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In the wake of a devastating flood, the Cedar Rapids Public Library is taking advantage of an 
unprecedented opportunity to reimagine library service and enhance the Library’s impact as an advocate 
for literacy and lifelong learning.  During this pivotal time, the 2011 Cedar Rapids Public Library 
Rebranding Campaign invited Cedar Rapidians to broaden their expectations of a great library and 
recognize the tremendous library experience available today.  This nine-month rebranding initiative has 
heightened awareness of the Library as the entire community looks forward to the rebuilding and 
opening of the new main facility downtown in the summer of 2013. 
  

Summary 
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Introduction:  
The Cedar Rapids Public Library (CRPL) was destroyed in a devastating flood in June of 2008. Over 
160,000 books and other materials were lost and the library building itself was determined by the Federal 
Emergency Management Agency to be a total loss. Construction is underway on a new library, which will 
open in summer 2013. 
 
While society changes and technology evolves, the mission of the CRPL—to be a passionate advocate for 
literacy and lifelong learning—remains timeless. The CRPL serves over 125,000 citizens and welcomed 
more than 500,000 visitors to its temporary main location in 2011. Circulation continues to increase each 
year, reaching over 800,000 items in 2011.  
 
Needs assessment: 
As the CRPL began to build a state-of-the-art downtown library, Library staff recognized an opportunity to 
review the effectiveness of the Library brand in the community and reinvent the brand to match the 
community’s excitement for the new Library. Prior to this rebranding project, the Library brand was 
inconsistent and difficult to use. When questioned, community members could not distinguish between 
the CRPL brand and those of libraries in neighboring communities. A goal of the rebranding project was 
to help Cedar Rapidians associate the word “library” with their own Cedar Rapids Public Library. 
 
Additionally, connotations associated with the word “library” were limiting the expectations of community 
members. Most people have strong, usually positive associations with libraries, often involving childhood 
memories of library visits. With the groundbreaking design of the new facility and the evolving role of the 
CRPL as an innovative community center, a goal of the new brand was to help the CRPL exceed 
expectations by creating and maintaining a buzz around all library events. 
 
Planning: 
Library Public Information Officer Amber Mussman assembled and led a design team consisting of Library 
Director Bob Pasicznyuk; Library Design and Marketing Specialist Amy Ackman; and professionals from 
OPN Architects and deNovo Alternative Marketing. The following are goals, tactics and desired attributes 
that resulted from the design team’s planning process: 
 

I. Goal: Develop a library brand that would complement the design and idea of the new main Library. 
A. Planning Tactic: Hire deNovo Alternative Marketing to maximize impact of the rebranding efforts. 
B. Planning Tactic: Incorporate new Library project leaders into discussions from the beginning so that 

the rebranding team understands the design concepts that inspired the building’s design. 
Desired Campaign Attributes: 
1. Includes a new CRPL logo that will match the color scheme while reflecting the innovative 

nature of the new facility.  
2. Capitalizes on growing media coverage of the new Library by celebrating current Library 

programs and what it will offer when the permanent main library opens downtown. 
 

II. Goal: Align brand concept with the mission of the Cedar Rapids Public Library. 
A. Planning Tactic: Conduct focus groups with Library staff to gain their perspective of customer 

sentiment toward the CRPL; identify perceived competitors; and understand the attributes that 
distinguish the CRPL from competitors. 

B. Planning Tactic: Conduct focus groups with the public to identify words and feelings associated 
with the Library, and understand the public’s thoughts on the future of the CRPL. 
Desired Campaign Attributes: 
1. Emphasizes and celebrates the Library’s unique attributes and achievements. 
2. Anticipates competition from neighboring libraries, online search engines, storefront and online 

book retailers, and all venues aiming to earn the free time of Cedar Rapidians so that the CRPL 
can remain relevant and become a top-of-mind research, entertainment, and educational choice. 

3. Creates a personal, emotional connection to the Library’s mission and work. 
  

Narrative 
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III. Goal: Gain new advocates and increase awareness of the Library through brand recognition. 
A. Planning Tactic: Identify target audiences for the branding campaign. 
B. Planning Tactic: Recognize staff members as the Library’s strongest brand ambassadors and 

involve them in all phases of brand development.  
C. Planning Tactic: Consider feedback from focus groups in all phases of implementation.  

Desired Campaign Attributes:  
1. Strengthens the Library’s ability to advocate effectively by targeting the following audiences—

Library staff, current patrons, community members, City Council. 
2. Entices broader audiences to take advantage of Library services, programs and resources. 

 
Implementation Tactics and 2011 Timeline of Creative Activity: 
With desired campaign attributes in mind, the Library developed and executed an activity plan based on 
the following implementation tactics: 

• Work with a design team to develop a new logo and brand standards 
• Establish a campaign to excite the community about the Library 
• Execute the new brand standards throughout the Library and all touch points 

 
January through March—Logo Creation: The logo, created by the design team, is influenced by the 
architecture of the new Library and emphasizes the word LIBRARY. The parentheses-like graphics denote 
that which is contained within the new building while complementing the red ellipse which is a focal point 
within and on top of the building. The green color reflects the forward thinking design of the Library, and 
its commitment to sustainability.  
 
The parentheses-like graphics also highlight the letters “ARY”, a suffix that can be used in a variety of 
ways to tie the Library to multiple subjects in the community and in the Library itself. For example: In the 
Library, cookbooks may be emphasized by a section with the word: CulinARY – using the parentheses-like 
graphics and “ARY” pulled from the logo. 
 
April —Brand Standards: In order to keep branding consistent across all platforms, the design team 
created standards after the logo was completed. These standards include specified fonts, colors, sizes 
and regulations on use of the logo.  
 
May—Internal Launch: The Library Director supported the design team’s introduction of the brand to 
the Library staff at a special meeting. The presentation explained how staff feedback and the information 
gathered from focus groups were incorporated into the brand development process. Each staff member 
received a new, logo-emblazed name tag, lanyard, and water bottle. The staff also was among the first 
to view and provide feedback on a video designed to be part of the public launch.  
 
June-August--Public Launch and ARY Campaign: The public campaign featured a number of 
creative uses of the “ARY” suffix from the Library logo to tease the new logo and launch the new brand. 
Campaign components included:  
 

Billboards: A series of rotating electronic billboards in a high traffic area ran during the week leading up 
to the launch date. These billboards were white with “ARY” words mimicking the logo’s style—
imaginary, extraordinary, literary—and the date of the launch on the bottom. On the date of the 
launch, the billboards switched to the new library logo.  
 
Website: In order to provide the best service to customers in the virtual realm, the CRPL worked with a 
local web firm to build a new website to be launched simultaneously with the public launch of the 
brand. The “virtual branch” included all new brand standards and greatly improved ease of use and 
design. A mobile site also was deployed, granting uncomplicated, mobile access to the most frequented 
areas of the website, as well as information on Library locations and hours.  
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Video: Complementing the website launch, the Library shared a video showing the “ARY” words and 
new logo on YouTube, Facebook and Twitter. This animated short was a fun way to get the public to 
relate to the campaign and create excitement about the Library. 
 

Farmers’ Market: The day before the logo launch, volunteers spent a Friday night “tagging” downtown 
sidewalks and streets (using spray chalk and with city permission) with a variety of “ARY” words, along 
with the Library’s website address. The next morning during one of the city’s popular Farmers’ Markets 
more than 17,000 people walked the streets of downtown, crossing over these chalk tags, stopping to 
comment and take pictures. Library staff and volunteers invited the public to become part of the 
branding campaign by having their picture taken with their own “ARY” word. The images were then 
shared through social networks and tagged pictures spread the message further.  
 

Signature Event: The campaign culminated on September 9 with an event called “Inside Out with Alton 
Brown.” The evening, which featured celebrity chef and unconventional author Alton Brown, was 
designed to raise awareness of the Library and challenge assumptions. This inaugural Inside Out event 
was announced on August 9 and funds raised though ticket sales supported the new library project. 
The event sold out quickly. The audience included regular Library patrons and many new people who 
do not typically attend Library programs. Attendees traveled from all over the city, county, and state to 
do something unexpected. This successful event embodied the concepts behind the new library brand 
from start to finish and also provided an additional venue at which to celebrate the “ARY” campaign. 

 
Evaluation 
I. Goal: Develop a library brand that would complement the design and idea of the new main Library. 

• Developed and launched brand across all platforms in August 2011. 
• Launched a new CRPL website and held a sold out signature event, both featuring the new brand 

and its connection to the new main library. 
 

II. Goal: Align brand concept with the mission of the Cedar Rapids Public Library. 
• The 59 members of the CRPL staff were involved throughout the branding process, becoming 

effective brand ambassadors.  They connected directly with the more than 70,000 Library visitors in 
August and September 2011. 

• More than 17,000 community members became part of the ARY campaign at the Farmers' Market 
in August 2011, stopping by the Library booth for a picture or responding to the chalk "tags" 
throughout the streets downtown. 

• The signature event Inside Out with Alton Brown was unconventional and entertaining, reminding 
the audience that cookbooks and fun can be borrowed from the Library on a daily basis. 

 

III. Goal: Gain new advocates and increases awareness of the Library through brand 
recognition. 

• The CRPL saw a 36% increase in library cards issued in August 2011 over August 2010. 
• Unique visitors to the website increased by 44% in the five months following the campaign. 
• The amount of time spent by each visitor on the website increased by 33% in the same time 

period.  The number of pages viewed increased by 19%. 
• Throughout the public launch, the CRPL saw a 362% increase in "Likes" on Facebook. 
• From August through December 2011, the CRPL circulated 349,909 items (a 12% increase over the 

same five month period of the prior year). 
• From August through December 2011, 10,539 people attended CRPL programs, both on and off-site. 

This is an increase in program participation of 54% over the same time period of the prior year. 
• The Inside Out event allowed the CRPL to celebrate plans to build an unexpected Library with a 

sold out crowd of 550 at an unexpected Library event. 
 
Conclusion 
As a municipal library, the CRPL’s main source of annual revenue is the City of Cedar Rapids’ allocation of 
local tax dollars from residents. From an advocacy standpoint, it is crucial for citizens to recognize that 
the CRPL is creating a valuable product with their tax dollars. The new brand continues to bring the value 
of the Cedar Rapids Public Library to life in Cedar Rapids as we build back stronger and share our story.  
 



CEDAR RAPIDS PUBLIC LIBRARY
REBRANDING CAMPAIGN 2011

 

SUPPORTING MATERIALS
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Video 
A video was made to introduce the public to the new logo and the campaign.   
See the video at: http://connect.crlibrary.org/2012/03/02/cedar-rapids-public-library/ 

 

http://connect.crlibrary.org/2012/03/02/cedar-rapids-public-library/
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Info Cards 
These business card size info cards are perfect for quick reference of library locations and hours.  
A QR code leads to the Library website. 

 

Business Cards 
Business cards for staff include the new Library branding, as well as a QR code which leads to the 
individual’s email. The back side includes basic Library information. 
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Letterhead 
The new letterhead design carries the Library branding, using the curving colors along the bottom. 
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Note Cards 
Library note cards are simple and perfect for any occasion. 
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New Patron Information 
We transformed a former tri-fold brochure into a 2.5” by 8.5” bookmark that includes basic library 
information for new cardholders. It can be folded in thirds to fit perfectly into a wallet or pocket for 
easy reference. 
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Library Signs 
All signage within the Library itself was redone to reflect the new brand standards. 
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www.crlibrary.org 
A newly designed website launched with the rebranding campaign in August. The site is much 
more user friendly and the design follows the new style requirements. 
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Operational Report 
A revamped Operational Report is included in the Board of Trustees meeting packet each month.    
It includes valuable statistics and charts to make it an easy read for Trustees and the public. 
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e-Newsletter 

The electronic monthly newsletter was redesigned to take the brand directly to the more than 
12,000 subscribers. 
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Billboards 
A series of billboards rotated for a week leading up to the launch of the new logo. 
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Tagging 
A group of volunteers led by Library PIO Amber Mussman used spray chalk to “tag” the ARY and 
chalked in a variety of words throughout downtown Cedar Rapids.  

 

Farmers’ 
Market 

More than 17,000 citizens crossed over 
more than a dozen “tags” at the Farmers’ 
Market held the following morning.  
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Farmers’ Market 
People were invited to have their picture taken with their very own “ARY” word. We had a list of 
words available and more than 40 people or families participated. Dozens more stopped to chat 
about the campaign. Pictures were uploaded to Facebook and people tagged themselves, 
spreading the message even further. 
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ARY Poster 
The images were carried over into marketing materials and used throughout the year. This 
poster is used regularly on our digital signage within the Library. 
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Stickers 

Stickers were given out at the Farmers‘ Market and the Library throughout the campaign. 
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Facebook 
Using the images from the Farmers’ Market we were able to create a new Facebook welcome 
page and banner image. 
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Name Tags 
Staff received new nametags and lanyards. Programming staff received polo shirts to wear while 
running Library programs. Library staff was invited to purchase polo shirts and can wear them at 
work without the lanyard.  

 

Front & Back 
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Rebranding In the News 
The Library is the focus of newspaper articles celebrating the launch of the new website and logo.                                      
Cedar Rapids Gazette 8/5/2011 
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“Inside Out”  
Alton Brown appeared as the inaugural celebrity for “Inside Out”, a new speaker series to support 
the Library.  Included are two articles published about this extremely successful CulinARY event. 
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“Inside Out” In the News 
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