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EXECUTIVE SUMMARY
The City of Lewisville has a timely and immediate opportunity to enhance its internal and
external communications and brand identity to raise its visibility among key audiences,
particularly those across the Dallas/Fort Worth area and Texas, in order to enhance Lewisville’s
status with key influencers and media, as well as prospective business owners and residents.
Lewisville is making significant strides with its communications program, and thanks to the
Lewisville 2025 Plan, is making marketing and communications a top priority as one of the
Plan’s Nine Big Moves.
Lewisville made a strategic decision to upgrade its communications by undertaking this
comprehensive audit process over the past few months. Through this process, Cooksey
Communications has identified improvements that can be made to enhance the effectiveness of
the City’s internal and external communications program and to reinforce its overall branding
throughout.
The City can continue to build on these objectives by strategically applying the right resources to
the communications program and by focusing on communications initiatives that have the
greatest impact on its audiences. In order to achieve the desired results, additional staff resources
and budgetary commitments will be needed to sustain and build upon these efforts.
Cooksey Communications has identified a number of recommendations in correlation with the
roll-out of the Lewisville 2025 Plan. This will require a significant commitment of support and
resources from the City Council.
The City has several timely, high-profile events, festivals and landmark decisions, including the
City taking ownership of the Lewisville Lake Environmental Learning Area (LLELA) and the
future development of the Nature Center at LLELA, to generate positive external awareness over
the coming months regarding the Lewisville 2025 Plan. These provide prime opportunities to
spread the word about what the City is doing to implement and accomplish each of the nine Big
Moves of the Lewisville 2025 Plan.
This communications plan outlines in detail the key messages for specific critical strategies and
recommendations; an implementation timeline divided into immediate, near-term and longer-
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term strategies; potential budgetary implications; and suggested benchmarking tools for
evaluating results.
Through stakeholder feedback, City staff suggestions, and abundant research, Cooksey has
identified the following strategies as the most critical for achieving of the City’s proactive
communications objectives. These opportunities should be considered for the 2015-16 budget
and be implemented within the first year.
1. Add additional staff to the Community Relations & Tourism Department to assist
and support the Community Relations & Tourism Director for communication and
overall strategic media outreach and response efforts. This position – Communications
Coordinator – would be considered a strong #2 staff member, allowing the City to more
effectively compete with other benchmarking cities in terms of staffing and general
communications programs. Additionally, establish an Internal Communications
Specialist position to manage all communications content to be sent to City departments
and staff. While two new positions can certainly be justified by the goals and projected
workload, near-term goals can be accomplished by adding a single Coordinator position
2.

3.

4.

5.

and adjusting job duty assignments within existing staff.
City of Lewisville State of the City. Showcase event could be held at MCL Grand, or
another community venue, and open to the public to attend at no cost. Much like other
benchmarked cities in our research, this is a great way to set Lewisville apart from other
nearby municipalities, such as Flower Mound and Highland Village, and to inform the
community of the City’s success stories, updates on the nine Big Moves from the
Lewisville 2025 Plan, and more.
Dallas Business Journal special advertising supplemental insert that showcases all of
the great things happening in Lewisville. This would be a wonderful way to highlight the
Lewisville 2025 Plan and the Big Moves. The City could co-op expenses with the
economic development department and the LISD. Ads could also be sold to various
Lewisville area businesses to offset the production and printing costs. The DBJ would
manage the design, while all of the content and images would be provided by the City.
Overprints could be distributed at State of the City, used for new resident welcome
packages, used in economic development efforts, and placed at Old Town businesses, etc.
Reintroduce printed color version of the Horizon newsletter. Based upon our
competitive research, and feedback from stakeholder interviews, it has been shown that
this remains an effective communications tool for residents.
Create a Lewisville 2025 annual report/trifold brochure to highlight milestones and
successes of the Plan.
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6. Create specific Lewisville 2025 communications priorities and an editorial calendar of
themed monthly communications so that both internal and external audiences are aware
of the City’s goals as it pertains to the Lewisville 2025 Plan. Make sure these objectives
are repeated across all communications vehicles including print, direct mail, websites,
social media, events, etc.
7. Completion of City of Lewisville website update for enhanced
functionality/navigability and ease of use. Also, create a new website for the economic
development department with consistent messaging and brand identity of the main City
site.
8. Do not change or alter the City of Lewisville’s logo and tagline. However, implement
a thorough, focused and purposeful brand rollout in a concerted effort across numerous
communications channels, potentially tied to a major milestone announcement.
9. I-35E Water Tower. Due to the expansion of I-35E, the Lewisville Fighting Farmer
water tower will eventually be moved from its current site and to a new site back from
the interstate. As a way to preserve this community icon, and to transition Lewisville’s
brand, the City should consider applying both the “Fighting Farmer” and city logos to the
new water tower, which could accommodate both due to the size of the new tower.
10. Update and implement city-wide banners, billboards, Old Town visitor
informational signs and electronic and monument signage, to convey consistent
messaging regarding the Lewisville 2025 Plan and other city activities, events and
festivals. It’s also critical that all signage showcases the same brand identity as noted in
the Brand Assessment below.
11. Ensure that timely, relevant and accurate content is added daily to the City website, all
social media outlets and public access channels.
12. Coffee with the Council. Invite the public to come visit with available Councilmembers
on Monday mornings. This would be a great way for residents to get to know the
Council, ask questions, learn more about the City, and take a brief tour of City Hall.
13. Outsource additional communications duties to a third party public relations firm,
and/or outsource advertising and collateral design services to a third party graphic
design firm, to manage and ensure consistent messaging and brand identity across all
City and department platforms. Use of a third-party PR firm would also be an effective
way to coordinate proactive media relations strategies that go beyond the Lewisville
Texan Journal and NeighborsGo, to ensure more positive, economic development and
municipal initiative success stories are being told through media features in publications
like the Dallas Business Journal, Dallas Morning News Business section, economic
development and industry trade publications, and others.
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INTRODUCTION AND BACKGROUND
Communications: An Essential Function of City Government
We operate in an increasingly complex, fast-paced and time-constrained environment where
information is recognized as a primary capital asset.
How and what an organization communicates often defines it in the minds of its key audiences
and constituents. It is essential, therefore, that the City of Lewisville develops and implements
strategic communications initiatives that are consistent and that work to advance the City’s key
messages and objectives.
Communication is more than an organization’s broadcasting of consistent messages and
distribution of communications vehicles. It also includes how the organization takes in
information, relates to its staff, listens to concerns or questions, and responds accordingly.
This interaction is equally important when evaluating communications strategies and will be
addressed in this plan.
It should be noted that strategic communication is not the sole responsibility of City employees
who are tasked with communications duties as part of their job description. All elected officials,
staff, residents and businesses are, officially or unofficially, ambassadors for the City, and they
help to define, shape and communicate the City’s messages to various key audiences.
Consequently, effective communication needs to be part of the fabric of the City of Lewisville. It
must be top-of-mind for all City staff and leaders as they interface and interact with the public
and other key constituents via phone, written correspondence or in-person. It is a shared
responsibility that all City leaders and employees – at all levels and in all departments – must
integrate into every facet of their work, to serve as the advocate for the City to ensure that
Lewisville residents and businesses, as well as audiences outside of Lewisville, receive the right
messages to further communicate the City’s key messages, and to help spread the word about the
Lewisville 2025 plan, and its importance to the City’s future.
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Charge to the Consultant
The City of Lewisville retained Cooksey Communications to conduct an audit of existing
communications materials and processes, to conduct an assessment, and to develop key
objectives and strategic recommendations to help the City leverage its resources to more
effectively and efficiently communicate with its target audiences.
Specifically, the purpose of this plan is to:
•

Help the City of Lewisville elevate its internal and external communications to a level
that effectively engages Lewisville residents, businesses, employees and visitors in key
City initiatives and programs, and informs them about the City’s Lewisville 2025 plan;

•

Implement marketing communications strategies that will help the City of Lewisville
position itself as a community that celebrates its heritage, its successes, its people, its
environmental resources, and its economic growth, in the minds of current and
prospective residents, visitors, businesses and workers;

•

Organize and enhance existing resources and capitalize on the strengths of City
programs, initiatives and leadership for maximum effect;

•

Develop systems and processes that will enable the City to strengthen the implementation
of communications at all levels to be more proactive in communicating with the media
and the public; and

•

Align communications activities to support the advancement of the City’s strategic
Lewisville 2025 plan and beyond.

Methodology
To initiate the communications audit process, Cooksey Communications first held a planning
meeting with City Manager Donna Barron and Community Relations and Tourism Director
James Kunke to discuss current communications processes, resources and outcomes.
Subsequently, Cooksey Communications developed a set of questions to guide stakeholder
interviews and a list of stakeholder groups to be interviewed for input on communications
activities, needs and recommendations.
The key activities performed during the communications audit included:
•

Initial planning meeting/interview with Donna Barron and James Kunke
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•

One-on-one interviews with the following:
o Mayor Rudy Durham
o Councilmember R Neil Ferguson
o Councilmember Greg Tierney
o Councilmember Brent Daniels
o Councilmember TJ Gilmore
o Councilmember Leroy Vaughn

•

One-on-one interviews with external stakeholders:
o Former Lewisville Mayor/Chair of the Art Advisory Board: Gene Carey
o Lewisville Planning and Economic Development Director: Nika Reinecke
o Lewisville ISD Public Information & Community Relations Officer: Karen
Permetti
o Parks and Leisure Services Director: Bob Monaghan and Hilary Boen.
o Library Director: Ann Wiegand
o Lewisville Communications Team: Jim Wear, Phyllis Cox and Daren Watkins
o Lewisville City Management Team: Steve Bacchus, Melinda Galler and Eric
Ferris
o Members of Lewisville Management Team: Carole Bassinger, Russ Kerbow, Tim
Tittle, Cleve Joiner, Liz Plaster, Brenda Martin, Gina Thompson, Julie Heinze and
Lisa Weaver
o Old Town Business Association: Amanda Ferguson
o Denton County Commissioner: Bobbie Mitchell
o Denton County Transportation Authority: Jim Cline and Nicole Recker
o I-35Express: Donna Huerta
o Greater Lewisville Arts Alliance: Diana McMillin
o Holiday Inn Express: Gene Smith
o LLELA Nature Preserve: Lisa Cole
o Keep Lewisville Beautiful: Amy Wells
o Lewisville Leader Reporter: Heather Goodwin

•

Focus groups with Neighborhood Representatives
o Rosario Klier, Orchard Valley Estates
o Elvio Bruni, Huffines Communities
o Barbara Ruggiero, Vista Ridge Estate HOA

•

Boards & Commissions
o Kathy Rodriguez, Library
o Eric Page, Community Development Block Grant Advisory
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o Tom Jensen, Zoning Board of Adjustment
•

Business Partners
o General Manager, Vista Ridge Mall: Leanne Lowry
o Lewisville Chamber President: Ray Hernandez
o Lewisville Chamber Vice President of Program Development: Christina
Rodriguez
o Lewisville Chamber Vice Board Chair: Carol Longacre

•

Social Services
o Dan Leal, Children’s Advocacy Center of Denton County
o Troy Greisen, Special Abilities of North Texas
o Eren Turner, Youth & Family Counseling
o Ann Pape and Tasha Moore, Communities in Schools

•

Review of external and internal communications materials and vehicles, including but not
limited to:
o City of Lewisville Website
o City of Lewisville social media channels
o City-and Economic Development-produced materials
o Lewisville e-mail updates
o Departmental/program brochures
o TV programming
o Media outlets that cover or could potentially cover Lewisville news and events,
including Lewisville Texan Journal, Lewisville Leader, The Dallas Morning
News/NeighborsGo and Dallas Business Journal.
o Review of comparable cities’ corporate communications department structures
and brand positioning materials; interviews with key personnel; comparison to
previous city communications plans and best practices evaluated by Cooksey
Communications
o Review of City organizational chart and budget
o Periodic discussions with James Kunke
o Review of draft strategic recommendations with Donna Barron to discuss
prioritization of strategies, budgetary and implementation-related implications,
and the optimal format for presentation of the final plan to the Mayor and City
Council
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SITUATIONAL ANALYSIS
Situational Overview
Lewisville is an established city in southern Denton County, and is in the enviable position of
being in one of the most economically dynamic metropolitan areas in the U.S. Lewisville itself
has experienced commercial and residential growth, and, although that growth rate has slowed
recently, the city has many wonderful stories to share.
Lewisville has an existing tagline, “Deep Roots. Broad Wings. Bright Future.” Although this
identity is not as known outside of the city – or even sometimes within its boundaries – the
City’s residents, civic leaders, and business leaders are proud of the community and know it has
a bright future.
The City would like to get more recognition for its amenities, success stories and community
events. At the same time, Lewisville is challenged by the fact that the city does not have a
dedicated media representative at The Dallas Morning News or other major broadcast media
outlets. The local newspaper is also not widely received throughout the City, so spreading the
word about good stories is challenging.
Lewisville has introduced a number of communications initiatives in recent years, and
stakeholders in the community generally feel the City has done a good job delivering timely
information to them about City Council activities, initiatives and other news.
Yet, there are opportunities for improvement, both in terms of using the communications
vehicles currently available (website, social media, e-newsletters and signage, etc.), and in terms
of expanding communications efforts through strategic, proactive media outreach and use of
emerging communications tools. The communications program also needs a more strategic
focus, tied back to consistent delivery of the City’s key messages, and proactive seizing of timely
news opportunities to improve awareness of Lewisville’s positive attributes, and the Lewisville
2025 plan.
In particular, with a desire for greater awareness beyond the City’s borders, as well as a need to
enhance communications within the City to key stakeholders and potential brand ambassadors,
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Lewisville has an immediate opportunity to improve the way it communicates. In so doing, it can
re-shape the messages it presents to the public and expand its communications to a wider variety
of audiences to drive the City’s objectives of continued vitality.
The Communications Plan below outlines a series of recommendations to ensure that:
•

The City has an internal and external communications plan in place for Lewisville 2025
and beyond, as well as structures and processes that follow the best practices of peer
communities, to help achieve efficiencies and drive key objectives.

•

The City is proactive in seeking and capitalizing on media and communications
opportunities, increasing the visibility of City spokespersons and significantly improving
the consistent, effective delivery of key messages such as the Lewisville 2025 plan.

•

The City broadens and deepens its internal and external communications outreach,
creating an effective dialogue with diverse audiences, as well as with the private sector
and important business audiences outside Lewisville.

•

The City’s overall communications mindset is strengthened, with a clear focus on twoway communications, an internally driven approach, an abiding commitment to
continuous improvement and an understanding that communications is a part of every
city employee’s job.

•

The City’s brand is fully embraced by the City and better known among key audiences,
including both internal and external stakeholders.

Lewisville is in the midst of a revitalization that will change the way it approaches the future,
both in the short-term and beyond. Implementation of this Communications Plan in a strategic
and proactive manner is important, as the changes the City is undergoing now create a great
opportunity to boost the City’s communications and overall brand.

Opportunities, Challenges and Competition
The City of Lewisville has many great stories to tell, but it doesn’t tell them often enough nor
does it communicate consistently to all of its key audiences. This presents an opportunity to
enhance and expand the City’s communications program so as to contribute to the City’s
achievement of its quality growth and vitality objectives.
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We heard during the stakeholder interviews that Lewisville has a number of existing, positive
attributes and emerging opportunities that lend themselves to proactive communications,
including the following:
•

Economic development, retail and special events that are occurring or are coming soon:
o Sounds of Lewisville
o Wayne Ferguson Plaza
o Coyote Drive-In
o New restaurants in Old Town
o Relocation of Commercial Bank of Texas and surrounding development in Old
Town
o Labor Day Rodeo
o Witherspoon Distillery

•

Expansive parks and greenspaces unlike any other city in the Metroplex (e.g. LLELA,
Railroad Park, etc.)

•

Small-town, family-friendly community feel

•

Proximity to Dallas/Fort Worth International Airport, major hubs of business activity and
big-city lifestyle/cultural amenities

•

Transportation infrastructure facilitating regional connectivity (including three DCTA rail
stations)

•

Redevelopment and reconstruction of I-35E

•

Quality, affordable housing

•

Active and engaged residents

•

Highly rated Fire and Police departments

•

A growing number of public cultural arts assets, particularly the MCL Grand

•

A historic downtown (Old Town) district

•

Highly efficient and effective governmental resources

•

In addition to those already mentioned, distinctive community festivals and events such
as:
o Western Days
o Chalk This Way
o Best Little Brewfest in Texas
o Keeping Tradition Alive
o Old Town Holiday Stroll
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The City also has an opportunity to elevate its internal and external communications efforts
because, up until now, these efforts have sometimes been less proactive and more reactive than
would be optimal.
At the same time, the City faces some challenges that affect its ability to consistently deliver a
positive communications message to key stakeholders. These include:
•

Limited awareness of Lewisville and its offerings beyond the City’s borders

•

Competition for top-of-mind awareness and media coverage in a metropolitan region of
more than six million people

•

Located more than 20 miles from downtown Dallas, where many media outlets are
located

•

Limited communications staff resources and limited city resources dedicated to
communications

•

Staff’s need to focus primarily on core public information duties means that proactive
media outreach (working with media outlets to create stories rather than letting events
dictate the coverage) and other strategic communications efforts sometimes suffer

•

Target audiences have differing preferences for how they like to receive information
(online, social media, printed publications, broadcast media), and information must be
available in both “push” and “pull” formats as well as repeatedly delivered via each
channel, to ensure message processing by recipient

•

Lack of consensus on which communications vehicles are effective, which ones are not

•

Lack of consensus on how much to market Old Town versus other areas of the City

•

The City and the Chamber need to do a better job of working together to promote new
business, and when new businesses move here, promote them to show the great things
that are happening from a development standpoint

•

Based on interview feedback, very little coordination and communication between the
City and the Lewisville ISD

•

Residents on west side of the City are more oriented towards Flower Mound and
Highland Village due to their retail opportunities and other amenities, and because more
jobs are located to Lewisville’s south/west

•

Outdated/old gateway signs that aren’t nicely or clearly marked with the City’s current
branding and/or logo
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•

Interstate 35 construction that will hinder commercial development and create
transportation issues for the next few years; Additionally, I-35 splits the City both
physically and from a perception standpoint

•

Negative perceptions linger: blue-collar community with higher crime rate, limited
housing choices, older, dilapidated areas, and schools that aren’t as good as others in the
area

•

Concerns that not enough is being done to improve older neighborhoods due to a lack of
effective homeowners associations

•

Areas of the City or ETJs (Castle Hills) that are disconnected, and that may not always
feel a part of Lewisville

•

Limited media coverage due to lack of resources at The Dallas Morning News and other
media

•

While Lewisville Lake helps tell where Lewisville is located, there hasn’t been
significant development around the lake and, consequently, related marketing
opportunities are limited

•

News coverage tends to focus on the negative things at the lake such as accidents,
drownings, unruly behavior and flooding

•

Significant disconnect between the City and the residents as it pertains to the many
recreational, fine arts programs and retail/shopping opportunities in and around Old
Town.

In communicating to its current and prospective residents and businesses, as well as media and
other target audiences across the region, Lewisville faces competition from other communities
who have some similar stories to tell and, in some cases, possess greater resources with which to
market themselves.
According to the stakeholder interviews, the following communities are among those with which
Lewisville competes with, or communities that are known beyond their borders in a way that
Lewisville would also like to be known:
•

Grapevine

•

Flower Mound

•

Highland Village

•

Coppell

•

Richardson

•

Frisco
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These and other communities across the region, the state and the Southwest, offer many
examples of communications practices that can be emulated by Lewisville, to the extent afforded
by the City’s budget and marketable amenities.

Target Audiences
The following audiences must be reached with effective and consistent communications, in order
for the City to achieve its objectives:
•

Residents

•

Homeowners/neighborhood associations

•

City staff

•

City Councilmembers

•

Civic groups and religious institutions in the community

•

Lewisville businesses and their employees

•

Prospective businesses and residents in the Metroplex

•

Media (primarily in the DFW market, and beyond, as warranted)

•

Surrounding municipalities

•

Affiliated professional organizations (i.e., National League of Cities, Texas Municipal
League, International City Managers Association, City-County Communications &
Marketing Association, etc.)

•

Influential groups in the Metroplex (North Central Texas Council of Governments, North
Texas Commission, Dallas Regional Mobility Coalition, Metroplex Mayors Association,
etc.)

•

Visitors, tourists, and business and events groups

Key Messages
Lewisville stands apart because it is/has:
•

Home to one of the most unique and (mostly) undiscovered green spaces in the entire
Dallas/Fort Worth Metroplex, Lewisville Lake Environmental Learning Area (LLELA),
and potential development of a Nature Center
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•

Home to a growing and redeveloping historic Old Town that will feature new restaurants,
DCTA commuter-rail connectivity, residential offerings and Wayne Ferguson Plaza

•

A great residential value, while also offering superior public services, strong schools, low
crime rate and highly rated police and fire departments

•

Host to distinctive, family-friendly community festivals and events throughout the year

•

A great place to do business, with a growing market for products and services, and access
to a strong workforce

•

Great infrastructure with three Denton County Transportation Authority (DCTA) rail
stations in major sections of the City

•

I-35E redevelopment and widening, which also includes more trails, enhanced aesthetics
and better access, both pedestrian and vehicular, to and from three distinctive zones
within the City

•

Conveniently located to numerous employment and lifestyle amenities within a major
metropolitan area while retaining its small-town feel and charm

•

New and exciting outdoor entertainment venue – the Coyote Drive-In on the east side of
the City – which will spur other additional development

•

One of the most efficiently operated cities for its size in the Metroplex

•

Low tax rate and no tax increase for more than 10 years.

Current Marketing and Communications Activities
The City of Lewisville uses many different media vehicles and materials to communicate
information to its key constituents. Cooksey Communications reviewed the primary vehicles as
part of the communications audit process.
Website
The City of Lewisville website (http://www.cityoflewisville.com/), which was redesigned
approximately three years ago, is one of the main resources that the City uses to distribute
information to the public. The site offers a visually pleasing home page with large photos and
artwork showcasing many of the City’s amenities, activities and departments. The bulk of the
“important” information is available on the home page and includes latest news, mayor and
council information, city events, and community calendar, etc.
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We understand that a complete redesign of the site is currently underway, with an emphasis on
the City, CVB, MCL Grand and Library pages, and that the redesign is expected to be completed
by the end of 2015.
The scroll-down menus could be redesigned with a different color to make the copy for each
item easier to read. Additionally, as has been mentioned by several residents during the
stakeholder interviews, the payment function on the site needs to be updated and more
convenient for the public to use. However, once the new programming system is in place for the
website in the coming months, it will allow easier operation for residents to pay online. The
PALS class registration function also needs to be updated and improved for greater user
convenience.
Also, while the Lewisville 2025 Plan button is readily accessible, users must navigate down
several levels to find detailed status updates on each of the Big Moves as information can be too
much and overwhelming. There needs to be a mechanism for more prominently, clearly and
succinctly showcasing Big Move progress that is most recent and/or noteworthy.
The new mobile app (which was launched in early May) is a great way for residents and visitors
to the City to learn about news and information, things to do and see, and how to engage City
departments. It is imperative that, once the City has completed a revamp of the main website
through a new content management system, features and links will be smoothly transitioned to
the app.
Additionally, as it currently stands, there is a bit of a lag going through the pages on the app.
And, most importantly there is no significant branding or promoting of the Lewisville 2025 Plan.
This messaging needs to be included in the app, as it is on the full site.
The current Economic Development Department website is outdated and presents a disconnected
message when compared to the City’s main website. This vastly underutilized site should
showcase the many great success stories, plans for the future, the Lewisville 2025 Plan, and how
reconstruction of 1-35E will dramatically change the face of the City and open up new
possibilities for new development. It is recommended that the City redevelop this site to steer
away from the Whoville? theme and design a more professional website that is consistent with
the City’s main messaging and brand and that is kept updated with the latest news and info.
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Lewisville Horizon is a bi-weekly electronic newsletter that is sent to more than 13,000
subscribers, which is a good number for the size of the City. The purpose of the e-newsletter is to
provide residents with the latest news about happenings and events in the City. Horizon is heavy
on visuals and there appears to be enough content to keep residents informed. The newsletter
also consistently promotes other communications channels and social media pages. To better
promote the newsletter and to get more subscribers, Cooksey suggests creating a button or
separate tab on the website to make it easier to locate and sign up. The web version should also
incorporate more video content which could be used on social media, and at State of the City.
The Senior Connection is a full-color, 8.5” x 11” booklet that is created by the Lewisville Senior
Activity Center. The printed piece has relevant information but is extremely text heavy, which
makes it hard to read. Some format improvements could be made for a cleaner look. Much like
Lewisville Happenings, the City’s branding is not accurately represented and is hard to see.
Tourism News & Notes is a full-color, e-newsletter that is tourism-focused and is distributed
quarterly, to more than 900 subscribers. It includes information for visitors and/or residents to
learn more about festivals and local attractions. Much like the Horizon e-newsletter, this is a
clean, simple way to spread the word about happenings in the City. However, other City-related
social media buttons at the end of the page should be included so readers can link to additional
information about Lewisville.
Medical Center of Lewisville Grand Theater is a bi-monthly e-newsletter with information
about performances, exhibits and classes at the MCL Grand, distributed to nearly 1,300
subscribers. This is another clean, easy to read newsletter, but there are no clear identifying City
logos, or branding to showcase that the MCL Grand is a Lewisville venue.
Media Relations
The Community Relations & Tourism Department, led by James Kunke, handles all of the media
relations duties, in addition to core public information functions. The City produces and
distributes media packets via email that contain approximately 8-10 press releases a week.
The format of the press releases is fairly basic; the design doesn’t appear to grab the reader’s eye
but the content is generally good. The City could probably reduce the number of press releases as
to not “saturate” the recipient with too much information, and create simpler media advisories to
generate media interest in attending/covering special events, and be more proactive in promoting
economic development activities (groundbreakings, openings, etc.) and milestones to generate
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stories desired by the City Council. It is also recommended to distribute release separately on the
day information is the most relevant.
An annual editorial calendar created in advance and shared with the Chamber, the Lewisville
Office of Economic Development, Old Town Business Association, and LISD, etc., would help
each entity stay current on what other positive stories are being told. This would also help ensure
key opportunities are not missed and that the media is receiving the most pertinent, timely
information.
Signage
The City produces content for electronic signs in front of the City annex, the MCL Grand, at
Memorial Park, and along Valley Ridge at Business 121. The PALS signs are text-only, while
the MCL Grand sign includes graphics. Those interviewed believed that the text-only electronic
signs (particularly the sign in front of the annex) were hard to read while passing by on the road
due to their size and amount of text. The City should consider reformatting the size of the text
and limiting the amount of copy for more effectiveness.
The gateway/monument signs need to be updated to reflect the City’s current brand. Banners and
other traditional signs were considered to have great appeal, and reinforced the City’s messaging
regarding events, festivals and special programs.
The City’s five current negotiated digital billboards are an effective way to save money and to
promote special events in the city including festivals, concerts, etc. To better utilize them from a
marketing/branding standpoint, the City should continue to incorporate general city identity
messages for the relaunch of the brand, such as the logo with the bird in flight, and promote Old
Town and the new offerings, Wayne Ferguson Plaza, etc.
Departmental Communications Materials
Many other City departments handle a large amount of the communications materials and
information on their own. There should be a concerted effort to coordinate all communications
citywide to ensure that monthly communications themes and proper branding are used across all
communications vehicles to ensure consistent and accurate distribution of the City’s key
messages.
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Chief of Police Updates are sent out weekly to anyone who has subscribed to receive it. These
are text-heavy emails that provide little information to the community. They also do not convey
the City’s brand identity.
Lewisville Happenings is a full-color, 8.5” x 11” flier that is created by the Lewisville Public
Library. The printed product has timely and relevant information but is extremely text heavy and
somewhat hard to read. Some format improvements could be made for a cleaner look. Also, the
City’s branding and logo treatments are not consistent.
Collateral Materials
At different times throughout the year, city departments create posters, signs, brochures, rack
cards, fliers, etc. for City events. The materials are mostly well designed and produced, but some
do not appear to have a current or consistent identity. Additionally, the majority of Parks and
Leisure Services materials and Library Services materials are hard to read and lack a consistent
look and feel compared to other materials that reflect the City’s brand standards.

City of Lewisville Communications & Marketing Plan, and Brand Assessment

Page 21 of 68

Internal Communications Vehicles
City Manager’s Report: City Manager Donna Barron sends a periodic report to the Council that
provides updates from various departments and highlights recent projects and communications
activities to ensure the City Council is aware of current initiatives.
As proposed in this plan, a new communications coordinator could manage the report and keep it
updated for a bi-weekly distribution, instead of once a month. Doing so will help the
communications coordinator understand what needs to be distributed internally to other
departments and/or groups. It will also provide a consistently distributed status report to these
audiences, thus alleviating the current breakdown in internal messaging. It is also imperative that
this report is delivered to new employees to help them become familiar with each department and
what the City is doing, overall.
Cable Channel
LVTV Prime is available to City residents using certain cable TV providers. The channel content
includes about 25 percent bulletin board material, and approximately 75 percent video content –
including concert and festival footage, event PSAs, safety and awareness PSAs, news briefs and
departmental videos. Interviewees generally reflected little awareness of or interest in seeking
municipal information from this communications outlet.
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Utility Bill Stuffers
The City produces and distributes printed pieces designed for communicating special programs
and events. These are generally well-received, and are considered effective, by those Cooksey
interviewed. The City need to make sure all messaging and branding is consistent with other
city-wide materials.
Social Media
There are links to the City’s social media pages on the website’s home page, as well as in the
City’s e-newsletter distributed to residents. However, each of the of the City’s social media pages
should be more prominently displayed on the website’s home page as they are currently buried at
the bottom of the page.
•

Facebook: The Lewisville Staff - City Hall page is nicely laid out and does a good job of
keeping the public informed of upcoming events, festivals, and news that affect the
residents. Based on feedback from interviews, this page is one of the best ways for the
community to stay engaged with what is going on in the City.
o The City appears to have good traffic and a comparable amount of “likes” to other
peer cities despite operating a Facebook Page instead of a Group page for almost
two years. Also, since it is operating Pages, the City has more control over the
content, and despite not having as much two-way communication as in a Group,
visitors are getting and providing good feedback, overall.
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•

Twitter: There is a City-managed Twitter account. More and more organizations are using
Twitter as their primary social media channel, so this platform requires continuous
attention and updating. The Electronic Communications Specialist should take a more
active approach to daily tweets to make sure key communications objectives such as the
Lewisville 2025 Plan and the State of the City, are included on Twitter, not just link or
retweeting. By taking on more ownership of Twitter, the Electronic Communications
Specialist will create more bandwidth for the Community Relations & Tourism Director,
who currently oversees and approves all content on the page.

•

YouTube: The City appears to have a good mix of videos from various City departments,
highlighting community activities, festivals and service projects. The communications
team could do a more effective job of posting timely videos, but overall, the content is
compelling.
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The Electronic Communications Specialist requires a specific plan and schedule to manage and
oversee frequent development and posting of content that is more strategic, in combination with
the more tactical information that currently is being posted.
Online Surveys via SurveyMonkey
The City periodically conducts online surveys to collect and analyze public input on a variety of
municipal issues, including the effectiveness of current communications tools. The first online
survey was the Lewisville 2025 input process, and the annual Resident Satisfaction survey has
been conducted in an online-only format since 2014. Approximately 1,200 responses were
collected as part of the last Resident Satisfaction survey, and early response rates to this year’s
survey appear promising.
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STRATEGIC RECOMMENDATIONS
The Communications Plan includes recommendations to achieve top-line objectives, all of which
will make the City more effective and efficient in its communications efforts.

Objective #1: Improve Communications Structures & Processes to Make
Efficient Use of Resources and Drive Effective Messages
Resource Allocations
•

Help alleviate some of the Community Relations & Tourism Director’s daily tasks to
allow him to focus on more strategic internal and external communication objectives.

•

Add additional resources to assist the Community Relations & Tourism Director with
communications tasks:
o Hire a communications coordinator to enhance communications, tactical
implementation and strategic planning. This person would need to be a strong #2
for media relations outreach.
o Modify tasks performed by the current publications specialist and restructure his
responsibilities to take on more internal communications activities and duties.
o Partner with the Lewisville ISD’s journalism/communications program to bring in
interns to assist with communications tactics such as creation of content for
website and social media.

Strategic Planning and Message Alignment Across All Communications Vehicles
•

Maintain a communications plan and fresh editorial calendar of themed monthly
communications, aligned with the City’s key messages and schedule of events, and
emphasize each month’s theme across all communications channels. A potential
editorial calendar might be similar to the following:
o January: Old Town Lewisville
o February: Public Safety & Security/State of the City
o March: Economic Development
o April: Neighborhoods/Residential Living
o May: Parks & Recreation/Summer Programs
o June: Public Services & Infrastructure
o July: Public Art & Culture
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o
o
o
o
o

August: Education/Back to School
September: Transportation & Mobility/Western Days
October: City Council’s Annual Goals/City Budget
November: Community Involvement Opportunities/Civic Groups
December: Year in Review/Holiday Stroll

•

Hold regularly scheduled calls/meetings with the Economic Development
Department, Chamber and Lewisville ISD to develop and implement proactive,
forward-thinking communications for upcoming groundbreakings, openings,
news/personnel announcements and other milestones.

•

Help selected departments create communications plans and incorporate their plans
into the City’s master communications plan.

Objective #2: Enhance Internal Communications to Support External
Messaging
Internal Communications Specialist
•

Create an internal communications specialist position in the City’s communications
staff to develop/manage all internal communications content that would be distributed
to City departments and staff, and to plan high-impact internal education activities.
o The benefits of this position would be significant, and the need is apparent
from the various interviews conducted as part of this audit process. Numerous
staff interviewees said they felt ill-informed about what other departments
were doing, what citywide initiatives were most important and why, and what
their front-line personnel should (or shouldn’t) be conveying to the public
about those major initiatives. Interviewees also expressed some confusion
about communications processes – such as the proper use of the brand
standards and the process for seeking review/approval of materials – and
having a greater focus on internal communications would help alleviate such
issues. Effective external communications absolutely requires a strong internal
communications program as a foundation for success, as the City staff are
your best, first-line brand ambassadors and need to be well-armed with the
right information, key messages and materials.
o Having a person dedicated to internal communications full-time would allow
for significantly more development and distribution of relevant content,
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planning of internal education events, and other related activities, as described
below.
•

Primary responsibilities of the internal communications specialist would include:
o determine which communication outlets are the most effective,
o manage internal communications output,
o assist with the development of new internal strategic communication plan for
the City,
o ensure communication strategy is consistent and reflects the City’s strategic
vision,
o work with the City’s leadership team to suggest what information should be
presented to employees;
o edit, design, and print internal publications, e-mails, fliers, updating bulletin
boards or calendars of events;
o and manage other tools to produce key messages through print and digital
forms of communication.

•

The internal communications specialist would also arrange team-building activities
that engage employees and bolster their work performance.

•

The internal communications specialist would physically visit each of the main City
department offices to engage staff, gather feedback on communications practices
and/or improvements, and provide a quarterly update on communications activities
and successes to the City Council, to inform staff, and secure buy-in on
communications strategies.

•

The internal communications specialist would review the current intranet system and
determine better uses for it, or a more efficient platform, as necessary.

Internal Communications Best Practices
•

Develop and distribute a key message document highlighting the Lewisville 2025
Plan, success stories from the City, the Economic Development Department and the
Lewisville ISD, to all department heads and City spokespersons, including Mayor and
Council, to ensure consistency in communication of key positioning statements.

•

Create a City of Lewisville information kit for all new employees and
Councilmembers. Materials would include all department organizational charts and
contact information, City goals and objectives, communications plan, Lewisville 2025
“cheat” sheet, brand identity standards, economic development plan and updates and
annual report from Lewisville ISD.
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•

Provide internal communications materials to support the Lewisville 2025 education
campaign and brand re-launch (t-shirts, information cards, City Manager’s report,
etc.).

•

Be intentional with the timing of internal messages and make sure these
communications are delivered in an appropriate manner. This will differ depending
on the situation. However, it is imperative that all essential staff know the City’s
message before the public knows.

•

To keep internal communications running smoothly, follow through on performance
reviews, one-on-one meetings and staff meetings. Also, encourage face-to-face
communication between leadership teams, department heads and staff.

•

After communicating important information, request feedback. This can be done
through surveys, meetings, one-on-one, casual chats and lunches. Encourage staff to
ask questions whenever they don’t understand or agree with specific messages.

•

Establish a mechanism/tool to immediately notify all major department leaders and
management of breaking news in the City so that this news is evenly distributed. This
could be done through text alerts.

•

Improve process for sharing media coverage of the City with Council members – as
well as other City employees – to ensure everyone is aware of key messages.
Consider producing a daily PDF news report including scanned stories from the main
local newspaper(s), similar to those produced by Richardson and other cities.

•

Better equip all City employees to be effective advocates and ambassadors for
Lewisville by doing the following:
o Implement internal distribution of key messages on critical issues.
o Increase usage of text communications to highlight monthly themes.
o Increase frequency of employee communications via “News of the Week” e-mail
bulletin. Could be supplemented with posters, fliers and other communications
vehicles to reach those employees without an e-mail address.
o Internal department newsletters may still be appropriate to continue being used, in
concurrence with the broader city-level internal communications vehicles,
especially to the extent that some departments have a great volume of information
or a need to communicate issues chiefly to their own teams.

•

Utilize the twice-a-year employee picnics to announce timely news and updates to the
Lewisville 2025 Plan, and other important City news. Announcements could be done
in a variety of formats, including a combination of produced videos, handouts (fliers
and/or tri-fold brochures), speeches and even themed games/competitions with prizes
for those staff who demonstrate the most knowledge about the topic.
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Objective #3: Elevate External Communications Programs
Brand Positioning
•

See Objective #4 of the plan.

Electronic Communications
•

Keep the City website current at all times, including regularly updating the news and
calendar, and conduct a thorough screening to address broken links. The home page
content should also be refreshed to showcase and reinforce the City’s key messages,
and regularly updated news content should tie in to the annual editorial calendar for
themed communications. The website is good for the time being, in terms of
navigability and design, although once it is upgraded, the Lewisville 2025 Plan
should be more prominently displayed on the home page to keep site visitors
informed of the plan and the Big Moves. Finding status updates on the Lewisville
2025 Plan requires several layers of clicks, and even then, you can’t easily see what is
new, what is most significant and what is coming next.

•

Enhance the current websites for LLELA, the library, MCL Grand and the Economic
Development department

•

The Lewisville Horizon newsletter needs to be strategically designed to reinforce key
Lewisville 2025 messages and the City’s editorial calendar of communications
themes. It also needs a refresh to ensure smartphone compatibility, which could be
achieved through use of a third-party design/distribution platform.

•

Continue to utilize Hoot Suite to regularly update the City’s social media channels, to
include more proactive and content-driven outreach on Twitter, and to ensure
messaging relates back to the City’s Lewisville 2025 plan, key branding messages
and editorial calendar.

Printed Communications
•

Implement the Dallas Business Journal advertising supplemental insert. This would
be an effective tool to promote Lewisville across all departments using a consistent
message and brand.

•

Create a Lewisville 2025 annual report/trifold brochure to highlight milestones and
successes of the Plan.

•

Reinstitute a printed version of the Horizon newsletter, on a bi-monthly basis. The
City currently does not have a single communications tool that will reach all
Lewisville households. A bulk-mailed newsletter would reach all households,
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including apartments and optionally Castle Hills. Water bill inserts and e-newsletters
are also valuable tools, but don’t have as broad a reach, or allow for as robust a set of
content. Based on interview feedback and benchmarking of other peer cities, having a
hard copy newsletter is still a highly effective communications method to keep
residents informed about what’s happening in the City, especially when used in
combination with other channels.
•

Fliers mailed in utility bills to City residents are generally well-done. As with all of
the City’s external communications, they should include content that’s connected to
the City’s Lewisville 2025 plan and key branding messages and aligned with
communications themes.

•

Create more easily readable summaries (such as one-page annual status sheet)
featuring Lewisville 2025 initiatives, economic development successes, and other key
issues that can be made available at City Hall and other City facilities handed out at
speaking engagements, City Council meetings, Neighbors Leading Neighbors events,
and Lewisville Citizens University (LCU); given to HOAs and businesses for use in
their newsletters, featured on the City website; and used elsewhere throughout the
City’s communications channels. Some might be static, while others would need to
updated with some frequency to ensure timely/topical content is included.

•

Event fliers, posters, brochures and other collateral marketing materials are generally
fine, but must be compliant with the City’s Brand Identity Standards Guide so that all
messages and logos are consistent and uniform. In reviewing the information racks at
City Hall, it doesn’t appear that all city-produced materials come from the same
organization.

Broadcast Communications
•

Produce more video stories, post on YouTube, and promote via website, ecommunications, social media and printed communications materials.

•

Finding non-cable TV uses for video programs is critical given the rise of
convergence media (incorporating video/digital/print formats) and given the overall
decline in cable viewership and citizen engagement with government access channels.
Incorporating microsites into the website where video content can be featured, and
which can be directly linked in e-newsletters, printed newsletters and handouts, etc.
can be a valuable use of video programming going forward.

•

Get assistance from LISD journalism/communications students to help produce video
content, such as themed interviews with the Mayor, City Council and department
heads on key communications topics or programs touting the City’s distinguishing
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amenities (Old Town, Wayne Ferguson Plaza, parks and recreational facilities,
festivals and events, history, etc.).
•

Align website videos with the City’s Lewisville 2025 plan to reinforce key messages.

Public Facilities and City Signage
•

Replace outdated/old gateway signs that aren’t nicely or clearly marked with the
City’s current branding and/or logo. Other cities with distinctive logos often include
those logos on their gateway signage, and given Lewisville’s long-term plan (2025)
with a green centerpiece that works well with the current brand, we would
recommend including that distinctive logo/brand on the signage, as an indicator of the
City’s commitment to that vision plan.

•

Add current logo/branding to Convention Center sign and to kiosk signage in public
rights-of-way throughout the city.

•

If size permits, ensure electronic signage in front of various civic facilities has
consistent, clearly visible communications themes from the Lewisville 2025 plan and
other key news.

•

Begin evaluation of other potential locations for new electronic signs. Locations that
appear initially to be promising include: Lake Park, Central Park, Sun Valley Aquatic
Park and the south entrance of Railroad Park. Further studies incorporating a traffic
and sight-line analysis should be conducted before making a formal recommendation.

•

Utilize the City’s five digital billboards to highlight Old Town businesses, shops,
restaurants and other points of interests, as well as the numerous City festivals and
events, and the City’s brand identity/messaging.

Phone System
•

Review and ensure all citywide on-hold messages and voicemail greetings are
consistent and reinforce key messages such as the Big Moves from the Lewisville
2025 plan as necessary, monthly communications themes, and key information on
popular civic events, programs and news.

Face-to-Face Accessibility and Community Outreach
•

Host a Lewisville State of the City event and consider utilizing the MCL Grand (or
another community venue), and inviting residents and businesses to attend at no cost.
Much like other benchmark cities in our research, this would be a great way to set
Lewisville apart from other nearby cities, while informing the community of the
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City’s success stories, updates on the nine Big Moves from the Lewisville 2025 Plan,
and more.
•

Host periodic open house events at City Hall where business executives are invited to
hear updates on what’s new and what’s coming from a development standpoint, and
to provide their input on public services, employee needs, and other related issues.
The Economic Development department should play an integral role in providing
content and helping to plan such events.

•

Create a “Coffee with the Council.” Residents can visit with various councilmembers
on Monday mornings to get to know them, asks questions, to learn more about the
inner workings of the City, and to get a brief tour of City Hall.

Media Relations
•

Outsource external communications duties to a third-party public relations firm to
manage proactive and consistent messaging for the City, the Economic Development
department, events and Lewisville 2025 Big Move milestones.

•

Develop a proactive media relations campaign tied to the monthly themes of the
overall communications campaign. Coordinate outreach and news announcements
closely with the Economic Development department, Chamber, and the Lewisville
ISD as appropriate, to plan media strategy well in advance of opportunities, where
possible.

•

Develop and submit guest columns and news items to NeighborsGo (The Dallas
Morning News) and Lewisville Texan Journal. Feed news items proactively and in
advance of happenings, rather than waiting for media calls.

•

Increase the frequency of story pitches to DFW-area media (print, broadcast and
electronic) for coverage of City festivals, events, key initiatives and other milestones.
Support story pitches with press releases or media advisories.

•

Distribute releases/advisories via the City’s social media feeds, in addition to direct emails and follow-up phone calls to media contacts. Reach out to media via social
media channels to encourage assignment editors, reporters and other media contacts
to follow the City’s social media feeds.
o More significant news items should be featured in stand-alone press releases
distributed separately from the weekly media packet.
o Guidelines for what constitutes “more significant news” are difficult to set in
stone, but a third-party PR firm can help advise on such issues. As an
example, economic development successes involving lease signings of 20,000
square feet or more, and/or involving more than 25 employees, generally have
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the greatest likelihood of earning feature stories in publications like the Dallas
Business Journal. Even lesser economic development successes may merit
coverage in other publications, however, or might earn at least a brief.
•

Continue to ensure that all news items are added to the City website in a timely
fashion.

•

Cultivate media relationships by periodically conducting one-on-one meetings with
selected media to plant story ideas and discuss topics of interest. Target media would
include not only municipal news reporters at local outlets, but also business and
economic development-oriented media with local and regional news outlets, editors
and editorial boards, and assignment editors from broadcast stations.

•

Create a calendar of award opportunities for the year to earn recognition for City
initiatives and events; develop and submit nominations and publicize honors won.

•

Conduct media training for all City spokespeople.

•

Pitch stories about City leaders, staff members and other human interest stories that
tie in to communications themes.

•

Track editorial calendars and pursue relevant opportunities with business journals,
economic development trade media, regional publications, etc.

•

Review and update target media list. Expand targets more broadly across the region,
while also making sure that local opportunities aren’t being missed.

•

Take a more proactive approach to relaying positive economic development stories
and successes. Doing so will help create a ground swell of excitement about the
future of the City and will help to recruit new business to Lewisville.

Objective #4: Re-Assess/Re-Launch City Brand
Situation
As part of the comprehensive communications audit for which the City of Lewisville contracted
with Cooksey Communications in December 2014, Cooksey was asked to conduct an assessment
of the effectiveness and marketing potential of the city’s existing brand – and in particular, the
city’s visual brand identity as represented by its logo and tagline.
Lewisville adopted a new branding package for its tourism operation in 2008 and expanded it to
include all municipal operations in 2009. Prior to this initiative, Lewisville did not have a
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consistent brand image with which to market the city to drive business, relocation, tourism and
general awareness/perceptions. Lewisville had used a variety of logos or brands both for the city
and for some of its better-known special events, such as Western Days.
In developing a new branding package, the city retained a marketing
and design firm to research the city’s existing and desired
perceptions. Research included online and print surveys, individual
and group interviews with community leaders and stakeholders, and
man-on-the-street interviews at local gathering places such as parks,
stores and public facilities. At the end of the research phase, the
firm identified key community characteristics and developed several
branding options. City staff worked with the marketing firm to
finalize the brand that eventually was adopted.
The adopted brand depicts a purple martin (bird) with its wings outstretched, flying from left to
right, with its shadow subtly forming the shape of the State of Texas. Beneath or to the right of
this dynamic bird is the city’s name in a matching purple and all capitals. Beneath the city’s
name, in reversed-out text on a green background, is the tagline: “Deep Roots. Broad Wings.
Bright Future.” The brand was intended to play off of the city’s notable history and heritage, the
significant green space and outdoors/natural amenities found in the community, and the
promising future that Lewisville has ahead.
Because the new brand was adopted during an economic slowdown that placed pressure on the
city’s budget, the city used a gradual approach to brand adoption as a way to avoid any
additional roll-out costs. Printed materials, vehicles and buildings were outfitted with the new
branding scheme as they were replaced or updated through natural attrition. As a result, there
was a period of time during which both the new and former brand were used simultaneously, and
there are still examples today where the old brand remains in use (some water towers, vehicles,
etc.).
The city has informed Cooksey that, while the new brand was not universally welcomed by the
community (nor even by community leaders), and there were some people who publicly spoke
against it, there was no organized or widespread opposition to its adoption. The city also reports
that it has observed relatively little public criticism of the branding concept recently – whether
due to complacency or broader acceptance of the logo, or a little of both.
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Stakeholder Input
Over several months in early 2015, Cooksey conducted a series of approximately 30 one-on-one
interviews and focus group sessions with a wide variety of community stakeholders. Those
sessions included discussions of numerous city-related communications issues, and all
stakeholders were also queried regarding their knowledge of, and feelings about, the city’s
existing brand identity, including both the logo and the associated tagline.
They were also asked a series of questions seeking to understand their perceptions of the positive
and negative brand attributes possessed by the City of Lewisville, as well as the brand attributes
they believed others perceived about Lewisville – including noteworthy challenges and
opportunities faced by the community.
Stakeholders interviewed as part of this process included representatives from the following
categories:
•

Residents/neighborhood representatives

•

Members of city boards and commissions

•

Business owners/managers, from both small and large businesses

•

Multifamily property owners/managers

•

Social services agencies

•

Civic groups and community arts/environmental organizations

•

Chamber of Commerce

•

Lewisville ISD

•

Denton County Commissioner’s Court

•

Denton County Transportation Authority

•

I-35Express project

•

Media

•

City Council and Mayor

•

City staff (from various departments, from rank and file employees to members of the
City Manager’s office)
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When asked about their overall positive and negative perceptions of the city, as well as the
perceptions they believed others may hold of the city, the following themes emerged:
Positive Perceptions of Lewisville
•

Good festivals/special events (Chalk This Way, Best Little Brewfest, Western Days,
Keeping Traditions Alive, Sounds of Lewisville, Holiday Stroll)

•

Quality cultural amenities especially MCL Grand, standing arts groups

•

Many natural/environmental attributes – lake, LLELA, parks (green spaces and
Railroad/Skate Park), trails (though bike lanes may be an undertold story)

•

Small-town, family-friendly community feel (“the biggest small town in DFW”) with
good quality of life

•

Convenient to amenities of a large metropolitan area, DFW Airport, Denton and Dallas,
other nearby cities

•

Robust transportation infrastructure/options (major highways with I-35E being improved,
rail line with three “A Train” stations)

•

Good school district

•

Distinctive Old Town with significant potential, near-term improvements coming

•

Many, varied dining options

•

Lots of affordable housing, decent quality

•

Good library, recreation center, senior center offerings

•

Strong police and fire services

•

Highly efficient and responsive municipal government

•

Government that actively seeks citizen input in initiatives like Lewisville 2025 planning,
as well as boards and commissions

•

Reasonable tax rate that compares favorably to nearby communities

•

A good place to do business, with some notable successes, including both larger
companies and entrepreneurial/small businesses

•

Positive new things happening (overall economic development, Old Town
restaurants/plaza, Coyote Drive-In coming soon, I-35E improvements, craft
brewers/distilleries, A-Train service, etc.)

•

Good opportunities for potentially transformative TOD (transit-oriented development)
projects

•

Active, engaged residents
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Negative Perceptions of Lewisville
•

Older, blue-collar, un-hip suburb/bedroom community (“not the cool place to hang out”
and “rundown, tired, poor” were frequent comments)

•

“Western-oriented” festivals, country/rural music offerings and association with
“Fighting Farmers” too backwards-looking, don’t differentiate us the way we want

•

People don’t know enough about Lewisville 2025 – what it is, what’s happening with it
now, what’s next

•

Need to decide what distinguishes us for prospective residents, businesses and visitors –
still in the process of figuring this out

•

Mixed quality of neighborhoods, dilapidated infrastructure

•

Some diverse members of the community not well-engaged in civic life

•

Aging housing stock, few higher-end neighborhoods

•

Lots of apartments

•

Mall on the decline, may be foreclosed

•

Lack of most desirable dining/retail/grocery options (such as Whole Foods, Southlake
Town Square, etc.)

•

More crime than neighboring suburbs

•

Lower quality municipal amenities (recreation centers, etc.) than some suburbs

•

Not as attractive a destination for visitors/shopping as other nearby cities

•

Lake mostly in the news because of fatalities/injuries

•

Large, highly visible landfills (“Mt. Trashmore” or “Mt. Lewisville”)

•

Better schools in the LISD system aren’t in Lewisville

•

No higher educational offerings

•

Split by I-35E – residents on the west more oriented towards Flower Mound

•

I-35E construction will be a detriment for years

•

Eastern portion of city/ETJ more oriented towards Frisco, Plano

•

Southern portion of city more oriented towards Dallas

•

LLELA and lake still relatively underdeveloped, compared to potential

•

Old Town doesn’t offer much to do, still not fully revitalized, unfavorably compares to
downtown Grapevine, McKinney square, Roanoke’s dining destination, Denton square

•

Plaza in Old Town taking a long time to finish

Overall, Lewisville receives mixed reviews. While some community stakeholders see mostly
positive perceptions of the city and its key attributes, others saw some significant negative
attributes coming to the forefront and undercutting the city’s desired brand positioning. The good
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news is that many, if not all, of the negative perceptions are similar to the challenges that face
virtually every established community and by communities that are viewed by outsiders chiefly
as a first- or second-ring suburb of a major metropolitan area.
When specifically asked about their perceptions of, and awareness of, the city’s visual brand
identity (the logo and tagline), the following themes emerged:
Positive Perceptions and Awareness of the Visual Brand Identity
•

Logo fits well with the green centerpiece of the Lewisville 2025 plan, city recreational
offerings (lake, Railroad/Skate Park, kayaking, trails, etc.)

•

Conveys not only nature, but “that we’re soaring, have style”

•

Conveys “small town” but also “soaring/moving forward”

•

Not just a boring city name or initial letter in large type, as many cities have

•

Like the distinctive colors – not the standard red, white and/or blue

•

Tagline is effective in acknowledging our heritage, focus on nature, future vision

•

May not completely capture what we are now, or everything that we are, but it captures at
least one of the main things we’re aspiring to do and be

Negative Perceptions and Awareness of the Visual Brand Identity
•

Not sure why a bird, what type of bird that’s supposed to be (even from some city staff)

•

Lack of recognition of the shadow as an outline of the state

•

Bird suggests something religious/Christian, which could be off-putting to some (“looks
like a church symbol”)

•

Colors a little “unusual,” some staff don’t feel comfortable wearing shirts with purple and
green, or using business cards with less traditional colors

•

Brand doesn’t feel fresh/young/hip if that’s what we’re trying to be

•

Too limiting - doesn’t capture the City’s distinctive arts/cultural offerings, special
events/festivals (most don’t have a nature/green space component)

•

Doesn’t speak to the business (or prospective business) community

•

Takes too long to explain it, and if you have to explain it, it doesn’t work

•

Need to focus more on the city’s name

•

Need to focus more on the lake, which has the city’s name in it
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Clearly, the reaction to the logo is a mixed one. Even more striking than the positive and
negative responses, however, was the overall lack of awareness or understanding of the brand
and its significance among many interviewees.
Generally, it would be fair to say that the brand is not extremely well known or understood by
members of the general public, while city staff, elected officials and others who work most
closely with city officials are more aware of its existence and intended meaning (but still not
always). Many respondents were aware that the logo represented a bird, but of the non-city
officials interviewed, very few knew it depicted a particular species – the purple martin – or that
it represented a bird that (at one time) was commonly found in Lewisville. Only those
community stakeholders who had recently served on city task forces or committees seemed to
have this knowledge.
Even once they knew it was a purple martin depicted by the logo, very few interviewees
indicated an awareness that the bird’s migratory patterns had changed in recent years and that
significantly fewer of the birds now visited Lewisville.
Additionally, many respondents failed to take notice the Texas shadow beneath the bird,
although virtually all found it interesting and suitable once the shadow’s significance was
pointed out to them.
In large part this lack of awareness and understanding is likely due to several factors:
1. Inconsistent/semi-frequent use. The brand has not been universally adopted across City
channels, as numerous City vehicles, signage and printed materials still in use display an
outdated brand (or no branding at all).
2. “Stealth” launch. The brand never got a “big splash” marketing introduction at the time
of its launch, because of the economic downturn and the need to conserve budgetary
resources when the brand was initially adopted. While some Metroplex cities – and
communities elsewhere – have spent upwards of six figures in introducing and marketing
their new brands to the community, Lewisville took a decidedly lower-key approach to its
brand roll-out.
3. Competition for mindshare from the private sector, as well as larger public entities.
There is frequently confusion about public entity brands among members of the public, as
private sector logos tend to be supported more with splashy (and expensive) marketing
campaigns, with frequency of impressions driving memory retention. Cities like
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Lewisville, which have much leaner marketing budgets relative to large businesses (and
even relative to larger governmental entities), can hardly be expected to compete with
Coca-Cola, McDonald’s, Dallas or the State of Texas; therefore, citizens often forget
what their city logo looks like, and if they ever even knew its symbolic significance (a
dubious proposition at best), they may also forget this.
4. Numerous associated city brands or past brands. There are also still some
complimentary or competing brands used by city-associated departments or groups,
including the Lewisville Economic Development Corporation’s “Whoville?” campaign,
the city’s Western Days Festival, and the Sounds of Lewisville concert series.
Historically, the city has used more than a dozen different logos associated either with the
city itself and/or its departments and special events, over the last 10-15 years. This has
likely contributed to lingering confusion in the community about what exactly the city’s
brand is, what it means and just how “settled” on that brand the city has become.
Comparison to Selected Peer Cities
It is worth noting that, when it comes to brand identities, Lewisville is in some ways ahead of the
competition. Its logo is much more than just a stylized depiction of the city name, as it also
incorporates an image that has a strong association with the community’s distinctive brand
attributes and focus for the Lewisville 2025 Plan (namely, the Green Centerpiece “Big Move”).
Lewisville also has an associated tagline as part of its visual brand, which most of the cities we
compared to lacked – or at least failed to prominently feature on their websites, social media
sites and primary marketing materials.
For comparison’s sake, peer cities’ brands include:
Denton, Texas
The City of Denton’s brand on their website/social media is a Texas
flag with “City of” embedded in the lone star and “DENTON” in allcapitalized, blue letters beneath, with the traditional U.S./Texas colors
of red, white and blue employed. Note that the Annual Citizen Update
featured prominently via a link on the website does not actually use
this logo/branding in the document.
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Also note that the brand does not incorporate a tagline – simply a logo.
Denton’s communications staff advised us that they are currently in process of redeveloping their
brand, which they have used for a number of years.
This visual brand identity tells the viewer little about the City of Denton, apart from conveying
that it is located in Texas.

Frisco, Texas
Frisco’s logo is a shield with a striking
red background on a varying gradient,
and the name “FRISCO” in reversed-out
type. Note that this logo also does not
include an associated tagline. Also note
that, in some usages, the shield brand is
accompanied by a fuller listing of the city name “City of Frisco TEXAS” and
images depicting City Hall, Pizza Hut Park and other city sites.
Again, this logo does little to communicate any specific brand attributes to the
viewer, although it is visually distinctive and bold.
Frisco’s Economic Development Corporation uses the same shield logo.
In contract, Frisco’s CVB uses a dramatically different logo that characterizes
Frisco as “Texas’ Rising Star.” However, the typeface of the city name and use of
red color are both consistent with the city/EDC logo.
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Irving, Texas
The City of Irving adopted this logo approximately five years
ago, embracing the mustang image that had already previously
been associated with the city’s CVB/tourism marketing. As with
the other cities assessed here, there is no tagline associated with
the visual brand.

This visual brand provides a bit stronger brand attribute association for Irving, compared to
Denton’s and Frisco’s logos. With Irving’s fairly well-known mustang sculptures and Las
Colinas’ history as ranchland, the city has had a long association with mustangs as a prominent
brand symbol. The brand also suggests rapid, forward motion, as evident in the flowing mane
and forward profile of the mustang. Interestingly, the mustang lacks an eye, suggesting a certain
abstract nature to the horse – appropriate for further conveying a focus on the forward movement
and shape of the horse, rather than the horse’s specific intent.
This is a strong, positive visual brand identity, yet is broad enough for general applicability for a
wide variety of purposes and audiences.
Note that the Irving CVB uses mustang silhouettes in a strikingly different manner than the city’s
mustang logo, although the use of mustangs in both provides a clear and consistent brand
connection. The Irving Chamber’s logo mirrors that of the CVB in its use of silhouetted
mustangs, providing further brand continuity, while also being adapted to showcase the
Chamber’s five-star accreditation visually.
Richardson, Texas
The City of Richardson’s brand is a blue, stylized
letter “R” over a pair of horizontal gray lies, with a
smaller “Circle R” and spelled-out name in the lower
right. Once again, the City of Richardson’s visual
brand does not have a tagline associated with it.
Richardson is marketed for economic development purposes only as the Telecom Corridor area,
and the Chamber and Richardson Economic Development Partnership have used this brand for
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over 20 years to showcase its leadership in technology business. The brand has become fairly
well-known both nationally and globally due to purposeful marketing efforts (including
development of a Mayor’s Office of International Business, membership in the International
Association of Science Parks, etc.), as well as due to supportive articles in national media. For
the last few years, the REDP has also used www.telecomcorridor.com as its primary web
address, with a styled “R” in its logo that mirrors the city’s logo.
There is considerable discussion in Richardson about the continued effectiveness or applicability
of the “Telecom Corridor” economic development-oriented brand, considering that: many of the
community’s large telecommunications firms no longer have a presence in the city; that the
technology business sector in Richardson has diversified over the years to include various tech
sub-sectors; and that the overall business community in Richardson has become more
diversified, with significant growth in non-tech sectors such as financial services and insurance.
As with Denton’s and Frisco’s logo, the Richardson logo does little to convey any distinctive
brand attributes associated with the community.
Richardson’s CVB uses a starkly different logo that seemingly bears no relation to those of the
city or REDP.
Tempe, Arizona
The City of Tempe, Arizona’s logo features the city name and state
encircling a blue, capital “T” with an orange sun apparently rising (or
setting) within the “T.”
In terms of its desired brand positioning, Tempe’s Twitter profile
describes the city thusly: “We are the urban center of the Greater
Phoenix Metropolitan Area. Home to ASU, Mill Avenue and Town
Lake, Tempe is known for an atmosphere of smart fun for all.”
Note that the Tempe Tourism logo is completely different from the city logo:
http://www.tempetourism.com/.
As with the other cities observed here, a tagline is not part of the city logo, at least not in the
communications materials we studied.
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The logo abstractly conveys that Tempe is a sunny community with a bright future (assuming
one perceives the sun as rising, not setting). It certainly resonates with brand authenticity given
Arizona’s reputation for sun and warmth, and the dynamic nature of the Phoenix metropolitan
area. The logo is bold and strong in design. Whether it conveys “smart fun for all” is less clear, if
that is the desired message.

Recommendations
What can reasonably be expected of a municipal brand? This is a challenging question, and one
with which many communities in the U.S. and globally struggle.
The reality is that no visual brand identity can readily capture every aspect of a community. The
residents, businesses, staff and other stakeholders of a community each have a powerful,
personal conception of what makes their city distinctive or meaningful, and in all likelihood –
because that conception is necessarily personal – it is going to be different for most people.
What is important with a municipal visual brand is that it demonstrates most, if not all, of the
following aspects:
-

Be inclusive (don’t adopt a brand that makes some community members feel excluded)

-

Be distinctive (don’t adopt a brand that’s too generic, either in its design or its meaning)

-

Be authentic in representing something that’s important to the community (whether
that’s true now, or aspirationally for the near future)

-

Be a simple, attractive design

-

Be easily re-usable across a variety of applications (translates easily for websites, printed
materials, t-shirts, mascots, vehicles, signage, etc.)

Our overall assessment is that the City of Lewisville’s logo and tagline meet these tests
reasonably well, and therefore shouldn’t be changed at this time. However, they could still be
more strongly imprinted in the public’s consciousness, through a focused, purposeful rollout and
more frequent, consistent usage over time.
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Recommendation #1: Don’t change the brand
At this time, we do not recommend any significant changes to the City’s logo or tagline.
The reasons for this recommendation, as discussed in some detail above, are several:
1. The current logo and tagline are still relatively young, and need time to take hold in the
public’s imagination;
2. They aren’t so narrowly focused that they exclude any community segments, even if they
don’t specifically embrace every community segment;
3. They are certainly distinctive, in terms of the color scheme and the unique use of a purple
martin bird species for the logo, as well as a unique tagline;
4. They still apply generally as well in representing the City’s positive brand attributes and
green centerpiece aspiration as they did at the time of adoption (if not more so today), the
changing migration habits of the purple martin notwithstanding;
5. Since few community stakeholders ever knew of the direct connection between the bird
depicted on the logo and a specific bird species, the decline in the bird’s presence in
Lewisville is not a significant factor weighing in favor of jettisoning the brand, especially
since there are hundreds of birds nesting at or migrating through LLELA and since the
Audubon partnership may happen soon;
6. The amount of “resonance” with the City’s brand attributes should increase over time as
new Lewisville 2025 Big Moves come to fruition, especially the green centerpiece
initiatives that are a primary point of emphasis;
7. The design is reasonably simple and attractive;
8. The design can allow for enough flexibility for use in a variety of applications, assuming
there’s some flexibility in employment of the color scheme and the guidelines for
consistently pairing the bird and the tagline.

Recommendation #2: Do reintroduce the brand, in a concerted effort across
numerous communications channels, potentially tied to another major milestone
announcement
While Lewisville missed its initial opportunity to make a big splash with the brand rollout, the
city still has an opportunity to make a big impression – and to significantly enhance awareness of
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and understanding of the brand – by reintroducing it in conjunction with another big city
announcement or event.
For example, when and if the partnership with Audubon Society to create a Nature Center at
LLELA is announced, the city could also use that as an occasion for the re-introduction of the
brand, explanation of its significant, etc. at a press conference and/or community celebration.
Alternatively, if the city were to follow this plan’s recommendation of developing and hosting its
own annual State of the City event, starting in 2016, this event could be an occasion for relaunching the brand.
Whenever the brand re-launch happens, other activities that were previously proposed or
envisioned as part of the original rollout – but never implemented – could be reconsidered.
These activities ought to include a wide variety of internal and external components, such as the
following, among others:
•

All-employee Town Hall Meetings with all staff wearing logo t-shirts

•

Arming city staff with talking points/”cheat sheets” about the brand

•

Introducing the brand and explaining its significance in a Dallas Business Journal special
advertorial section (discussed elsewhere in this plan) featuring Lewisville’s key business
and residential attributes; overprints of the special section could be used by the City,
Chamber, Economic Development and others for a variety of purposes

•

Encouraging media to write stories about the brand re-launch and its significance, its
continuing resonance despite the shift in bird migration patterns, etc.

•

Place targeted ads or advertorial in other local/regional publications to showcase the
brand and Lewisville’s compelling business and residential attributes, potentially
including:
o KRLD “My Hometown” feature (with potential co-op sponsorship by Chamber,
LISD, city businesses, Old Town Business Association, etc.)
o NeighborsGo advertising
o Publications in which CVB is advertising
o Texas Monthly

•

Use of gateway and digital signage to feature the brand

•

Use of street pole signs/banners to feature the brand

•

Booth/table displays and handouts at city festivals
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Recommendation #3: Do continue to make the brand ubiquitous, and ensure
consistent usage across the city’s channels and materials, while allowing for
some flexibility in color scheme and flexibility in pairing the logo with the
tagline, depending on the usage context
To the extent possible, budgetary resources need to be dedicated to putting the brand on all
materials, signage, vehicles, etc. that currently display old branding or no branding whatsoever.
If the Lewisville 2025 plan is, as we believe it is, the city’s commitment to the future for the next
decade or more, and if the logo represents the best distillation of the city’s brand essence, then
the city should go all-in with its brand/logo commitment.
At the same time, recognizing some resistance to using purple and green in all applications of the
logo, the city should allow for flexibility in some cases, rather than rigidly adhering to brand
standards that may not always be practical. If certain departments’ staff will be more comfortable
wearing shirts that have a black logo or an icon-only version of the logo – or if an icon-and-cityname-only version of the logo is selected to avoid printing the tagline too small for legibility –
then we feel those would still be acceptable usages, so long as the overall brand impression
(showcasing the prominence of nature) is still conveyed.
The current brand standards do allow for a number of flexible brand uses, but in the interview
process, it was not always apparent if staff were cognizant of the available options. We
recommend that, as part of the internal communications program, department leaders be
reminded of the flexible branding options, and that any concerns or questions be addressed as
part of those informational sessions.
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NEXT STEPS: IMPLEMENTATION
Timeline for Implementation
Recommendations for Immediate Action:
A number of steps should to be taken in the coming weeks to adopt and prepare the plan for
implementation, prior to actual implementation of the recommended strategies within the plan:
•

Present the audit findings and top-line strategic recommendations to the City Council.

•

Assess budgetary implications and modify the recommendations and strategy
prioritization accordingly.

•

Determine the ability of the City to tap into internal and external resources to help
implement the strategic recommendations.

Based on feedback received to date from multiple sources from the audit interviews, Cooksey
Communications recommends prioritization of the aforementioned communications strategies as
follows:
Recommend Implementation Within 3-6 Months
•

Add communications coordinator to staff to assist the Community Relations & Tourism
Director with core communications tasks and public relations, and assign staff member to
focus on additional strategic communications duties.

•

Reintroduce printed version of Lewisville Horizon.

•

Special Dallas Business Journal supplemental insert to showcase the Lewisville 2025
Plan and all of the exciting things happening, and will happen in the City.

•

Revamp and launch the City’s website with the new content management system,
offering easier navigation and bill payment processing.

•

Coffee with the Council sessions to help the community to get to know Councilmembers,
to get to learn more about city government.

•

Develop/distribute a Lewisville 2025 Plan key message document for department heads,
City spokespersons.

•

Keep the City website current at all times, and make the Customer Support Center much
easier to navigate and use.

•

Get Library and Parks & Leisure Services staff engaged in social media updates.
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•

Ensure electronic signage in front of City buildings is easier to read, is used consistently
and that content ties in to the City’s key messages and editorial calendar.

•

Ensure communications updates are prominently featured in City Manager’s reports to
Council.

•

Ensure the process for updating Council members on breaking news is working well.

•

Improve process for sharing media coverage with Council members and City staff, such
as through a daily press report like Richardson’s.

•

Conduct proactive outreach to target media to plan media strategies in regards to the
Lewisville 2025 Plan.

•

Proactively pitch stories to DFW-area media for coverage of City festivals, events, key
initiatives and other milestones, as well as human-interest stories related to the City.

•

Regularly distribute news releases/advisories via the City’s social media feeds and emails to target media. Make follow-up calls to secure coverage.

•

Cultivate media relationships proactively through in-person meetings.

•

Conduct media training for all City spokespersons.

•

Review and enhance the City’s target media list, expanding targets more broadly.

•

Create and tweet newsworthy content for Twitter for the City and link it to Facebook and
the website. Ensure that the same messaging is being broadcast throughout multiple
channels.

Recommend Implementation in the Next 6-12 Months
•

Create one-page fact sheets regarding the Lewisville 2025 plan, City initiatives,
economic development successes and other issues, and post online, provide to Council,
prominently display in the foyer of City Hall.

•

Provide a quarterly work session update (printed or live) and discuss communications
priorities at Council meetings.

•

Host events/town halls at City Hall for business leaders, to inform them, engage them in
dialogue and provide them with key messages and materials.

•

Better equip City employees to be effective ambassadors of the Lewisville 2025 plan, and
the City as a whole, through use of intranet, internal e-mail bulletins, key message
documents, etc.

•

Conduct regular internal education events for City employees to highlight key
communications themes, among other news.

•

Track publications’ editorial calendars and pursue relevant opportunities with regional
business journals, economic development trades, regional media, etc.
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•

Develop and submit guest columns and news items to NeighborsGo/The Dallas Morning
News and Lewisville Texan Journal, tied to the monthly themes whenever possible.

•

Create a calendar of award opportunities and submit nominations. Publicize honors won.

•

Host a Castle Hills open house. Select a team of officials from the City, the Chamber,
LISD, police and fire departments, public works, and the Greater Lewisville Arts
Alliance (GLAA) to set up a short series of question and answers sessions with the
residents of Castle Hills to help them better understand what the City has to offer and,
thus, create more engagement with the City.

Long-Term Recommendations, or Strategies Requiring Further Assessment
To create high-impact attention to the City as it relaunches the brand, Cooksey Communications
is proposing the following long-term recommendations for the City to consider.
•

Lewisville 2025 Public Art Centerpiece. As a way to visually draw more attention to
the Lewisville 2025 Plan, allocate available public art funds to create an artistic and
iconic countdown clock in front of City Hall. City staff could dedicate a time to celebrate
the countdown of each milestone from the plan’s Big Moves. As part of the celebration,
all City staff would wear Lewisville 2025 t-shirts and hand out “cheat” sheets about the
Plan to the public. The art piece could be designed to be a lasting reminder of the City’s
dedication to its residents to celebrate its past, while looking ahead to the future.

•

I-35E Water Tower. Due to the expansion of I-35E, the Lewisville Fighting Farmer
water tower will eventually be moved from its current site and to a new site back from
the interstate. As a way to preserve this community icon, and to transition Lewisville’s
brand, the City should consider applying both the “Fighting Farmer” and city logos to the
new water tower, which could accommodate both due to the size of the new tower.

•

Lewisville “Green” Beast. Design an outdoor competitive event that encompasses
Lewisville Lake and the Lewisville Lake Environmental Learning Area (LLELA) where
registered participants start at LLELA, then bike to the lake and finish with the swim
portion of the competition. This would create great buzz about the City and draw more
attention to LLELA.

•

Free ticket to ride day. Partner with DCTA to offer the first 1,000 Lewisville residents
who sign-up, a chance to ride the A-train. DCTA could also work with select restaurants
in and around Old Town to offer riders discounted meals. This would help generate more
traffic and business to Old Town.
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•

Old Town walking tours. Organized by the Marketing & Tourism Manager, this would
be an effective way to engage not only residents of Lewisville who don’t know the great
history of Old Town, but also generate more attention and response from out of town
visitors, thus developing a new revenue source for the City. These could also be recorded
as podcasts, for visitors to download and use for self-guided tours.

•

Printed color version of the Horizon newsletter to feature recurring section
highlighting Lewisville 2025 “Big Moves” of the month or other strategic successes.

•

Utilize billboards and additional banners to promote the Lewisville 2025 Plan,
upcoming festivals and events, and other key communications messages.

•

Create citywide press/public events to highlight significant Lewisville 2025 milestones,
and LLELA/Nature Center, etc.

•

Develop a strategic editorial calendar that can be used by multiple City departments in
order for staff to be aware of events, news, programs, and personnel announcements.

•

Proactively assign/recruit a leader(s) within other demographic groups within the
City so that these groups feel more engaged. The Neighbors Leading Neighbors program
could be an ideal vehicle for identifying and developing a diverse group of future leaders.

•

Non-profit fair/festival. This could be a great way to bring people in learn more about
non-profits and help them become more engaged in the city. Another option is to work
with current festivals to set up non-profit booths.

Measurement of Results
The City of Lewisville needs to establish and employ benchmarks to measure the success of its
stepped-up communications program. While the success of some communications strategies may
be difficult to quantify, other communications strategies lend themselves to objective measures
of success – including the mere fact of having been implemented.
The City has a tremendous opportunity to shape public perceptions now and to capitalize on
changes the City is undergoing, so it is recommended that all available resources be dedicated to
rapid implementation of the full communications plan, if feasible. This means identifying all
related costs as soon as possible (as discussed below in the “Budgetary Implications” section).
Implementation can also be significantly accelerated through the identification of resource shifts,
as discussed above, that can help free up the Community Relations & Tourism Director to focus
more on core communications duties and give him additional assistance with internal
communications strategies and implementation.
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There are a number of other benchmarks the City of Lewisville can utilize to evaluate the overall
effectiveness of the communications plan and of the specific strategies that the City implements.
Suggested measures are listed below, broken down by each of the four objectives in the plan.
Measures for Objective #1: Structures and Processes
•

Percentage of the Community Relations & Tourism Director’s time spent on core vs.
non-core communications duties

•

Distribution of communications duties to other internal or external communications
resources

•

Quantity of materials generated by the City’s communications team or other staff

•

Frequency of communications-related meetings with institutional partners (Economic
Development Department, Chamber, Lewisville ISD, etc.) and results from those
meetings

•

More consistent “look and feel” for all City materials as it pertains to Lewisville 2025
and overall general brand identity.

Measures for Objective #2: Enhance Internal Communications
•

Review staff response to internal communications specialist’s in-person visits of the main
City departments and gauge effectiveness and to learn ways to better communicate with
departments in the field with those who do not have direct electronic access.

•

Review success of weekly status reports to supervisors and department heads to make
sure staff is achieving like-minded tasks and objectives.

•

After every six months, conduct an internal communications assessment to measure
which communications tools are working and which ones need more support. Consistent
rating and evaluation of communication methods will help streamline processes and
procedures.

•

Evaluate how the implementation of emergency alert tools have been received and alter
more efficient processes accordingly

•

Assess greater staff awareness of, and use of, key messages related to Lewisville 2025
Plan and City initiatives

•

Measure for increased frequency of internal communications distributions

•

Conduct more internal education events for City employees

•

City staff awareness of key issues and messages
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Measures for Objective #3: Strengthen External Communications
•

Existence and adoption of annual plan emphasizing Strategic Plan elements as monthly
communications themes

•

Existence of plans to introduce newly emergent issues, rather than waiting for media
queries and reacting

•

Existence of designated spokespersons on key issues and spokesperson preparation to
address those issues

•

Greater number of external presentations to community groups, business leaders, etc. on
City issues

•

Growth in subscriber base for online communications

•

Greater resident satisfaction with navigability and content of website; increased use of
Website and followers of social media

•

Existence of newcomers kit, stronger relationships with neighborhood associations

•

Stronger relationships with target media, so desired media turn to City more often as a
resource for increased positive stories

Measures for Objective #4: Re-Assess/Re-Launch City Brand
•

Measure awareness and understanding of brand through resident survey

•

Compare brand deployment on City materials/vehicles, signage, banners, collateral
materials now versus the future.

•

Acceptance of complete brand rollout from internal staff and organizations

•

Enhanced awareness and response of the Lewisville brand from other civic groups and
peer cities

Implementation Considerations
With the current demands on the City of Lewisville generally, and on the Community Relations
& Tourism Director in particular, timely implementation of the entire set of recommendations
included in this plan will be a challenge. While the Community Relations & Tourism Director
accomplishes much, despite somewhat limited resources and broad responsibilities, the City
could clearly benefit from an additional communications coordinator to help provide assistance
so that Community Relations & Tourism Director can focus more strategically on media
relations outreach and overall consistent branding.
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Adding a new communications staff member will help the City of Lewisville achieve the
objectives of enhanced strategic internal and external communications, including identification
of timely media opportunities due to daily interactions with regional and national media, better
enhancement of its Lewisville 2025 messaging, and monitoring for additional communications
opportunities that promote the positive attributes of the City.

Budgetary Implications
A number of strategic recommendations outlined above have budgetary implications for the City,
many of which still need to be assessed in detail by the City Manager, based on a review of
currently available resources and an assessment of other City priorities. Among the
recommendations expected to have budgetary implications are the following:
Objective #1: Improve Structures and Processes ........................................... $65,000-80,000
•

Hire a communications coordinator to be the back-up to the Community Relations &
Tourism Director, to develop content for all channels, and ensure communication strategy
is consistent and reflects the City’s strategic vision.

Objective #2: Enhance Internal Communications ............................................ $5,000-10,000
•

Additional resources to allow the department to be more strategic, to significantly
improve internal communications, and to perform more proactive PR, etc.

•

First-year budget would need to be re-examined for year two, to determine if amount is
still sufficient.

Objective #3: Strengthen External Communications ................................. $170,000-197,000
•

Host separate State of the City at the MCL Grand or another community venue; invite the
public and media to attend. Costs would include design/printing of handouts, food/drink
for post-event reception, A/V services or other facility charges, etc…… $15,000-20,000

•

Reprinting of the Horizon newsletter (on a bi-monthly basis), and additional printing of
more one-pagers/fact sheets on Lewisville 2025, key issues, and economic development
plans and successes for broader distribution ..........................................................$72,000

•

Develop new web page for the economic development department – in addition to
already allocated website revisions for library, MCL Grand, City.……. ..$10,000-15,000

•

Hosting events for business community and/or neighborhood associations periodically at
City Hall or other City facilities......................................................................$3,000-5,000
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•

Outsourcing for specific media relations tasks to a PR agency (writing and pitching press
releases, proactively creating positive publicity) allowing the Community Relations &
Tourism Director the opportunity to focus on more strategic projects that he currently
manages. The agency could also help manage consist messaging for the City when
pursuing economic development opportunities. Could also include outsourcing of some
ad/graphic design services, for consistency of branding across city/department platforms.
...................................................................................................................... $40,000-50,000

•

Development and printing of the Learn & Love Lewisville (Dallas Business Journal)
special supplemental section ........................................................................ $30,000-35,000

Objective #4: Re-Assess/Re-Launch City Brand ........................................... $310,000-409,000
•

Development and comprehensive launch of current brand/logo which includes putting the
brand on all collateral materials, t-shirts, signage, water tower, vehicles, etc. that
currently display old branding or no branding ............................................. $40,000-60,000
o Cost for replacing six current gateway/entry signs ...................... $240,000-300,000
o Cost for branding update on Convention Center signs…………….. $8,000-14,000
o Cost for branding update on kiosk signs in public rights-of-way.…$12,000-20,000

•

Place targeted ads or advertorials in local publications such the Lewisville Leader, Cross
Timbers Gazette and NeighborsGo to showcase the brand and Lewisville’s compelling
business and residential attributes ................................................................ $10,000-15,000

TOTAL................................................................................................................ $550,000-696,000
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CONCLUSION
The City of Lewisville has an opportunity to elevate its visibility and image among residents,
businesses, the media, and other key audiences. Effective communications is a critical
component of this process and the above recommendations are designed to help the City move to
a greater level of success.
For the City of Lewisville to achieve its communications objectives, and to compete with other
comparable peer cities, it is necessary for the City to make an investment in additional
communications resources. Lewisville’s team tasked with communications and marketing is
fairly unique insofar as the group is tasked not only with communications, but also with tourism,
arts, special events and legislative/public affairs activities, with a significant workload overlap
between the functions and personnel. Adding to those resources and devoting the additional team
member(s) to communications tasks is a critical part of ensuring those current resource
challenges are adequately addressed.
With the addition of a new communications coordinator, key strategies related to the Lewisville
2025 Plan and brand roll-out and other critical ideas and initiatives can be implemented to
provide the City’s internal and external ambassadors with the necessary tools to maintain an
accurate and consistent flow of information about the City.
The City of Lewisville should continue to utilize social media more strategically to convey
messages about the Lewisville 2025 Plan, State of the City, I-35 construction, and other critical
City projects; to proactively work with the media; and to enhance current advertising and
marketing programs to showcase the many exciting things Lewisville has to offer, including the
Lewisville 2025 Plan, Old Town, LLELA, and new commercial and retail developments in the
City.
Additionally, after careful review and feedback from numerous stakeholders, we believe that the
City’s brand and logo does not need to be changed or altered. Instead, it needs to be fully
integrated throughout the City. The City should commit to the brand, market it across all internal
and external communications channels, and allow for the brand identity to be fully accepted.
Cooksey Communications has outlined a fairly ambitious plan of communications and marketing
strategies to better engage and inform the City’s target audiences. However, we believe that the
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implementation of these recommendations is feasible with the application of appropriate
resources.
This is an exciting time for Lewisville with the Lewisville 2025 Plan, improving infrastructure,
growing economic development activity and many positive initiatives and programs in place.
Residents and volunteer leaders are also actively engaged in the community and are eager to
support the key messages and serves as ambassadors of the City. Cooksey Communications has
enjoyed the opportunity to partner with the City of Lewisville providing counsel and support as
the City refocuses the way it communicates – both internally and externally – and delivers on the
Nine Big Moves of the Lewisville 2025 Plan in the near future.
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APPENDICES
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Appendix: Synopsis of Comparative Research

During the communications audit process, Cooksey Communications researched several cities
with similar characteristics to Lewisville, to assess any publicly available information regarding
their communications budgets, processes and results, and to help create a baseline for our
recommendations. Cities selected for a comparative analysis, based on a preliminary assessment
of several important characteristics, were as follows:
•

Denton, Texas (population 123,099)

•

Frisco, Texas (population 145,900)

•

Irving, Texas (population 228,653)
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•

Richardson, Texas (population 104,475)

•

Tempe, Arizona (population 168,228)

The criteria used to select these cities, out of a wide range of possible cities that could have been
evaluated for comparative purposes, included the following:
•

City population estimates

•

Total city budget

•

Suburban/bedroom communities

•

Located in a major metropolitan area (either Dallas/Fort Worth or a roughly comparable
major U.S. metro are)

•

Approximately 20-40 miles from the city center

•

Resident demographics

No one city is a perfect match for Lewisville in all of these characteristic areas, but the selected
cities exhibited many similarities useful to compare and contrast.
The selected communities have implemented successful programs geared toward improving and
maintaining communications with its core audiences. The primary tools used for gathering
information from each city were direct telephone interviews to their communications
departments and/or city management, as well as review of city websites, annual budgets and
other communications materials and documents.
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Based upon our findings, Irving has the largest total city budget at more than $520 million, then
Denton with a total city budget at $450 million, followed by Richardson at more than $200
million, and finally Tempe at more than $180 million. The cities investigated have comparable
annual city and communications budgets to support their needs.
As expected, given the total city budget, its larger population and its more well-developed
marketable assets, Irving has the largest communications budget at more than $2 million. For
comparison’s sake, Lewisville’s annual communications budget is approximately $919,000.
Each of the comparison cities uses a variety of communications vehicles to deliver information
and news to external audiences. Those include a website, various social media outlets, media
reports and stories, and community cable television station/feeds to distribute information.
COMMUNICATIONS DEPARTMENT STAFFING
The communications staff for each city varies in size, and in most cases, consists of multiple
people and/or departments sharing the external communications responsibilities.
City of Denton: Six full-time, one part-time and up to two interns from the University of North
Texas, plus an Intergovernmental Relations/PIO, who is responsible for media outreach
City of Frisco: Six full-time employees, 10 Convention and Visitors Bureau staff and a Director
of Communications & Media Relations
City of Irving: Twenty-one full-time staff, plus a Communications Director
City of Richardson: Eight full-time staff, plus a Director of Communications
City of Tempe: Nine full-time staff, plus a Communications & Media Relations Director
Based on the following research, Lewisville, with eight full-time communications staff, is
reasonably competitive with the other peer cities, but should add supplemental personnel to
lessen some of the Community Relations & Tourism Director’s duties to allow him to focus on
more strategic communication objectives, and ultimately enhance the City’s overall
communications and brand.
MEDIA RELATIONS/PRESS ACTIVITIES
Each city has either a public information officer/department or public relations staff
member/department responsible for facilitating press or public relations needs. The primary
spokesperson or point person for media inquiries in the other markets is the public information
officer.
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Each of the cities creates and posts press releases and news items, mostly on an as-it-happens
basis, which are uploaded and archived on their respective city websites. News releases cover
everything from special events and programs to public meetings, general city news, new staff
appointments, changes in ordinances, etc.

PRIMARY EXTERNAL COMMUNICATIONS VEHICLES
Newsletters
All cities except for Frisco publish and distribute a printed monthly newsletter. Frisco publishes
a quarterly newsletter and makes it available as a downloadable file through the City website.
Denton inserts its newsletter in the monthly water bill. Irving mails its newsletter to more than
90,000 of its residents, while Richardson mails its newsletter to more than 40,000 residents.
Tempe distributes its newsletter to every resident.
Website
All cities have comprehensive websites with similar categories of information on the homepage,
including a prominently featured news section. Most sites are easy to navigate and use
terminology that makes sense to the user. Overall, most of the sites are nicely designed with
timely/helpful information, images, videos and links/buttons that lead to the cities’ social media
pages.
Overall, Lewisville’s website is similar to other peer cities in terms of general content and
amount of information about upcoming festivals, events, meetings. It also compares well to the
others in terms of providing pertinent information about the city council and staff.
After reviewing each of the following, Irving has the cleanest, most effortless, and most
impressive website to navigate. All text, links and secondary pages are easy to read and provide
detailed information. Tempe also has an engaging and attractive site. Many of the pages have
dominant images, creative font choices and interesting design elements. Compared to these,
Lewisville should make some immediate updates to its home page design, to appear more current
and contemporary.
City of Denton
http://www.cityofdenton.com/

City of Lewisville Communications & Marketing Plan, and Brand Assessment

Page 63 of 68

City of Frisco
http://www.ci.frisco.tx.us/newsite/Pages/default.aspx

City of Irving
http://cityofirving.org/

City of Richardson
https://www.cor.net/
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City of Tempe
http://www.tempe.gov/

Social Media
All cities utilize social media to keep its residents informed of the latest news, updates and
general topics involving each city. Cities typically post content on a daily basis, and all post a
least once a week to Facebook and Twitter. Not all cities have YouTube, and only one city,
Irving has a dedicated LinkedIn page.
Denton utilizes Facebook, Twitter, YouTube and Google+; Richardson uses Facebook, Twitter
and YouTube; Tempe uses Facebook, Twitter and YouTube; Frisco uses Evernote, Facebook,
Instapaper, Twitter, and four different email platforms (Gmail, Yahoo!, Outlook and basic
Email). Irving, by far, uses the most social media tools including Facebook, Twitter, Google +,
Pinterest, Delicious, Stumble Upon, Blogger, LinkedIn, Yahoo!, and Windows Live.
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Compared to other cities’ Facebook pages, Lewisville appears to have good traffic and a
comparable amount of “likes”. The content also appears to be fresh and engaging, despite the
City operating a Facebook Page instead of a Group page. Also, since operating in a Group
required staff to post as individuals, which the City elected not to do, due to exposure and
increased time commitment, with Pages, the City has more control over the content and despite
not having as much feedback as in a Group, visitors are getting and providing good feedback.
Overall, the Electronic Communications Specialist should make a concerted and strategic effort
to proactively tweet updates on the various Big Moves from the Vision 2205 Plan, and how these
initiatives impact the community.
COMMUNITY CABLE TELEVISION
Each city has community cable, government access channels, and live and pre-recorded videos
that are available 24 hours a day from each its websites. Each city allows visitors to download a
variety of videos from city council meetings, planning & zoning commission meetings, to
governmental information, department promos, announcements, and a schedule of city activities.
Although each city has dedicated a wealth of resources to develop quality content, most of the
respondents from the audit interviews indicated that they didn’t use the City of Lewisville’s
often, and do not believe that using local access television is a high-priority outlet for keeping
residents informed of the City’s news.
As noted elsewhere in this plan, cities are increasingly finding alternative, better uses for video
content, including on social media, on “microsites” within their main website (that can be linked
in printed and digital communications for direct reader access), at special events (like State of the
City events, internal/staff events, etc.), and in various other venues. With cable viewership
significantly on the decline and resident engagement with government access channels minimal
at best, alternative uses of video are generally preferable and should be more of the focus –
although video developed primarily for other purposes can also be re-purposed to fill content
gaps on the government access channel.
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Appendix: Current and Proposed Communications Team Structure
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