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BACKGROUND
About Bay City
Bay City is a unique city with many
great assets. Among its greatest are
its people and their strong sense of
community and loyalty. Though the
community has lost population and
experienced economic setbacks over
the last 50 years, there are strong
neighborhoods and dedicated
residents, as well as community
officials who are committed to the
prosperity of the city. Strong
partnerships exist between Bay
City, Bay County, the Bay Area
Chamber of Commerce, Bay Future,
Inc., and other community partners
including private industry. While
there are challenges, Bay City is
positioned to become the type of
community which is attractive to
residents, entrepreneurs, and
employers who will help to
reposition the community as the
strong city that it once was – and
perhaps one of the most desirable
places to locate in the state.
For the region, Bay City represents one of the most vibrant areas with
opportunities for recreation, entertainment and the potential for sustained
economic growth. The city’s juxtaposition on the Saginaw River provides not
only natural beauty, but recreation opportunities and a unique and
recognizable physical environment that helps to differentiate it from other
areas in the region and the state. The historic buildings in the downtown
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and traditional neighborhoods provide the building blocks for a highly
desirable investment environment for existing and potential residents, as well
as small business entrepreneurs who are seeking an urban environment that
is consistent with the existing building and housing stock.

Demographics
Bay City is a shipping port located on the Saginaw River in east central
Michigan, about five miles south of Saginaw Bay and Lake Huron. The city
encompasses a total of 10.4 square miles or two-percent of the land area in
Bay County. It is part of what is often referred to as the Great Lakes Bay
Region comprised of Bay City, Midland, and Saginaw. These cities are within
20 miles of each other and are bisected by I-75, the major north-south
highway. The highway, through its connections to I-69 and US-23, link the
area to Detroit, Flint, Ann Arbor, Lansing, and other major Michigan cities.
• Population (2019): 32,717
• Persons 65 Years and Over (2019): 13.9%
• Persons Under 18 Years (2019): 23.2%
• Persons Under 5 Years (2019): 5.3%
• Female Population (2019): 51.3%
• Persons with a disability Under Age 65 (2019): 13.1%
• Owner-occupied housing unit rate (2015-2019): 13,958
• Median value of owner-occupied housing units (2015-2019): $66,800
• Median Household Income (2015-2019): $37,893
• Per Capita Income (2011-2019): $22,213
• Persons in Poverty (2015-2019): 25.2%
• Persons per Household (2015-2019): 2.35
• Language other than English Spoken in the Home (2015-2019): 2.7%
• Median Gross Rent (2015-2019): $634
• Bachelor’s degree or higher, percent of person 25+ (2016): 16.2%

City of Bay City Strategic Marketing Plan

Page | 4

Mission Statement
People working together and committed to creating the highest quality of life
for everyone in our riverfront community.

Vision Statement
Government imagination leading our community into the future.

City Assets/Hidden Gems
• Riverfront location utilized for recreational, entertainment and business
purposes
• Access to I-75, US-10 and M-25
• Great Lakes access
• James Clements Municipal Airport
• Bay City Electric Light and Power – city-owned public power provider
• 30+ parkland locations across 238+ acres
• Local Riverwalk with regional rail trail connections
• Multiple historic sites
• Vibrant Downtown Development Authority and other business districts
• Events with statewide and regional appeal (Bay City Fireworks Festival,
Bay City St. Patrick’s Day Parade, Tall Ships Celebration)
• Seasonal ‘Feet on the Street’ outdoor dining program
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MARKETING BAY CITY
Marketing Overview
Developing a strong marketing campaign for the city is essential to a
successful renaissance for the city. The city must ensure there are consistent
messages and themes between all entities. First and foremost, all
organizations promoting either part or all of the city should be in agreement
on a consistent and coordinated message. Using consistent color schemes in
promotional materials, consistent community icons, and communicating the
same words or phrases are all important. The message must identify and
promote/celebrate positive aspects of
the community such as the river,
historic buildings, history and culture,
parks, nearby recreation
opportunities, traditional
neighborhood design, festivals, and
the development/redevelopment
opportunities presented in the urban
core areas including Downtown Bay
City, Uptown Bay City, Midland Street,
and Columbus Avenue. The specific content may vary depending on the
audience but should be coordinated in order to have the same general message
and theme. This is essential whether it’s every day communications or economic
development specific communications. In 2020 the city’s first-ever Marketing
Specialist was hired to guide and develop this effort.

Marketing and Promotion Statement
The City of Bay City’s rich maritime, architectural and cultural history provide
a solid foundation for building a positive community identity, creating a
strong sense of place, and attracting economic development. Our goal is to
show locals and visitors how Bay City prides itself on providing ‘A Beautiful
View…of Life’.
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Marketing Goal and Strategies
Harness the power of storytelling to raise awareness of positive progress
Humanize economic development by highlighting the entrepreneurs
behind small businesses
Showcase how Bay City’s past is molding modern day development
Highlight and attract economic development
Diversify business and industrial portfolio to strengthen local and regional
economy

Branding Elements
The City of Bay City logo includes a three-line title with a historic building, a
traditional lamp post, and a tall ship. There are four different colors used in
the City of Bay City logo. The full-color logo is the preferred application.
Positioning Statement refers to “A beautiful view … of life”. The meaning of
this statement depicts what people see positively in Bay City: a unique quality
of life Bay City affords and the qualities in life that are often missing.
The positioning statement, “A beautiful view … of life” is designed to appear
aligned left under the lamp post, historical building, and tall ship, and to the
left of the word “City”. The positioning statement is attached to all versions of
the logo (color, black and white, and reversed-out). The statement never
requires typesetting because it is embedded in available files. There is no
punctuation used with the positioning statement (never use a period) and the
words “of life” are always italicized.
Black and white printing, reversed-out logo, and one-color printing are also
allowed if all other standards are followed.
When spot colors are required, use the Pantone colors specified here:

Guidelines for the usage of our logo have been developed to guarantee
consistency of the City of Bay City’s brand image. Graphic continuity is a vital
sign of our stability and reliability.
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Additional Logos
While the City of Bay City primarily uses the aforementioned logo, additional
department-specific logos exist. They are pictured below.

Messaging
Bay City has a number of community assets which are the basic tools of
placemaking and can be used to help shape perceptions about the city. Such
perceptions are critical to the retention and attraction of residents and
businesses. It is vitally important that Bay City’s assets are highlighted and
communicated to a variety of audiences. As people hear the message about
the qualities Bay City has to offer, it will either help to solidify positive
perceptions about the community, reverse negative perceptions, or create a
positive awareness where none existed before. The message should be
promoted locally, within the region, and statewide. Presenting the message
in a variety of different formats will ensure it reaches all audiences.

Brand Descriptors
Shaping the voice and vision of how the City of Bay City wants to be
portrayed publicly begins by identifying our assets. Here are a few vital
elements to our community image:
Proud
Family-friendly
Historic charm
Traditional
Culturally diverse
Focused
Vibrant
Resilient
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Target Audiences
Community Members
Businesses
Developers
Regional Stakeholders
Visitors
News Media

Online Assets
The City of Bay City has embraced storytelling as a means to connect and
communicate with community members. The goals of current communication
initiatives are to provide accurate information in a timely manner, provide
context where appropriate, and inspire community involvement. The city
provides the following online resources to communicate with the community:

WEBSITE

FACEBOOK

TEXT AND EMAIL ALERTS

TWITTER

QUARTERLY NEWSLETTER

YOUTUBE

SEECLICKFIX APP

INSTAGRAM

Success Measures
On a monthly basis the City of Bay City tracks the reach and engagement of
social media elements. Understanding what messages are being received,
and to what extent, ultimately helps determine future communications. Since
early 2020 the city has consistently grown its online presence across all social
media platforms. As a result, local, regional and statewide audiences have
become more accessible and engaged.
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DEVELOPING BAY CITY
Marketing of Redevelopment/Development Sites
Bay City is in growth mode and has seen a significant amount of investment over
the last decade. The city is in the process of becoming a Redevelopment Ready
Community (RRC) through the Michigan Economic Development Corporation
(MEDC) and continues the commitment to growth and prosperity for our region.
The city has benefited from $218 million in capital investment in the last tenyears, spurring a 5.26-percent increase in our tax base since 2015. A key
component of this growth has been targeted marketing of available properties.
Here is the framework we follow:
Market Bay City’s available properties to local,
regional and national investors
Identify unique community advantages and
positive recent trends
Identify unique community challenges that
targeted investment can help to alleviate
Highlight the relationship between positive,
measurable community outcomes and taxadvantaged investor opportunities
Properties available for investment are easily accessible at
https://www.baycitymi.org/197/Economic-Development. In addition, our
Economic Development team has compiled information about incentive programs,
financing programs, community partnerships and other development-specific
items on the website including:
Developer’s Handbook:
https://www.baycitymi.org/DocumentCenter/View/3812/COBCDevelopers-Handbook
Master Plan: https://www.baycitymi.org/DocumentCenter/View/1639/BayCity-Master-Plan
Business Licensing: The process of implementing Business Licensing is
underway as we work to provide developers with an inventory of offerings.
Bay City Code of Ordinances: Undergoing a major revamp to meet current
and future community needs.
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In addition to marketing specific tasks, the Economic Development team is
responsible for a variety of technical services that facilitates both investment and
job creation in Bay City.
Business retention and expansion for existing businesses
Assist new business start-ups with site selection and available
incentives/grants
Real estate transactions to acquire or sell City-owned properties
Preparation of Requests for Proposals
Promote, advertise and process City’s real estate
Serve as a liaison between developers, builders, and city departments
Serve as project managers for activities funded through Tax Increment
Finance Authorities (TIF)
Environmental
Preparation of legal agreements including easements, Access Agreements and
Option Agreements
Project Management for road reconstruction projects, alleys and public
parking lots (excluding Downtown)
Staff liaison to federal and state granting agencies
Filing of quarterly/annual reports for grants
Processing of Professional Services Agreements
Budgets for processing invoices, purchase orders, and change orders
Assistance with Redevelopment Liquor Licenses

Community Partnerships
While our Economic Development team is working to market and find appropriate
uses for available properties, we do benefit from a solid relationship with Bay
Future, Inc. – an organization which focuses on facilitating economic development.
Our relationship with Bay Future provides additional avenues to attract new
business, market our properties, and collaborate on grant opportunities. Other
vital community partners include:
Bay Area Chamber of Commerce
Downtown Development Authority
Business Districts: Midland Street, Columbus Avenue, Downtown
Great Lakes Bay Regional Convention and Visitors Bureau
Michigan Department of Energy, Great Lakes and Environment
Michigan Department of Transportation
State of Michigan
City of Bay City Strategic Marketing Plan
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Consistency with Local and Regional Plans
Bay City is part of both Bay County as well as the Great Lakes Bay Region. There
are several initiatives that indicate a growing recognition of the changes in the
economy and the need for new approaches. Bay City partners with the following
entities to approach and overcome challenges in attracting investment, workforce
and residents to the area:
East Michigan Council of Governments – Regional Prosperity Strategy
The strategy also recognizes the critical needs that the Region must cope with the
changing economy. The Strategic Plan includes five overarching goals focusing on:
entrepreneurship and innovation; talent and workforce development;
transportation and infrastructure; and place-making and talent attraction.
Great Lakes Bay Regional Alliance
The mission of Great Lakes Bay Regional Alliance is to promote economic growth by
providing financial assistance to the business community and non-profit sector.
While the primary service areas are Midland, Bay, Saginaw and Isabella counties,
the alliance also does business promotion in Gratiot, Gladwin, Clare and Arenac
counties.
Bay County Road Map to the Future
In a collaborative effort between the Bay Area Community Foundation and the Bay
Area Chamber of Commerce, the Road Map to the Future was developed with input
of more than 300 community leaders. The Road Map identifies four key elements to
the community’s success: a strong sense of place, robust and diverse economy,
outstanding talent and the ability to meet residents’ basic needs.
Central Michigan University Research Corp. Business Incubator
Central Michigan Research Corp. has expanded its existing incubator
headquartered in Mt. Pleasant to include a new facility in Bay City. The business
incubator will be instrumental in helping startups and existing business grow and
create jobs.
Bay Area Chamber of Commerce
The Bay Area Chamber of Commerce is a business organization that supports
economic development activity through services to its members as well as being a
strong advocate for business growth in the Bay City area. As a partner in the
overall economic development of the city and county, the chamber’s role is to
improve the “economic climate, business environment and quality of living
throughout the Bay Area”.
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Brownfield Success Stories
While there is a lot of work to be done, our Economic Development team has had
its share of successful developments in recent years. Take a look at some of our
highlights.

Uptown Bay City

43-acre Brownfield mixed use development comprised of three anchor
tenants, Dow, McLaren Bay Region and TCF Bank.
Former Industrial Brownhoist site, more recently Bay Aggregate. City
purchased in 2002.
Project includes restaurants, coffee shops, salon retail, 20 upscale condos
and 21 townhouses. Site also includes a ½ mile of Riverwalk with three-tier
plaza and day dock basin. The site was purchased by SSP Associates in
2013.
Phase I of project was completed at a cost of approximately $100 million
and Phase II is underway. The project has created over 500 jobs.
Incentives: Brownfield Michigan Business Tax (MBT) credits and Tax
Increment Financing (TIF), several Environmental Protection Agency grants,
as well as a $1 million dollar Michigan Department of Environmental
Quality (now Michigan Department of Environment, Great Lakes and
Energy) grant and $1 million loan. The loan is being repaid through tax
increment revenue. Additional financing includes $23 million in bonds that
are also being repaid through tax increment revenue.
City of Bay City Strategic Marketing Plan
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Mill End
The three-story, 54,000 square foot mixed use
development includes 24 upscale rental units,
restaurant and commercial space.
Former structure constructed in approximately
1867, which offered store fronts on the street
level and office space on the upper stories.
Around 1940, Mill End opened as a clothing
store and occupied a majority of the space
until 2005 when the business closed. In 2006
Gulf Shore Investments purchased the building
for $400,000. The structure was beyond
repair and was ultimately demolished.
Project includes units ranging in size between
910 and 1,293 square feet.
Project was completed in 2014 at a cost of
approximately $7.5 million.
Incentives: Commercial Rehabilitation
Exemption (CRE), $1 million Commercial
Rehabilitation Program (CRP) and Brownfield.

Mersen
Public infrastructure with Local
Brownfield TIF for road and
utility reconstruction on
Harrison Street from 32nd
Street to McGraw Street
Incentives include: Local
Brownfield TIF, MBT Credits,
State Transportation Fund
Category A MDOT Funds
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Fast Facts (Bay County)
Cost Structure: Consistently one of the most affordable communities in the
U.S.
Skilled Labor: Generations of manufacturing expertise, 12 educational
institutions in the region with training closely aligned with labor demand
State and Local Incentives: Business friendly communities offering local
abatements and infrastructure grants, with the foundational and fiscal
support of state incentives providing grants and loans for business
development
Available Land and Buildings: Online property database, shovel ready
property, large sites identified
Energy Availability: Robust infrastructure in place
Multi-Modal Ports: Including rail, shipping, and highway
Proximity to Major Markets: Grand Rapids, Detroit, Chicago, Toronto,
Cleveland, the Midwest, and beyond
Specialized Markets: World leader in silicone solutions, products, and R&D
Health Care: Home to five major hospital networks that provide a wide
array of advanced medical services and procedures
Quality of Life: More than 3,200 acres of natural terrain, over 100 parks,
20+ miles of trails, seven public and private golf courses, and recreational
opportunities on the Saginaw River, Kawkawlin River, and Saginaw Bay

CONCLUSION
The City of Bay City spent the 1800 and 1900s creating an identity – complete
with unique neighborhoods, strong industry, and a vibrant quality of life. As
the 20th century came to a close and the 21st century arrived, economic
challenges arose. Bay City faced tough times – businesses closed and people
moved away. Over time the once powerful businesses along the Saginaw
River were shuttered. Instead of leaving them vacant our community has
worked to reimagine the prime land along the river, as well as key locations in
business districts. This effort has been led by our Economic Development team,
other stakeholders, and community members who want to see Bay City
survive, thrive and lead into the next century. Finding the right balance
between preserving our history and crafting our future is yet another example
of how Bay City offers ‘A beautiful view…of life’.
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