you’re welcome campaign
AN ATLAS COMMUNITY STUDIOS
MARKETING PLAYBOOK

About Atlas
Atlas Community Studios was founded in 2020 by a small, diverse group of creative problemsolvers and entrepreneurs looking for the opportunity to advance the economic prosperity of
small and rural communities across the country. With decades of combined experience spanning
both the public and private sectors, the Atlas team specializes in strategic planning, economic
development, and creative placemaking. Atlas Community Studios helps communities plan
for development and growth through collaborative strategic planning and simple-to-execute,
realistic plans. We are connectors who find the right people, the right resources, and the right
places and bring them together to help transform communities of all sizes.

atlascostudios.com | hello@atlascostudios.com

Table of
Contents
overview
goals
target audiences
the campaign

1
2
3
5

best practices
conclusion
appendices

10
13
14

The Look
Internal Strategy
External Strategy

The Look
Internal Strategy
External Strategy

Overview
A brand is a perception. It is what people think of you, not just what you say you are. The point of
branding is to create an emotional connection, and the most successful brands are informed by
community input and confirmed by feasibility. A key factor for assessing feasibility is determining
what is unique about your community. The key findings from public input distinguish the
following Titusville assets as notable:
•
•
•

A rich history as Queen City of the oil boom
Recreation opportunities
Tourism opportunities

As a first step, working alongside the Titusville Steering Committee, Atlas developed a new logo
that captures the city’s historical importance but feels fresh and modern. The logo is just the start
of Titusville’s new identity, and the You’re Welcome Campaign.
The following pages in this playbook will outline the campaign’s goals, provide more detailed
information on the campaign itself, identify potential target audiences and strategies for reaching
them, and recommend steps/ideas for implementation.
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Goals
This playbook and the You’re Welcome Campaign’s goals are two-fold––internally, to increase a
sense of community pride and externally, to support tourism development by highlighting the
community’s unique features and assets.

community pride
One of the biggest challenges Titusville faces is a lack of community pride among its residents. The
overall placemaking action plan addresses some of the issues contributing to this problem. Still, a
cohesive marketing campaign geared towards current residents will also address these issues.

tourism development
Several existing sites and organizations do their part in promoting Titusville including the VisitPA,
VisitCrawford and The Oil Region Alliance tourism websites. However, these sites are also tasked
with promoting other areas, so it is easy for Titusville to get lost in the mix. With little focus on
Titusville specifically, a gap exists, and it’s hard to understand why one should consider it a
destination.
The Titusville Area Chamber of Commerce website aims to fill the gap mentioned above. However,
a more cohesive effort that paints Titusville as an exciting and welcoming place will bolster the
tourism economy.
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Target Audiences
For any marketing campaign to be successful, it is crucial to identify potential target audiences
after establishing clear goals. Atlas has identified three potential audiences for this campaign:
•
•
•

Families with small children looking for a place to call home
“History buffs” who are looking for exciting places to travel.
Adults with disposable income who are looking for places to travel and considering
retirement soon

The question then becomes: “How do you reach these audiences?” Just as their interests and
desires differ, so do the mediums for where to market to them.

families with small children
This audience is looking for a great place to raise a family, and they will invest time, money,
and energy into the community. They are looking for year-round entertainment activities for
themselves as well as their children. Work/life balance is critical to this target audience. Career
development is essential, but not at the expense of raising and spending time with their family.
Ways to reach them include:
•
•

During television news and primetime television
Social media

history buffs looking for travel
As the name suggests, the history buff has a lot of knowledge about and appreciation for history.
They are looking for places that embrace history so they can deepen their understanding. Ways
to reach them include:
•
•
•

Newspaper
History blogs and websites
Targeted advertisements during history television shows and documentaries
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adults with disposable income
These individuals have the time and money to travel: they are continually planning their next
adventure and maybe looking for somewhere to retire soon. Ways to reach them include:
•
•
•

Newspaper
Lifestyle and culture magazines
Travel/entertainment guides
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The Campaign
The You’re Welcome Campaign idea came about after much public input and steering committee
feedback. Atlas believes this allows Titusville to leverage its rich history and recreational assets.
The campaign is a fun play-on-words opportunity adaptable for residents, businesses, and
organizations across town. The You’re Welcome Campaign has endless marketing potential. This
dual-meaning tagline can welcome visitors to various attractions or offer tongue-in-cheek history
lessons related to the positive downstream impacts of the oil industry.
There is an internal strategy focused on attaining cohesion and support within the community
and an external strategy to support tourism development outlined earlier in the playbook.

the look
Titusville, as a community, lacks an authentic look/feel or identity.
The Titusville government website uses the borough seal (pictured
right). While this seal is an excellent representation of who Titusville
was in the past and how it came to be, it does little to communicate
who Titusville is today and what it hopes to be in the future. There is
no sense of present-day identity.
Building off broad community input and inspiration gathered by the steering committee, Atlas
created a series of potential logos using the existing maroon and green color palette seen throughout
existing city signage coupled with the blue and yellow scheme employed on the city website:

C: 99 M: 84 Y: 45 K: 51
R: 9 G: 35 B: 64
HEX: #09223f

C: 31 M: 97 Y: 89 K: 41
R: 119 G: 25 B: 29
HEX: #77181d

C: 83 M: 32 Y: 100 K: 22
R: 45 G: 112 B: 56
HEX: #2c7037

C: 7 M: 36 Y: 100 K: 0
R: 235 G: 169 B: 33
HEX: #eaa820
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After further discussion and a series of edits, a final logo was selected::

The use of cursive and handwritten fonts together captures Titusville’s historical essence while
giving it a fresh update into the modern-day. The accompanying crown is a nod to Titusville as the
“Queen City” and the Queen City Trail. Though people may not be ready to embrace this identity
fully, it sets Titusville up for the future of what it hopes to be.
As Titusville seeks to solidify its identity, further reference to the location is necessary, which is why
the steering committee noted the importance of including “Pennsylvania” amongst the logo.
There is often confusion between Titusville, Pennsylvania, and Titusville, Florida.
The selected logo and associated color palette will be used on the Tap Into Titusville landing page
and should be adopted as part of a city-wide rebranding.

internal strategy: adopting the new logo

The message must be agreed upon and communicated to the community to rally support and
enthusiasm for the new effort.
Titusville’s first step is to formally adopt the new logo and color scheme across all municipal assets
where possible: swap logos online, update borough stationery and business cards, refresh existing
websites with the new color palette, etc. Small items such as buttons and stickers can be printed
and distributed to residents and businesses to garner support around the new look.
Mockups of some of these items can be found in Appendix A.
Adopting the new logo is essential for establishing the new identity in Titusville.
Atlas also recommends hosting an unveiling event that announces the new logo and signals the
start of great new things to come. This event can be coupled with announcements of other projects
identified as part of Titusville’s larger placemaking action plan, such as the public art plan.
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internal strategy: thank you campaign

The internal strategy will instill a new sense of community identity and resident pride. The campaign
will focus on various aspects of life in Titusville that are worth celebrating. It will be complementary
to the overall You’re Welcome Campaign by taking an appreciative approach for all that businesses
and people bring to the community, by using “Thank You” Instead of “You’re Welcome.”
The idea is to take seemingly ordinary facts and figures related to businesses, schools, organizations,
recreation, etc., and turn them into things unique to Titusville that deserve recognition. Some
examples include the following:
Note: the following bullets in italics have been made up to demonstrate the kinds of things that can be highlighted

•
•
•
•
•
•

290 teachers served 2,216 students in 2020
Local small businesses employed 500 residents
Residents on Main Street shoveled a cumulative 215 inches of snow in the last week
Vendors at Titusville Market Square sold over 500 products in November
Residents donated 800 gallons of blood in 2020
Larry’s Auto rotated 20,000 tires in 2020

A sample graphic that employs the new look can be found in Appendix B.
The exciting thing about applying this campaign on an internal level is that it is incredibly flexible––
it can be applied to anything or anyone in Titusville, from industry to specific business to person.
It’s easy to lose sight of all of the good things when they aren’t typically perceived as impressive,
but everyone contributes something to the community. Therefore, everyone has something to
celebrate. Residents of the community can also get involved by nominating people or businesses
to be featured as part of the ongoing campaign.
Reshaping the narrative within the community will be imperative to the success of the campaign,
and positive change internally will set the tone for the external campaign strategy.

internal strategy: other recommendations

Additionally, it’s important to recognize that Titusville’s current residents can also serve as one of
its greatest assets. Ask residents to leave positive reviews of their favorite shops and restaurants on
Google Maps, Yelp, and Facebook. These are the tools used most by travelers, and a little positive
buzz can go a long way!
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external strategy: you’re welcome campaign

The external campaign strategy will aim to support tourism development by illustrating the
contributions Titusville has made to everyday modern life due to the positive downstream
impacts of the oil industry. This dual-meaning “tagline” can be used to welcome visitors to various
attractions and offer tongue-in-cheek history lessons.
Titusville has many attractions like the Drake Well Museum and State Park, the Queen City Trail,
Titusville Railroad, Ida Tarbell House, and local shops and restaurants. The You’re Welcome tagline
can be incorporated into these established attractions and businesses to demonstrate Titusville’s
welcoming environment.
•
•

Drake Well Museum: You’re Welcome Here
Titusville Downtown: You’re Welcome Here

The same messaging can be used to highlight the recreational opportunities in Titusville.
•
•
•

Titusville: Home to nearly 122 acres of recreational property. You’re Welcome Here!
Titusville: Over 250 miles of bike trails. You’re Welcome Here!
Oil Creek and Titusville Railroad: Our Railway Post Office Car is the only one still in operation in
the U.S. You’re Welcome Here!

Though the message is simple, it is crucial to reinforcing Titusville’s new identity, and a positive,
inviting environment is essential to tourism.
A larger component of the external campaign involves highlighting the impact of oil on the
modern world. When Edwin Drake drilled that well in 1859 and struck oil, he launched the modern
oil industry, making Titusville the birthplace of the oil industry.
This action paved the way for new inventions and successes far beyond what Drake could have
imagined. From lights, cars, traffic cones, electronics, cosmetics, crayons, and much more, oil is
an integral part of everyday life. Titusville has the unique opportunity to remind the world about
the place where it all started.
•
•
•
•

Do you or your children love to color? You’re Welcome!
Per Cityworks, there are an estimated 140 million traffic cones in use worldwide, keeping
people and places safe. You’re Welcome!
That lipstick looks great on you. You’re Welcome!
Planes, trains, cars, and bikes––oh my! You’re Welcome!
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Including the new Titusville logo and the phrase “birthplace of the oil industry” will showcase the
area’s importance.
A sample graphic is available in Appendix C.
Using the new logo alongside the You’re Welcome Campaign, internally and externally, will help
establish a new identity for Titusville and set up the future for growth.

9

Best Practices
In this section, you’ll find materials and information necessary to the You’re Welcome Campaign’s
successful implementation.
•
•
•
•

Establish a campaign committee
Social media accounts and/or website
Social media advertising
Implementation Funding

establish a committee to oversee the campaign
Atlas recommends that a committee is established to oversee the campaign. This committee
should be diverse in backgrounds and perspectives, but this committee must have a strong
vested interest in this campaign’s success.
The committee will is in charge of a variety of responsibilities including, but not limited to:
•
•
•
•

Making critical decisions related to budget, graphics, messaging, etc.
Establishing performance indicators
Evaluating performance
Adapting or modifying the strategy when appropriate

This playbook serves as a reference or starting point, but as Titusville grows and new ideas take
shape, the committee should modify the playbook to stay relevant.

create social media accounts or website tailored to this
campaign
Once the committee is in place, Atlas recommends creating social media pages or a website
specific to this new campaign. Doing so will allow the community at large to stay up-to-date and
involved with the campaign. Additionally, this will help bolster the internal strategy, which aims to
garner awareness and support for the project.
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social media for advertising
Part of this playbook identified social media as an excellent medium to reach the target audiences.
Specific platforms to consider are Facebook, Twitter, Instagram, LinkedIn, YouTube, Snapchat,
and Tik Tok.
Targeting
Platforms like Facebook, LinkedIn, Twitter, and Instagram have powerful advertising tools that
allow for targeting based on parameters such as age, location, interests, job, life events, and other
social and demographic indicators.
Atlas recommends creating a campaign with at least three target audiences that align with the
ones already described in this playbook. Examples include but are not limited to :
•
•
•

Married individuals aged 25-45 likely to have children.
People aged 18-65 who like history-related pages
Individuals aged 55+ who make $75,000+ and enjoy traveling

Other audiences or “AND” parameters can be included to define each audience further. Other
considerations for targeting include but are not limited to :
•
•
•
•

Individuals who have just gotten married or had a child
People celebrating an anniversary
Individuals working in specific industries (manufacturing, government, etc.)
People who like history, travel, outdoor recreation, etc.

Schedule and Budget
Ads can also run (or not run) during specific times of the day, such as during the lunch hour, in
the evening after dinner, or at 3 a.m. (when traffic may be lower). However, it’s essential to keep in
mind that defining these times too precisely may limit the reach and overall performance.
It will be up to the committee to determine the budget for social media advertising. In most
cases, the cost is determined on a per-click basis, making it a cost-effective method. The average
click-through-rate for Facebook is 0.99%, which may seem low. Still, when put into perspective, a
couple of thousands of people who may be interested in visiting or moving to the community are
quite significant.
The advantage of using social media as a marketing tool is that there is room for constant evaluation.
Messages, graphics, budget, and schedule can all change at any point in time. Evaluation ensures
money is spent appropriately, and effort has not gone to waste.
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implementation funding
Funding is available at the state level to support the implementation of this marketing strategy.
Marketing to Attract Business
The Marketing to Attract Business program is intended to support business retention, expansion,
and attraction. More specifically, the program provides funding for projects that demonstrate
the importance of marketing the state as a destination of choice for investment and promoting
individual regions’ attributes and assets.
More information is available here.
Marketing to Attract Tourists
The Marketing to Attract Tourists Program provides funding to support and development
international tourism, sports marketing, outdoor recreation, and cultural attractions. A primary
goal of the program is to promote overnight stays.
More information is available here.
Regional Investment Marketing (RIM)
The RIM grant program is designed to support the marketing initiatives of regional alliances
that adopt DCED’s industry-focused economic development model as part of a comprehensive
business expansion and investment attraction initiative.
More information is available here.
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Conclusion
Every community has something unique to share with the world. However, sometimes it just
takes a new perspective and a coordinated effort to seek out and share this “thing.” Titusville has a
rich history connected to oil and miles of recreational trails, but much of this is unknown to those
outside of the community. Even still, many residents are unsure of how these things make their
community special. A focused internal strategy will bolster community pride and once residents
feel confident in their own community, the external strategy will be more successful.
If the community hopes to grow, they need to focus their efforts on sharing what’s unque about
them with the rest of the world. By leveraging the existing assets within Titusville, the You’re
Welcome Campaign will propel the community in the right direction as it looks to the future.
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Appendix A
city stationery + more
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Appendix B

internal strategy sample graphic
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TITUSVILLE AREA SCHOOLS:

290

teachers served

2,216

students in 2020
Thank You!
A QUALITY ACADEMIC AND SOCIAL EXPERIENCE FOR ALL

Appendix C

external strategy sample graphic
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do your kids love
to color?
You’re Welcome!
90% OF PARAFFIN WAX FOR
CRAYONS COMES FROM
TITUSVILLE, PENNSYLVANIA

birthplace of the oil industry

