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THE PROBLEM

Tell an authentic story about Ramsey that resonates with 
current residents

Create a cohesive brand identity for Ramsey that will 
ultimately help build the city’s tax base by attracting more 
potential home buyers 

What’s good about Ramsey, stays in Ramsey

We want to:
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DATA ANALYSIS
Sources included:

Census

Market research

Segmentation

City, County, State, and Met Council planning documents

Fall semester projects



COST OF LIVING IN RAMSEY V. COMPETITIVE SET

City City Tax Total Tax

Andover 902 2910

Anoka 957 3006

Ramsey 997 3088

Bloomington 1019 3342

Minneapolis 1494 3690

City $/Square Foot

Minneapolis 232

Bloomington 195

Andover 185

Anoka 162

Ramsey 161

Middle-of-the-Road Taxes Cheaper Housing by Square Foot



SAFETY
Annual 

Crimes per 
1000 people

Violent Property Total

Minneapolis 11.2 44.02 55.22

Anoka 2.07 33.91 35.98

Bloomington 2.07 33.24 35.31

Andover .55 13.49 14.05

Ramsey .61 12.9 13.51

• Ramsey has the lowest crime 
rate of the competitive set.

• In the National Citizen Survey, 
residents reported safety and 
economy as their favorite 
parts of living in Ramsey.



ORIGINAL RESEARCH
Through a content analysis of real estate listings and in-person realtor 
chats at open house events in Ramsey, we sought to discover how the City of 
Ramsey is being marketed to potential residents.

This is what we found.



WORDS MOST OFTEN USED TO DESCRIBE RAMSEY
(Surveyed Homes for sale, pending sale, and sold since Jan. 1, 2018 in Ramsey, MN, March 14-16, 2018)

BEAUTIFUL SPACIOUS NEW

GORGEOUS PRIVATE



REALTOR CHATS 

POSITIVES
Close-knit community

Very new

Good value

Low crime

Great school district

Close to the river

Place to put your “toys”

NEGATIVES
Schools are far away

The area needs more stores, restaurants 
and entertainment venues

Negative comments regarding growth, 
e.g., “All the land is being bought up by 

big developers”

“Ram-tucky”

“What’s so great about Ramsey? Or not?”



INFORMAL 
CURRENT AND 
FORMER 
RESIDENT 
INTERVIEWS

Ramsey residents feel that it is 
safe place to live and a good 
place to raise kids

Trails and parks are used by 
many residents

Ramsey residents generally like 
the area and the community

Findings:
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RAMSEY’S GREATEST STRENGTHS

Space

Natural Areas

Affordable New Homes

Safety





BRINGING “WHERE THE HEARTLAND BEGINS” TO 
LIFE: A MANIFESTO
In a world that’s becoming ever more bustling and yet ever more isolated, Ramsey is an oasis: A tight-
knit community with small town values that’s still close enough to the city. 

And while the rest of the metro races to cram more people into smaller spaces, Ramsey still holds 
dear things some people have decided they don’t even want: Space, serenity, natural beauty, safety, 
community. To those of us that live here, these are not frivolous things to want. 

All of us venture into the city for the day, at least now and again. And coming home to Ramsey is like 
a deep sigh of relief. It’s like the feeling of stepping out of a loud party or get-together to catch up 
with an old friend on the porch. Or like relaxing in your backyard after all the chores are done. Or 
like when the traffic jam miraculously ends and the road opens back up in front of you. 

More and more, this world caters to people who like things loud, like things busy, like things dense -
and it’s easy to start to think that you need to like those things too. But not everybody does. In Ramsey 
we're glad to be on the outside looking in. We’re glad to be at arm’s-length from the chaos. We’re 
glad to be where the grass actually, honestly, is greener. Ramsey is where the heartland begins. And 
to us, the heartland stands for a slower, closer-knit, and less stressful way of life, and we’re proud to 
want that. 



POSITIONING: FIT STATEMENT

For young families 
that don’t want all 

the baggage 
involved with living 
in the Twin Cities, 

it’s a safe, serene 
community of 
neighbors you 

know, 

that offers the 
values of small-
town America.



MESSAGING ARCHITECTURE
Brand Promise

Brand Idea

Message

Themes

Brand Persona THE REGULAR JOE

SMALL TOWN VALUES
A TIGHT KNIT COMMUNITY 

IN AN INCREASINGLY 
ISOLATED WORLD

SPACE
RAMSEY HAS A RARE 

COMMODITY IN THE METRO: 
SPACE. SPACE TO LIVE, TO 
PLAY, TO ENJOY NATURE

MORE FOR LESS
SOME OF THE NEWEST 

AFFORDABLE HOMES IN 
THE TWIN CITIES

WHERE THE HEARTLAND BEGINS

A SAFE, SERENE, CLOSE-KNIT COMMUNITY

FOR YOUNG FAMILIES WHO WANT:



RAMSEY COLOR VISION –
EVERYDAY NATURE

Earth
Sky
Water
Grass
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GATEWAY SIGN



SIGNAGE HIGHLIGHTING PARKS



ONLINE ADVERTISING



CONTENT FOR REAL ESTATE LISTINGS



VIDEO (CLICK TO VIEW)

https://youtu.be/AuljPEeoK-c
https://youtu.be/AuljPEeoK-c


RECOMMENDATIONS

Install gateway signs at both entrances to 
Ramsey on Highway 10 featuring "Welcome to 
Ramsey: Where the heartland begins" 

Work brand assets like tagline, images, and 
color scheme into all signage and city 
communications

Create professional video based on our vision 
board and manifesto to distribute among real 
estate agents for use in their listings, 
positioning them as brand ambassadors

Create signage featuring tagline and new 
branding elements to be used on Highway 10 
highlighting Ramsey’s two regional parks, and 
other locations of note
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verage 

household size 
0%

 
0%

 
0%

 
0%

 
0%

 

-Y
ear B

uilt
0%

 
0%

 
0%

 
0%

 
0%

 

2000 or later 
29.10%

 
15.30%

 
-14%

6.50%
 

-23%
15.10%

 
-14%

21.00%
 

-8%
12.20%

 
-17%

1970-1999 
65.20%

 
44.30%

 
-21%

50.80%
 

-14%
62.60%

 
-3%

70.60%
 

5%
 

72.60%
 

7%
 

1940-1969 
5.10%

 
25.40%

 
20%

 
32.90%

 
28%

 
14.00%

 
9%

 
7.20%

 
2%

 
13.80%

 
9%

 

1939 or earlier 
15.00%

 
15%

 
9.90%

 
10%

 
8.30%

 
8%

 
1.30%

 
1%

 
1.40%

 
1%

 

Total 
households 

0%
 

0%
 

0%
 

0%
 

0%
 



-H
ouseholds

by Type
0%

 
0%

 
0%

 
0%

 
0%

 

Fam
ily 

households 
80.10%

 
63.40%

 
-17%

58.70%
 

-21%
84.60%

 
4%

 
84.40%

 
4%

 
75.50%

 
-5%

W
ith children 

under 18 years 
39.10%

 
31.60%

 
-8%

26.70%
 

-12%
34.50%

 
-5%

44.00%
 

5%
 

38.80%
 

0%
 

M
arried-couple 

fam
ily 

households 

66.90%
 

49.20%
 

-18%
39.30%

 
-28%

73.30%
 

6%
 

71.70%
 

5%
 

62.70%
 

-4%

W
ith children 

under 18 years 
29.90%

 
22.20%

 
-8%

14.10%
 

-16%
27.20%

 
-3%

35.90%
 

6%
 

29.00%
 

-1%

S
ingle-person 

fam
ily 

households 

13.20%
 

14.30%
 

1%
 

19.30%
 

6%
 

11.30%
 

-2%
12.70%

 
-1%

12.80%
 

0%
 

W
ith children 

under 18 years 
9.20%

 
9.40%

 
0%

 
12.60%

 
3%

 
7.30%

 
-2%

8.10%
 

-1%
9.80%

 
1%

 

N
onfam

ily 
households 

19.90%
 

36.60%
 

17%
 

41.30%
 

21%
 

15.40%
 

-5%
15.60%

 
-4%

24.50%
 

5%
 

H
ouseholder 

living alone 
15.60%

 
28.80%

 
13%

 
34.90%

 
19%

 
12.50%

 
-3%

11.90%
 

-4%
20.20%

 
5%

 

65 years and 
over 

3.80%
 

9.40%
 

6%
 

12.60%
 

9%
 

4.00%
 

0%
 

4.80%
 

1%
 

6.20%
 

2%
 

0%
 

0%
 

0%
 

0%
 

0%
 

H
ouseholds 

w
ith one or 

m
ore children 

under 18 years 

40.30%
 

31.90%
 

-8%
27.20%

 
-13%

34.50%
 

-6%
44.70%

 
4%

 
39.10%

 
-1%

H
ouseholds 

w
ith one or 

m
ore people 

65 years and 
over 

17.20%
 

22.40%
 

5%
 

28.00%
 

11%
 

18.90%
 

2%
 

19.70%
 

3%
 

17.20%
 

0%
 

-Y
ear householder m

oved
into unit

0%
 

0%
 

0%
 

0%
 

0%
 

M
oved in 2010 

or later 
28.30%

 
37.80%

 
10%

 
45.80%

 
18%

 
26.70%

 
-2%

21.40%
 

-7%
27.50%

 
-1%

M
oved in 

2000-2009 
33.70%

 
30.70%

 
-3%

23.90%
 

-10%
21.20%

 
-13%

38.10%
 

4%
 

31.30%
 

-2%

M
oved in 

1990-1999 
22.20%

 
16.30%

 
-6%

14.10%
 

-8%
22.00%

 
0%

 
26.70%

 
5%

 
24.00%

 
2%

 

M
oved in 

1980-1989 
8.10%

 
7.90%

 
0%

 
7.90%

 
0%

 
16.90%

 
9%

 
9.70%

 
2%

 
11.30%

 
3%

 



M
oved in 1979 

or earlier 
7.60%

 
7.20%

 
0%

 
8.30%

 
1%

 
13.10%

 
6%

 
4.00%

 
-4%

6.00%
 

-2%

-C
ost-burdened

households
0%

 
0%

 
0%

 
0%

 
0%

 

A
ll households for w

hich cost burden is 
calculated 

0%
 

0%
 

0%
 

0%
 

0%
 

C
ost-burdened 

households 
20.50%

 
29.20%

 
9%

 
37.50%

 
17%

 
26.60%

 
6%

 
21.90%

 
1%

 
22.00%

 
2%

 

O
w

ner households for w
hich cost 

burden is calculated 
0%

 
0%

 
0%

 
0%

 
0%

 

C
ost-burdened 

ow
ner 

households 

19.00%
 

20.70%
 

2%
 

24.20%
 

5%
 

22.30%
 

3%
 

19.20%
 

0%
 

16.60%
 

-2%

R
enter households for w

hich cost 
burden is calculated 

0%
 

0%
 

0%
 

0%
 

0%
 

C
ost-burdened 

renter 
households 

32.50%
 

47.80%
 

15%
 

52.50%
 

20%
 

-33%
58.50%

 
26%

 
53.20%

 
21%

 

-R
ent P

aid
0%

 
0%

 
0%

 
0%

 
0%

 

H
ouseholds 

paying rent 
0%

 
0%

 
0%

 
0%

 
0%

 

M
edian rent paid (2016 dollars, 

averaged) 
0%

 
0%

 
0%

 
0%

 
0%

 

Transportation (A
C

S
 

2012-2016) 
0%

 
0%

 
0%

 
0%

 
0%

 

-V
ehicles per

household
0%

 
0%

 
0%

 
0%

 
0%

 

N
o vehicles 

1.40%
 

7.90%
 

7%
 

11.10%
 

10%
 

-1%
2.60%

 
1%

 
2.70%

 
1%

 

1 vehicle 
available 

17.50%
 

32.10%
 

15%
 

37.30%
 

20%
 

15.10%
 

-2%
13.30%

 
-4%

22.40%
 

5%
 

2 vehicles 
available 

44.70%
 

41.10%
 

-4%
36.20%

 
-9%

42.10%
 

-3%
46.10%

 
1%

 
50.30%

 
6%

 

3 or m
ore 

vehicles 
available 

36.50%
 

18.90%
 

-18%
15.40%

 
-21%

42.90%
 

6%
 

37.90%
 

1%
 

24.70%
 

-12%

-Transportation
to w

ork
0%

 
0%

 
0%

 
0%

 
0%

 

W
orkers (16 

years and 
older) 

100.00%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

C
ar, truck, or 

van (including 
90.50%

 
85.30%

 
-5%

88.10%
 

-2%
91.20%

 
1%

 
90.10%

 
0%

 
90.20%

 
0%

 



passengers) 

P
ublic 

transportation 
3.60%

 
5.30%

 
2%

 
3.20%

 
0%

 
-4%

3.00%
 

-1%
4.20%

 
1%

 

W
alked, biked, 

w
orked at 

hom
e, or other 

5.90%
 

9.40%
 

4%
 

8.70%
 

3%
 

7.70%
 

2%
 

6.90%
 

1%
 

5.50%
 

0%
 

-Travel tim
e to

w
ork

0%
 

0%
 

0%
 

0%
 

0%
 

Total age 16+ 
(not hom

e 
based) 

100.00%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

Less than 10 
m

inutes 
7.20%

 
10.10%

 
3%

 
15.80%

 
9%

 
7.30%

 
0%

 
6.60%

 
-1%

7.70%
 

1%
 

10-19 m
inutes

18.70%
 

28.80%
 

10%
 

27.50%
 

9%
 

26.30%
 

8%
 

22.40%
 

4%
 

25.00%
 

6%
 

20-29 m
inutes

19.30%
 

26.50%
 

7%
 

20.00%
 

1%
 

20.40%
 

1%
 

20.90%
 

2%
 

24.90%
 

6%
 

30 m
inutes or 

longer 
54.90%

 
34.70%

 
-20%

36.70%
 

-18%
46.00%

 
-9%

50.10%
 

-5%
42.40%

 
-13%

R
esident W

orkforce (A
C

S
 2012-2016; 

2nd Q
tr. 2015 - LE

H
D

) 
0%

 
0%

 
0%

 
0%

 
0%

 

-W
orkforce

0%
 

0%
 

0%
 

0%
 

0%
 

Total civilian non-institutionalized 
population, 18-64 

0%
 

0%
 

0%
 

0%
 

0%
 

# of w
orking 

age adults w
ho 

are em
ployed 

84.60%
 

80.10%
 

-4%
74.20%

 
-10%

80.40%
 

-4%
83.40%

 
-1%

84.30%
 

0%
 

0%
 

0%
 

0%
 

0%
 

0%
 

C
ivilian labor 

force 
0%

 
0%

 
0%

 
0%

 
0%

 

U
nem

ployed 
3.20%

 
4.80%

 
2%

 
6.10%

 
3%

 
4.50%

 
1%

 
3.60%

 
0%

 
3.50%

 
0%

 

-E
ducational

A
ttainm

ent
0%

 
0%

 
0%

 
0%

 
0%

 

P
opulation (25 

years and 
older) 

100.00%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

Less than high 
school 

3.70%
 

6.80%
 

3%
 

9.30%
 

6%
 

5.70%
 

2%
 

4.00%
 

0%
 

3.10%
 

-1%

H
igh school 

diplom
a or 

G
E

D
 

26.50%
 

20.60%
 

-6%
33.70%

 
7%

 
29.40%

 
3%

 
23.20%

 
-3%

21.30%
 

-5%

S
om

e college 
or associate's 

41.30%
 

30.10%
 

-11%
35.70%

 
-6%

32.80%
 

-9%
38.60%

 
-3%

38.00%
 

-3%



degree 

B
achelor's 

degree 
21.30%

 
27.70%

 
6%

 
15.50%

 
-6%

 
22.50%

 
1%

 
24.80%

 
4%

 
26.70%

 
5%

 

G
raduate or 

professional 
degree 

7.10%
 

14.70%
 

8%
 

5.90%
 

-1%
 

9.60%
 

3%
 

9.30%
 

2%
 

10.80%
 

4%
 

 
 

 
0%

 
 

0%
 

 
0%

 
 

0%
 

 
0%

 

H
igh school 

graduate or 
higher 

96.30%
 

93.20%
 

-3%
 

90.70%
 

-6%
 

94.30%
 

-2%
 

96.00%
 

0%
 

96.90%
 

1%
 

B
achelor's 

degree or 
higher 

28.40%
 

42.40%
 

14%
 

21.30%
 

-7%
 

32.10%
 

4%
 

34.10%
 

6%
 

37.60%
 

9%
 

Total 
E

m
ployed 

W
orkers 

(LE
H

D
) 

100.00%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

100.00%
 

0%
 

-W
orker A

ge 
 

 
0%

 
 

0%
 

 
0%

 
 

0%
 

 
0%

 

A
ge 29 or 

younger 
21.30%

 
22.80%

 
2%

 
25.30%

 
4%

 
22.30%

 
1%

 
20.60%

 
-1%

 
21.10%

 
0%

 

A
ge 30 to 54 

58.90%
 

55.40%
 

-3%
 

53.20%
 

-6%
 

50.40%
 

-9%
 

58.20%
 

-1%
 

56.60%
 

-2%
 

A
ge 55 or older 

19.80%
 

21.80%
 

2%
 

21.60%
 

2%
 

27.30%
 

8%
 

21.20%
 

1%
 

22.30%
 

3%
 

-W
orkers by 

E
arnings 

 
 

0%
 

 
0%

 
 

0%
 

 
0%

 
 

0%
 

$15,000 per 
year or less 

16.60%
 

17.10%
 

1%
 

19.40%
 

3%
 

18.40%
 

2%
 

16.50%
 

0%
 

15.50%
 

-1%
 

$15,001 to 
$39,999 per 
year 

25.40%
 

27.70%
 

2%
 

34.30%
 

9%
 

22.80%
 

-3%
 

22.70%
 

-3%
 

26.10%
 

1%
 

$40,000 or 
m

ore per year 
58.00%

 
55.20%

 
-3%

 
46.30%

 
-12%

 
58.80%

 
1%

 
60.80%

 
3%

 
58.40%

 
0%

 

-W
orkers by Industry of 

E
m

ploym
ent 

 
0%

 
 

0%
 

 
0%

 
 

0%
 

 
0%

 

A
ccom

m
odatio

n and food 
services 

6.10%
 

7.00%
 

1%
 

8.30%
 

2%
 

6.50%
 

0%
 

6.00%
 

0%
 

6.70%
 

1%
 

A
dm

inistration 
&

 support, 
w

aste 
m

anagem
ent 

and 
rem

ediation 

4.30%
 

5.50%
 

1%
 

5.40%
 

1%
 

4.50%
 

0%
 

4.10%
 

0%
 

4.60%
 

0%
 



A
griculture, forestry, fishing 

and hunting 
0%

 
0%

 
0%

 
0%

 
0%

 

A
rts, 

entertainm
ent, 

and recreation 

1.10%
 

1.40%
 

0%
 

1.20%
 

0%
 

-1%
1.20%

 
0%

 
1.10%

 
0%

 

C
onstruction 

6.30%
 

3.80%
 

-3%
5.20%

 
-1%

6.70%
 

0%
 

5.80%
 

-1%
5.00%

 
-1%

E
ducational 

services 
8.40%

 
9.10%

 
1%

 
7.50%

 
-1%

7.10%
 

-1%
9.70%

 
1%

 
8.50%

 
0%

 

Finance and 
insurance 

5.00%
 

6.70%
 

2%
 

4.40%
 

-1%
6.70%

 
2%

 
5.40%

 
0%

 
6.30%

 
1%

 

H
ealth care 

and social 
assistance 

13.80%
 

14.40%
 

1%
 

13.70%
 

0%
 

10.80%
 

-3%
13.90%

 
0%

 
13.30%

 
-1%

Inform
ation 

1.60%
 

2.50%
 

1%
 

1.40%
 

0%
 

1.80%
 

0%
 

2.00%
 

0%
 

2.00%
 

0%
 

M
anagem

ent 
of com

panies 
and enterprises 

3.60%
 

5.00%
 

1%
 

3.10%
 

-1%
4.10%

 
1%

 
3.70%

 
0%

 
4.40%

 
1%

 

M
anufacturing 

15.30%
 

10.30%
 

-5%
15.40%

 
0%

 
15.70%

 
0%

 
14.40%

 
-1%

13.40%
 

-2%

M
ining, quarrying, and oil and gas 

extraction 
0%

 
0%

 
0%

 
0%

 
0%

 

O
ther services 

(excluding 
public 
adm

inistration) 

3.00%
 

3.20%
 

0%
 

3.50%
 

1%
 

2.60%
 

0%
 

3.40%
 

0%
 

2.80%
 

0%
 

P
rofessional, 

scientific, and 
technical 
services 

5.90%
 

7.50%
 

2%
 

5.10%
 

-1%
6.40%

 
1%

 
6.20%

 
0%

 
7.30%

 
1%

 

P
ublic 

adm
inistration 

5.10%
 

4.00%
 

-1%
4.20%

 
-1%

3.50%
 

-2%
4.90%

 
0%

 
3.70%

 
-1%

R
eal estate 

and rental and 
leasing 

1.30%
 

1.90%
 

1%
 

1.50%
 

0%
 

1.90%
 

1%
 

1.60%
 

0%
 

1.70%
 

0%
 

R
etail trade 

9.40%
 

8.90%
 

-1%
10.80%

 
1%

 
10.30%

 
1%

 
8.70%

 
-1%

8.90%
 

-1%

Transportation 
and 
w

arehousing 

2.70%
 

2.80%
 

0%
 

3.10%
 

0%
 

3.50%
 

1%
 

2.80%
 

0%
 

2.70%
 

0%
 

U
tilities 

0%
 

0%
 

0%
 

0%
 

0%
 

W
holesale 

trade 
5.90%

 
5.40%

 
-1%

5.70%
 

0%
 

5.90%
 

0%
 

5.50%
 

0%
 

6.90%
 

1%
 

-W
orkers by

R
ace

0%
 

0%
 

0%
 

0%
 

0%
 



W
hite alone 

93.30%
 

85.00%
 

-8%
 

91.00%
 

-2%
 

95.30%
 

2%
 

94.70%
 

1%
 

90.30%
 

-3%
 

B
lack or 

A
frican 

A
m

erican 
alone 

3.00%
 

7.20%
 

4%
 

4.60%
 

2%
 

1.50%
 

-2%
 

1.80%
 

-1%
 

4.90%
 

2%
 

A
m

erican Indian or A
laska 

N
ative alone 

 
0%

 
 

0%
 

 
0%

 
 

0%
 

 
0%

 

A
sian alone 

2.30%
 

5.70%
 

3%
 

2.20%
 

0%
 

2.00%
 

0%
 

2.20%
 

0%
 

3.10%
 

1%
 

N
ative H

aw
aiian or O

ther P
acific 

Islander alone 
0%

 
 

0%
 

 
0%

 
 

0%
 

 
0%

 

Tw
o or m

ore race groups 
1.40%

 
1%

 
1.40%

 
1%

 
 

0%
 

 
0%

 
1.10%

 
1%

 

-W
orkers by E

ducational 
A

ttainm
ent 

 
0%

 
 

0%
 

 
0%

 
 

0%
 

 
0%

 

Less than high 
school 

5.40%
 

5.80%
 

0%
 

6.00%
 

1%
 

5.20%
 

0%
 

5.10%
 

0%
 

5.50%
 

0%
 

H
igh school or 

equivalent, no 
college 

20.40%
 

18.70%
 

-2%
 

20.90%
 

1%
 

20.30%
 

0%
 

19.90%
 

0%
 

19.50%
 

-1%
 

S
om

e college 
or associative 
degree 

27.30%
 

25.20%
 

-2%
 

24.90%
 

-2%
 

26.00%
 

-1%
 

26.80%
 

-1%
 

26.50%
 

-1%
 

B
achelor's 

degree or 
advanced 
degree 

25.60%
 

27.40%
 

2%
 

23.00%
 

-3%
 

26.30%
 

1%
 

27.70%
 

2%
 

27.50%
 

2%
 

E
ducation 

attainm
ent not 

available 
(w

orkers under 
age 30) 

21.30%
 

22.80%
 

2%
 

25.30%
 

4%
 

22.30%
 

1%
 

20.60%
 

-1%
 

21.10%
 

0%
 

-W
orkers by D

istance to E
m

ploym
ent 

Location (linear) 
0%

 
 

0%
 

 
0%

 
 

0%
 

 
0%

 

Less than 10 
m

iles 
32.30%

 
52.70%

 
20%

 
41.90%

 
10%

 
31.80%

 
-1%

 
32.30%

 
0%

 
36.30%

 
4%

 

10 to 24 m
iles 

50.60%
 

39.80%
 

-11%
 

47.60%
 

-3%
 

55.60%
 

5%
 

54.30%
 

4%
 

57.00%
 

6%
 

25 to 50 m
iles 

14.90%
 

5.00%
 

-10%
 

7.70%
 

-7%
 

10.50%
 

-4%
 

10.80%
 

-4%
 

4.70%
 

-10%
 

G
reater than 

50 m
iles 

2.30%
 

2.60%
 

0%
 

2.70%
 

0%
 

2.10%
 

0%
 

2.70%
 

0%
 

2.00%
 

0%
 

 H
ousing 

●
H

igh rates of hom
e ow

nership, low
 rates of renting  



●
N

ew
 housing stock relative to surrounding com

m
unities 

●
M

ost com
m

on land use in R
am

sey is rural residential (36.1%
 of the area) 

●
80%

 of residents say they are not under housing cost stress, w
hich is higher than the national 

benchm
ark 

●
A

ccording to a Zillow
 analysis, the m

edian hom
e value in R

am
sey is $245,300  

○
P

rice per foot: C
om

pared to com
petitive set, R

am
sey is least expensive in price-per-foot 

■
M

inneapolis: $232 
■

B
loom

ington: $196 
■

A
ndover: $185 

■
A

noka: $162 
■

R
am

sey: $161 
●

R
eal estate agents surveyed by N

orthstar C
orridor D

evelopm
ent A

uthority around 2013, asked w
hat 

m
akes R

am
sey different: 

○
“R

am
sey is like an island that w

as developed around, and therefore has new
er developm

ent 
and has opportunities for new

ness” 
○

“R
am

sey is m
ore of a m

ix of rural-w
ith-city than surrounding com

m
unities” 

B
usinesses 

●
1,300 businesses providing 6,150 jobs 

●
M

anufacturing is by far the m
ost com

m
on type of job in R

am
sey 

●
There is an outflow

 (know
n as “leakage”) in retail spending on m

ost categories; i.e. R
am

sey residents 
spend m

ore on those m
arkets total than gets spent total in R

am
sey 

●
Three industries in w

hich R
am

sey is pulling in business from
 surrounding areas, according to C

laritas 
report: 

○
Furniture and hom

e furnishing 
○

A
uto sales 

○
G

as stations and convenience stores 
●

Zoning in R
am

sey is notably flexible and inclusive 

H
ighw

ay 10 corridor 
●

50 businesses along the H
w

y 10 corridor 
●

A
verage 47,500 daily car trips through the corridor. H

alf stop at at least one light.  
●

A
 car averages 10 m

inutes on R
am

sey’s stretch of H
ighw

ay 10, adding up to half a m
illion m

inutes of 
people passing through R

am
sey on H

W
Y

10.  
●

W
ithin 2 m

iles of corridor: 
○

Three parks (A
lpine, C

ottonw
ood, E

m
erald P

ond) 
○

Three w
ater bodies (M

ississippi R
iver, R

um
 R

iver, and S
unfish Lake) 

●
Interesting branding idea: A

nother U
M

N
 class dubbed R

am
sey’s stretch of H

ighw
ay 10 “The G

atew
ay 

to G
reater M

innesota”  

S
afety 

●
In the N

ational C
itizen S

urvey, residents report S
afety and E

conom
y as their favorite parts of living in 

R
am

sey 
●

R
am

sey has low
est crim

e rate of com
petitive set 

 



A
nnual crim

es 
per 1,000 

people 
V

iolent 
P

roperty 
Total 

R
am

sey 
0
.6
1 

1
2
.9 

1
3
.5
1 

A
ndover 

0
.5
5 

1
3
.4
9 

1
4
.0
5 

B
lo
o
m
in
gto

n 
2
.0
7 

3
3
.2
4 

3
5
.3
1 

A
n
o
ka 

2
.0
7 

3
3
.9
1 

3
5
.9
8 

M
inneapolis 

1
1
.2 

4
4
.0
2 

5
5
.2
2 

N
atural R

esources 
●

565 acres of parkland
●

50+ m
iles of trail

●
17 m

iles of shoreline
●

32 parks
○

2 regional parks, one for each m
ajor river that flow

s through R
am

sey (M
ississippi and R

um
)

Taxes 
R

am
sey is m

iddle-of-pack in term
s of com

petitive set for taxes on a $245,300 house (average R
am

sey price) 

C
ity

Y
ear

V
alu

e
C

ity Tax
C

ity Tax 
w

/
 C

red
it

Total Tax
Total Tax 
w

/
 C

red
it

A
ndover

2016
245,300

902
902

2,910
2,910

A
noka

2016
245,300

957
957

3,006
3,006

R
am
sey

2016
245,300

997
997

3,088
3,088

B
loom

ington
2016

245,300
1,019

1,019
3,342

3,342

M
inneapolis

2016
245,300

1,494
1,494

3,690
3,690

S
ource: League of M

innesota C
ities, 2016 data 

Future planning 
●

R
am

sey’s population grow
th has consistently outpaced other A

noka C
ounty com

m
unities since the

80’s.
●

M
et C

ouncil estim
ates an additional 15K

 people by 2030.
●

S
ince the 2010 C

ensus, population of m
iddle age R

am
sey residents has gone dow

n, w
hile young and

old have gone up
●

M
et C

ouncil planning goals for R
am

sey
○

protecting natural resources
○

ensuring sufficient public infrastructure
○

developing transition strategies to increase density and encourage infill developm
ent



H
istory 

●
P

re-1840: The confluence of the M
ississippi and R

um
 R

ivers is a w
ell-established neutral zone for the

S
ioux and C

hippew
a

●
1846: Trading post established

●
1850: S

ettlem
ent becom

es perm
anent colony know

n as Itasca V
illage

●
1857: W

atertow
n Tow

nship established, a year later renam
ed R

am
sey after G

overnor A
lexander

R
am

sey
●

1864: S
tP

&
P

 R
ailroad reaches R

am
sey

●
1892: S

choolhouse built, later becom
es historic tow

n hall
●

1970: P
opulation of R

am
sey Tow

nship is 2,360
●

1974: C
ity of R

am
sey incorporated, w

ith population of 8,000
●

1980: P
opulation of 10,093, a 300+%

 increase since 1970
●

1985: M
unicipal sew

er and w
ater reaches S

W
 ram

sey
●

2004: W
ork begins on C

O
R

●
2012: N

orthstar C
om

m
uter Line opens

S
egm

ent analysis 
●

A
ccording to N

ielsen, the five m
ost represented m

arket segm
ents for the zip code are:

○
C

ountry S
quires (w

ealthy m
iddle age fam

ily m
ix)

■
“The w

ealthiest residents in exurban A
m

erica live in C
ountry S

quires, an oasis for
affluent B

aby B
oom

ers w
ho've fled the city for the charm

s of sm
all-tow

n living. In their
bucolic com

m
unities noted for their recently built hom

es on spraw
ling properties, the

fam
ilies of executives live in six-figure com

fort.”
●

O
w

ns a V
olksw

agen
●

E
ats at D

unkin D
onuts

●
S

hops at P
ottery B

arn
●

P
lays golf

●
S

tays at S
pring H

ill S
uites

●
U

ses Living S
ocial

●
Listens to A

lbum
 R

ock
○

Fast track fam
ilies (U

pscale m
iddle age fam

ily m
ix)

○
K

ids &
 cul-de-sacs (upscale younger fam

ily m
ix)

○
N

ew
 hom

esteaders (upscale younger m
ostly w

ith kids)
○

Tow
nship travelers (U

pper m
iddle age fam

ily m
ix)

●
E

sri Tapestry top three segm
ents:

○
S

occer M
om

s
■

“W
e're affluent and fam

ily-oriented, w
ith a country flavor. W

e live outside the city, but
close enough for our professional jobs. B

oth parents w
ork to support our grow

ing
children, and w

e love tim
e-saving innovations like online banking and housekeeping

services.”
○

H
om

e Im
provem

ent
■

“W
e tend to be m

arried couples that live in the suburbs. 80%
 of us ow

n our hom
es, and

our education and diversity levels m
atch the overall U

S
 average. W

e eat out regularly,
but spend lots of tim

e on hom
e im

provem
ent and rem

odeling projects.”



 

○
G

reen A
cres

■
“W

e are country-living do-it-yourselfers w
ho love m

aintaining and rem
odeling our hom

es.
W

e enjoy gardening, grow
ing vegetables, and spend m

oney on equipm
ent and tools to

support our lifestyle. W
e're also big into hunting, fishing, m

otorcycling, hiking, cam
ping,

and even golf.”
●

M
osaic top segm

ents in R
am

sey trade area:
○

S
m

all tow
n success

■
W

hite-collar,college educated, m
iddle-aged w

orking couples living in new
ly developed

subdivisions outside the nation’s beltw
ays

○
N

ew
 suburbia fam

ilies
■

Y
oung, affluent w

orking couples w
ith pre-school children concentrated in fast-grow

ing,
m

etro fringe com
m

unities
○

U
rban com

m
uter fam

ilies
■

U
pscale, college educated B

aby B
oom

er fam
ilies and couples living in com

fortable,
single detached hom

es in city neighborhoods on the m
etropolitan fringe

○
P

rim
e m

iddle A
m

erica
■

A
 m

ix of young, upper-m
iddle-class couples and fam

ilies living in both sm
all tow

ns and
m

id-sized cities w
orking in w

ell paying w
hite-collar and blue-collar jobs

Interaction w
ith the city 

●
B

y far, m
ost R

am
sey residents report getting inform

ation about the city from
 the city new

sletter
●

S
trategic com

m
unications priorities:

○
1. R

am
sey is a financially stable com

m
unity

○
2. R

am
sey is a connected com

m
unity

○
3. R

am
sey is focused on its constituents

○
4. C

ity of R
am

sey is an effective organization

N
orthstar R

ail R
idership 

●
R

am
sey station averaged 3,675 riders per m

onth in 2017 (120/day).
●

R
am

sey station saw
 second-low

est ridership along N
orthstar Line in 2016 and 2017.

2017 Total R
ides by Station 

Station 
Jan 

Feb 
M

ar 
A

pr 
M

ay 
Jun 

Jul 
A

ug 
Sep 

O
ct 

N
ov 

D
ec 

Total 

B
ig 

Lake 
7,033 

6,219 
7,251 

7,463 
9,217 

8,432 
9,299 

10,514 
10,854 

8,403 
7,320 

7,710 
99,716 

E
lk 

R
iver 

7,052 
5,919 

6,699 
6,602 

8,260 
7,776 

7,965 
9,204 

8,315 
8,120 

7,001 
6,485 

89,398 

C
oon 

R
apids 

5,724 
5,000 

5,650 
5,852 

7,784 
7,166 

7,387 
8,374 

8,432 
7,206 

6,123 
5,441 

80,139 

A
noka 

5,196 
4,788 

5,377 
5,554 

6,830 
6,227 

6,207 
7,176 

7,035 
6,417 

5,398 
4,951 

71,157 

R
am

sey 
3,776 

3,389 
3,715 

3,482 
4,140 

3,808 
3,549 

3,987 
3,856 

3,740 
3,374 

3,288 
44,105 

Fridley 
1,882 

1,722 
1,898 

2,355 
3,243 

2,985 
3,350 

3,713 
3,535 

2,588 
2,125 

2,019 
31,415 



Target 
Field 

27,71
1 

24,142 
27,619 

28,572 
36,735 

33,447 
35,043 

39,368 
38,306 

31,204 
28,389 

27,329 
377,86

6 

 
58,37

5 
51,179 

58,210 
59,880 

76,210 
69,841 

72,800 
82,336 

80,333 
67,679 

59,730 
57,224 

793,79
5 

 2016 Total R
ides by Station  

Station 
Jan 

Feb 
M

ar 
A

pr 
M

ay 
Jun 

Jul 
A

ug 
Sep 

O
ct 

N
ov 

D
ec 

Total 

B
ig 

Lake 
6,476 

6,731 
7,074 

7,594 
7,485 

8,660 
8,578 

9,581 
8,823 

7,246 
7,023 

6,464 
91,734 

E
lk 

R
iver 

6,337 
6,585 

6,774 
6,734 

6,663 
7,635 

7,212 
8,168 

7,579 
6,857 

6,622 
6,140 

83,306 

C
oon 

R
apids 

4,750 
5,175 

5,364 
5,795 

5,552 
6,563 

5,705 
6,698 

6,441 
5,635 

5,398 
4,873 

67,950 

A
noka 

4,728 
5,034 

5,019 
5,304 

5,169 
5,847 

4,882 
5,774 

5,716 
4,950 

4,827 
4,439 

61,691 

R
am

sey 
3,307 

3,347 
3,513 

3,353 
3,563 

3,643 
3,192 

3,907 
3,710 

3,538 
3,450 

3,045 
41,569 

Fridley 
1,750 

1,785 
1,746 

2,264 
2,322 

2,627 
2,508 

2,786 
2,744 

2,165 
2,125 

1,753 
26,574 

Target 
Field 

24,82
2 

25,609 
26,524 

27,841 
28,035 

32,527 
29,776 

33,802 
31,473 

26,992 
26,665 

24,278 
338,34

2 

 
52,16

9 
54,265 

56,015 
58,885 

58,790 
67,501 

61,853 
70,716 

66,486 
57,384 

56,111 
50,993 

711,16
7 

  D
ocum

ents referenced 
D

ocum
ents referenced:  

●
U

S
 C

ensus data 
●

M
arket R

esearch databases: N
ielsen M

yB
estS

egm
ents, S

im
m

ons O
neV

iew
, E

S
R

I Tapestry 
S

egm
entation, M

osaic 
●

M
N

 D
epartm

ent of E
m

ploym
ent &

 E
conom

ic D
evelopm

ent 
●

N
eighborhoodscout crim

e reports by city 
●

N
orthstar C

orridor D
evelopm

ent A
uthority TO

D
 A

nalysis 
●

M
et C

ouncil S
ystem

 S
tatem

ent 
●

R
am

sey C
om

p P
lan 

●
R

am
sey N

ew
 R

esident P
acket 

●
C

ity of R
am

sey D
evelopers G

uide 
●

B
uxton R

etail A
ssessm

ent 
●

R
am

sey C
om

m
unication P

lan 
●

R
am

sey C
om

m
unity S

urvey (2016) 
●

R
am

sey Infographic 2017 
●

Fall S
em

ester project reports 
○

A
 G

athering P
lace for C

om
m

unity (C
om

m
unity C

enter P
lan) 

○
S

ustaining O
ur Legacy (H

istoric Tow
n H

all P
lan) 

○
E

ncouraging S
m

all B
usiness G

row
th and E

xpansion (B
usiness Incubator P

lan) 
○

C
reating D

estination (R
etail M

arket A
nalysis) 



○
H

ighw
ay 10: A

 C
om

m
unity and R

egional Focal P
oint (U

.S
. H

ighw
ay 10 C

orridor P
lan)

○
C

onnecting R
am

sey (C
ity-W

ide G
reenw

ay P
lan)

○
A

 G
athering W

ithin: A
n A

ttraction B
eyond (The C

O
R

 D
evelopm

ent P
lan U

pdate)



P
rim

ary R
esearch 

C
ontent A

nalysis 

●
R

eal estate listings and descriptors for hom
es for sale and recently sold in the city of R

am
sey (O

nline
research conducted on R

ealtor.com
, M

arch 14-16, 2018)
●

Insights
○

P
rivacy (12.5%

 trum
ps convenience (5.68%

) as a selling point
○

M
ost real estate agents are not using the N

orthstar R
ail as a selling point (only 11%

 of surveyed
listings)

○
M

ost hom
es are new

er builds (on average, built after the year 2000)
○

There are m
any houses w

ith very large lots available, but m
ost hom

es being purchased have
sm

aller plots of land (average of .59 acres)

R
eal Estate D

escriptors 
N

um
ber 

Percentage 

B
eautiful 

25 
28.41%

 

S
pacious 

18 
20.45%

 

N
ew

 
13 

14.77%
 

G
orgeous 

12 
13.64%

 

P
rivate 

11 
12.5%

 

M
entions N

orthstar C
om

m
uter 

Line 
10 

11.36%
 

O
pen 

9 
10.23%

 

M
odern 

5 
5.68%

 

C
onvenient/close to am

enities 
5 

5.68%
 

C
harm

ing 
5 

5.68%
 

C
ozy 

4 
4.55%

 

W
ildlife 

3 
3.41%

 

Q
uiet 

3 
3.41%

 

G
ood location 

3 
3.41%

 

S
erene 

1 
1.14%

 



●
A

verage Lot S
ize (active listings): 1.09 acres

●
A

verage Lot S
ize (sold listings): .60 acres

R
ealtor C

hats 

John U
derm

ann, E
dina R

ealty 
6991 137th A

venue, R
am

sey 

●
Lives nearby in A

ndover
●

Thinks hom
es in R

am
sey are a great value, lots of square footage

●
C

lose to river, lots of outdoor living, you have a place to put your toys
●

S
chools are a bit far out

●
W

ouldn’t live in M
inneapolis for the w

orld

M
ark Zins, Lennar H

om
es 

The W
oodlands, 7566 159th A

ve. N
W

, R
am

sey 

●
G

reat area w
ith low

 crim
e, great school district

●
E

m
phasized biking paths, local parks, ice rinks, ice skating paths

●
N

o privacy fences, but m
ajority of hom

es back up to w
etlands, ponds, &

 w
oods for privacy

●
Flyer touts N

orthS
tar R

ail “M
inutes to dow

ntow
n dining and entertainm

ent”

John S
chm

idt, K
eller W

illiam
s C

lassic R
ealty 

5678 152nd Lane N
W

, R
am

sey 

●
H

as lived in R
am

sey for 20+ years and loves it, kids love it here, good schools
●

“R
am

-tucky”
●

C
lose-knit com

m
unity w

ith lots of potential &
 opportunities

●
S

om
ew

hat negative about grow
th; land is being bought up by big developers

●
C

ould use m
ore big box stores and restaurants, entertainm

ent venues
●

Lots of healthcare available and dow
nsizing for older residents

M
ary K

ay N
elson, W

eidner A
partm

ent H
om

es 
R

esidence at the C
O

R
 

●
N

ew
 com

m
unity, w

ide variety of residents
●

N
orthS

tar Train - 5x in m
orning, 5x in evening



●
Farm

ers M
arket on Thursdays in S

um
m

er, D
raw

 P
ark m

usic every night at 6:30pm
, H

appy D
ays 

parade, firew
orks show

, vendors  
●

W
alkable and bike-friendly com

m
unity 

   
 



 S
W

O
T A

nalysis

W
hy do people m

ove?  
A

 U
S

 C
ensus B

ureau report show
s that nearly 1 in 10 A

m
erican households (9.6 percent) in 2010 

reported that they w
ere dissatisfied w

ith their current housing, neighborhood, local safety, or public 
service to the point that they w

ould like to m
ove.  

H
ow

 can the C
ity of R

am
sey prom

ote their assets to attract new
 residents and businesses, and 

m
itigate their w

eaknesses?  

Strengths 
N

otes 

S
afe com

m
unity 

●
In the N

ational C
itizen S

urvey, residents report S
afety

and E
conom

y as their favorite parts of living in
R

am
sey. A

 resident reinforced this stat, saying she is
very com

fortable letting her young kids (4th grade and
kindergarten) w

alk to their friends’ houses w
ithout an

adult.
●

R
am

sey has low
est crim

e rate of com
petitive set

A
nnual 

crim
es per 

1,000 people 
V

iolent 
P

roperty 
Total 

R
am

sey 
0.61 

12.9 
13.51 

A
ndover 

0.55 
13.49 

14.05 
B

loom
ington 

2.07 
33.24 

35.31 
A

noka 
2.07 

33.91 
35.98 

M
inneapolis 

11.2 
44.02 

55.22 

E
asy com

m
uting via 

the N
orthstar R

ail line 
55%

 of R
am

sey residents com
m

ute 30 m
inutes or m

ore to 
w

ork vs. 35%
 in the Tw

in C
ities 

O
pen space and 

access to parks and 
recreation 

R
am

sey boasts am
ple parks and recreation: 

●
565 acres of parkland

●
50+ m

iles of trail
●

17 m
iles of shoreline

●
32 parks

○
2 regional parks, one for each m

ajor river that
flow

s through R
am

sey (M
ississippi and R

um
)

O
ne R

am
sey resident noted unique recreation activities for 

kids and fam
ilies, like ice fishing and bow

 hunting classes.  

Land availability in R
am

sey also m
akes it attractive for 



residents w
ho w

ish to build new
 hom

es or ow
n acreage, and 

m
anufacturing businesses w

ith large facilities.  

Low
 taxes and hom

e 
prices 

●
80%

 of residents say they are not under housing cost
stress, w

hich is higher than the national benchm
ark

●
A

ccording to a Zillow
 analysis, the m

edian hom
e value

in R
am

sey is $245,300
○

P
rice per foot: C

om
pared to com

petitive set,
R

am
sey is least expensive in price-per-foot

■
M

inneapolis: $232
■

B
loom

ington: $196
■

A
ndover: $185

■
A

noka: $162
■

R
am

sey: $161
●

P
roperty tax in R

am
sey is about 16%

 less than
M

inneapolis

A
m

ple industry and 
job opportunities 

R
am

sey boasts 1,300 businesses providing 6,150 jobs, 
including C

onnexus E
nergy, Life Fitness, A

ce S
olid W

aste, 
A

ltron M
anufacturing, A

nderson D
ahlen, M

ulti S
ource 

M
anufacturing, R

JM
, V

ision E
ase Lens, and m

ore. 
M

anufacturing is by far the m
ost com

m
on type of job in 

R
am

sey. 

P
erception of a 

strong school district 
R

am
sey residents cite the A

noka-H
ennepin school district as 

a “really good district.”  

A
ccording to schooldigger.com

, A
noka-H

ennepin ranks in the 
top half of schools in M

innesota, and in the m
iddle of 

neighboring districts: 
●

S
t. Francis: 119th

●
S

pring Lake P
ark: 144th

●
A

noka-H
ennepin: 147th

●
Forest Lake: 171st

●
O

sseo: 285th

A
ccording to the district w

ebsite, A
noka-H

ennepin is one of 
M

innesota's largest, serving approxim
ately 38,000 students 

and 248,000 residents. S
pread out across 172 square m

iles, 
the district is m

ade of 13 suburban com
m

unities north of 
M

inneapolis and S
t. P

aul. A
noka-H

ennepin has 24 elem
entary 

schools, six m
iddle schools, and five traditional high schools, 

plus alternative m
iddle and high school sites, in addition to an 

aw
ard-w

inning C
om

m
unity E

ducation program
. 

W
eaknesses 

Low
 recognition of 

the C
ity of R

am
sey 

The C
ity of R

am
sey is not w

ell know
n am

ong Tw
in C

ities 
residents and is often confused w

ith R
am

sey C
ounty.  

https://www.ahschools.us/communityeducation


 R
am

sey is not w
ell m

arked or branded. For exam
ple, w

hen 
driving north on H

ighw
ay 169 and 10, the cities of C

ham
plin 

and A
noka are branded w

ith city-specific signage (e.g., 
“A

noka: R
eal. C

lassic.” light post banners.)  

C
ity’s best assets 

(parks and golf 
courses) are not easy 
to find 

O
n a recent trip, the group did not see any signs to help 

prom
ote or direct to R

am
sey’s parks or golf courses, m

aking 
them

 difficult to find even w
ith m

axim
um

 intent.  
 G

oogle m
aps also does not accurately navigate around the 

city. W
hen attem

pting to navigate to M
ississippi W

est 
R

egional P
ark, G

oogle M
aps instructs users to turn off of the 

highw
ay w

here no road or exit exists, and there are no signs 
on the highw

ay to point people to the park. This is an 
opportunity to attract cabin-goers w

ho m
ay w

ant to take a 
break, and realize the m

any assets of R
am

sey in the process. 

R
am

sey residents do 
m

ost of their 
shopping and dining 
in other cities 

There is an outflow
 (know

n as “leakage”) in retail spending on 
m

ost categories; i.e. R
am

sey residents spend m
ore on those 

m
arkets total than gets spent total in R

am
sey. A

ccording to 
one resident, “R

am
sey does not have m

any restaurants.” O
ne 

of the local restaurants, The Lunchbox, recently closed. 
R

esidents cite C
oon R

apids, A
noka and M

aple G
rove as 

shopping and dining destinations.  

O
pportunities 

 

D
eclining “cost of 

distance” and trend 
tow

ard exurban 
m

igration 

A
ccording to a 2017 Forbes article, “There rem

ains a school 
of thought, particularly in the m

ainstream
 m

edia, that 
m

illennials have little interest in purchasing hom
es and w

ill 
avoid suburbs, and spraw

ling places, at all costs. Y
et m

ore 
than 80%

 of people ages 25-34 in m
ajor m

etropolitan areas 
already live in suburbs and exurbs, according to the latest 
data.” 
 A

dditionally, according to the W
all S

treet Journal, “B
y 2025, 

the U
.S

. exurban population could outstrip the urban center 
population. This m

igration already has begun: S
ix m

illion 
A

m
ericans m

oved out of city centers in the past decade, 
according to U

.S
. C

ensus B
ureau data. A

lthough som
e 

center-city population levels have held steady or even risen, 
their share of the population has been dropping since 1990, 
w

hile the exurbs’ share has been rising.” 
 

Through traffic on 
H

ighw
ay 10 corridor 

creates opportunities 
to show

case R
am

sey 

●
50 businesses along the H

w
y 10 corridor 

●
A

verage 47,500 daily car trips through the corridor. H
alf 

stop at at least one light.  

http://www.newgeography.com/content/004477-tracking-americas-hidden-millennials
http://www.newgeography.com/content/004477-tracking-americas-hidden-millennials


to potential residents 
and business ow

ners 
●

A
 car averages 10 m

inutes on R
am

sey’s stretch of
H

ighw
ay 10, adding up to half a m

illion m
inutes of

people passing through R
am

sey on H
W

Y
10.

●
W

ithin 2 m
iles of corridor:

○
Three parks (A

lpine, C
ottonw

ood, E
m

erald
P

ond)
○

Three w
ater bodies (M

ississippi R
iver, R

um
R

iver, and S
unfish Lake)

Threats 

2018 gubernatorial 
election and 2020 
census 

G
overnor M

ark D
ayton’s seat w

ill be up for re-election this 
year. This is im

portant because it is the election before the 
2020 census, w

hen voting districts w
ill be redraw

n to reflect 
population changes. R

edistricting is done by the legislatures, 
and w

hichever party is in charge gets to draw
 the lines. The 

outcom
e of this election and subsequent redistricting could 

result in unfavorable political changes for the m
ajority of 

R
am

sey residents, w
ho overw

helm
ingly voted for 

Trum
p/P

ence (62%
 Trum

p/P
ence vs. 48%

 C
linton/K

aine)  and 
U

.S
. R

epresentative Tom
 E

m
m

er in the 2016 election.  

C
lash of established 

and new
er residents 

(e.g., “resident gap”) 

A
s R

am
sey continues to grow

 and potentially take on a 
re-branding initiative, there is a possibility of an internal clash 
betw

een m
ore established R

am
sey residents, residents new

 
to the city and potential residents, w

hich researchers B
raun, 

K
avaratzis, &

 Zenker (2013) call the “resident gap.” This gap 
m

ay result from
 groups not identifying w

ith the “place brand” 
of R

am
sey. It w

ill be im
portant for residents to buy in to the 

R
am

sey brand so they can be the city’s best am
bassadors to 

new
 residents and businesses.  

R
am

sey is not on 
people’s radar as a 
place to live or build 
a business 

P
eople don't think about R

am
sey w

hen considering places to 
live or build a business due to its low

 nam
e recognition. 

A
nd for those w

ho drive through R
am

sey frequently, they m
ay 

associate the city w
ith its unsightly stretch of H

ighw
ay 10 

because that is the m
ost com

m
on point of visibility, as 

opposed to associating w
ith its valuable natural resources and 

new
ly developed urban core. 

The city loses 
resident and local 
businesses due to 
“retail leakage” 

P
eople w

ant to live near w
here they shop and dine, and 

R
am

sey's lack of each m
ay lead people to choose to live or 

build a business in neighboring com
m

unities. 
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  P
ositioning: B

rand Insight G
enesis 

 
 B

ullseye Target/A
udience S

egm
ents 

 
   



 M
arketing D

river A
nalysis 

The problem
: R

am
sey does not have a distinct identity, and is not top of m

ind as a place to m
ove. 

Target segm
ent: Y

oung fam
ilies 

C
ategory: C

ity 

B
rand: C

ity of R
am

sey 

Priority D
rivers 

A
w

areness: A
w

areness of the C
ity of R

am
sey is low

. There is confusion w
ith R

am
sey C

ounty and a 
lack of understanding of the city’s best assets. C

reate a cam
paign that leverages R

am
sey’s strengths 

to bring aw
areness to the city as a place for young fam

ilies to m
ove.  

A
ctivation: R

am
sey has an opportunity to inspire folks w

ho didn’t grow
 up in the im

m
ediate vicinity to 

buy a hom
e in R

am
sey by helping to tell a better story about w

hat the city has to offer--sm
all-tow

n 
values, space and affordability.  

Experience: R
am

sey sees high through-traffic on H
ighw

ay 10, how
ever there is no city signage, park 

signage or digital advertising to draw
 visitors to the city’s greatest assets (e.g., regional parks, H

appy 
D

ays, G
am

e Fair). 



 C
am

paign C
om

m
unications A

rchitecture and E
valuation 

 Target audience: Y
oung fam

ilies w
ho w

ant m
ore space. 

 Priority D
river 

D
iscovery: 

A
w

areness 
D

iscovery: 
Experience 

C
om

m
unity:  

B
uzz 

Tasks and Subtasks 
N

otice 
R

aise aw
areness 

about w
hat R

am
sey 

has to offer. 

A
ct 

D
rive people to visit 

R
am

sey’s best assets, 
and eventually 
purchase a house. 

A
dvocate 

Leverage R
am

sey 
residents and brand 
advocates (e.g., 
realtors) to tell a better 
R

am
sey story to 

potential new
 

residents. 

Insights 
B

rand insight: 
R

am
sey aspires to be 

a 50s sitcom
 tow

n, 
w

here everyone know
s 

everyone, and nothing 
ever happens.  

Target segm
ent 

insight:  
C

ity dw
ellers that 

w
ould like to transition 

to a slow
er, m

ore 
w

holesom
e life. 

M
arket insight:  

The m
edia’s over 

exaggeration that 
M

illennials desire 
big-city living and an 
urban lifestyle has 
ignored a m

ajor 
segm

ent of M
illennials 

w
ho w

ant to live and 
raise their children in 
sm

all-tow
n A

m
erica.  

M
essage/Takeaw

ay 
A

lm
ost one-third of 

R
am

sey rem
ains 

undeveloped w
ith 

am
ple parks, trails and 

shoreline. 
 

R
am

sey has a rare 
com

m
odity in the 

M
etro: S

pace.  

W
hile the rest of the 

M
etro races to cram

 
m

ore people into 
sm

aller areas, R
am

sey 
offers the space to live 
a safer, slow

er, less 
stressful lifestyle. 

M
edia Strategy &

 
Tactics 

O
w

ned: C
ity signage 

 P
aid: O

nline 
advertising  

O
w

ned: P
ark signage 

 P
aid: O

nline 
advertising (H

appy 
D

ays, G
am

e Fair) 
 E

arned: Zillow
 listings 

w
ith video 

O
w

ned: R
am

sey 
Facebook page, 
new

sletter 
 E

arned: R
ealtor 

endorsem
ents 

Evaluation 
B

rand salience 
 B

rand equity and 
im

age 

Financial m
etrics 

N
et prom

otion 



  M
essaging 

  



M
edia S

trategy 
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