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INTRODUCTION
The Story Identity lays the foundation for the brand 
story process and is composed of the why, values, culture, 
position, target audience, problem, solution, and impact of a 
business. This seven step process strategically identifies the 
key building blocks of a brand, uncovering its true value and 
worth. The identity inspires the messaging, look + feel, and 
experience of a brand which communicates depth quickly 
and consistently across all levels. 
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WHY
German immigrants, seeking a place to live and worship in peace,  settled Myerstown 
in the early 1730’s. By the early 19th century it was a place people called home. Over the 
centuries, the common values and diligent work ethic of Myerstown’s citizens fostered 
the development of a flourishing community where people supported one another in 
their personal and business efforts.

Today, Myerstown offers gathering places for people of all ages and abilities in its well-
maintained community parks, beautiful community pools, clean and safe playgrounds, 
and events that bring together families and friends.  Residents and business owners 
invite visitors to enjoy a relaxed pace of life complimented by diverse retail stores and 
services, and an historic main street.  Myerstown proudly serves and hosts the people 
who live within its community, and will continue to do so for years to come.

4 5



VALUES
We believe in PRESERVATION OF MYERSTOWN – Our future is built on a strong 
historical foundation and its preservation is essential to our smart growth.

We believe in AUTHENTICITY – we believe that genuine and meaningful 
experiences foster stronger and more caring communities.

We believe in SERVICE – we encourage the creation of genuine and meaningful 
experiences through community events, historic tours, and engaging activities 
for people of all ages and abilities.

We believe in SUSTAINABILITY – we envision strong resilient neighborhoods 
characterized by healthy homes, clean air, an efficient built environment, and 
locally-sourced and locally-made goods.

We believe in a CREATING A DIVERSE ECONOMY – we believe in allowing 
for inclusive pathways to prosperity with a broad variety of opportunities for 
people to secure their livelihood.
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CULTURE
We invest in and take common ownership of Myerstown - endeavoring always 
to honor the history that has made us who we are today. Our vision for the 
future must always incorporate preservation of the town’s past.

We choose organic values that are deeply felt within our community.  The 
people of Myerstown live a lifestyle rooted in honesty, humility and hard work.

We serve our community members and families and recognize the importance 
of traditions from the past while cultivating a community that provides a 
place for future generations to call their own. 

We know the little joys of life are the richest.  Myerstown residents enjoy 
annual parades, gatherings in local parks, and swimming at the community 
pool.  Visitors enjoy strolling through the streets and stores purchasing unique 
treasures and savoring tasty local treats.  

We support our local economy.  The entrepreneurial spirit is felt in the diverse 
business that line Myerstown’s streets. Business leaders from all industries 
partner with the Borough to provide leadership and a vision for the town. 
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POSIT ION
Myerstown, PA offers a charming, walkable community with a 
preserved, historic  Main Street. Here, parades, carnivals, or simply 
fishing in the creek, bring our residents together creating memories 
that last a lifetime. The surrounding farmland supports farm-to-
table restaurants, and local merchants are revitalizing a Main Street 
beloved by residents and visitors. Town leaders realize the importance 
of investing into the community so that future generations will also 
choose to call Myerstown home.
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WHO
The primary target audience is the residents of 
Myerstown.  Within this audience are three target 
groups: renters, homeowners, and business leaders.  
Although each group has unique characteristics, 
there are common qualities and characteristics they 
all have in common.

The secondary target audience is the visitors to 
Myerstown.  As the community works to engage its 
residents, the perception of the Borough will improve, 
attracting new businesses and invigorating the 
existing ones, prompting visitors to travel  to historic 
Myerstown Borough.
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GEOGRAPHIC
LOCATION: Myerstown, Pennsylvania and the surrounding towns

DEMOGRAPHIC
AGE: Children to Retirees
GENDER: Male and Female
INCOME LEVEL: Middle Class

BEHAVIORAL & PSYCHOGRAPHIC
The residents of Myerstown are community and family minded 
individuals that enjoy  spending time outdoors , sharing a meal with 
friends and family , or walking around the local parks.  They find pride 
in the rich history  and calm pace of their small town. 

Visitors to Myerstown appreciate the history of the town as well the 
abundance of parks and outdoor spaces. 
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PROBLEM
EXTERNAL:  People need a place to live, connect with family and friends, and be a 
part of a community. They are looking for a place to go home to - a place to belong 
and call their own. 

INTERNAL:  Residents want to take pride in their hometown. They are looking for 
a place that they feel good about sharing with their friends and family. They are 
also searching for a place that enables them to live the lifestyle they are seeking in 
their current stage of life while connecting them with people that value a similar 
lifestyle. And finally, they are seeking a sense of place or community - a chance to 
be a part of something bigger than themselves. 

14 15



SOLUTION
EXTERNAL:  Myerstown is the solution. It provides a place to live, raise a 
family and become connected. It is a place to call home. 

INTERNAL:  Myerstown fulfills the internal desires of its community members 
to belong and be a part of something that is good, enabling them to live the 
lifestyle that they desire.
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IMPACT
When people feel like they connect with their community, and feel 
they are part of something bigger than themselves, they feel like 
they are being served by their town. When our target audience feels 
like they are being served, they in turn want to give back. 

As residents begin to engage with the community in a new way, 
new businesses will begin to develop and old ones will be renewed 
and perceptions will be changed. A strong sense of place enables 
individuals and families to feel connected - creating strong 
communities with people who care about one another and shared 
values. This will give Myerstown a trajectory of growth and prosperity.

18 19



genuine + reliable

AUTHENTIC
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consistent, livable, + long -lasting

SUSTAINABLE



significant + notable

HISTORIC
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supportive + interested in the town’s well-being 

COMMUNITY-MINDED



28

M Y E RSTOWN
Myerstown has a history that began with the settlement of German 
immigrants in the 1700’s. Today the town is proud to offer a place that is 
centered around community. Myerstown is a place with a diverse economy, 
sustainable neighborhoods, authentic service, and preserved history; a 
place where traditional values are upheld without ignoring the importance 
of building a town that serves future generations. Myerstown allows its 
residents and visitors to live well and connect with family and friends through 
a charming and walkable town. When the people of Myerstown connect with 
their community they feel a sense of belonging that allows them to thrive 
and give back in ways that grow the town’s culture and economy. 
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PREPARED BY  CHAR CO.




