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Behind Madison’s Aesthetic

Every aspect of Madison’s design, even down to the manhole covers is intentional

BY MAGGIE GINSBERG-SCHUTZ

Maybe it's that first glance of the Capitol from

the hip-curve of John Nolen Drive,

narrowing at the bridge-waist and blooming out

again at Monona Terrace. Maybe it's the

sweetcom yellow or dripping citrus of the

Memorial Union Terrace chairs against the

quietly lapping lake, or the way State Street

suddenly seems irresistible anytime the air is

thick with grass clippings and smoldering

charcoal. There's just something about

Madison. People frequently say, “Oh, I love

Madison!” though they can't always tell you just why; it's a feeling. But what if what you know and love
about Madison isn't by accident? What if it's by design?

“When you're walking around downtown and you step over a manhole cover, you might not be thinking
that somebody designed that,” says Dan Merfeld, president of Design Madison. “But in a very real
way you're experiencing design. It's not just the way Madison looks. It was intentionally put that way.”

Merfeld is talking about the recently
overhauled State Street, where
everything from top to bottom
(including those manhole covers) was
sculpted by a team including
environmental design firm
ZEBRADOG. The company’s creative
director, Mark Schmitz, believes
Madison is made up of “sacred spaces,
landmarks infused with deep, personal
meaning for each of us, although that
meaning is as customized as our
fingerprints.

“Our entire culture is based in design,”
says Schmitz, “Really, everything we
are is purely about design and creative
| expression. We need to have
relationships with people, and we
create the environments where these
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GREAT PLACE?
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What adjectives describe the feeling you want to
provide visitors to the rebranded downtown?

- Modern - Lively

- Classy - Exciting

- Comfortable - Clean

- Fun - Picturesque
- Safe - Welcoming

- Relaxing - Eclectic



What do you people to say after leaving
downtown Dells?

- We need to come back!
- Wow, that was unexpected!

- Wow, they really did a great job updating downtown and
making it a place we'd come back to over and over.

- That was a cool downtown! Can't wait to come back.
- Great stores!
- | had a great time.



ROGER BROOKS
& ‘ ‘ wlle . . International

Public Plaza >
* (ak Street /
® Programmed 200+ days/year -

¢ Builtin sound system, movie screen, splash
pad and skating rink

e Art shows, concerts and entertainers

¢ Improvement of traffic flow

Parking Garage(s)

e |a Crosse Street recommendation

e Simplify parking system and wayfinding signage

¢ [wo garages initially (both right hand turn
entrances)

e Justafter RR bridge (coming from west)

¢ North of Broadway - approx. @ Elm/Cedar
(coming from east)

e FEach garage would hold over 500 vehicles

—x2%s, 36"*‘“”

Conceptual Locations Public Plaza Rendering (second imag

Public Plaza at intersection of Oak & Broadway (third imag-,‘
=




Redevelopment of Broadway

Removal of parking as appropriate
Widening of sidewalks to
accommodate outdoor dining
Lengthening/addition of turn lanes
Improvement of traffic flow

Public Market/Amphitheatres

e Programmed 200+ days/year
e All events open to public
e Amphitheatres cutinto hill overlooking

Riverwalk/Wisconsin River

ROGER BROOKS

international

)

Conceptual Master Plan "uf"

Public Market Pavilion




Why are we doing this’?




To increase visitor spending in Wisconsin Dells
AND Lake Delton by 30% particularly
October through March, weekdays.




To help the Dells become a stronger year-ro
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—act #2

Then they spend 8 to 10 hours with the
complementary activities




—act #3

Shopping, dining & entertainment:
your downtown.




-act #4

This is where 80% of tourism spending
takes place.




~aCT #5

sSoomer travel:
March, April, September & October




—aCt #0O

They account for nearly 80% of all
travel spenaing.
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—act #8

Women account for 809% of ALL
consumer spending.




To"upscale” the tourism spending:
Attracting a more affluent audience.

This means adding cultural depth.




To help the Dells get “unstuck”
from its 70s kitshy image.




To help the property owners and businesses downtown
become more sustainable and successful.




To make downtown a stand-alone destination.




To make downtown a place local residents
want to spend more time.




—act #9

S

Downtowns need to stand for something.
1o have a focus.




Fact #10

The best brands are built on product,
not marketing.




Sranding 1S the art of differentiation:
what sets Wisconsin Dells apart from everyone else.




A brand IS a perception -
and a promise that you will deliver on that perception




A few examples

Napa Valley and wines

VWisconsin

Sranson an

e

d musIC theater
s and water parks

Silicon Valley and high tech

Hershey,

PA and chocolate

Nashville and country music




HOW PERCEPTIONS CR
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1.Visual cues. (That “70s look”)

2. 1he people and attitudes.

3.Word of mouth.

4.

Publicity/Social media

SAND:




Srand identities
make up 2% of a brand
out get
98% of the political attention [ocally.




Logos and slogans are not branas.
They are marketing messages used to reinforce the brano




You will never get everyone to agree untll
you water it down to sometning generic.




You never “roll out” a brand.
t's earned over time.




-Irst order of business:

What do you want downtown to be known for?




Precedents are being set

A TA HERE

\u

v

.
.
"
!
=




STROUD BANK

Perry G. Stroud. a young attorney from
New York, established this early bank
in Kilbourn City, now Wisconsin Dells,
in ca. 1870. Over his thirty-year career
as the town's first attorney. Stroud
preserved much of the city's early doc-
umentary history. Here. his bank still

stands with its original brick front
and vault.
ERECTED 1899
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ESTABLISHED IN 1865

E!"i;lS u;umo WAS CONSTRUCTED IN 1875 BY
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ANT CIVIL WAR SOLIMER FROM WISCONSIN.
JOREFH DAILEY WAS TR ARG OF THE RED
AUTER AND OF TIE UNITED STATES.
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Preservation

through
Renovation
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Current Visual Brand
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Brand Attributes

OWN your STORY




Brand Attributes

it's YOURS play Wlth it
- 7rBRADOG



Brand Attributes
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Brand Attributes

create opportunity
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The Dells River Arts District
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District Programming

History Storytelling

Art Program

Banner Program

J

A/

Entrance Feature
Entrance Feature
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Brand Touchpoints

RIVER ARTS

DIRECTORY

P

00000000006

* P 2002
P

woo1a QO &



Brand Touchpoints
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Brand Touchpoints
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Brand Touchpoints

Featured Content Featured Content Business Directory

Lorem ipsum dolor sit amet, Lorem ipsum dolor sit amet, Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed do consectetur adipiscing elit, sed do consectetur adipiscing elit, sed do
eiusmod tempor incididunt ut eiusmod tempor incididunt ut eiusmod tempor incididunt ut

nostrud exercitation .., more> nostrud exercitation ... more> nostrud exercitation ... more>




Wayfinding Family
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Street Banner Program
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Street Banner Program
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Use Common Materials
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Water - Natural Beauty - Gorgeous Destination
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Thematic Inspiration
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Storytelling - Arts + Community

lanr Mosaic projects bring community
. .  arttohighway project
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Storytelling - Arts/Community
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Storytelling - Arts/Community




Storytelling - Arts/Community




Storytelling - Arts/Community




Storytelling - Arts/Community
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Streetscape

Undulation in landscape bulfer

with Intermettent parking provides ¢ (s” . . _ S
veual Cats 10 Sow tratc 5 i b , 10°'w existing
- Wt sidewalk

- ’Y . .. ¥ S
landscape buffer Sggto 3
‘ 0 e " Terrace Pavers )
./\' - o

: ‘. . ) v S . 4

s 7-9 CafeZone'




Streetscape
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Streetscape Extensi
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Streetscape Extension
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Art Program - Terrace Seating

Art Program




Art Program - Terrace Seating




Art Program - Staircase Storytelling
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Art Program - Staircase Storytelling
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Art Program - Arts/Community
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Art Program - Arts/Community
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Art Program - Arts/Community
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Streetscape - Then and Now
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Streetscape - Then and Now
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Streetscape - Then and Now




Streetscape - Then and Now
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Sign/Awning - Facade re-imagination




Streetscape Enhancements




Sign/Awning - Facade re-imagination




Sign/Awning - Facade re-imagination

Restore
Second-
story
windows
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Sign/Awning - Facade re-imagination




Sign/Awning - Facade re-imagination

Restore

Second-story [ e22828E880888 Shallow

windows : : Textile
Awnings

Restore

Architectural
Details




Sign/Awning - Facade re-imagination

ZEBRADOG



Sign/Awning - Facade re-imagination

Restore
Architectural
Details

Restore
Second-story
windows

SHEY,
Textile
Awnings






Sign/Awning - Facade re-imagination

Blade Signs

SHENY
Textile Awnings




Riverwalk Storytelling
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Riverwalk Entrance
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Riverwalk Storytelling

Aerial view of the river matches the
pillar position on the Riverwalk
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Brand Opportunities
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Dells River Arts District
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