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Final Preliminary 
Design Options 
& Community 
Feedback

The preliminary designs were 
illustrated on design banners 

used to present the options to 
the Johnstown community and 

gather feedback and voting
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BRANDING OUTREACH WEEK - JANUARY 30 THROUGH FEBRUARY 4, 2023

Design Option A Votes

 418
Design Option B Votes

 484

‘Brand Week’ Goals & Approach
During Brand Week, the preliminary branding and wayfinding options were presented at various public and private 
locations known to have high visitor traffic from a wide cross-section of the Johnstown community.  At each event 
location the preliminary design options were displayed on public input banners, and Johnstown community 
members were asked to vote and comment on their preferred designs, encouraged to ask questions about 
the project, and to respond to initial call-to-action taglines for the new brand.  In total, we heard from over 750 
Johnstown residents in-person during Brand Week, and also reached over 140 residents through the on-line voting 
and comment survey.

DESIGN PREFERENCE VOTING RESULTS:

OVERALL BRAND WEEK OUTREACH NUMBERS:

TOTAL NUMBER 
OF PEOPLE WHO 
PROVIDED FEEDBACK 
DURING BRAND WEEK 902

Social media posts like the one shown above were used throughout brand week to let the 
Johnstown community know where-and-when they could provide input.  Engagement 

with the posts included ‘likes’ and ‘shares’ and several people who provided in-person 
feedback mentioned they had seen the Brand Week Facebook posts and made sure to 

stop by during the scheduled input hours.

54%
I like 

OPTION B

46%
I like 

OPTION A
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BRANDING OUTREACH WEEK - JANUARY 30 THROUGH FEBRUARY 4, 2023

By meeting people in locations throughout Johnstown, the design team was able to 
gather feedback and direction from a wide variety of Johnstown residents and visitors 
while they were doing regular activities like shopping, dining, working out, learning or 

taking their children to daycare.
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BRANDING OUTREACH WEEK - JANUARY 30 THROUGH FEBRUARY 4, 2023

‘Brand Week’ Feedback Overview
In addition to voting on the two design options, members of the 
Johnstown community also shared their ideas and thoughts regarding the 
overall Option A and Option B branding and wayfinding designs and the 
preliminary ideas for the branding ‘Call to Action’ or tagline.  The online 
voting also provided an opportunity for community members to rate their 
color preferences for each branding design option and add any additional 
ideas or comments on the two preliminary design options.

During these community conversations, the following key themes emerged 
regarding the two design options and the preliminary ‘Call to Action’ 
taglines:

Signage & Wayfinding Comments

I Like the Large ‘J’
Even people who voted for Design Option A said they liked the large 
wayfinding “J” of Design Option B, and wanted to see this type of bold 
gateway feature incorporated into the final wayfinding designs.  They said 
they liked how it referenced the “R” of the local high school Rough-Rider, 
and also felt it would be a fun and playful way to announce arrival into the 
historic downtown district, while also being an engaging an interactive 
gathering place for community members.

I Like the Use of Brick
The brick material of Design Option A was universally highlighted as 
a preferred signage material.  Respondents stated they liked how it 
referenced the historic brick construction of the downtown buildings, and 
also noted that the new I-25 bridge uses brick in it’s design, and it would be 
great to tie into that new community feature.

I’d Like to Incorporate Temporary Banners in the Signage Palette
Design Option B showed several options for adding temporary banners to 
the gateway and auto directional signs, and members of the community 
said they would like to see these temporary banners incorporated into the 
final wayfinding palette.  They stressed the need to highlight community 
events with the banners, and said they would even like to have separate 
banner poles installed along major roads such as the section of I-25 and 
Highway 60, and in other community gateway areas.

I Like Using an Icon on Top of the Auto Directional Signs
Even for those participants who preferred the overall Option B signage, they 

stated they strongly preferred the auto directional signage of Option A, 
stating that the unique rounded icon at the top of the signage would be a 
wonderful, artistic, and memorable signage feature that should be included 
in the final signage palette.

Branding & Tagline Comments

Make Sure ‘Downtown’ is Prominent
Regardless of which option community members preferred, they all wanted 
to make sure the final brand gave prominence to the word ‘Downtown.’  
Overall, they preferred how ‘Downtown’ was presented in Option B, but they 
also liked how evenly and clearly ‘Downtown’ and ‘Johnstown’ appeared in 
Branding Option A.

I Like the Prominent ‘J’ and the Icons
Even if community members preferred Branding Option A, they liked 
the prominent ‘J’ of Branding Option B, and wanted to see if it could be 
incorporated into the final design option.  They also liked the use of icons in 
both design options, but felt they were more visible/prominent in Branding 
Option B, and wanted to make sure the final brand highlighted these 
unique Downtown Johnstown icons.

The Tagline Should Reflect Local Pride & Values
Although no clear preference for the presented tagline option emerged 
during Brand Week, there were many helpful comments that expressed 
the desire for the tagline/call to action to be centered around an authentic 
local experience, and encourage local growth and investment in the historic 
downtown area.

I Like the Gradient Color Option
All participants preferred the gradient color in both A and B options.  They 
said they liked how the gradient reflected the beautiful Johnstown sunsets, 
and also that it mimicked the idea of growth and evolution in a positive, 
gentle, and attractive way.  They said they liked the solid color options for 
seasonal events and celebrations that could be tied to color, like using red 
for the Johnstown Jingle.  The online voters also preferred the gradient color 
option, with 45% of respondents saying they liked the gradient brand color 
the most.  The second color preference was teal with 30%.  The red and 
peach colors were ranked between 14% and 3% respectively, but several 
in-person and online comments highlighted a preference for red to be used 
either seasonally or as a nod to the ‘rough-rider’ red of the local school.
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09
Final Downtown 
Johnstown Brand

A NEW BRAND FOR DOWNTOWN JOHNSTOWN

The New Downtown Johnstown Brand - “Local Grows Here”
The final Downtown Johnstown brand incorporates the feedback and direction we received from the community, the Johnstown Downtown Development 
Association, local businesses and staff members from the Town of Johnstown.  The final brand also includes the new tagline “Local Grows Here,” with the 
option of adding different qualifiers like local business, connections, history, creativity, family, community, etc. to specifically identify the things the 
community would like to grow in the historic downtown district.  The “Local Grows Here” tagline embraces the reality of community growth in a positive 
way, highlighting that encouraging growth that empowers and strengthens what is local and unique will set the historic downtown apart as a place that 
supports and encourages the growth of local businesses, entrepreneurs, and places where the community can come together.
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JOHNSTOWN BRANDING EXPRESSIONS - ALTERNATE BRANDING APPLICATIONS
In order to ensure the brand is applicable to the variety of events and communication needs, several alternatives of the primary logo were designed that allow it to be used in different formats.  The illustrations below show several 
examples of how the logo expression can be modified to accommodate a variety of applications while still being brand compliant.  
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JOHNSTOWN BRANDING EXPRESSIONS - FONTS, COLORS & LETTERHEAD EXAMPLE

Downtown Dk. Grey
Pantone 454143

Downtown Teal
Pantone 39998E

Downtown Orange
Pantone FFAA67

Downtown Dk. Blue
Pantone 2B4D59

Downtown Yellow
Pantone FFDC7C

Downtown Rust
Pantone DA674A

RGB: R69/G65/B67
CMYK: C65/M62/Y58/K45

RGB: R57/G153/B142
CMYK: C76/M20/Y49/K2

RGB: R250/G169/B105
CMYK: C0/M40/Y65/K0

RGB: R43/G77/B90
CMYK: C85/M58/Y49/K32

RGB: R254/G221/B125
CMYK: C1/M11/Y61/K0

RGB: R218/G103/B74
CMYK: C11/M73/Y76/K1

Niveau Grotesk - JOHNSTOWN & “Local Grows Here”
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

Marydale-Regular - “Business”
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

MODESTO OPEN - DOWNTOWN

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz
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JOHNSTOWN BRANDING EXPRESSIONS - PROMOTIONAL SWAG

Launching the New Downtown Brand
Creating and distributing useful and compelling materials that celebrate 
the new Downtown brand will be part of the official brand launch in Spring/
Summer 2023.  Some examples of potential useful branded elements can 
include reusable grocery bags, water bottles, hats, shirts, pins, and stickers - 
just to name a few!
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JOHNSTOWN BRANDING EXPRESSIONS - SOCIAL MEDIA MESSAGING & PROMOTIONS

Social Media Presence
As the Downtown brand grows and expands in reach, 
potentially broadening stakeholder communication to 
include a unique social media presence on Facebook 
and perhaps expanding into Instagram would allow 
the Downtown Johnstown promotional messages to 
have a larger reach and keep all the downtown-related 
information on one page.

Local “X” Grows Here Promotions

•	 Business

•	 Entrepreneurship

•	 Connections

•	 Fun

•	 Celebrations/festivals

•	 History

•	 Dining

•	 Shopping

•	 Caring

•	 Support

•	 Ideas

•	 Wellness

•	 Creativity

•	 Families

•	 Community
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JOHNSTOWN BRANDING EXPRESSIONS - EXAMPLES OF LOCAL “X” GROWS HERE PROMOTIONS

Promoting the Local “X” Grows Here Downtown Brand
The new Downtown Brand and call to action of “Local Grows Here” reinforces the 
historic downtown area as the heart and soul of the Johnstown community, and an 
important place to grow community relationships, connections, ideas, creativity, and 
entrepreneurship!  As the new brand is implemented, different messages promoting 
local growth and redevelopment in the Downtown will be used to target various 
audience members.  The example to the right illustrates the type of photography and 
messaging used to encourage local businesses to invest and grow in the Downtown 
area.  The photo takes a person-centered approach to highlighting the idea of 
opening a business, and has a small-town/local feel and the friendly demeanor 
characteristic of the Johnstown community.

Branding Target Audiences
The final Branding Implementation Plan will focus on the following target audiences, 
tailoring the messaging and marketing materials needed to attract these audiences 
to shopping, dining, recreating, working or investing in Downtown Johnstown:

•	 Families
•	 Teens
•	 New Residents
•	 Long-Time Residents
•	 Developers/Investors
•	 Entrepreneurs/New Businesses
•	 Visitors/Tourists
•	 At-Home Businesses
•	 Incubator Businesses/Food Trucks
•	 Existing Downtown Businesses (looking to grow and expand)
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EXERUM ANIS ILIQUE RERRUPTA
Mod quo mincte parcim ullibus dolore, quis et et que sus 
earumqui blam quiam, est, sequi voluptatur, niendit atat-
ur accum velibus sim rerrovit apid ex eiur sequis ut aperro 
ipsuntiscias vendusdamus estrum quat rem eos elibus am 
nonsers perferum repedipsa con netur autatem lique do-
loribus rerspidicimo essi aut faccum am esequi ommolor 
rumendisciet ut aut a volupta que od molorro voluptatemo 
berum endis simaion sequia con nihit earisquatur molore, 
veles mint la que volut ut magnimi, ut latem. Ximpostrum 
explabor sit, eum inctur? Militat emporentis pa volessim 
quam et, volut pa nate occaborrum isimus et inihilique re 
dolorit, cullo voluptur, totatias voluptur sint est aped que 
volendi catiunt a illa commodia sinusci temque volut pores 
qui sint ma cus as magnis am untiorum imusciae dellabor 
aceperios repelis essincto culparum con corum cum sunt.

Ad earia cus, sunte et eatemqui conem aditae consero om-
nisti issiminis que enistio maionsenim fugia nusda deroratur 
ateseca boreium rerit rerumet ipsum ea ide voluptatibus et 
as aspid ut quo con exerepudis volumquame doloreriam ip-
sam landaepelit quibust eicium simo esti optate labo. Nam 
que nos arum num ut ut autempel ex eveleniene sunt que 
qui re eosse mos vel ist, voluptasped mi, imoluptatus rem re 
es sus volum re, que lignimil modit, quibus et doluptatur, sed 
ererume pellestium sam fuga. Itat moluptas sam acerae cus 
si digenti non eossimet etur, ape dolorehenes ab ius dolen-
dit quundi nonsed endestrum audigenimus aut evenis int 
autatur, ut la net quiatus et aut oditas aut fugia que officim 
incipit apedit que corehen delluptate expeditem recullabo. 
Unt ea quatem quis aut modi blacero beriam eliquissus es 
consed quiderum senditiis eum as di omnis pa consequam, 
optaquaes nitiae voloratis et que solesti is voluptatur aligent 
qui sedit, que sitiis nobisitatur simpor a pre pos arunt offic 
tem consequam ilique et qui arum harum sunte que imus, 
sendita num quis veleseque sumquia voloris si dolo conse-
quos deni tent, quiberum aute inisquaero tesequis et, nis 
exped quunt.

Sam aborit, quis et apis eum arum rempore riatat atem 
num derum simi, optae vendamet quis et est lanture ri-
busaeste nihillest ut el maios etur, quis et aut licium volo-
re ditiur, officip isimin repel ide volorrovit aute volest, sam 

nobitat quis alic tem quia corio idi unt doluptatqui blacestio 
ex esequi quo blaborrum eici quodit duntium qui cum solor 
sit vellori aerrovid quo earia nit abor aut dolo blam expla-
tur, in consendus acea simaionsed qui dolorio. Ovid eiusam, 
quatque netur, quate pedis doloresciur?

Harchictia doluptat. Veliquiae nus, aut et explatatur mo 
quunt.

Cus exceaquossin etur rectus essi dia nonet quam estiis eos 
nullorrum nobis re repre, atqui ut ad et dolupid magnisque 
cuscit, opta sundit, utaesti asitis et, omnihilibus, nulleste 
voloreperum fuga. Nem doluptate laut harum dolor sit, 
tem fugit asinctatem que perum faci consent eumet quia 
pore voles ellab illa et eos estrum qui qui omnis dit, sent aut 
laborem rem repudantibus voluptatur aut ea doluptatem 
evel molorecto tes sitionseque nitate cum inum illecum labo. 
Nem aperspi cienimus.

Anis velia inctiore natias sincid et aut et laut abor aut aspe 
nieturi aut litat rem que endelent odit as aut invelitatium 
sunt, sum volor aut eum ipisit, endae voloritiae nes ante si-
tatem que sunt rest odictorendit ad utatur?

Xerum que dendit qui intia sedignis qui volo officia dolorios 
molendit quaesto taquatios dolum exerio tem aut lictes pla-
tur, cusae nis nones aliquae vendita tiuntiis niaturest, volupti 
iligendam a siteserro et quae pratur?

Consedi ossincia assit 

Consecto dolupti bustenim dia suscipsam nita eost il inver-
feria num et alit asperum harchiliti dolupit dit am am, tem 
videbis cienducime nonsenis sapella ccuscius custemo lo-
rum, velluptatem alitatem aut aut aut a quam apid quas 
nissunt laccaerum evenia quam et doluptam sinctat em-
porio est, vidio optiae. Os eturi alic te conse rerum aperat 
modit am, cor alit la vellabo. Uga. Aximi, nobitiiscit eatiis 
re dolore estruntur, etur alit rest aut aut faccustiis sam ium 
quam, illam sa nulparis suntissi aut aborerspe volum rem 
quam et moluptatur suntiam, corescient.

Ende velibusci sedi dolorro tem int landam sit vit quiberum 
aut at quundig enimi, officit atquat poriore mperchicime 
con rehenda nducia vel eumet aut arum rectoreium fugit 
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