Promoting Lansing’s Birthday Bas

by Tamera McBride.

The news of a down economy, down
times, down market, and well just about
down everything seems to bombard

us at every turn. No matter how down
things may seem, it is time to celebrate!
Lansing’s 150th birthday is here—all
year—and we have much to celebrate.

We could look back at how we got our
start “back in the day,” or reminisce about
the “good times.” Or, we could look up,
look around, and look at what we have
right now, right today, moving forward.
‘This is the concept that Camron Gnass,
founder and owner of Vision Creative
had in mind when he created

the branding effort for

Lansing’s sesquicenten-

nial celebration. .1 ’
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Mayor Bernero, Gnass was appointed

to conceive the branding effort for our
big birthday. Gnass and his company

are known for branding. They see the
unseen. Gnass attended numerous strate-
gic planning meetings, along with many
Lansing volunteers, both individuals and
organizations, all working together to
make this year a celebration to excite,
entice and embrace our community.

During the branding process, it became
clear that people’s knowledge of Lansing
history might be five months, five years
or 50 years. So, each person’s view may
be vastly different from another’s. We
would exclude the newcomers if we just
looked back, so let’s put the focus on
the contributions today.
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everyone, not a select few downtow
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ties who have made Downtown
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