
























Results
Branding Accomplishments (as of Oct. 2006)
• “Unique by nature.” brand and logo tweaked for use by city-related entities (McKinney Economic 
Development Corporation, McKinney Community Development Corporation, McKinney Chamber of 
Commerce, McKinney Tourism Services, McKinney Main Street, etc.) to create one cohesive McKinney 
image
• Launched www.uniquebynature.com, a portal linking all City and brand-partner web sites
• “Unique by nature.” logo began to appear on all collateral pieces simultaneously; 

•Business cards and stationary
•Newsletters
•Signage on city vehicles, water towers, etc.
•Giveaway items (lapel pins, mugs, coasters, shirts, pens, etc.)
•The city’s cable channel
•The city’s web site and McKinneyinfo.com site
•Employee communications and intranet
•The Chamber magazine, McKinney Living, which is delivered to all McKinney homes and businesses
•Water bill stuffers
•Branded ads
•A highway billboard
•Movie theatre ads
•A branding “road show”; presentation explaining the branding process given to city employees, community groups, etc.
•City leader speeches
•An eight-page special section on McKinney inserted into every issue of The Dallas Morning News, reaching 550,000 hhs
•“Unique by nature.” branding received editorial kudos in The Dallas Morning News
•Two-part feature on McKinney’s branding appeared in Texas Town & Country
•Feature on McKinney’s branding appeared in Public Management, 
•“Unique by nature.” branding won multiple awards:
•Two IABC Bronze Quill for “Best Marketing Communication” and “Best Strategic Communication”
•Brand expanded to encompass Collin County Regional Airport and The McKinney Performing Arts Center at the Historic 
Collin County Courthouse; each have their own look, feel and logo, but fit into the “Unique by nature.” Brand
•Collin County Regional Airport’s “Through with Love?” campaign established its unique standing and amenities among 
corporate airports in the D-FW metroplex
•McKinney Tourism Services launched a new advertising campaign, “Mr. McKinney would love what we’ve done with his 
town” in August 2006. This campaign expands the “Unique by nature.” brand and embraces the city’s “dual” personalities.



Results

McKinney Stats (as of Oct. 2006)

•In 2006, McKinney’s hotel/motel tax was up 22% over 2005 - with no new properties online
•In 2006 city sales tax revenue was up 17% 
•McKinney’s estimated population as of Oct. 1, 2004 (4 months before brand launch) – 93,062
•McKinney’s estimated population as of Oct. 1, 2005 (8 months after brand launch) – 100,000
•McKinney’s estimate population as of Oct. 1, 2006 (1 year and 8 months after brand launch) – 112,000
•More than $1 billion invested and 5 million new square feet of development in McKinney in 2006
•McKinney is becoming a destination for Green, environmentally-friendly businesses

•Wal-Mart’s “McKinney Experiment” store, a testing ground for Green practices, opened in July 2005; it is 
one of only two in the nation
•McKinney Green Office Building, a $61,000 square-foot LEED Platinum certified building opened
•Pat Lobb Toyota of McKinney, which will be the world’s first LEED® certified car dealership, opened

•McKinney is also becoming a world destination for the practice of preventive medicine 
•Cooper Aerobics Center at Craig Ranch
•McKinney Regional Cancer Center
•Expansion of the Medical Center of McKinney
•Cooper Clinic at Craig Ranch set to open in early 2007
•Cooper Sports Medicine Complex featuring Michael Johnson’s Performance Training Center at Craig 
Ranch set to break ground


