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Intro & Goal Setting
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Intro & Goal Setting

The Dearborn brand initiative is designed to support economic 
growth and vitality for our city. How will our brand help us to 
achieve this? By allowing us to tell the best possible story 

about who we are and what we offer to the people we most 
want to attract. With a shared story to tell, we can reach out to 

these people in the most confident, responsive and unified 
way. We can capture their attention and imagination. And we 

can lay a solid foundation for tracking our progress. 
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Conversation 2

The Best of All Possible Worlds
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The Best of All Possible Worlds

Individual Exercise: Headlines from the Future

Write the  headline you would like to see in the news in 2021 
regarding milestone achievement for Dearborn. What does 

success look like? 
•  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Conversation 3

Survey Findings & Insights
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Survey Findings: Summary

Over 1900 individuals took the survey, with 1880 taking the 
English language version and 29 taking the Arabic version.*

• Zip code: 45% are from 48124 zip code; 18% from 48126; 15% from 48128; 5% from 48120. 17% listed their zip 
code as “other,” with the most common responses being 48101, 48125, 48127.  

• Community role: 74% of survey respondents are residents, 18% are students, 13% are parents of students, 12% 
are business employees, 11% are educators/school employees, 8% are visitors/consumers, and 4% listed their 
role as “other,” for which the most common response was former resident. 

• Dearborn residency: Of survey respondents who call themselves Dearborn residents, 36% have lived in Dearborn 
all their lives, 63% have not. 

• Length of Dearborn residency: 4% have lived in Dearborn less than 2 years, 2-5 years: 7%; 6-9 years: 7% 10-19 
years: 19%; 20-29 years: 19%; 30-39 years: 15%;  40+ years: 27%.  

• Age/Generations: 26% of respondents are Millennials / Gen Z, 35% are Gen X, and 39% are Baby Boomers. 

• Education: 30% have a Bachelor’s degree, 32% have a graduate degree, 31% have some form of education past 
high school, but have not achieved a 4-year college degree. 

*204 of the English language survey takers identified themselves as Arab American
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Survey Findings: Summary

Over 1900 individuals took the survey, with 1880 taking the 
English language version and 29 taking the Arabic version.*

• A broad, relatively even distribution of household incomes.  

• Household size: 18% 1-person household, 34% 2-person household, 43% 3/4/5-person households, 6% 
6+person household 

• 20% have at least 1 child in the household ages 0-5; 22% have at least one child ages 6-10, 33% have at least 
one child ages 11-18.  

• Employment: 61% are employed for wages, 18% retired, 9% students. 

• 22% work in education, 20% in business/managerial, 9% in STEM, 8% in Human Services, and 11% listed “other,” 
many of which gave a more specific description of one of the listed categories. 

• Cultural/Ethnic background: 69% are White/Caucasian, 14% Arab. All other races represented 3% or fewer of all 
respondents.  

• Home ownership: 84% of those stating they are residents of Dearborn own their residence, 10% rent, and 6% live 
with an owner but do not pay rent.

*204 of the English language survey takers identified themselves as Arab American
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Survey Findings 1

While civic pride and willingness to recommend Dearborn are 
similar across ethnic groups, Arab American individuals tend to have 

a more positive view of Dearborn than their non-Arab American 
peers on a number of other measures.

• 67% of Dearborn individuals identifying as Arab agree that “Dearborn has vibrant shopping, dining and entertainment 
offerings,” while 53% of Dearborn individuals identifying as Non-Arab did so.  

• 51% of Arab individuals agree that “younger residents would like to stay in Dearborn after completing their education, while 
38% of Non-Arab individuals agree with that statement.  

• 78% of Arab individuals agree that “younger residents are able to stay in Dearborn after completing their education,” while 
70% of Non-Arab individuals agree.  

• 80% of Arab individuals agree that “Dearborn has all the amenities of a big city while still feeling like a tight knit community” 
while 71% of Non-Arab individuals agree. 

• 42% of Arab individuals agree that “Dearborn has a positive image in the news media,” while 34% of Non-Arab individuals 
agree. Similarly, 65% of Arab individuals agree that “Dearborn has a positive reputation among people living in Southeast 
Michigan,” while 46% of Non-Arab individuals agree.



�10

Survey Findings 2

Dearborn: The Right-Sized City

94% of residents surveyed say that Dearborn is about the right size.

What does “being the right size” mean to you?

Do any of the other cities in SE Michigan feel like they’re about the right size, too?

How does this factor in making Dearborn “a good place to live” (93%)?
•  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Survey Findings 3

A Good Place to See and Do Things

86% agree that “Dearborn has good cultural and arts offerings. 

84% feel that “Dearborn has good sports and recreational offerings. 

81% say that “there are many opportunities to belong to groups sharing 
similar interests in our community.

•  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Survey Findings 4
Dearborn: A Place That Serves Its People

Dearborn provides quality services for senior citizens. (87%), 

Dearborn is a good place to do business. (84%)

Local businesses serve the needs of community residents. (82%)

Dearborn supports healthy neighborhoods. (82%), 

Local government actively promotes industrial and commercial  
development. (81%). 

Dearborn “provides quality youth programs. (77%)

 Dearborn has good resources and programs to support people in need.
(76%)

The quality of education in Dearborn is excellent. (67%)

 
Do you think any other 
community in SE 
Michigan does as good a 
job of promoting the 
health of its community?

In your opinion, to whom 
does this matter?

Who might not care so 
much about this?
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Survey Findings 5

Dearborn: The Competitive Edge
The best combination of features in the area: “Diversity plus a 
downtown. 

A wide array of meaningful amenities:

• Two downtowns.

• Endless sidewalks. 

• Two institutions of higher learning.

• One of Michigan’s most popular tourist attractions.

• The Rouge River for hiking and kayaking, plus other trails.

• Proximity to Detroit.

 
“Somehow we can't seem 
to manage to connect 
them all for one amazing 
destination.”
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Survey Findings 6
Making the Millennial Connection

Younger Dearborn individuals (Millennials and Gen Zs) are 
generally less attached to Dearborn than their older peers, 
particularly those in the Baby Boomer generation.
• While 39% of Boomers rated their pride in Dearborn a 9- or 10-out-of-10, 

only 29% of Millennials did so. 

• While 37% of Boomers rated their willingness to recommend Dearborn a 9- 
or 10-out-of-10, only 29% of Millennials did so. 

• While 95% of Boomers agree with the statement that “Dearborn is a good 
place to live” 89% of Millennials/Gen Zs agree with that statement. Notably, 
however, the two generations rate younger residents’ desire to stay in 
Dearborn similarly (41% and 40%).

•  

Only a little more than 
half of individuals agree 
that Dearborn is a vibrant 
dining, shopping and 
entertainment scene.
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Conversation 4

The Face of Dearborn
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Visual Notebook 1
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Visual Notebook 6
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Visual Notebook 2
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Visual Notebook 3
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Visual Notebook 4
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Visual Notebook 7
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Visual Notebook 7
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Conversation 5

Exercise: Wishing Well



Exercise: Wishing Well

Wishing Well 

Make a wish: You can wish one thing for the Dearborn brand 
that will help it to achieve its potential in the smoothest and 
best way. It can be anything—new types of business, new 

facilities and amenities, new perceptions, you name it. Share 
your thoughts on a  slip of paper. 
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Conversation 6

Dearborn in the Mirror



A Look in the Mirror

A Changing News Landscape

• Shrinking news holes: less room for good news/community 
news 

• Click bait: sensationalized news gains eyeballs, often wins. 

• Opportunities to tell your own stories via partnerships, social 
media, individuals and businesses. 



Despite mostly positive impressions, individuals feel others 
don’t see Dearborn positively. 

“Only 50% of individuals felt that ‘Dearborn has a positive 
reputation among people living in southeast Michigan,’ and 

only 38% felt that ‘Dearborn has a positive image in the news 
media,’ or that ‘Dearborn is an important shopping and 

entertainment destination for residents from surrounding 
towns and cities’…

A Look in the Mirror:
Survey Finding

Notably, these are the two-least 
agreed-with statements in the 
survey.



A Look in the Mirror:
Media Tracking
(Courtesy City of Dearborn)



A Look in the Mirror:
Friendly Channels



A Look in the Mirror:
Friendly Channels



A Look in the Mirror:
Friendly Channels:
Metromode



A Look in the Mirror:
Friendly Channels:
Metromode



A Look in the Mirror:
Dearborn in the Free Press
[Courtesy City of Dearborn]



A Look in the Mirror:
Channel 7
[Courtesy City of Dearborn]



A Look in the Mirror:
Channel 7
[Courtesy City of Dearborn]



A Look in the Mirror:
Facebook

Top search results for Dearborn 
articles



A Look in the Mirror:
Facebook

Top search results for Dearborn 
articles

Inevitably, articles like this factor into the mix?

You might ask, what, if anything, is their relevance to the 
brand-building effort?



A Look in the Mirror:
Instagram

Tagged/posted from Dearborn



A Look in the Mirror:
Instagram

Downtown Dearborn-tagged 
Instagram posts



A Look in the Mirror:
Instagram

Top Dearborn hashtags



A Look in the Mirror

Google Search:

Downtown Dearborn (l)



A Look in the Mirror:
Google Search

Top results for Dearborn

basic results



A Look in the Mirror:
Google Search

Top results for Dearborn: 
images



A Look in the Mirror:
Visit Dearborn



A Look in the Mirror:
Visit Dearborn



A Look in the Mirror:
Trip Advisor:
The 10 Best Things
To Do in Dearborn
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Conversation 7

Competitive Overview: Opportunities to 
Differentiate & Win
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Survey Findings  

Dearborn: The Competitive Edge
The best combination of features in the area: “Diversity plus a 
downtown. 

A wide array of meaningful amenities:

• Two downtowns.

• Endless sidewalks. 

• Two institutions of higher learning.

• One of Michigan’s most popular tourist attractions.

• The Rouge River for hiking and kayaking, plus other trails.

• Proximity to Detroit.

 
“Somehow we can't seem 
to manage to connect 
them all for one amazing 
destination.”
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Survey Verbatims

Unpretentious & Affordable
“Dearborn has the potential to be the affordable Birmingham, 
and the unpretentious Royal Oak in Wayne County.  Perhaps 
if more persuasion in branding our openness to diversity and 

inclusion were to occur, we could be Wayne County's 
Birmingham, Royal Oak, and Ferndale combined.”

 
“Somehow we can't seem 
to manage to connect 
them all for one amazing 
destination.”
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Survey Verbatim

City Meets Community
“The diversity is wonderful, and one of the things that I'd miss 
about leaving. Also, seriously, we have a university, a museum 

and a world headquarters in     our city!”
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Survey Verbatims

The Connected City
“If mass transit to Detroit/Ann Arbor/DTW happens, there is no 

city most uniquely positioned to have        an advantage.”
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Survey Verbatims

Diverse & Culturally Rich
“Dearborn is actually a completely unique city. It is incredibly 
diverse in nationality, ethnicity, and religion. It's one of the few 

places in Michigan where there is an unspoken second 
language. It's a central place in the world to learn about Islam, 

to understand immigration from several Middle Eastern 
countries to the U.S., to really know what Arab American 

means. It is so rich in authentic food through small 
businesses. It's also a place full of city and community leaders 

who are brown, who are Muslim, who are immigrants. It's a 
powerful place.”
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Northville

• 29 miles from Detroit
• Population: ~6,000
• Tagline: Historically distinctive (also use “Timeless with a twist” in the business investment guide)
• Promotes: Town square with free wi-fi, cafe tables and chairs year-round; parks, green space and historical sites

Individuals say: 
• Walkable downtown, good dining and entertainment, coffee shops, better “healthy” food shopping (Trader Joe’s mentioned), 

“higher-end” restaurants as well as “moderately priced” options, more “non-chain” options.

“The City of Northville is a 
vibrant, safe, family-friendly 
community with small-town 
Victorian charm that provides 
the experience and amenities 
of true downtown living to 
residents and businesses. The 
City provides outstanding 
government services and, in 
cooperation with Northville 
Township, some of the finest 
cultural, recreational, and 
educational opportunities in 
southeast Michigan…
Our downtown retains the 
small-town feel while bringing a 
bit of big-city life offering year-
round shopping, dining, and 
entertainment”
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Plymouth

• 27 miles from Detroit
• Population: ~9,000
• Tagline: “Plymouth is the place to meet” and “Plymouth rocks”
• Promotes: Great quality of life, and variety of shopping, dining, entertainment and culture, proximity  

to University of Michigan and the “high quality workforce” that visits/lives in Plymouth.

Individuals say: 
• Good dining (attractive atmosphere, good outdoor dining), entertainment and “quaint” shopping, walkable downtown, family 

friendly, 

“High technology, international 
corporations, a tremendous 
quality of life, easy access to 
freeways and close proximity to 
air travel is the reason many 
businesses choose the 
Plymouth Community for their 
location.
 
Being just 15 miles from Ann 
Arbor, the home of the 
University of Michigan, the 
Plymouth community is part of 
one of the finest high 
technology corridors in the 
country. Our many industrial 
parks are filled with major 
corporate research facilities 
from the worlds leading 
companies like Isuzu 
and Bosch. Additionally, 
Plymouth Township, where 
many of these locations reside, 
is an outstanding partner with 
tax incentives and services to 
ensure businesses success.”
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Birmingham

• 20 miles from Detroit
• Population: ~21,000
• Tagline: A Walkable Community
• Promotes: Affluence, walkability, small town feel in an urban area

Individuals say: 
• Arts and culture, better entertainment offerings, more “unique” specialty shops and boutiques, “higher quality” dining,

“Birmingham is vibrant and 
prosperous, with a population 
of approximately 20,000. 
Covering only 4.73 square 
miles, our community is able to 
maintain the feel of a small 
town, while experiencing the 
benefits and amenities of an 
affluent urban area.
Nestled amid some of the 
nation’s most affluent suburbs, 
Downtown Birmingham is a 
center for business, social and 
cultural activities. The City has 
a lively, pedestrian-friendly 
downtown offering one of the 
Midwest's premiere shopping 
districts.”
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Royal Oak

• 15 miles from Detroit
• Population: ~59,000
• Tagline: Life Now Playing
• Promotes: Location, diversity, charming downtown, small town feel with metropolitan amenities

Individuals say: 
• A destination for music, and entertainment “trendy and hip,” inviting and walkable downtown with lots of dining choices, arts 

and culture offerings, theaters, live music, walkable shopping, better “young adult social scene,” “quirky downtown 
experience,” “more exciting things happening,” and “high-end dining.”  
“West Dearborn is trying to be Royal Oak.”

“The City of Royal Oak requires 
no introduction to the Detroit 
metropolitan area. Conveniently 
located near several major 
thoroughfares, Royal Oak's 
location is prime. This is 
evident in the steady rise of 
property values throughout the 
city. Royal Oak has maintained 
the appeal of a small town, 
while affording many of the 
amenities of a large metropolis. 
Because of its respect for 
diversity, the city's composition 
is truly eclectic. The population 
represents a diverse mix of 
individuals, age groups, 
incomes, and myriad of 
residential home styles.”

“The renaissance of Royal Oak 
unveiled the city's charm. 
Visitors to Main, Washington 
and other downtown streets 
experience the city's unique 
sense of place and identity. 
This sentiment can be shared 
by pedestrians ambling along 
the downtown streetscapes that 
feature brick paving, street 
furniture, tree and flower 
plantings. It can be felt among 
patrons of the theaters, upscale 
restaurants, coffeehouses and 
distinctive shops. Visitors to 
downtown Royal Oak enjoy the 
pedestrian-friendly atmosphere 
and social interaction.”
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Ferndale

• 12 miles from Detroit
• Population: ~20,000
• Tagline: “Change is Good” (unofficial)
• Promotes: Award-winning main street, pedestrian- and bike-friendly, creative culture and entrepreneurial spirit

Individuals say: 
• A destination for nightlife, entertainment, dancing, concerts, arts and culture. A variety of dining options. For a “younger 

audience” but expensive to buy a home there. 

“Centered on the iconic 
intersection of Woodward & 
Nine, Downtown Ferndale is a 
geographic designation, a 
favorite destination and a 
mindset that embraces the 
diversity of culture, class and 
creativity.  Within its 3.9 linear 
miles encompassing Nine Mile 
Road from Paxton to Pinecrest 
and Woodward from Marshall 
to Oakridge, are 350+ 
businesses, most owned and 
operated by inspired 
entrepreneurs, driven by a 
personal passion to deliver 
goods and services in 
engagingly unique ways.”
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Ann Arbor

• 44 miles from Detroit
• Population: ~121,000
• Tagline: none
• Promotes: University of Michigan, culinary, arts and culture, and technology industry 

Individuals say: 
• A destination for entertainment (adult and kid-friendly), dining, shopping, concerts, sports, leisure, “classier” offerings. 

Variety is part of the appeal, as is walkability. “Dearborn is my mini Ann Arbor.” 

“Ann Arbor is many things, 
including a bustling university 
town, culinary hotspot, and a 
tech hub with a walkable 
downtown that includes world-
class arts and culture. Located 
in southeast Michigan's Lower 
Peninsula, Ann Arbor lies at the 
center of a greater collection of 
communities in Washtenaw 
County. With so many thriving 
communities nearby, Ann Arbor 
has become a cultural melting 
pot and urban oasis.”
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Detroit
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Detroit
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Detroit
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Conversation 8

Align & Adopt



�63

Ford
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Ford
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The Henry Ford
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The Henry Ford
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Arab American  
National Museum
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Conversation 9

Words of Wisdom



Words of Wisdom

Words of Wisdom

What is the one thing that is critical for us to pay attention to or 
know as we proceed with this initiative?
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Conversation 11

Key Takeaways & Next Steps


