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The City of Monroe hired JayRay, a creative 
marketing and strategic communications firm, to 
guide the City and community through a 
rebranding effort. Through research, JayRay 
seeks to uncover an authentic brand for Monroe 
that helps it become more cohesive, efficient and 
effective in its marketing and economic 
development efforts, and fosters civic pride in the 
community.
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Summary
This research aimed to uncover key strengths and 
opportunities that will help the City of Monroe 
understand the current state of its brand and uncover 
its personality, position and promise.

BRAND AUDIT
The audit component of the research assessed the 
City’s brand across various marketing tactics and 
channels. Using proven scoring criteria, the JayRay 
team analyzed key documents for the brand messaging 
and visuals. 

COMPARATIVE ANALYSIS
The City of Monroe was compared against other similar 
communities to identify commonalities and differences. 
JayRay specifically reviewed for place branding 
initiatives, brand architecture, messaging and 
positioning.

BRAND SURVEY
Online surveys captured residents’ brand sentiment 
(feelings and emotions associated with living and 
working in Monroe). Community experiences, general 
awareness of offerings and what makes Monroe unique 
in the eyes of residents and businesses were shared. 
JayRay identified survey findings that would benefit 
from additional evaluation.

FOCUS GROUPS & INTERVIEWS
Focus groups and interviews involved gathering 
opinions and feedback from residents, business owners 
and visitors in English and Spanish. This effort provided 
space to better understand key findings from the brand 
survey in smaller groups, ultimately resulting in brand 
themes and takeaways.

CONSISTENCY IS KEY
Maintaining a uniform and cohesive brand identity across all 
touchpoints and channels is crucial to achieving a recognizable 
brand. All research efforts affirmed the audit findings that 
consistency in look, feel and message is affecting the memorability 
and authenticity of Monroe’s brand. 

DEFINING SMALL TOWN
The term “small town” has earned a variety of meanings over the 
years. Some may be valuable to adopt and lean into, while others 
may be challenging to shed. Small town is a point of distinction in 
the eyes of those JayRay engaged with. They find pride in peace 
and affordability while maintaining access to big city amenities — all 
while avoiding the challenges of Monroe’s larger metropolitan 
neighbors. 

ACCESS TO NATURE
Proximity to the mountains was a point of pride among 
respondents. Access to nature was important, yet it's also an asset 
claimed by other cities we reviewed in the comparative analysis. 
Finding Monroe’s unique take on what nature means is a theme to 
test further. 

SAFETY AT HOME
Monroe feels like a safe place. The feeling of home, security and 
community are paramount to survey respondents. This is especially 
worth discussing as a city that can be easily described as a prison 
town.

NEXT STEPS: TESTING THEMES
We recommend convening brand workshops comprised of key 
individuals to test which themes in this report are most authentic, 
relevant and different. This includes asking questions related to 
"Why do you feel safe in Monroe?"
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METHODOLOGY
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Methodology

+ 256 survey respondents live and work in Monroe

586 survey respondents live in Monroe

117 survey respondents work in Monroe

77 survey respondents visited Monroe for leisure or work

1,036 online survey responses

21 total attendees at 2 focus groups 

9 total interviews

2 languages, English and Spanish, for surveys, phone 
interviews and focus groups 

6 comparable cities reviewed
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FINDINGS
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As part of the research for the Monroe branding initiative, 
JayRay evaluated the effectiveness of five communication 
pieces that express Monroe’s current brand. A proven and 
standardized assessment form was used to establish 
rankings and provide input for recommendations on each 
piece, and for suggestions overall.

ITEMS REVIEWED

1. Choose Monroe Magazine

2. Social Media (Instagram and Facebook) 

3. Website

4. Monroe This Week

5. Economic Development Newsletter

METHODOLOGY

Each item was reviewed for best practices in two key areas: 

• Copy and messaging 

• Visuals and graphic design

A series of questions or “criteria” guided the process. This 
process helped us pinpoint current strengths and 
weaknesses and identify opportunities to sharpen brand 
identity.

Specific recommendations will follow in this report, and key 
themes emerged throughout the audit process.

Brand Audit
Reviewing Monroe’s messaging and visuals

BRAND CONSISTENCY
In the current age of content saturation and information 
overload, consistency is key to building an impression to 
capture a share of your audience’s attention. There is an 
abundance of information in the pieces audited. Adding a 
consistent and unified look and feel, brand message and 
visuals will help generate a memorable impression, carve 
out an identity for Monroe and build loyalty with your 
audience. 

COMPELLING VISUALS
Digital communication channels such as social media, 
newsletters and websites are continuously evolving. While 
technology moves at a rapid pace, the need for compelling 
visuals over lengthy content is always at the forefront. 
Focusing on photography that communicates Monroe’s 
unique sense of place will leverage a photo-first ecosystem 
of digital channels and share the Monroe story in a more 
authentic, scannable and exciting way.

PRIDE IN MONROE
The Imagine Monroe work clearly shows what Monroe 
residents are proud of — its access to nature and the sense 
of community among those who live, work and play in 
Monroe. Show off the best of the best in all of your 
materials, through visuals and the way you talk about the 
City.

https://issuu.com/scenicwashington/docs/choosemonroe_2022
https://www.instagram.com/cityofmonroewashington/?hl=en
https://www.facebook.com/MonroeWaGov/
http://monroewa.gov/
https://myemail.constantcontact.com/MTW-Volume-8-Edition-41.html?soid=1133558650820&aid=r0cJP-OHM-E
http://monroewa.gov/DocumentCenter/View/13139/May-2022-Newsletter?bidId=
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The survey plays a significant role in the overall 
branding process. It is important to uncover basic 
themes at the onset of the research to identify what 
findings need further examination. Initial takeaways 
from this survey report are only partial to the full 
research report that will be presented later in this 
report.

GROUPS SURVEYED

1. Those who live in Monroe, only 

2. Those who work in Monroe, only

3. Those who live and work in Monroe

4. Those who visited Monroe for leisure or work

METHODOLOGY

• Survey was open Dec. 15, 2022 – Jan. 13, 2023

• Survey was distributed via email and social media

• Logic was applied to the survey in order to understand 
different groups and their unique responses

RESPONDENT DEMOGRAPHICS
Approximately 68% of respondents identified as female. 
The largest age group reflected in the survey results are 
ages 35-44. 75% of respondents identified as white, and 
14% preferred not to identify their ethnicity or racial group. 

Brand Survey
Quantitative research

SMALL TOWN RURAL THEMES
A majority of respondents agree that ”small town” and 
“rural” are the first words that come to mind when they think 
about Monroe. 

GATEWAY TO NATURE THEMES
The term “gateway” was mentioned several times 
throughout the survey as it pertains to the distance between 
Monroe and surrounding points of interest -(Snohomish, 
mountains, etc.).

COMMUNITY THEMES
Analysis eventually leads to visual manifestations of the 
research conducted through the branding process. 

A large portion of respondents saw “community” in their 
visual mind’s eye. The word “community” as a visual can 
take on a wide variety of shapes and forms. In the focus 
groups, the term community was most connected with 
inclusive and joyful. 

. 
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The competitive analysis helps determine the City of 
Monroe’s brand strategy by looking at how it naturally 
stands out against similar communities that compete for its 
audience’s attention, or is positioned differently from similar 
communities. This analysis compared Monroe to six cities. In 
this report, you will find each locations’ assets, what it is 
known for and how it positions itself. 

CITIES REVIEWED

1. Bothell

2. North Bend

3. Lynnwood

4. Everett

5. Moses Lake

6. Puyallup

METHODOLOGY

Each city was reviewed for their: 

• Similarities to Monroe

• Advantages over Monroe

• Disadvantages compared to Monroe (viewed as 
opportunities for Monroe)

Comparative Analysis
Comparable messaging and visuals

SIMILARITIES 
Monroe shares similar attributes/attractions with the other 
cities, including an abundance of parks, outdoor recreation 
opportunities, and special local events

ADVANTAGES 
Other than North Bend, Monroe is the smallest city in 
population of those reviewed. The inviting nature of Monroe 
as a close-knit, welcoming place with an abundance of local 
activities and attributes is a major plus for attracting visitors. 
Monroe is the only city that included a positioning 
descriptor (“Imagine Monroe”) statement on the City’s 
website homepage. 

The concept of everyone feeling at home in Monroe and 
that they belong is a unique selling point that can be 
leveraged and expanded upon.

DISADVANTAGES (VIEWED AS OPPORTUNITIES)
Monroe’s name recognition is less than the other cities, 
since many are larger locales (Everett, Lynnwood, Puyallup) 
or known for other public factors (North Bend and “Twin 
Peaks”).  Though it is right off Highway 2, Monroe is also 
somewhat off the beaten path in comparison to the other 
locations. 

However, this can be used as an advantage in potentially 
incorporating the idea of Monroe as a “hidden gem” or 
“best kept secret” in certain messaging strategies. 
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Upon completion and analysis of quantitative research, the 
JayRay team in partnership with City leadership gathered 
insights from key groups, including representatives from 
communities who were identified as underrepresented. The 
purpose was to dig deeper into themes using qualitative 
research methods and online engagement tools that offer 
participants the flexibility to be transparent and the safety of 
anonymity. 

GROUPS REPRESENTED

1. Residents

2. Visitors

3. Students

4. Spanish-speaking constituents

METHODOLOGY

Focus groups were conducted:

• Live, online in English

Data compiled via Mentimeter, an online engagement 
tool for live data gathering

• In-person, in Spanish

Data compiled via Spanish-speaking partner, incentivizing 
underrepresented groups for their time to provide 
feedback 

Focus Groups
Qualitative research

BRAND INSIGHTS 
Themes from the first three words that come to mind within 
the focus group: 

• Monroe is: Growing
• Monroe is: Kind
• Monroe is: Small

WHAT WILL ALWAYS BE TRUE? 

“Regardless of how big Monroe gets, it will always be small” 

”Monroe will always have roots and a rural lifestyle” 

“Monroe will always have people who know each other” 

“Monroe will never be the next Seattle or Everett” 

“Monroe will never be unfriendly” 

“Monroe will never be unsafe”

DEFINING QUANTITATIVE (ONLINE SURVEY) BRAND 
THEMES 
Small Town Rural means: Welcoming and Friendly
Community means: Neighborly and Small
Gateway to Nature means: Outdoorsy and Peaceful
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JayRay facilitated nine phone interviews, with key participants 
identified by City leadership to gain perspectives on Monroe 
as a city. Similar to the focus groups, individuals provided an 
additional layer of qualitative research that offers in-depth 
insight into themes from the brand survey. These findings will 
help shape the overall brand. City leadership helped identify 
participants who they believed offered valuable insight about 
Monroe to share what makes it a unique place to live, work 
and experience. 

GROUPS REPRESENTED

1. Current business owners operating in Monroe

2. Former business owners operating in Monroe

3. Business owners serving customers in Monroe 

METHODOLOGY

Interviews were conducted in English and Spanish:

• Live, over the phone in English or Spanish

• Approximately 20-30 minutes on each call

• Data compiled using a proven interview guide developed 
with uncovering the brand platform in mind

• Conducted confidentially

The interview guide focused on putting a finer point on 
quantitative themes, especially the City’s position amongst 
comparable cities that business leaders would likely frequent.

Interviews
Key partners

THE VIBE IN MONROE
Interviewees uniformly identified the value of relationships 
in Monroe. Interviewees characterized relationships as 
feeling:

• Quiet and safe
• Friendly, down to earth
• Supportive and respectful

As business owners and leaders, attributing high value to 
relationships makes sense as it is their job to build rapport 
with the people of Monroe, whether they are customers, 
peers or City leaders who they appeal to for support. 

MONROE’S POSITION, ACCORDING TO BUSINESSES
Compared to North Bend, Maple Valley and Lynnwood, 
interviewees applauded first-responders who enforce safety. 
Safety directly relates to business owners because it allows 
them to operate their business more easily. Some 
participants commented: 

“Safe compared to other cities”
“Quaint getaway, but close to other cities”
”More hardworking than hipster”
“It feels like home”
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KEY INSIGHTS



Brand 
Ambassadors

Brand 
Leadership

Uncover themes Test 3P Ideas Logo 
development

Brand Audit
Comparative 
Analysis
Survey
Focus Groups
Interviews 13

1 2 3 4Discovery 
& Research

Analysis 
& Key Insights Meaning & 3Ps Visual 

Identity

Brand 
Leadership

Leadership finalizes 
3Ps

Process
What is next? 
WHAT KEY INSIGHTS ARE
Loose themes to define 
Patterns in the research to guide ambassador input
Ideas to test with ambassadors

WHAT KEY INSIGHTS ARE NOT
3P drafts
Precise wording or verbiage 
Finalized recommendations on words or colors
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Place Brand Insights
Architecture informed by research

PLACE

TOURISM CITY
GOVERNMENT

RESIDENTS BUSINESSES

EXPERIENCING MONROE
• A quaint getaway
• Access to nature
• A hidden gem

LEADING MONROE
• Safety
• Political Progress
• Growing in size and 

economy

LIVING IN MONROE
• Cost of housing
• Community
• Small hometown 

WORKING IN MONROE
• Hardworking people
• Respectful customers
• Easy to operate in 

Monroe

Brand architecture is a simple theory with complex application. Every brand has different themes that inform the 
architecture of parent brand with sub-brands. A parent brand remains dominant and connected but allows for each sub-
brand to have its own identity. The visual connection is often subtle but visual elements may share formatting, font and 
overall look-and-feel. Based on research efforts, key themes arose that can be organized in different categories for 
consideration. For example: 



Place Brand Insights
Architecture informed by research
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Place Brand Insights
Architecture informed by research

PLACE (MONROE)

COMMUNITY BUSINESSES

EXPERIENCING MONROE
• A quaint getaway
• Access to nature
• A hidden gem

LEADING MONROE
• Safety
• Political progress
• Growing in size and 

economy

LIVING IN MONROE
• Cost of housing
• Community
• Small hometown 

WORKING IN MONROE
• Hardworking people
• Respectful customers
• Easy to operate in Monroe

Brand architecture is a simple theory with complex application. Every brand has different themes that inform the 
architecture of the parent brand with sub-brands. A parent brand remains dominant and connected but allows for each sub-
brand to have its own identity. The visual connection is often subtle but visual elements may share formatting, font and 
overall look-and-feel. Based on research efforts, key themes arose that can be organized in different categories for 
consideration. For example: 
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Place Brand Insights
Architecture informed by research
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Place Brand Insights
Architecture informed by research
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Insights to Personality

IF MONROE WERE AN ANIMAL, WHAT WOULD IT BE?

Friendly and
Community Oriented

Peaceful and 
Introverted

• Duck
• Horse
• Bear
• Gazelle
• Parrot
• Coyote

• Turtle
• Cow
• Snail
• Platypus
• Caterpillar
• Sloth

PERSONALITY
Your outward face

POSITION
Differentiator, relative 
to the competition

PROMISE
We will always…

3Ps

DEFINING QUANTITATIVE BRAND THEMES:
Survey theme means ____ according to focus groups
Small Town Rural means: Welcoming and Friendly
Community means: Neighborly and Small
Gateway to Nature means: Outdoorsy and Peaceful

Framing a branding question in a creative way helped 
uncover how people characterize Monroe. Animal 
representations indicate Monroe’s personality traits such as 
friendly, community-oriented, peaceful and introverted. 



20
JAYRAY  A PLACE TO THINK

Insights to Position

PERSONALITY
Your outward face

POSITION
Differentiator, relative 
to the competition

PROMISE
We will always…

3PsWHAT THREE WORDS COME TO MIND WHEN YOU 
THINK ABOUT MONROE? 

After a focus group question that prompted participants to discuss Monroe’s reputation, the 
top words that came to mind were:

1. Community

2. Growing

3. Nature
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Insights to Promise

PERSONALITY
Your outward face

POSITION
Differentiator, relative 
to the competition

PROMISE
We will always…

3Ps

Size was of significant interest in the survey. Focus groups 
and interviews gave an opportunity to probe deeper on 
overarching survey findings, and what they mean for 
Monroe’s brand promise. 

“Regardless of how big Monroe gets, it will 

always be small” 

”Monroe will always have roots and a rural 

lifestyle” 

“Monroe will always have people who know 

each other” 

“Monroe will never be the next Seattle or 

Everett” 

“Monroe will never be unfriendly” 

“Monroe will never be unsafe”
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Visual Themes
Color theory

Red Orange Yellow Green Blue Purple Brown

Nature
Renewal
Service
Balance
Growth28%

24%

Intensity
Passion
Urgent
Power
Speed

22%

Reliable
Earthy
Safety
Comfort
Endurance

Survey respondents were given a set of thematic words. Each set correlated to a color and meaning 
supported by color theory. Each respondent was asked to identify the word set that most closely matched 
their current experience of Monroe.

TOP THEMES
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Visual Themes
The mind’s eye

After detailed discussion to uncover the  
brand platform, JayRay facilitated a 
creative stretch that encouraged focus 
group participants to picture Monroe in 
their mind’s eye and quickly doodle 
what they saw. As we took words and 
formed them into visuals, these rough 
sketches were useful for analysis to 
clarify how respondents view Monroe, 
visually. 
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Appendices

25 Brand Audit

38 Brand Survey

90 Spanish Focus Group: Anonymous

54 Comparative Analysis

77 English Focus Group: Anonymous

101 Interview Guide
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BRAND AUDIT
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COMMUNICATION CRITERIA

ü Purpose of communications is clear

ü Target audience is clear. Piece is appropriate 
and useful to the audience 

ü Copy is useful to a resident 

ü Copy is useful to a visitor 

ü Copy communicates something distinctive and 
memorable about Monroe 

ü Copy elicits a positive emotional response

ü Copy uses a consistent brand voice that fits 
Monroe 

ü Copy helps Monroe stand out from other cities 

ü Copy helps tell the story in a meaningful way 

ü Copy enhances understanding of Monroe and 
its offerings as a city 

ü Readers would want to learn more about 
Monroe 

ü Readers would be inspired to visit Monroe 

VISUALS CRITERIA 

ü The logo reflects the city’s vision statement, 
is distinctive and appealing 

ü Design has a consistent look and feel 

ü Designs are useful to a prospective resident

ü Design presents Monroe as a distinctive 
and memorable city

ü Design is useful to a resident 

ü The design is useful to a visitor 

ü Design helps Monroe stand out from other 
cities 

ü Design elicits a positive emotional response 

ü Design communicates something 
distinctive and memorable about Monroe 

ü Design enhances understanding of Monroe 
and its offerings as a city 

Brand Audit Criteria 
A series of questions to identify opportunities and summarize findings 
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FINDINGS

• The look and feel of the publication 
is not cohesive with other pieces and 
mediums (such as website and social 
media).

• Pages are saturated with 
information, and sometimes hard to 
read. 

• Page layouts are monotonous and 
difficult to follow. Excessive 
information combined with a lack of 
layout variety and page-breaks make 
the content difficult to follow. 

• Information is most useful for 
residents.

• Content transitions between topics 
(food to parks), but design does not 
transition. 

Choose Monroe Magazine
Create consistency and cohesion
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OPPORTUNITIES

• Consider aligning the brand more closely 
with the City to unify Monroe’s identity to 
enhance trust and familiarity. 

• Use larger photos and incorporate more 
white space to help your stories stand out 
and embrace a scannable approach. 

• Consider more editorial content to break 
up advertisements.

• Develop more layout and avoid losing 
your readers by incorporating additional 
layout options for visual variety.

• Consider broadening the audience 
beyond locals by developing name 
options that are more inclusive of visitors. 

Consistently presented brands are 
3.5 times more visible to customers, 
which can help you stand out in a 
crowded marketplace.

Source: Demand Metric

Choose Monroe Magazine
Create consistency and cohesion



29
JAYRAY  A PLACE TO THINK

FINDINGS

• About sections, bios and Instagram 
highlights are not developed. 

• Profile photos and headers appear dark 
and cropped.

• Nearly all photos on Instagram include 
overlay text.  

• Content mix is heavy on informational 
updates and closures. 

• Instagram feed is the primary feature 
being used. 

• Twitter is inactive.

Social media 
Photos finish first
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OPPORTUNITIES

• Consider leveraging bios, compelling profile 
pictures and “about” sections to greet and 
build a relationship with followers.

• Consider following local businesses as a way 
to expand Monroe’s digital presence. 

• With social media increasingly prioritizing 
photo and video content, consider using text 
fields instead of text overlays to leverage 
algorithms and increase accessibility. 

• Add variety to content by including positive 
news and storytelling on FB and IG, and 
Twitter for informational alerts.

• Consider using more features that each 
channel has to offer such as stories, reshares 
and hashtags to fully take advantage of social 
media and increase engagement. 

Photos are 156% more likely to achieve 
likes when compared to graphics or 
text overlay. 

Photos are 302% more likely to receive 
comments when compared to graphics 
or text overlay. 
Source: Agorapulse

Social media 
Photos finish first
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FINDINGS

• Users need multiple scrolls on both desktop 
and mobile to arrive at relevant information.

• Visuals don’t contain people.

• Most news items are about law enforcement 
updates.

• Laundromat is the most prominent photo 
featured.

• Height of homepage images takes up a 
large portion of a standard screen. 

• Imagine Monroe is the first piece of content 
users see. 

• “How do I” prompt is the first and main menu 
item on the navigation. 

• Icons on desktop are presented in seven 
columns. 

Website
Show off what you are most proud of
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OPPORTUNITIES

• Shorten scroll time to lower the barrier 
to information. 

• Develop a media library of photography 
that includes people experiencing what 
you are most proud of in Monroe 
(outdoors, people, parks, etc.).

• Consider adding different criteria for 
news items so not all updates are about 
law enforcement, which can read as 
unwelcoming. 

• Revisit navigation copy. Users may not 
know to click on “our community.” 
Consider adding copy to inspire users to 
plan a visit. 

• Consider adding a call-to-action element 
(button or link) under homepage copy 
(currently Imagine Monroe) to get users 
to begin exploring. 

It takes 50 milliseconds for users to form 
an opinion of your website.
Source: Carleton University Study

People remember 10% of information 
for three days, on average; stronger 
photographs and compelling visuals can 
improve recall to 65%.
Source: Microsoft Corp Advertising Insider 

Website
Show off what you are most proud of
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FINDINGS

• Images are placed in the same spot 
across the newsletter.

• Articles are detailed and technical. 

• There are no obvious links in the 
newsletter. 

• The newsletter is text-heavy.

• Headlines and body text font are 
closely related.

Monroe This Week
Less is more to get your message across 
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OPPORTUNITIES

• Consider a bulleted list of what is inside 
the newsletter to encourage scanning.

• Consider adding links, either to website or 
anchor links to articles so more information 
is easily accessible and newsletter is more 
easily scanned. 

• Consider incorporating the City’s brand 
into the design to unify visuals.

• Add variety by changing image placement 
on each article and choosing more 
compelling photography.

• Consider developing content from a 
resident’s angle by clearly stating how the 
information affects you as a resident. 

 

43% of people admit to skimming 
content.

On average, 5 times more people 
read the headline vs. read the body 
copy.
Source: Hubspot Marketing Statistics

Monroe This Week
Less is more to get your message across
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FINDINGS

• The look and feel is separate from 
other collateral from Monroe.

• The newsletter is formatted as a PDF.

• Heavy use of clip-art as visuals. 

• The City logo appears at the end of 
the newsletter.

• The copy is straightforward, not too 
technical.

• Links are helpful leading users to 
more information

• Links do not create a new tab. 

Economic Development Newsletter
Let your audience receive a consistent impression across all channels
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OPPORTUNITIES

• Lead with the brand by placing the logo at 
the top of the newsletter, using a consistent 
masthead with brand fonts and colors.

• Consider replacing stock graphics with 
photos of Monroe.

• Consider transitioning away from PDF and 
into an email builder to enhance usability, 
readability and mobile display.

• Create links that open in new windows and 
tabs, so readers don’t lose the newsletter as 
they navigate to more information.

• While information is useful, consider adding 
context and takeaways, especially for dense 
material such as the annual report. 

Consistent presentation of a 
brand can increase revenue 
(and engagement) by 33%
Source: State of Brand Consistency: Marq 
(Lucidpress)

Economic Development Newsletter
Let your audience receive a consistent impression across all channels



37
JAYRAY  A PLACE TO THINK

Audit Pieces
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BRAND SURVEY
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Brand Question 1 
When you think of Monroe, what three words first come to 
mind? 

Top Themes
• Small town/rural
• Fairgrounds
• Mountains
• Rivers
• Parks
• Community
• Home
• Traffic
• Prison
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Brand Question 2 
When you picture Monroe, what three visuals first come to 
mind?

Top Themes
• Fair
• Rivers
• Small Town
• Traffic
• Prison 
• Community 
• Farms
• Mountains
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Brand Question 3 
What sort of “vibe” or feeling do you experience when you’re 
in Monroe? Please describe

Top Themes
• Small town
• Community
• Friendly people
• Country/rural
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Brand Question 4
Where do you (or would you) take friends and family visiting 
Monroe from out of town?

Top Themes
• Lake Tye
• Restaurants
• Parks
• Surrounding attractions (mountains, 

Woodinville, Snohomish, etc.)

“I would take them to the mountains 
nearby. We have one amazing 
antique shop on Main Street, one 
Mexican restaurant in town that has 
really good food, and the lake with 
nearby coffeeshop. During the 
summer there is music/movies in the 
park to take a guest to.”
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Brand Question 5
Which line has the most words that best represent your 
current experience in Monroe? (Select one.)

Nature

Renewal

Service

Balance

Growth

28%

Positive

Idealistic

Philosophy

Joy

Hope

4%

Stability

Integrity

Calm

Technology

Reflection

2%

Intuition

Wisdom

Mysterious

Transformative

Enlightened

.3%

Intensity

Danger

Power

Urgency

Speed

Caution

Warmth

Optimism

Vibrance

Energy

Reliable

Earthy

Safety

Comfort

Endurance

24% 20% 22%
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Brand Question 6
Which line has the most words that best represent where you 
see Monroe going in the future? (Select one.)

Nature

Renewal

Service

Balance

Growth

29%

Positive

Idealistic

Philosophy

Joy

Hope

9%

Stability

Integrity

Calm

Technology

Reflection

10%

Intuition

Wisdom

Mysterious

Transformative

Enlightened

2%

Intensity

Danger

Power

Urgency

Speed

Caution

Warmth

Optimism

Vibrance

Energy

Reliable

Earthy

Safety

Comfort

Endurance

22% 12% 16%
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Brand Question 7
What brought you to Monroe? (Select all that apply)

Top Responses
• Cost of Housing
• Location
• Friends & Family
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Brand Question 8
I would recommend Monroe as a place to live

0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

Strongly
Disagree

Disagree Agree Strongly
Agree

39 (5.92%) 118 (17.91%) 355 (53.87%) 147 (22.31%)

78.18% agree or strongly 
agree that they would 
recommend Monroe as a 
place to live. 
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Brand Question 9
I would recommend Monroe as a place to visit

0.00%
5.00%

10.00%
15.00%
20.00%
25.00%
30.00%
35.00%
40.00%
45.00%
50.00%

Strongly
Disagree

Disagree Agree Strongly
Agree

55 (8.35%) 261 (39.61%) 286 (43.40%) 57 (8.65%)

52.05% agree or strongly 
agree that they would 
recommend Monroe as a 
place to visit. 
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Brand Question 10
I would recommend Monroe as a place to do business

0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

70.00%

Strongly
Disagree

Disagree Agree Strongly
Agree

41 (6.22%) 143 (21.70%) 401 (60.85%) 74 (11.23%)

72.08% agree or strongly 
agree that they would 
recommend Monroe as a 
place to do business. 
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Brand Question 11
When new people come to Monroe, they feel like they belong

0.00%

10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

Strongly
Disagree

Disagree Agree Strongly
Agree

49 (7.44%) 190 (28.83%) 369 (55.99%) 51 (7.74%)

63.73% agree or strongly 
agree that new people will 
feel like they belong in 
Monroe.
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Brand Question 12
What three landmarks best help Monroe stand out from other 
places? (Select 3)

Top Responses
• Evergreen Speedway & Evergreen 

State Fair Park (72.29%)
• Lake Tye (38.40%)
• Gateway to the Cascade 

Mountains (35.84%) 

The Evergreen Speedway & 
Evergreen State Fair Park nearly 
double the rest as standout 
attractions. 
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Brand Question 13
Are you familiar with the City of Monroe’s logo?

Nearly 14% of respondents are 
not familiar or unsure if they’re 
familiar with the City’s logo. 
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Brand Question 14
How do you feel that the logo does or does not incorporate 
Imagine Monroe?

4% of respondents entered “n/a” or other

Negative
35%

There is no suggestion of imagination in 
this logo, it looks like an explosion from 
the 'n' rather than a suggestion of 
imagination.”

“

Looks like a restaurant sign. Monroe has 
one of the most beautiful Mountain Views, 
incorporate that in the logo. Maybe the 
same mountain outline line but in a 
contemporary way…”

Neutral
53%

“

I like that is is simple and does not depict 
any one thing that someone might 
associate it with. It allows Monroe to be 
whatever anyone wants it to be.”

Positive
7%

“

88% of responses were analyzed as a 
neutral or negative sentiment when 
asked about the current logo’s 
relationship with Imagine Monroe. 
Responses that are categorized as 
neutral typically lack elaboration and 
offer little value (ex. ”not sure” or “basic”) 
indicating indifference to the logo, and 
negative answers often highlight what 
the logo lacks rather than its potential. 
(ex. “it is not colorful”)

Sentiment is measured through machine learning and natural language 
processing (NLP) and should be treated as approximations. 
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Brand Question 15
Please describe your first thoughts when seeing the City of 
Monroe’s logo.

Negative
20%

“

Neutral
47%

“

Positive
30%

“

3% of respondents entered “n/a” or other

What is the explosion graphic 
supposed to mean?”

Font makes it hard to read. It's very 
generic. There are lots of towns named 
Monroe and this could be for ANY of 
them.” 

Bold. The decorative lines remind 
me of an eagle.”

84% of responses were analyzed as a 
neutral or positive sentiment when asked 
about initial reactions to the current 
logo. Responses that are categorized as 
neutral typically lack elaboration and 
offer little value (ex. ”not sure” or “basic”) 
indicating indifference to the logo, and 
positive answers often highlight 
characteristics of the logo to keep (ex. “I 
like that it’s clean and simple”).

Sentiment is measured through machine learning and natural language 
processing (NLP) and should be treated as approximations. 
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COMPARATIVE ANALYSIS
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COMPARATIVE 
BRAND 

FACTORS

City Website

Tourism 
Website

https://www.mo
nroewa.gov/

https://www.cho
osemonroe.com
/
(operated by 
Chamber of 
Commerce)

http://www.c
i.bothell.wa.
us/

https://www.
beginatboth
ell.com/
(operated by 
City of Bothell)

https://northb
endwa.gov/

https://www.d
iscovernorthb
end.com/
(operated by City 
of North Bend)

https://www.lynn
woodwa.gov/

https://www.lynn
woodtourism.co
m/
(operated by City of 
Lynnwood)

https://www.ever
ettwa.gov/

https://www.thisi
severett.com/
(operated by City of 
Everett)

https://www.city
ofml.com

https://tourmos
esl
lake.com/
(operated by City of 
Moses Lake)

https://www.city
ofpuyallup.org/

https://www.tra
veltacoma.com/
regions/puyallu
p/#
(operated by Travel 
Tacoma)

About / Tagline Imagine Monroe

Choose Monroe

Begin at 
Bothell

Easy to 
reach…hard 
to leave
Visit North 
Bend

Start Here Visit Everett Tour Moses 
Lake

N/A

Population 20,209 47,784 7,695 40,592 110,812 25,583 42,794

Largest 
Industries

Manufacturing 
(PPR Industries)
Retail

• Biotech
• Biomedic

al

• Governmen
t (WSDT)

• Nintendo 
Distribution 
Center

• Retail 
(Alderwood 
Mall)

• Aerospace
• Port
• Healthcare
• US Naval Base

• Manufacturin
g

• Healthcare

• Aerospace
• Healthcare
• Visitor 

Services (WA 
State Fair)

https://www.monroewa.gov/
https://www.monroewa.gov/
https://www.choosemonroe.com/
https://www.choosemonroe.com/
https://www.choosemonroe.com/
http://www.ci.bothell.wa.us/
http://www.ci.bothell.wa.us/
http://www.ci.bothell.wa.us/
https://www.beginatbothell.com/
https://www.beginatbothell.com/
https://www.beginatbothell.com/
https://northbendwa.gov/
https://northbendwa.gov/
https://www.discovernorthbend.com/
https://www.discovernorthbend.com/
https://www.discovernorthbend.com/
https://www.lynnwoodwa.gov/
https://www.lynnwoodwa.gov/
https://www.lynnwoodtourism.com/
https://www.lynnwoodtourism.com/
https://www.lynnwoodtourism.com/
https://www.everettwa.gov/
https://www.everettwa.gov/
https://www.thisiseverett.com/
https://www.thisiseverett.com/
https://www.cityofml.com/
https://www.cityofml.com/
https://tourmoseslake.com/
https://tourmoseslake.com/
https://tourmoseslake.com/
https://www.cityofpuyallup.org/
https://www.cityofpuyallup.org/
https://www.traveltacoma.com/regions/puyallup/
https://www.traveltacoma.com/regions/puyallup/
https://www.traveltacoma.com/regions/puyallup/
https://www.traveltacoma.com/regions/puyallup/
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COMPARATIVE 
BRAND 

FACTORS
Monroe Bothell North Bend Lynnwood Everett Moses Lake Puyallup

Parks & 
Recreation

24 parks and 
recreations/ 
activity facilities

22 parks and 
recreation/  
activity facilities

17 parks and 
recreation/ activity 
facilities

27 parks and 
recreation/ 
activity 
facilities

44 parks and 
recreation/ 
activity 
facilities

38 parks and 
recreation/ 
activity 
facilities

21 parks and 
recreation/ 
activity facilities

Main 
Attractions

• Evergreen 
State 
Fairgrounds

• Swift 
Migrations

• Evergreen 
Speedway

• Reptile zoo

• McMenamins 
Anderson 
School, Pool 
and Theater

• Bothell 
Historical 
Museum

• Kenmore 
Airflights

• Twin Peaks 
Locales

• Northwest 
Railway 
Museum

• Meadowbrook 
Farm Park

• Alderwood 
Mall

• NW 
Veterans 
Museum

• Heritage 
Park

• Evergreen 
Arboretum 
& Gardens

• Imagine 
Children’s 
Museum

• Flying 
Heritage 
and 
Combat 
Armor 
Museum 
(opens in 
2023)

• Shack Art 
Center

• The 
Equator 
Ship

• Hibulb 
Cultural 
Center

• Moses Lake 
Museum & 
Art Center

• Surf n’ Slide 
Waterpark

• Grant 
County 
Fairgrounds

• Washington 
State Fair 
Events 
Center

• Spooner 
Farms

• Meeker 
Mansion

• Karshner 
Museum & 
Center for 
Cultural Arts
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COMPARATIVE 
BRAND 

FACTORS
Monroe Bothell North Bend Lynnwood Everett Moses Lake Puyallup

Messaging / 
Promise

City site:

• Imagine 
Monroe

• Everyone 
feels at home 
and everyone 
belongs

Tourism site

• Where the 
adventure 
begins

• Just the 
beginning of 
your 
adventure. 

• Where the 
best of 
Washington 
is all within 
reach.

• Experience 
the eclectic 
downtown,  
whimsical 
shops, 
cuisine and 
crafted 
beverages to 
delight your 
senses

• Discover what 
North Bend 
has to offer

• Explore North 
Bend 
highlights

• Summertime 
“headquarters
” for hiking, 
kayaking, etc.

• The starting 
place for 
your NW 
vacation

• You can 
create your 
vacation 
beginning 
here

• “Here” 
themed 
messaging 
(play here; 
stay here; 
shop here, 
etc.)

• Launchpad to 
the Northwest; 
Launch your 
adventure

• Emphasis on 
local 
attractions 
(standard 
categories)

• Water, Sun, 
and Room to 
Play

• Focused on 
all there is to 
do in Moses 
Lake (Play, 
Stay, Eat and 
Events)

• Host of the 
Washington 
State Fair and 
Spring Fair

• Celebrates its 
agricultural 
roots year 
round with 
festivals and 
locally 
sourced fare

• Emphasis on 
local working 
farms and 
farm to table
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COMPARATIVE 
BRAND 

FACTORS
Monroe Bothell North Bend Lynnwood Everett Moses Lake Puyallup

Photography

(Tourism site)

Large 
rotating 
hero image 
on landing 
page - 
outdoor 
focused. 
Minimal/ 
snapshot 
photograph
y on 
supporting 
pages

All Instagram 
photos -- 
Seasonal NW, 
outdoor/ 
nature, local 
attractions, 
food and 
drink, Seattle 
imagery

Outdoor 
focused, one 
large hero 
photo, minimal 
photography 
on supporting 
pages

Combination of 
stock photos and 
local

Large hero 
photos include up 
close food and 
beverage images 
along with 
outdoor 
landscapes. 
Supporting 
photos for each 
attraction 
category. 
Emphasis on 
dining.

One Hero image 
(no rotation)

Half pages 
stylized photos 
for each of the 
main categories

Large hero 
image (no 
rotation)

Combination of 
tiles and stand 
alone photos  
(fair, outdoor, 
farmlands 
images)

Design

(Tourism site)

Hero image 
dominates. 
Serif heads 
and 
subheads 
overlay 
image. Very 
large right 
rail sub 
page tabs 
with white 
sans serif 
type

Instagram 
heavy 
photography 
with intro 
video. 
Mishmash of 
serif and Ital 
type with sans 
serif subs and 
drop-down 
tabs. 
Classical/old 
fashioned 
wallpaper 
logo 
treatment

Sans serif; 
Large logo 
overlays hero 
image; tiles on 
landing page 
inconsistent in 
size; significant 
white space 
used on sub 
pages; overall 
feel similar to 
city site

Sans-serif; Content 
sections include 
bold colored bands 
from left to right, 
left side text 
reversed out in 
white and inserted 
accompanying 
photo on right 
bordered by color 
band

Sans serif. Two-
color, plus white 
and black type. 
Standard left rail 
topic list with 
photo adjacent. 
Instagram links at 
bottom of home 
page.

Serif headers 
with sans serif 
subs and copy. 
Large type. 
White space 
emphasis. Airy.

Sans serif.  Two-
color (blue and 
gray) with lots of 
white space

Blocky layout – 
with photos and 
supporting text

Tiles take you to 
Travel Tacoma 
general pages

(Travel Tacoma 
Design)
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COMPARATIVE 
BRAND 

FACTORS
Monroe Bothell North Bend Lynnwood Everett Moses Lake Puyallup

Colors City site: Blue 
and Purple

Tourism site:
Orange and 
green

City site: Dark 
blue and light 
blue

Tourism site: 
Dark blue and  
teal

City site:  Green 
and white

Tourism site:  
Yellow  and 
white

City site and 
Tourism site: Dark 
blue, sea foam 
and yellow

City site: Dark 
blue and white

Tourism site: Dark 
blue and coral

City site: Blue, 
dark blue, 
orange and 
green

Tourism site: 
Orange and blue 
with green spot 
color (tabs)

City site: Blue 
and white with 
multi-color 
buttons (yellow, 
green, red, etc.)

Tourism site: 
Blue and gray

Positioning

(Tourism sites)

• Lively; safe; 
beautiful; 
diverse; 
welcoming

• A place of 
adventure

• A place to 
come 
experience 
all the 
assets of 
the NW

• A jumping 
off point for 
NW 
adventure

• Emphasis on 
local events.

• Closest city 
to NW winter 
activities

• “The Real 
Twin Peaks”

• Undistinguish
able 
positioning 
other than 
the standard 
“visit” CTA

• Position 
themselves as 
Seattle North 
from a 
tourism 
perspective

• Located close 
to everything

• Ideal starting 
point for all 
NW activities, 
adventure, 
etc.

• Shopping 
destination – 
Alderwood 
Mall 

• Launchpad to 
the Northwest; 
Launch your 
adventure

• Emphasis on 
local 
attractions 
(standard 
categories)

• Moses Lake is 
the 
destination

• “Tour” 
emphasis

• A family 
vacation spot 
that has it all

• Positioned as 
one of the 
main 
destinations 
in Tacoma-
Pierce 
County

• Fair 
emphasis 
along with 
local farms

• Great “tastes” 
to enjoy 
(farm to 
table, cider, 
etc.)
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COMPARATIVE 
BRAND 

FACTORS
Monroe Bothell North Bend Lynnwood Everett Moses Lake Puyallup

Personality

(Tourism sites)

• Bold • Adventuresome
• Active

• http://www.ci.b
othell.wa.us/Do
cumentCenter/
View/1701/City-
Logo-
Guidelines-PDF

• Direct and 
straightforward

• Down to earth

• Familiar
• Vibrant
• Straightforward
• Helpful
• Forward-

thinking

Above descriptors 
taken from Brand 
guidelines 
document:
 
https://www.lynnw
oodwa.gov/Comm
unity/Communicat
ions/Style-and-
Content-
Guide#section-1

• Direct
• Unfussy

• Bright
• Welcoming

Brand 
guidelines 
document:

https://www.ci
tyofml.com/D
ocumentCente
r/View/923/Br
and-Style-
Guidelines?bi
dI

Guidelines do 
not describe 
city 
personality 
other than an 
emphasis on 
water/lake 
activity

Tourism currently 
going through a 
rebranding effort:

https://www.cityof
puyallup.org/207
1/Destination-
Branding-Project

https://www.cityof
puyallup.org/Doc
umentCenter/Vie
w/16506/Puyallup
-Tourism-Brand-
Project-Update-
Council-9-13-
22?bidId=

https://www.cityof
puyallup.org/Doc
umentCenter/Vie
w/16505/Rotator-
Branding-
Destination-
Marketing-
Proposal?bidId=

http://www.ci.bothell.wa.us/DocumentCenter/View/1701/City-Logo-Guidelines-PDF
http://www.ci.bothell.wa.us/DocumentCenter/View/1701/City-Logo-Guidelines-PDF
http://www.ci.bothell.wa.us/DocumentCenter/View/1701/City-Logo-Guidelines-PDF
http://www.ci.bothell.wa.us/DocumentCenter/View/1701/City-Logo-Guidelines-PDF
http://www.ci.bothell.wa.us/DocumentCenter/View/1701/City-Logo-Guidelines-PDF
http://www.ci.bothell.wa.us/DocumentCenter/View/1701/City-Logo-Guidelines-PDF
https://www.lynnwoodwa.gov/Community/Communications/Style-and-Content-Guide
https://www.lynnwoodwa.gov/Community/Communications/Style-and-Content-Guide
https://www.lynnwoodwa.gov/Community/Communications/Style-and-Content-Guide
https://www.lynnwoodwa.gov/Community/Communications/Style-and-Content-Guide
https://www.lynnwoodwa.gov/Community/Communications/Style-and-Content-Guide
https://www.lynnwoodwa.gov/Community/Communications/Style-and-Content-Guide
https://www.cityofml.com/DocumentCenter/View/923/Brand-Style-Guidelines?bidI
https://www.cityofml.com/DocumentCenter/View/923/Brand-Style-Guidelines?bidI
https://www.cityofml.com/DocumentCenter/View/923/Brand-Style-Guidelines?bidI
https://www.cityofml.com/DocumentCenter/View/923/Brand-Style-Guidelines?bidI
https://www.cityofml.com/DocumentCenter/View/923/Brand-Style-Guidelines?bidI
https://www.cityofml.com/DocumentCenter/View/923/Brand-Style-Guidelines?bidI
https://www.cityofml.com/DocumentCenter/View/923/Brand-Style-Guidelines?bidI
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16506/Puyallup-Tourism-Brand-Project-Update-Council-9-13-22?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16505/Rotator-Branding-Destination-Marketing-Proposal?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16505/Rotator-Branding-Destination-Marketing-Proposal?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16505/Rotator-Branding-Destination-Marketing-Proposal?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16505/Rotator-Branding-Destination-Marketing-Proposal?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16505/Rotator-Branding-Destination-Marketing-Proposal?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16505/Rotator-Branding-Destination-Marketing-Proposal?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16505/Rotator-Branding-Destination-Marketing-Proposal?bidId=
https://www.cityofpuyallup.org/DocumentCenter/View/16505/Rotator-Branding-Destination-Marketing-Proposal?bidId=
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COMPARATIVE 
BRAND 

FACTORS
Monroe Bothell North Bend Lynnwood Everett Moses Lake Puyallup

Mobile

(Tourism sites)

City site

• Horizontal 
view includes 
section 
headers at 
top; vertical 
view has 
drop down 
menu

• Dominated 
by large 
“Imagine 
Monroe” 
message

Tourism site

• Vertical and 
horizontal 
view identical

• Have to click 
on small 
“learn more” 
to access info 
on main 
topics

• Mostly user-
friendly

• A little slow 
for menu to 
appear

• Cookie 
policy and 
“Take the 
Survey” 
message 
comes up 
frequently 
as you tour 
the site

• Vertical and 
horizontal 
views 
identical

• Includes 
Accessibility 
function/ico
n on every 
page in the 
same 
position

• Loads quick
• Main tabs 

(Play, Stay, 
Dine, etc.) 
do not open 
directly to 
that page. It 
goes to the 
sub list of 
that section

• Horizontal 
view 
includes 
section 
headers at 
top; Vertical 
view has 
drop down 
menu

• Accessibility 
link hard to 
find (listed in 
the “Site 
Links” 
section at 
the bottom 
of the home 
page). Link 
just includes 
info about 
accessibility

• Fairly user-
friendly

• Menu tab is 
lengthy -  
includes 
both the 
main tabs 
and the sub 
list for most 
of the main 
sections

• Vertical and 
Horizontal 
views 
identical

• No 
Accessibility 
function or 
link

• A bit clunky
• Vertical view is 

not appealing - 
has spacing 
issues with 
headers; 
Masthead is 
oversized

• Horizontal view 
has drop down 
icons 
overlapping 
headers

• Translation 
icon is 
confusing and 
doesn’t seem 
to work 
correctly

• Settings drop 
down bleeds 
off the screen 
on horizontal 
view

• Accessibility 
link at bottom 
of home page. 
Link just 
includes info 
about 
accessibility

• User 
friendly

• Vertical 
and 
horizontal 
views 
identical

• Home 
page is 
efficient 
with just 
the four 
main 
sections of 
information 
(minimal 
scrolling)

• No 
Accessibilit
y function 
or link

• Travel 
Tacoma site 
so Puyallup is 
competing 
with all the 
other Tacoma 
Pierce 
County areas

• Hard to get 
to Puyallup 
information – 
Have to scroll 
down quite 
far. Does not 
immediately 
appear in the 
main drop 
down menu. 
Have to click 
“Menu” then 
“Regions” 
then 
“Puyallup”
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TOURISM LOGO 

TOURISM WEBSITE TOURISM MAGAZINE 
CITY LOGO 

CITY WEBSITE CITY NEWSLETTER 

Monroe

https://www.choosemonroe.com/
https://issuu.com/scenicwashington/docs/choosemonroe_2022
https://www.monroewa.gov/
https://www.lynnwoodwa.gov/files/sharedassets/public/executive/community-engagement/inside-lynnwood-editions/inside-lynnwood-2022-3rd-edition.pdf
https://myemail.constantcontact.com/MTW-Volume-8-Edition-46.html?soid=1133558650820&aid=_-eXWInDlo4
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Monroe Tourism
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TOURISM LOGO

TOURISM WEBSITE TOURISM BROCHURE 

CITY LOGO 

CITY WEBSITE CITY NEWSLETTER 

Bothell

https://www.beginatbothell.com/
https://www.beginatbothell.com/wp-content/uploads/2020/07/BOTHEL-ExploreBothellMap-1219.pdf?x39024
https://www.lynnwoodwa.gov/Home
http://www.ci.bothell.wa.us/
https://www.flipsnack.com/cityofbothell/fall-bothell-bridge-newsletter.html
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Bothell Tourism
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TOURISM LOGO

TOURISM WEBSITE TOURISM BROCHURE 

CITY LOGO 

CITY WEBSITE CITY NEWSLETTER 

North Bend

https://www.discovernorthbend.com/
https://www.lynnwoodtourism.com/wp-content/uploads/2019/04/Lynnwood-Brochure-12-18.pdf
https://www.lynnwoodwa.gov/Home
https://northbendwa.gov/
https://northbendwa.gov/DocumentCenter/View/8848/North-Bend-Business-Bulletin-Newsletter-November-2022
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North Bend Tourism
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TOURISM LOGO 

TOURISM BROCHURE TOURISM WEBSITE 

CITY LOGO 

CITY WEBSITE CITY NEWSLETTER 

Lynnwood

https://www.lynnwoodtourism.com/wp-content/uploads/2019/04/Lynnwood-Brochure-12-18.pdf
https://www.lynnwoodtourism.com/
https://www.lynnwoodwa.gov/Home
https://www.lynnwoodwa.gov/files/sharedassets/public/executive/community-engagement/inside-lynnwood-editions/inside-lynnwood-2022-3rd-edition.pdf
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Lynnwood Tourism
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TOURISM LOGO

TOURISM WEBSITE TOURISM BROCHURE 

CITY LOGO 

CITY WEBSITE CITY NEWSLETTER 

Everett

https://www.thisiseverett.com/
https://www.thisiseverett.com/DocumentCenter/View/58/Field-Guide-PDF?bidId=
https://www.everettwa.gov/
https://www.everettwa.gov/CivicSend/ViewMessage/message/185050
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Everett Tourism
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TOURISM LOGO

TOURISM WEBSITE 

Moses Lake 

TOURISM BROCHURE 

CITY LOGO 

CITY WEBSITE CITY NEWSLETTER 

Moses Lake

https://tourmoseslake.com/
https://tourmoseslake.com/brochure/
https://www.cityofml.com/
https://www.cityofml.com/1020/Report-to-the-Community-November-2021
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Moses Lake Tourism
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TOURISM LOGO

TOURISM WEBSITE TOURISM BROCHURE 

CITY LOGO 

CITY WEBSITE CITY NEWSLETTER 

Puyallup

https://www.traveltacoma.com/regions/puyallup/
http://online.fliphtml5.com/nxcu/gujo/
https://www.cityofpuyallup.org/
https://mailchi.mp/puyallupwa.gov/welcome-to-the-puyallup-connection-14190092
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Puyallup Tourism



City Logos
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ENGLISH FOCUS GROUP
Anonymous responses
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Open Discussion
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SPANISH FOCUS GROUP
Anonymous transcript translated
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What do you know about Monroe’s reputation? The area in general? 
Note: The consultant used M for male and F for female and numbers to differentiate the participants, yet allowing 
them to remain anonymous. "Me" refers to the consultant. 

• M2- It is very strict. Monroe is the strictest town in the state of WA.

• Me - what do you mean by strict?

• M2- is very strict with permissions s and many things.

• F4- Now that I moved here, they made it very difficult for me to get the permit for my business.  The premises where it is, 
is  a commercial area, but as it was an area where it was Grandfathered in, meaning that the grandfather of the  
grandfather of the grandfather was  the  one who made change. I do not know  what really happened, but if I know that  
in the area where I am is residential area, but you see the buildings. I've been working on that for that for a year, and it's 
not resolved yet because of how demanding they are and certain people who don't help the Hispanics.

• F3--I the reputation of the school is not very good to say. There have been "threats from shooters." Then it has a bad 
reputation with other schools.

• F5- I love Monroe.  There may also be all that, but it's a close-knit community.  Events, like in the parks, activities for the 
family, and for the community.  I like that, that it's a close-knit community.

• F1- Monroe is a safe city, and due to how strict they are with their schedules in restaurants, with the schedules they 
require to close, when they can sell liquor,  the  city has its organization to protect the client. So that's fine with me.  Let 
them have rules.
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When you think of Monroe, what three words or phrases first come to mind? 

• F4- Green, everywhere you go is green, this beautiful, smells good, smells clean.

• M1- Security, familiarity, community I could say.

• F1- for me, projects, because it is the city that is giving me the opportunity to work and that's where I plan for the future. 

• F2- the town is small, but it has everything.

• M2- as I say we have, doing the events of the “jareteo”, and we have done well, they have a lot of respect for us. We are at 
ease. And the traffic is not crazy, as we drive down the street others don't get into you.

• F3- I home and community.

• F5- yes, what I said a while ago, that I love the union that exists as a community.

Now for a fun question: If the City was an animal, what animal would it be and why? 
(Feel free to share an example: Jennifer, from Denver, says that if the city was an 
animal, it would be an elk – because it is majestic and grand just like the city of 
Denver.)

• F5- A caterpillar because Monroe is still growing.

• M1- after that, one can say!

• F4- Turtle; I think that it is going at a snail's pace, because it certainly has potential, but it occupies the help of the 
Hispanics. I read surveys, and when I came to Monroe, I was asking questions of the community.

• F3- a puppy; It lacks growth.

• M2- a coyote, because it goes from here to there and does not focus, there is no direction.

• F4- and that's why it goes like a turtle.
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Let’s pretend your friend wants to come for a visit, and they’ve never been to 
Monroe. How would you describe Monroe to them before they visit? 

• F1- A quiet city, welcoming, a welcoming city in every sense of the word: in its means about  the transportation system, 
arrival, restaurants.

• M1- cozy because it has everything! It has lakes, many green things, and restaurants. Whatever you need, here you will 
find it... F1- Segura…. M1- Yes, so very welcoming, it is the only word I find.

• F4- right now as I am new, I invite my whole family. It has lakes, restaurants and is very green and safe. It is also very 
expensive; however, people are always good and smiling.

• F2- take a good memory, es a small town with everything.

• M2- before there were no tortilla shops or Mexican stores, today, there are.

• F3- is small, beautiful, and safe.

What one or two places would you take them to?

• F5- To the Lake Tye Park, because it has soccer field, playground…The other place is the park close to the river, in the 
way to Carnation. It has a playground for the kids. To go out to eat, there are so many restaurants! For a Mexican-
American breakfast, I will bring them to the Highway 2 restaurant, to El Paraiso, Las 3 Marias, “ Por al sazón ”=  the flavor. 
Also, La Bamba, but it is close, now.

• F3- To Lake Tye and the Monroe River.

• M1- Something very representative is Lake Tye Park and the restaurant El Paraiso, where I work.

• F1- The lakes, la “zona verde” (the green area) = the trails to walk. The lake of the restaurant (El Paraiso).
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Now, let’s discuss the vibe and culture of Monroe. What “vibe” or feeling do you think 
visitors or new residents get when they come here?

• VILLA: cozy, friendly, warm.  

• RURAL: Friendly, humble, Familiar; because I feel that Monroe is like my family, everyone knows everyone who came from 
the beginning. To  know who is who. the cousin of  such is such, if it is very familiar, so put that word.

• NATUALEZA:  well: we know that it (Monroe) has everything. (words) like Adventurous and peaceful come to mind, 
because it is very quiet and beautiful.

• COMUNITY: cheerful, optimistic, and authentic.  The same words she (NATUALEZA) says.

• F2- I the first list of words I chose: welcoming, friendly, and warm. The next RURAL: small, friendly, and humble. NATURE: 
peaceful, beautiful, outdoor activities because there is so much outdoors. COMMUNITY: open, cheerful, and optimistic.

• F4- I have almost all the same except ...  But I have mixed feelings when it comes to "down-to-earth," because I feel that 
Monroe hasn't really realized that It needs of the Hispanics in order to grow, and that's why we haven't reached the 
growth that is required. If they    support the Hispanic businesses; we can make Monroe stronger than it is now because 
they have many great activities.  For example, the Farmers Market, it should be full of things, and yet the Hispanic is not 
present; the  Hispanic  should have many things that  themselves make, that they   are designing ... But they (the 
Hispanics) don't have the help to know that you are welcome to be a part of this.---------- Now   you (Me-Yorleny) are 
creating this  place (the Focus Group)--------, but in reality there is no place where the person can look and  say OK, "this is 
what it costs", because it is lack of information. There are many people who are afraid to ask because they don't really 
know the language.  Actually, I don't just want to say ok we're going to open up the market, but I want to be part of it...  
that we need to provide information for the people.  I had already talked to your son about  that (referring to  M2 and F2)  
last year, I  let him know that  I was willing to be part of a team of Hispanics  who support Hispanics who are afraid  of 
starting something new.     This is the most important thing, otherwise they have many community-oriented activities, 
which promotes unity, and I point to the same thing, I have not seen that the Hispanics join, to get involved into all those 
events, I do not understand why not?  I'm new to the area, so I don't understand why, it' s not that they don't know; yes, 
they know  what's  going on, then why  they're not  doing it. I don't know why they  don't get involved.
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Now, let’s discuss the vibe and culture of Monroe. What “vibe” or feeling do you think 
visitors or new residents get when they come here?

• F2- What he had said (referring to M2) that when he opened..., it was for parents to do as a group of children, to play 
soccer, which is what they like the most.  And there were quite a few who were participating, but they didn't come 
anymore, a lot of support is missing.

• F4- Yes! because one person cannot do everything. It's hard with all the things that have to be done, to make a change.

• M2- The Hispanics (the parents of the kids)  began to leave ( the soccer group). I already have   family grown up; my kids 
are adults. It is for those who have small children. If there is a complaint, or something there is already a group, so that we 
could discuss it. They just said: "and what am I going (gestures money) to win?"  So, they didn't care about their family, 
but their financial benefit = “beneficio para la bolsa."   ... It is not good for the one who is moving the hornet's nest.  (Soft 
laughter from the group).

• F3- I have a feeling that my parents didn't take me to events in the city. A lot was because they always had to  be working, 
but also because their English is not very  good (the participant speaks with a Spanish that is not  perfect) because if they 
go,  they do not feel very included, it is difficult to  go to an event ... 

• F4-and not knowing what's going on. 

• F3- aja, that you are not feeling invited there, it is like you want your children to go but at the same time you don’t.  (the 
Spanish presents conjugation mistakes, it is possible due to lack of practice or because the participant learned Spanish 
from people with low educational level)

• F5- At the same time they put the events, but they do not put them in Spanish only they put them in English . So when 
they put all the activities in the parks, they don't put them in Spanish, only in English.

• F3-I feel that there  should also be someone at the event who speaks Spanish, to help.

• F4- The Hispanic population is growing, I  check last year, and we were 20%.  10 years ago it was 15%, then every 10 
years. I don't know who's saying that.  (The group laughs)
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Next, we’ll break out into two groups and have each group focus on a specific question. 
Please assign one person to take notes and share with the group afterward. We will spend 
five minutes in the breakout rooms, and five minutes discussing as a full group.

Part of a brand promise is identifying what someone can always experience when they live 
in, work in or visit Monroe. 

Group 1 will answer: What will always be true about Monroe? 

Group 2 will answer:  What will never be true about Monroe
• It was a discussion where everyone participated in an active way.
• F5- I take notes of what will never be true.  (Group: F1, M1)
• F1- It will never be true that It will be an unsafe city, because We  commit ourselves to harmony in  the city and we 

ourselves do not invite or do not bring people who harm the city, it will never be unsafe.   Another thing is...
• F1-Monroe is united, it encompasses everything. There are many social gatherings, many helps, many things that 

encompass that will never be disunited, the city of Monroe.
• F5- It will never be true that it is an ugly city! There are other cities… let's say Seattle, that have garbage everywhere. 

Monroe is more pleasant to see, it's on that perspective.
• F4 take notes of what will always be true. (Group: F3, F2, M2)
• F4- it will always be true, that as it is such a cool city, it will always have homeless  problems, because we  are always 

helping the people we see in the street, and that is what our heart makes us to do; to help the: there will always be 
homeless, here in Monroe. There will always  be familiarity among  the  Hispanic because everyone knows each other and 
now that we are more,  there is more (familiarity)... Because we all greet each other, we not only greet each other here, 
but by name name, we know their children and everything. And of course, the attractions and parks that we have around 
us. These will always  be the most beautiful thing about Monroe.

• F5-It has many green areas.
• F4- And of course to top it off, the “jaripeos” 
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• F5- What I like is that  it has  many green areas, for each neighborhood it has a green area or a small park.
• M2- Yesterday I went to Ixtapa, where your parents are, (talking to F5)
• F5- whose parents?
• M2- They are not your parents? 
• F5- not, those of the Ixtapa.  Yes,  I know them,  but we are not my family.
• M2- The  Tijuana’s?
• F5- The Tijuana’s is not family either.
• M2- those of the Sultan?
• F5- Those of the Sultan, we are not family either.
• M2-   I asked them, And F5. They told me she is there in Monroe.
• F5- Then, there is another F5.
• M2- they told me, well, no, he lives in Monroe.  (the group was laughing very relaxed at this interaction)
• F5- yes, they are not my family.
• M2- Well, I imagined it was your dad.
• M1- He is not.
• F5-but I do know them because  they are the parents of Ctoxx and Cixx.
• No one was surprised by the answers. 
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In your mind, what makes Monroe unique? Why? Think of it compared to other cities you’ve 
lived, worked in or visited. Please enter your answer onto your screen and hit submit 
• F4-If you want, I talk again, because I'm the new one.  and I think that “jaripeos” are  a very unique. Many of the Hispanics 

in Mt. Vernon are very jealous that here, you have the “jaripeos”  and there is nothing. We had to drive for an hour and 
come here.  Another is all the community activities that exist here. In other cities, we do not have so much.  And I have 
brought my children on weekends because I want them to also fall in love with the city and see that it is difficult  to leave 
their friends  , but now this city  can  now it will be  their home and here, they can make new friends.

• Me: what are the “jaripeos”?

• F4-is a rodeo.

• M2- with a rider to the bull? 

• Me- To the mechanical bull?  (Group laughs)

• F4- with horses, it's music.

• F2-is a big event, only twice a year, sometimes three.

• M2- and we do two inside.  And then here there are chariot races, and in other cities there are none.

• F5- and the August fair. “Evergreen.”

• F4-, there’s the Farmers Market every Wednesday, it's going to start the following week. and then

• Me- Are there  not farmers markets in the other cities?

• F4- yes, but they are very disorganized, Here it is very organized,  very  beautiful, but, as I said before, it is necessary that 
the Hispanics contribute.

• F3-It would be very nice if   the Hispanic and the American joined in that area.

• F4- Ah, it would be beautiful. I am part of the Chambers of  Commerce and I have already told  said that,  if they publish a 
newsletter in Spanish, I am willing to translate it so that the Hispanic also feels welcome ... It is not only asking, but also 
saying the answer you have for that problem.
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Before we wrap up, we want to open it up for any final thoughts, observations or 
suggestions. Please feel free to send me an email with anything that you’d like us to know, 
that you didn’t have the opportunity to share today. 

• M2- Right now I want to say that if you support me with what I am going to start at the ranch. I want to  do two events, one 
to  start, and the other to do it  with more  people, with more... If people like “los bailables” = Mexican folk dances, then I 
put it in that, before the “jaripeo”, I can put the group before.

• F2-There are dancers from different states of Mexico, is what the lady said, that she has from each state.

• M2- has 7. The “jaripeos” are in the Fairground. I will start it at the ranch, here in Monroe before the blue jinete.  “los  
bailables” are at the rancho.

• F4- And with VIP guests, he is not going to do it for everyone,  he is just going to choose who he is going to invite to see if 
something  bigger will really  work.

• M2- People from anywhere can come.

• F5- The dances are folk dances.

• M2- Each state has its clothing.  ... The dancers are from here. They do a dance, and they get in and change their clothes 
and then represent the other state.  The 20/24 by 16 boarding.  I'm already doing that.

• F2- He is doing that, but there is still no date.

• F5-  Do you need the permits of the city or not?

• F2-I think that the lady do this, the couple who does this, already has everything set, because they go to different places 
with their dances.

• F5- yes, but do you need a permit to have people on your ranch?

• F2- no, no, it's going to be like a party.     (Multiple people start speaking at the same time)

• F4- it's going to be like a private party with invitation.
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• F2- and it's a price because there are vaquitas, there are goats, but this year we didn't want to put much in.

• F5- have cows that pour milk.  Why doesn't he invite us to take a “palomazo”?  (Everyone laughs) Or a “bajarete”.

• M2- a charitin type, which would be super.

• F2- We named Charitin to a cow, and you have to see; she understands!

• M2- you just talk to her: “Charitin.” And she comes.

• Me- what is a “bajarete”?

• F5-  it is milk just milked with alcohol.

•  F4- I've never tried, but they say that...

• M2- in a glass with chocolate and alcohol the milk is poured directly from the cow.  That it does not get cold, warm!

• F4- we should go there.

• F2- Right now as it has rained so much, at the entrance there is now a lot of mud.

• M1- that should be done, such as fixing the road infrastructure. How to arrange the entrance and exit of Monroe.
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INTERVIEW GUIDE
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ü Are you a resident or visitor? 
ü 1A. VISITOR: Did you visit any surrounding destinations during your trip? (Like Woodinville, North Bend, 

Cascades, hiking, etc…)
ü 1B. RESIDENT: What attractions do you frequent in the area? (Like Woodinville, North Bend, Cascades, hiking, 

etc…)
ü What brought you to Monroe? (Friends, family, event…)
ü What sort of “vibe” do you get in Monroe? (How would you describe the feeling/culture…)

ü Is the City what you expected? Were you surprised? 
ü Overall, is/was your experience positive? Please explain. 

ü When you think about Monroe, compared to cities such as North Bend, Maple Valley and Lynnwood, what do you think 
is most distinct about this area? (Note to interviewer: If they aren’t familiar with other cities, please just focus on what 
they think makes Monroe distinct from other places they have been.)

ü Imagine you are talking to a friend or family member. How would you describe Monroe to them?

ü Are you familiar with the Monroe logo? What are your first thoughts when seeing it? 

ü In the online survey we asked people to identify which landmark stands out to you. 

q Evergreen Speedway and State Fair Park
q Lake Tye
q Cascade Mountains
q The Steamstack
q Downtown Monroe

Would you agree with these choices? Why or why not? What is it about these landmarks that make it stand out? (or if 
they offered alternatives, ask about those)

ü What do you think the City of Monroe is exceptionally good at? What would you say is the City’s superpower? 
ü Is there anything else you’d like to share with me? 

Questionnaire
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Businesses Engaged

1. AMFAM
2. Canyon Creek
3. DW Monroe, Kelsey Place
4. El Paraiso Mexican Grill
5. Galaxy Theaters
6. John L. Scott Real Estate
7. Sky River Bakery
8. Thai on Mainstreet
9. Yoli’s Mexican Snack Bar
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