail

Updated Outlets



Next Steps

Stakeholder & Community Education

Insight Gathering & Research

DNA & Strategy Formation 72

Creative Brand & Message Development

Brand Action Ideas



Thank you, Owatonna!
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