
Find Your North Marketing Plan
APPENDIX F:

With unfiltered access to outdoor recreation, a growing infrastructure of trails and destinations and the seclusion 
of U.P. wilderness, Ironwood is one of the premier adventure destinations in the Midwest.  Ironwood is a small city 
with rich history and amenities to appeal to any adventurer.  Feel the artistic spirit of the downtown and experience 
the crisp sweet air by a rushing waterfall or riding on a secluded trail.  Ironwood is a destination with “outdoor ad-
venture right out your front door”!

This document details strategies for the City of Ironwood to engage in marketing Ironwood Michigan and the “Find 
Your North” brand.  The City of Ironwood shall use the Ironwood Brand Platform and Brand Guidelines to direct the 
style of its marketing in all areas.



ASSET BASED MARKETING

Identify Assets

Asset based marketing follows the practices of “asset 
based community development” by identifying unique, 
special and important assets and focusing attention on 
those identified assets.  By identifying Ironwood’s as-
sets, we can send a direct message of what makes Iron-
wood unique and why people should come here, move 
here, and open a new business here.

By analyzing the City of Ironwood’s Comprehensive 
Plan and Branding Platform, a committee from the Iron-
wood Economic Development Corporation identified 
many assets in the Ironwood area.  After all assets were 
identified, they were separated into the four following 
categories: Unique, Special, Common Important and 
Common.

•	 Unique Assets are assets that very few communities 
have.

•	 Special Assets are assets that some communities have, 
but are exceptional in Ironwood.

•	 Common Important Assets are assets that many com-
munities have but are important to the success of the 
community.

•	 Common Assets are assets found in most communi-
ties.

Identify Organizations

As part of the asset based approach, defined assets 
have been matched to key organizations, events or 
individuals that can become brand ambassadors to 
help push the Find Your North Brand.

See Exhibit B to view the organization identification 
and asset assignment.

By defining the most unique, special, and important as-
sets, the City of Ironwood can focus marketing to in-
clude items that are truly unique, special, and important.

See Exhibit A to view the identfied assets.

Strategy 1.1 - Internal Marketing

STRATEGIES

Engage in marketing to people and businesses in Iron-
wood.  The City will connect citizens, businesses and 
other stakeholders to assets by guiding citizens to be-
come Ambassadors/Strategic Partners for the City of 
Ironwood and its brand.

Strategy 1.1(a) – Teach citizens to embody the “Find 
Your North” brand.  
•	 Educate citizens as to why it is important and develop 

an elevator pitch as part of brand education.
Strategy 1.1(b) – Infuse the “Find Your North” brand into 
the business community.  
•	 Support area businesses in incorporating the “Find 

Your North” brand into their everyday business prac-
tices.

Strategy 1.1(c) – Brand the City of Ironwood.
•	 Brand municipal, public and government facilities, re-

sources and tools as appropriate with the “Find Your 
North” brand.

Strategy 1.1(d) – Connect people to assets.
•	 Connect citizens and organizations to identified as-

sets.

Strategy 1.2 - External Marketing
Engage in external marketing to introduce tourists, vis-
itors, new residents, and potential businesses to the as-
sets of Ironwood and its new brand.

Strategy 1.2(a) – Engage visitors.
•	 Create opportunities for tourists and other visitors to 

engage with the “Find Your North” brand to experi-
ence area assets.

Strategy 1.2(a)(i) – Partner with regional tourism 
entities.
•	 Maintain a positive working relationship with 

regional tourism boards and strategically part-
ner with Pure Michigan.

Strategy 1.2(a)(ii) – Modernize marketing content 
and techniques.
•	 Modernize and enhance marketing content and 

techniques in partnership with the Ironwood 
Tourism Council and the Ironwood Chamber of 
Commerce to focus on attracting and retaining 
tourists.

Strategy 1.2(b) – Partner with area organizations, events, 
and businesses.
•	 Partner with area organizations, businesses and events 

to incorporate the “Find Your North” brand into their 
existing external marketing strategies.

Strategy 1.3 - Redevelopment Networking

Redevelopment Networking defines the way the City 
can utilize the power of relationships to recruit targeted 
businesses and individuals.  

Redevelopment Networking continued on the next 
page. ->



STRATEGIES (CONTINUED)

Strategy 1.3 - Redevelopment
Networking (Continued)

Strategy 1.3(a) – Recruit ambassadors.
•	 Identify influential ambassadors/strategic partners to 

help recruit new residents and businesses.
Strategy 1.3(b) – Develop tools for ambassadors to help 
achieve success in recruitment.

Strategy 1.3(b)(i) – Conduct design charettes.
•	 Conduct design charrettes for Redevelopment 

Ready Communities priority sites.
Strategy 1.3(b)(ii) – Create property information 
flyers.
•	 Create a property and community information 

flyer which identifies community needs, poten-
tial brownfield redevelopment sites, and public 
engagement information.

Strategy 1.3(b)(iii) – Create a community profile
•	 Include key demographic statistics and import-

ant information about the area.  Maintain links 
to the City of Ironwood Zoning Ordinance, Com-
prehensive Plan, Retail Target Market Analysis, 
Housing Target Market Analysis and additional 
development information.

Strategy 1.3(c) – Identify redevelopment opportunities.
•	 Identify opportunities such as: Specific redevelopment 

sites; industries that add value to the community; or 
industries that fill a gap in the economy.

Strategy 1.3(d) – Support redevelopment opportunities.
•	 Identify assets that support proposed redevelopment 

opportunities.

Strategy 1.4 - Marketing Best Practices
Strategy 1.4(a) - Utilize social media.
•	 Use social media to market the City and events; use 

hashtags in posts such as: #findyournorth #iron-
woodmi #ironwoodmichigan #ironwood #westernup 
#downtownIronwood #puremichigan; tag other orga-
nizations, businesses, and event pages when appro-
priate.

Strategy 1.4(b) - Maintain a custom website.
•	 Maintain a custom website in cooperation with the 

Ironwood Tourism Council and the Ironwood Cham-
ber of Commerce to promote area destinations, itin-
eraries and activities.  Link with felivelife.org which is 
the Gogebic Iron Community Events Calendar.  Utilize 
blogging features and participate in content market-
ing.

Strategy 1.4(c) - Create print material.
•	 Create print material for internal, external and rede-

velopment networking marketing.  Materials may in-
clude: newspaper and magazine ads, brochures of key 
landmarks and activities, marketing books to show-
case the Ironwood area or a development project, use 
the community profile in conjunction with other mar-
keting materials.

Strategy 1.4(d) - Brand the community.
Strategy 1.4(d)(i) - Install banners.
•	 Install branded banners in key corridors and 

business districsts. Advertise important events 
by installing banners in key corridorrs.

Strategy 1.4(d)(ii) - Build entrance signs.
•	 Build entrance signs at key entrances into the 

community that enhance the City’s brand.
Strategy 1.4(d)(iii) - Direct visitors using 
wayfinding signs.
Place wayfinding signs throughout the City to direct 
visitors to important destinations.
Strategy 1.4(d)(iv) - Create area brochures.
•	 Create brochures highlighting key destinations, 

activities or events and place them at key loca-
tions around the community.

Strategy 1.4(d)(v) - Create opportunities for 
businesses to utilize the City’s brand.
•	 Create opportunities for businesses to utilize 

the City’s branded items and printed materials 
in their day to day operations to enhance their 
marketing efforts.

Strategy 1.4(e) - Market Ironwood as a unique adven-
ture destination by utilizing photo and video content.
•	 Create fresh marketing content that portraits Iron-

wood as a unique adventure destination.  Engage in 
photo and video shoots and use marketing best prac-
tices to push media content.

Strategy 1.4(f) - Engage in merchandising.
•	 Engage in merchandising by selling branded products 

and marketing the products.

March 2018 Downtown Ironwood 1st Friday Poster.

Strategy 1.3(e) – Connect developers to opportunities.
•	 Encourage identified ambassadors to connect devel-

opers and their contacts to key opportunities.



EXHIBIT A - ASSET IDENTIFICATION EXHIBIT B - ORGANIZATION IDENTIFICATION WITH ASSETS



EXHIBIT B - (CONTINUED)


