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Evaluation Purpose

The purpose of this evaluation is to support the refinement of Brooklyn Parks 
communication strategies by assessing public perceptions.  This information will be used 

to guide their future branding initiative.  The evaluation is intended to be used by the 
project facilitator in the Community Development Department and the assistant City 

Manager of Brooklyn Park.
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Logic 
Model



Stakeholder 
Analysis



Comparable City: 
Richmond Virginia

Challenges:
- Negative perceptions regarding safety and cleanliness

Vision:
- Innovation Economy

Strategies:
- Position as Tourism Gateway

- Designate Heritage District 
- Develop targeted marketing campaign

- Brand and Promote
- Develop branding system
- Designate Arts and Culture Districts
- Develop Marketing and Promotion campaign                           targeted 

to residents and employees
- Develop Key Sites

- Implement public-private partnerships
- Formulate detailed design/development plan for key                  

catalyst sites

Sources:
1:http://www.city-data.com/city/Richmond-Virginia.html
2:http://www.richmondgov.com/EconomicCommunityDevelopment/d
ocuments/ShockoePresentation11_1.pdf



Evaluation 
Approach
Development 
Evaluation: Project focus 
is adaptive learning 

2.
Developmental approach:

- Stems from stakeholder analysis, comparison city, and 
logic model

- Allows to redefine the branding initiatives
- Appropriate for branding project where opinions of 

people are constantly changing
- Dynamic, so it allows to create new strategies

Limitations:
- Do not always yield definitive answers
- Focusing on the relationship between the program 

process and outcomes

Evaluation Questions:
1. What branding techniques have been or are currently 

being successful in Brooklyn Park?
2. What branding techniques have the broadest influence 

in Brooklyn Park?
3. What techniques are most resourcefully feasible?
4. How will Brooklyn Park continue to monitor the 

success of the branding?



Data Collection Tools
- Focus Groups

- Opinion Polls

- Outcome Mapping

3.



Tool #1: Focus Groups
- Focus groups allow for the exploration of thoughts and opinions of residents and business owners in BP

- Focus Groups can capture stories that go beyond simple ‘yes’ and ‘no’ responses to questions

- Focus Groups will help the BP team to 

● Understand how residents and business owners perceive Brooklyn Park

● Learn if and how people are experiencing the re-branding initiatives

● Discover what residents and business owners value about Brooklyn Park- why they choose Brooklyn Park

● Receive suggestions for how to improve the city perception



Tool #1: Focus 
Group:

Logistics

Focus Groups consist of 

- 6-10 participants

- A moderator

- An assistant moderator (to transcribe notes)

Total of 6 focus groups are recommended

- 3 for residents 

- 3 for business owners

Hour long sessions with 7-8 questions per session

Conducted at City Hall with varying dates/times 
per group



Tool #2: Opinion Polls
Opinion Polls are the most feasible way to evaluate the perception of the Brooklyn Park.

Minimal resources are required for these polls, but they can yield great results if done by randomly selecting participants.

Opinion Polls can help 
capture both current and shifting perceptions of Brooklyn Park by the stakeholders
capture the Exposure of the BP brand 

Opinion polls will help the BP team to:
Expand communication strategies through Brooklyn Park's social media platforms and city meetings



Tool #2: Opinion 
Polls:

Logistics

The Opinion polls:

-Data analyst  to create a random sample
-Can reach 1000 responders
-Can be customized to analyze the responders 
specific to desired regions.
-Can result a statistically significant results 

-Youtube poll  should be customized to reach 1000 
people in the U.S or MN
-Facebook poll should be customized to reach 1000 
people in the BP or MN

-YouTube poll in a form of an ad before a 
popular video 

-Poll on BP is Facebook page

-Opinion polls on iPad during city events 



Tool #2: Opinion Poll Questions
YouTube Poll Question Facebook and IPAD Questions

Do you have a favorable opinion about 
the city of Brooklyn Park, Minnesota?

Yes No N/A

Has your opinion about the city of Brooklyn Park 
changed positively?

Yes No N/A

Has your opinion about the city of Brooklyn Park 
changed negatively?

Yes No N/A



Tool #3: Outcome Mapping
Outcome Mapping is a tool that allows for the monitoring of development initiatives 

Outcome Mapping is appropriate for the Brooklyn Park initiative because:
it is a development initiative
Can enhance the usefulness of data collection from the other recommended tools

Outcome Mapping will help the Brooklyn Park team to specify:
targeted stakeholders
Expected changes in behavior 



Tool #3: Outcome 
Mapping:
Logistics

Outcome mapping consists of

- 18 to 25 participants

- One to two facilitators

Total of 3 days of workshops

- Each day roughly 6-7 hours

- Conducted in a central location for 
participants

Supplies needed include

- Day by day agenda

- Worksheets to complete each step 



Tool #3: Outcome Mapping
The Structure

Stage 1: Intentional Design

Step 1: Vision
Step 2: Mission
Step 3: Boundary Partners
Step 4: Outcome Challenges
Step 5: Progress Markers
Step 6: Strategy Maps
Step 7: Organizations Practices

Stage 2: Outcomes and 
Performance Monitoring

Step 8: Monitoring Priorities
Step 9: Outcome Journals
Step 10: Strategy Journals
Step 11: Performance Journals

Stage 3: Evaluation 
Planning

Step 12: Evaluation Plan



Data Analysis 

Data analysis  achievements:

- Gain a general assessment of the branding 
initiative 

- Define desired influence initiative will 
have on stakeholders

- Analyze the impact of current and future 
initiatives will have on the city

- Show effectiveness of different aspects of 
branding initiatives

4.
Limitations:
- Low response rates
- Difficulty in establishing causal 

connections 
- No baseline measurements
- Skewed population sample
- Reliance on participation 



Questions?


