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Executive Summary

Primary consumer research gives insight into the beliefs and opinions of your most important audiences.
Sometimes the research reinforces what you already believe to be true, and sometimes the research
challenges your current beliefs, forcing you to reevaluate your thinking and reshape your strategies.

The City of North Liberty research reinforced many of the commonly held beliefs about the community
and provided valuable information about what residents deemed important about the community now
and how they would like the community to evolve in the future.

By and large, North Liberty residents are extremely positive about their community. They like where
they live and are proud to be there. They perceive the community as centrally located and convenient to
everything they need such as jobs, family and entertainment. They also feel a sense of community and
safety within their neighborhoods.

Although there is disagreement on a number of topics such as sustained community growth (some want
to see growth continue, others would prefer it slows) and affordability (some perceived the community
as expensive with no affordable housing options and high taxes, while others felt it was affordable
compared to other options), even those that disagree are typically positive about North Liberty overall.

The one area that was identified as having the most potential for improvement is the desire for more
opportunities and spaces for community engagement and gathering. Although residents reported
feeling close to their community, they also reported the need for a town square, larger rec center or
some sort of focal point that is uniquely North Liberty. Although this may not be a possibility at this
time, it should be considered with future development plans.

North Liberty has a positive reputation, happy residents and engaged city leadership. The rebranding,
visioning and streetscaping efforts will further reinforce the connection to the community and provide
another opportunity to share North Liberty’s community pride.



Research Objective

Conduct a resident and visitor research study to understand perceptions of the City of North Liberty;
uncover, define and share North Liberty’s intrinsic brand; and help articulate a community vision based
on resident ideas.

We sought to understand perceptions about North Liberty: why people love/don’t love North Liberty;
what drives people to choose to live in North Liberty; and how likely they are to recommend North
Liberty to their friends and family. Although we believed we had a solid understanding of residents’
feelings about their city, we wanted to confirm those assumptions with the research.

Methodology

An in-person key stakeholder meeting was held with city leadership, staff, business and community
leaders on June 4, 2019. Following the stakeholder meeting, an online survey with both qualitative and
quantitative questions was developed and deployed using Survey Monkey. Respondents to the survey
were asked to self-identify as a resident of North Liberty or as a visitor. Subsequent question paths were
segmented based on which answers the respondent provided. Finally, a SPARK North Liberty community
visioning event was held with members of the community.

Survey Distribution

The online survey was deployed on July 10, 2019 and closed on August 9, 2019. It was distributed via
email to the North Liberty City Government email list as well as posted on social media (primarily
Facebook) and amplified to a wider audience via paid promotion. The survey included an incentive to
maximize responses—a chance to win a North Liberty prize package for any participant who filled out
the survey and provided their contact information.

Survey Promotion

A series of four promoted posts and ads were placed on Facebook targeting users ages 18-65+ within a
10-mile radius of North Liberty.

TOTAL REACH: 26,762
TOTAL IMPRESSIONS: 75,639
TOTAL CLICKS: 2,240



Respondent Information

Our initial goal of receiving 400 responses was far surpassed as 1,386 people participated in the survey.
Of that, 1,240 respondents (89.47%) self-identified as residents and 146 (10.53%) as nonresidents.

DEMOGRAPHICS

Q. What is your age?

<24 (3.32%)
25-34 (25.16%)
35-44 (35.67%)
45-54 (16.04%)
55+ (18.25%)

Prefer not
to answer (1.57%)

We had a fairly even distribution of age groups, which provided a cross section of respondents. The 35-
44 age bracket had the highest number of responses, followed by the 25-34 age group. This falls in line
with your city demographic breakdown from census data.



Q. What is your gender?

. Female (74.84%)
B Vale (23.5%)

. Prefer not
to answer (1.66%)

We would have liked to see a more balanced breakdown between male/female respondents. However,
we distributed the list via email and social media and were not targeting specific demographics. We
were more concerned with generating a high number of quality responses versus targeting a specific
demographic, as we thought that would be more valuable overall.

Q. What is your household income?

Bl Less than $50,000 (11.24%)
[l $50,000 - $99,000 (34.19%)
Il $700,000 - $149,999 (26.82%)
[ $150,000+ (17.05%)

. Prefer not
to answer (10.69%)

Per the most recent census projections, North Liberty’s median household income is just over $57,600.
The largest percentage of respondents fall in the $50,000 - $99,999 bracket, which is reflective of your
community. We had a solid number of respondents in each bracket, which helps us build strategies that
appeal to all residents, not just one segment.



RESIDENT FINDINGS
Q. How long have you lived in North Liberty?

. 5 years or less (31.8%)
B 410 years (26.13%)
Bl 11-20 years (28.38%)
B 21+ years (13.7%)

We were pleased to see an even cross section of length of time living in North Liberty. This gives us a
broad range of perspectives from new residents to those who have been here for decades and have
experienced firsthand the community’s rapid growth.

Q. Why did you choose to live in North Liberty?

[ Close to job (57.83%)
[l safe community (55.28%)
. Good Schools (38.16%)
[ Affordable (35.42%)

B Close to family/
friends (34.74%)

B Other (22.5%)

This question allowed people to choose multiple responses, which is why the responses add up to more
than 100%. People choose to live in North Liberty for these main reasons. The “other” answers varied,
but common responses included: between Cedar Rapids/lowa City, location, close to Ul and Ul
Hospitals, affordable houses/new houses, and small-town feel.



Q. Generally speaking, how would you rate North Liberty as a place to live?

Il Poor (0.10%)

B rair 2.94%)

B Good (15.95%)

B Very Good (55.38%)
. Excellent (25.64%)

81% of respondents rate North Liberty as Very Good or Excellent as a place to live. When you add in
Good as a response, 96.8% respond positively.

Q. How likely are you to recommend North Liberty as a place to live to a friend,
family member or acquaintance??

- Not very likely (0.68%)
B Not likely (2.35%)

B Neutral (6.85%)

B somewhat likely (28.38%)
B Very likely (61.74%)

90% of respondents are somewhat or very likely to recommend North Liberty to others.

This question is more about attitudes rather than behaviors. When used in conjunction with other
attitudes, beliefs and satisfaction questions, it can be very informative in measuring present attitudes.
It’s a simple question that should be followed-up with an open-ended question to probe why a
respondent selected the choice that they did. North Liberty ranks very highly on all of the attitude,
beliefs and satisfaction questions, reflecting a high level of satisfaction by the majority of residents.

Q. Why would you recommend North Liberty to others?
The most frequently provided responses to this open-ended follow-up question include community
(13%) and small-town feel (8%). Other top responses: love, good, close, great, growing, housing, people,
family, safe.



A sampling of verbatim comments:
“Beautiful. Progressive. Rec Center. Parks. Geographic Location between lowa City &
Cedar Rapids. Growth. Well-managed.”
“Small enough to know the community but large enough for there to be a lot to do.”
“A very safe and friendly community but some costs are high in the area.”

A full listing of responses is available in the addendum.

Q. Do you agree or disagree with the following statement?

A simple, internal brand statement that helps to align community attributes with values was developed
during the key stakeholder kickoff. This statement helps to define the unique attributes of North Liberty
(engaged, connected, community) and the values that are relevant to the community (home, growth).
This is the brand statement developed by the stakeholders:

North Liberty is an engaged, connected community to call home and grow.

Survey respondents were asked to rank whether they agreed or disagreed with this statement.
The respondent breakdown is as follows:

- Strongly disagree (0.29%)
. Disagree (3.03%)

B Neutral (15.75%)

B Agree (54.89%)

. Strongly agree (26.03%)

81% of survey respondents agree or strongly agree with the statement, 16% were neutral and 3%
disagree or strongly disagree with the statement.



Q. What words best describe North Liberty?

Survey respondents were asked to provide three words that describe North Liberty. This question is

aimed at gathering top of mind perceptions of the community. We were looking for repeat words

and/or themes to help identify overarching perceptions. Dozens of words were submitted and a visual

representation of the most frequently mentioned words is below.
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A full listing of responses is available in the addendum.

Q. What is the best thing about living in North Liberty?
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This open-ended question was included to help identify key drivers of resident satisfaction and points of
pride within North Liberty. This is important for the branding initiative but also for informing the

community vision. Since this question is open-ended, there were more than one thousand unique
answers. We grouped the responses into related topics and included the top five responses below:

1. Location

2. Community

3. Close

4. Small town feel
5. People

A full listing of responses is available in the addendum.
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Q. If you had one wish for North Liberty, what would it be?

The question “if you had one wish for North Liberty, what would it be?” was asked specifically to inform
the vision for North Liberty. A variety of answers were provided; however, the major theme revolves
around the desire for more opportunities and places for community engagement and gathering,
including more social amenities, third spaces and connection to the community.

A sampling of verbatim comments:

“Growing smartly: minimizing the loss of a small town feel during all of the
development.”

“More parks, especially near the areas that are being built up by the interstate.”
“Quality public transportation”
“No more strip malls”

A full listing of responses is available in the addendum.

NONRESIDENT FINDINGS
Q. How often do you visit North Liberty?

Daily (37.93%)
Weekly (31.72%)
Monthly (20%)

Occasionally
(1-2 times/year) (8.28%)

Rarely (1 times/year
or less) (1.38%)

I've never been to
North Liberty (0.69%)
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Q. What is the main reason you visit?

This question only allowed for one response per person. Although there may be multiple reasons for
visiting, we wanted to know the main thing that brought people to North Liberty. The main reasons for
visiting North Liberty include:

Visiting friends or
family (25.37%)

Liking the
restaurants (20.15%)

Working in
North Liberty (17.91%)

Attending events (14.18%)
Other (22.39%)

Many of the “other” responses belong in one of the categories provided, but there were a number of
“shopping/errands/groceries” mentioned as well as the rec center and working out and/or going to the

gym.

Q. What words best describe North Liberty?

Similar to the resident survey, we wanted to gauge top of mind perceptions of North Liberty from
nonresidents. We asked respondents to list three separate words that come to mind when they think of
North Liberty. Similarly to residents, the majority of responses were positive.

Top responses include:

Growing Busy

Friendly Family Friendly
Clean Construction
Small Safe
Community Food

12



COMMUNITY IDENTITY IN THE ENVIRONMENT

This branding and visioning effort includes helping to determine what community identity elements
within the environment are important to residents and help to define North Liberty. Working in tandem
with Shive-Hattery, these findings will help to inform future streetscape and environmental branding
priorities and investments.

Identifying when you are in a community is important, especially when it is bordered by other
communities. We wanted to know if respondents could tell when they entered North Liberty by the
elements within the environment. 74% of respondents report that they can tell when they arrive in
North Liberty.

We also wanted to know which community identity elements were most liked and most impactful to the
community. We provided five individual community identity elements and asked respondents to select
yes or no to the question: “Does this element add to the community identity?” The percentage who
believe these elements add to the community identity is below.

Q. Does this element add to the community identity?

Roundabouts:
80% believe roundabouts add to the community
identity.

3

Lighted bridge elements:
79% believe lighted bridge elements add to the
community identity.
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Pole banners:
89% believe pole banners add to the community
identity.

Intersection improvements:
88% believe intersection improvements such as stone
pillars and seat walls add to the community identity.

Roadway median plantings and enhancements:
72% believe roadway median plantings and
enhancements add to the community identity.

Overall, residents believe the environmental branding elements are important and add to the
community identity. We will take these findings and incorporate them in the streetscape and
environmental plans moving forward.
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Key Stakeholder Kickoff Findings

The key stakeholder kickoff is an important first step in the process. This serves as an introduction to our
team and yours and other leaders in the community who may be involved in the process. We run
through a series of exercises designed to draw out the intrinsic community brand, we find out what’s
really important to stakeholders, and we share hopes, dreams and visions for the community and the
process. The meeting is focused on the future of the community and how we build a visual identity that
supports the direction the community intends to go.

The stakeholders of North Liberty were engaged and passionate about the community. Many thoughts
and opinions were shared in the meeting, with the largest takeaways being the following:

e Desire to rebrand for growth; have more of a plan to deliberately manage growth moving
forward.

e Want more third spaces and community gathering spaces; would like a showplace/community
hub.

e Want to be “known” without having to say (by IC/CR).

e Focus is on quality of life, with economic development as a secondary priority for branding.

e Desire to create a sense of place, not so transitional; want to be a place for families to put down
roots and grow; multi-generational.

Spark North Liberty Event Findings

Spark North Liberty is an event designed to engage the
community with big ideas and storytelling. The purpose is to
find out what North Liberty means to community members
and uncover some big ideas that could potentially drive
future innovation. This process allows the general public to

be a part of the brand development and builds momentum A

and buy-in from the community. It also helps to identify S P ™ R K
those who will carry your brand forward in the future. This

event was held at Tin Roost restaurant on Tuesday, July 30, NORTH LIBERTY

and was attended by approximately 80 people with ten
groups presenting ideas or stories.

The ten ideas and stories included a desire for a roller skating rink, a public park for extreme sports, a
community garden/gathering space, co-housing/small housing community, a story about the folks you
meet when walking to work in North Liberty, a new discovery school and a story about North Liberty
linking the Corridor.

Most of the ideas centered around building more community gathering/engagement spaces.

There was also a focus on activities and environmentalism (ways to be active: biking, swimming, trails,
sidewalks, natural play areas, etc.; recycling, reducing carbon footprint, etc.) All of them reflected
energy and community.
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