
Blackstone Valley, Rhode Island

things you can do today 
to make a profound difference tomorrow10

10
Ten facts that are changing 
American cities and towns

Having kids in their late 30s & early 40s
FACT

1 Boomers are driving the fastest growing segment: multi-generational travel



Convenience rules the day

Average time for dinner: 7:00 to 7:30
FACT

2

70% of all retail spending: After 6:00
FACT

3

70% of all consumer  
bricks-and-mortar spending takes place 

after 6:00 pm



Are you open? Women account for 80% of spending
FACT

4

Priorities: safe, well lit, full of life and people
Wickford, Rhode Island



Think benches
Always at the facade, facing the street

The pedestrian experience

FACT

9

We want the pedestrian experience
FACT

5

Only 70% of Millennials have a drivers license. Age: 24

Top activity of visitors: 
Shopping, dining & entertainment in a pedestrian-

friendly intimate setting



80% of non-lodging spending
FACT

6
downtown disney

70%: first-time sales - curb appeal
FACT

7

7•8•7 RULE
70% of first time sales are a result of good curb appeal 

80% of all consumer spending: women 
70% of all retail spending takes place after 6:00 pm



We are moving to the European standard
FACT

8 Sidewalk cafes, entertainment, boutique shops

Your residents & visitors want the pedestrian experience

“The way it used to be” is no longer an option



Jobs are going where the talent is
FACT

9

A new reality
Community development is leading 
economic & tourism development. 

Welcome to the age of 
PlaceMaking

Priority: Decompressing in a pedestrian-friendly intimate setting.

Your mission
To become the most desirable place to live 

Northern Rhode Island.



90% of all Americans: Internet access
FACT

10 94%:Purchases & planning

Allocate your marketing dollars 
for the greatest return on your investment

What to do Digital 
Advertising 
Public relations 
Printed materials 
Billboards, other 

Your marketing dollars at work

60% 
10% 
15% 
10% 
  5% 

To drive people to your website
Including social media
81% once we arrive



The Internet is where you’ll make  
90% of your sales

Website (content, updates)  
SEO, Pay Per Click marketing 
E-newsletter (monthly or semi-monthly) 
Hosting, domain name(s) 
TripAdvisor partnerships 
Analytics 
Widgets and new technologies 
Social media (Instagram, Pinterest…) 
Apps

Digital

7The 2019 To Do List

To do

1
Create your 

Destination [Woonsocket] team



• Blackstone Valley tourism 
• Economic development 
• Arts council 
• Local foundation 
• Historical society 
• Chamber of commerce 
• Downtown association (or property owner/merchant) 
• Planning Department 
• Mayor or city council representative 
• School district or local district representative (Board) 
• Parks Department 
• Young professionals

Get out of the silo mentality:  
You win through partnerships & collaboration

You are far more effective as one loud voice, 
than a number of small individual whispers.

Remember
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Engage and activate your Millennials 
(Half your team should be young)



Erwin, Tennessee 
Population: 6,000 
• 1916: Mary, the circus elephant, was killed

• 2015: Lost a major employer 
• Mayor asked millennials: Why aren’t you living here? 
• Started with 5 to 6 in the working group 
• It’s now 40

They bring ideas to get it approved, then are turned loose 
- Elephant Revival Festival



- Weekly farmers market 
- Restaurants can now sell liquor 
- Updated zoning: Upper level residential 
- Condos in former dilapidated buildings 
- Nine new businesses have opened 
- President of the millennial group - Communications Director 
- Microbrewery opened 
- Developers are coming 
- Festivals are a big draw 
- More visibility for the town, more local pride

W H A T   P E O P L E  W A N T
Those in their 20s, 30s, and 40s

• MoneySense.ca Best Places to Live in Canada 
• Great Canadian Van Lines: Best places for families 
• Wallet Hub 
• Niche.com 
• Livability.com 
• Money Magazine 
• USA Today 
• Forbes



Secure jobs or specific entrepreneurial opportunities1 Safety (particularly for kids)2

Good educational system & child care3 An engaged community: sense of belonging (downtown)4



Cultural depth: visual/performing arts | education | food5 Life after 6:00 pm (downtown)6

Top-notch recreation (surpassing other areas)7



Health (particularly for kids)8 Transportation: Transit | bike lanes | ride share | schools9



Affordability & quality10

Starter homes | move-ups | nice neighborhoods | downsizing 

This team will chart your future for generations: 
They must be doers, not directors!

To do

2
Educate your local officials: 

Downtowns & Tourism



So, what does this have to do 
with tourism? 7Tourism fast facts

Tourism is the front door to your non-tourism 
economic development.

Fact #1 • Site selectors 

• Venture capital firms 

• Commercial real estate brokers/agents 

• Investors | Banking institutions 

• Real Estate Investment Trusts 

• Small business owners 

• Entrepreneurs



Nothing showcases quality of life 
better than tourism

Tourism is the purest form of 
economic development.

Fact #2

People come, spend money, then head home.



Tourism is the quickest, cheapest, fastest way 
to offset leakage of locally earned money 

being spent elsewhere

bottom line
“Leakage is the largest  
economic challenge in  
bedroom communities 
across America.”

Tourism is the fastest growing industry 
in Rhode Island and across the country.

Fact #3

Tourism is the #1 industry, across the country, 
for new businesses. 

Particularly in the rural and suburban areas.

Fact #4



Tourism DOES create family-wage jobs: 
And “second income” opportunities.

Fact #5

Tourism also creates community pride - 
and makes you a “desirable place” 

to live, work & play.

Fact #6

It reduces the tax burden placed 
on local residents & businesses

Fact #7

To do

3
Define the top three goals 
you have as a community



Greenville School class sizes
John Morrell 

Luke Muzzy 

Amy Lane 

Eli Lane 

Makayla Goodrich   7

57

49

17

27

This is about jobs and  
bringing the community back to prosperity.

To repopulate our schools
to classes of 20+ students in 10 years

To extend the tourism season to 
eight months each year

allowing for sustainable year-round jobs in the industry



To create lasting opportunities for  
our youth.

To bring back the youth that grew up in the area. Find and promote your 
Unique Selling Proposition

To do

4

The Internet has changed everything

92%



94%
Visitors look for specific activities before locations



Fast Facts

68% - Top 5 listings click-
throughs. The next five: 3.8%

95% - Search for the activity or 
outcome before the location.

“Farm Tours” + Rhode Island

Providence 
Newport 
Smithfield 
Pawtucket 
Johnston

The
of 10 facts

Logos and slogans are not brands

Fact #1



Brand identities & tagline  
make up 2% of a brand 
————————— A brand is a perception

Fact #2

What people think when you mention  
where you’re from

HOW PERCEPTIONS CREATE A BRAND: 

1.Visual cues. 
2.The people and attitudes. 

3.Word of mouth. 
4.Publicity/Social media



Asheville, North Carolina

85,000 

Along the Blue Ridge Parkway 

The Parkway is 500 miles long 

“Where altitude affects attitude”

Population

Claim to fame

The brand

Challenge





Branding is the art of differentiation: 
Finding your Unique Selling Proposition

Fact #3

39
Cities and towns in Rhode Island

What do you have in the Tri-Cities  
that the people you are hoping to attract 

 can’t get or do closer to home?



You MUST jettison the generic

“Discover the wide-open spaces, gracious people, and picturesque landscapes that 
characterizes Russell, Massachusetts. Each season holds the promise of a new 
adventure and an incredible memory. Come join us in Russell and discover the 
scenic and recreational opportunities that await you.”



This applies to both 
communities and businesses

DIFFERENT or clearly better* - 
* only by third-party endorsement

To win you must 
Jettison the Generic



DESTINATION MARKETING WORDS & PHRASES TO AVOID

www.RogerBrooksInt
ernational.com
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Words and phrases 

to avoid in your 

marketing headlines
Have you ever gone anywhere because 

“We have something for everyone”

97%
of community-based 

marketing is ineffective. You never “roll out” a brand 
until you can deliver on the promise

Fact #4



Never use focus groups

Fact #5 You build your brand on feasibility, 
not just local sentiment.

All successful brands are built on product 
not marketing

Fact #6 Stew Leonards in Connecticut



• Farmyard zoo 
• Displays that go “moo” 
• Free ice cream if you spend $100 or more 
• “Profit is the applause of happy customers”

Highest per square foot retail sales of any 
grocery store on earth 

Stew Leonard’s has five stores

Farm fresh produce & dairy, fresh baked goodsThe Brand

Result



Marketing will bring people to you just once.

Today’s Soundbite

The ONLY thing that brings them back is your product: 
• The primary activity that drew them 
• The complementary activities 
• Your amenities 
• The people they interact with

Destination Marketing Organization

Destination Management Organization



The most sustainable brands are built on  
private-sector development, 
not public sector amenities.

Fact #7

Nashville: Country music capital of the world

Napa Valley: The world’s wine capital

Branson, MO: Music theater - 49 of them!



Las Vegas: Sin City, Entertainment capital

Orlando: The #1 kids & family destination



You cannot build your brand on history. 
Sorry.

Fact #8

You must build your brand on your primary draw 
and THEN “while you’re here” activities.

Fact #9

• #1: Shopping, dining & entertainment in a pedestrian-friendly setting. 
• This is where 80% of all non-lodging visitor spending takes place.

• Active: 14 hours a day 
• Primary activity: 4 to 6 hours 
• Complementary activities: 8 to 10 hours

But no one wants to be a 
“complementary activity”!



downtown disney W H A T  T O  D O

The Top 3 “Must Do” Activities in the Blackstone Valley 
The Top Top 5 day hikes 
The Top 7 eateries 
The Top 5 historical attractions 
The Top 3 most romantic restaurants 
The Top 5 family activities 

Don’t do more than seven!



1. Best photograph (the social media icon) 

2. “Local picks” for “hidden gems,” nightlife 

3. Must see and do activities - the top three  

    (no more than seven) 

4. Best picks: Breakfast, lunch, dinner, shops

The best of’s

And if you liked those,  
here are the next three…

Top-down branding fails 95% of the time

Fact #10

A by-product of brands “for the people”  
is the committee that compromises and  

kills a potential brand home run.  

This is why you never see statues  
of committees in public parks; 

you see brave leaders!



THE 7 PHASES OF A PUBLIC PROJECT
1. Enthusiasm 

2. Planning 

3. Disillusionment 
4. Fear & panic 

5. Search for the guilty 

6. Punishment of the innocent 

7. Praise and honors for the non-participants.

W H A T  T O  D O

Join the Destination Development Association (DestinationDevelopment.org) It’s free!

The step-by-step branding process
The power of action plans



Bottom line

Blackstone Valley Tourism is only as good 
as what you give them!

Bottom line

Will this accomplish the goals we defined?

“I can’t give you a surefire formula for success,  
but I can give you a formula for failure:  
try to please everybody all the time.”

Herbert Bayard Swope,  
first recipient of the Pulitzer Prize

A by-product of brands “for the people”  
is the committee that compromises and  

kills a potential brand home run.  

This is why you never see statues  
of committees in public parks; 

you see brave leaders!



The three killers

1. Local politics 
2. Lack of champions 

3. Lack of money (private & public)

The three ingredients to a successful branding effort

Patience
Passion

Persistence
Pain

four

Create marketing partnerships

TREND

5



W H A T  T O  D O

Olympia, Washington



About $200 per museum

Cost
Attendance tripled  

while cutting the collective marketing budgets 
by two-thirds

Outcome

You are far more effective as one loud voice 
than a number of small individual whispers.

Fact To do

6
Create the 

Very Best of Rhode Island’s 
Blackstone Valley



Sample criteria: 

• Must be highly regarded  
  (80%+ positive peer reviews, regional publications...) 
• Must have good curb appeal 
• Must be open year round 
• Must be open until at least 6:00 pm 
• Must be open six days a week 
• Must be unique to you!



REDROCKAREA.COM
vote today at 
redrockarea.com
Each year the  
Marion County  
Development  
Commission  
sponsors the  
Best of the Red 

Rock area contest to identify unique 
shopping, dining and activities in the 
area. Share your experiences by voting 
in the contest today at redrockarea.
com. Winners are announced each 
year in January in over 40 categories.

selecting red rock area’s best
Sure, we have a checklist of criteria  
for selecting the best in the Red Rock 
area, but it all starts with what people 
say in our Best of Red Rock area  
contest. We listened to your votes  
and checked them out for ourselves. 
We are dedicated to becoming a  
destination of choice in the Midwest  
so it all starts with listening to our  
visitors. Join the conversation by  
going to redrockarea.com.  

marion county  
development commission
The Marion County Development Commission 
works to promote Marion County, enhance the  
area’s climate for business and connect economic  
efforts at the local, regional and state level. Our 
commission is comprised of 11 citizens that guide 
our programs. To learn more about our economic 
development efforts, go to marioncountyiowa.com.  
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LAKE RED ROCK THE WORK OF OUR HANDS IOWA BIKE & FITNESS THE NEXT CHAPTER EMBELLISH CHECKERBOARD RESTAURANT

LAKEREDROCK.ORG       
641.628.8690  ׀  641.828.7522

1105 NORTH HIGHWAY T-15, KNOXVILLE

Does your family 
enjoy recreation 
and outdoor  
adventure?  
Lake Red Rock, 
Iowa’s largest 
lake, should be  
the hub for your 
next vacation.  
The area’s  
50,000 acres of 
land and water 
offer the perfect 
family playground 
for boating, fishing, birding, sightseeing, and 
geocaching. When you arrive, stop at the  
Red Rock Visitors Center to check out the  
calendar for nature programs. Bring your bikes 
to ride down the fourteen-mile Volksweg bike 
trail and stop at the  
“Playscape” natural 
playground near 
North Overlook.  
After you finish, go to Cordova Park to climb the 
observation tower for a great view of the entire 
area. Does your family ride horses or kayak? 
Spend a day enjoying a ride along the 
equestrian trail at Elk Rock State Park on your 

horse or bring your 
kayak to explore the 
13-mile water trail.   

WORKOFOURHANDS.ORG
641.628.8687

602 FRANKLIN STREET, PELLA

The Work of Our Hands is a non-profit, retail 
outlet, staffed by volunteers, which markets 

gifts and crafts made by  
artisans in developing  
countries. Volunteers work  
together to provide an outlet  
for handicrafts from artisans 

around the world who would otherwise be  
unemployed or under-employed. Purchasing 
products through Fair 
Trade assures that 
these low-income  
artisans receive a fair price for their products. 
This income helps pay for food, education, 
health care and housing.

IOWABIKEPELLA@GMAIL.COM
641.628.1373

814 MAIN STREET, PELLA

Iowa Bike & Fitness, located in 
downtown Pella, specializes in 
selling and servicing TREK bicycles. 
They also have a wide variety of bike 
accessories to meet your needs.  

If you are visiting  
and didn’t bring  
your bike with you, 
Iowa Bike & Fitness 
also rents bikes. 

 

THENEXTCHAPERBOOKS.WORDPRESS.COM      
641.828.7323

202 EAST ROBINSON ST, KNOXVILLE

The Next Chapter is an  
independent book and gift 
boutique selling new and 
used books, a wide array 
of gifts for people of all ages, greeting cards, 
coffees, teas, and gourmet chocolates.  
Discover the perfect gift for that special person 

who loves to 
read. They host 
a lunch time 
book club, as 

well as author and community events.

EMBELLISHPELLA.COM
641.628.1738

605 FRANKLIN STREET, PELLA

A fashion-forward retail 
boutique, emBellish strives 
to offer women the biggest 
fashion trend of all —  
TO BE HERSELF.  
With merchandise from floor to ceiling,  
emBellish continues to be a shop that of-
fers challenges to the indecisive. Handbags, 
necklaces, earrings, rings, bracelets, scarves, 
wallets, luggage, sunglasses and much more 
can be found here...

Not everyone 
wants to follow 
every trend 
out there, 
therefore at 
emBellish they 
strive to find 
the fun, stylish, 
flirty, fresh and 
unique classic 
styles that 
have a modern 
twist. One of 
their hallmarks 
is to offer more 
affordable  
accessories 
with a  
designer look 
for less. 

CHECKERBOARDRESTAURANT.NET      
515.848.3742

108 EAST MONROE ST, PLEASANTVILLE

Your picky 
eaters won’t 
be going  
hungry! The  
Checkerboard 
Restaurant 
is a family 
owned and 
operated 
restaurant in 

downtown Pleasantville, and famous for their 
delicious onion rings 
which are made with 
fresh onions and fried 
to mouthwatering perfection!  Homemade pizza 
pie is another local favorite topped with their 
special pizza sauce. Their Wild West dinners 
are chosen specially by Ron, with steaks  
hand-cut fresh after  
ordering and crispy 
breaded chicken. 
After dinner, enjoy 
browsing the  
antiques.
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PELLA    KNOXVILLE    PLEASANTVILLE    LAKE RED ROCK

22... OF THE BEST SPOTS 
FOR DINING,  SHOPPING 
AND FUN!

SMOKEYROW.COM
641.621.0008

639 FRANKLIN STREET, PELLA

The mission of Smokey Row Coffee Co. is  
Good coffee. Good people. The Pella Smokey 
Row is one of four in the area and located at the  
intersection of Main Street and Franklin Street 
in the shopping district of downtown Pella.  
Other locations include Pleasantville (the  
original), Oskaloosa and Des Moines. At 
Smokey Row you will find soda fountain treats 
and baked goods in addition to a great  
selection of soups and sandwiches. Some of 
the favorites on the menu include pot pie over 

biscuit, cheeseburg-
er soup in a bread 
bowl and cinnamon 

rolls. Young and old enjoy hanging out to check 
email and talk with friends. Smokey Row roasts 
their own  
line of  
coffee so 
make sure  
to take  
some home 
with you as  
a great  
treat for 
office staff  
or family. 

PEACE TREE BREWING COMPANY SILVER LINING SMOKEY ROW COFFEE CO.
VERMEER MILL & 

PELLA HISTORICAL VILLAGE KNOXVILLE RACEWAY JAARSMA BAKERY KALDERA RESTAURANT & LOUNGE

PELLATULIPTIME.COM
641.620.9463

507 FRANKLIN STREET, PELLA

Have you ever been inside 
a real working wind-
mill? You can at the 
Pella Historical 
Village and in 
fact it is the 
tallest working 
windmill in the 
United States. The 
Vermeer Mill provides 
a great glimpse into the 
life of a miller. Learn about the engineering and 
craftsmanship to build this unique structure.  
While there, enjoy the entire village which  
includes the boyhood home of Wyatt Earp,  
grist mill, sod house, bakery, miniature Dutch 
village and more. Discover how the Dutch 
came to Pella and the traditions of Dutch culture. 
The gift shop is a great place to look for gifts. 

PEACETREEBREWING.COM
641.842.2739

107 WEST MAIN STREET, KNOXVILLE

Peace Tree Brewing Company is dedicated to 
brewing handcrafted, full-flavored beers with a 
great attention to quality. The brewery began in 
2009 in a former Nash Rambler car dealership 
on Main Street in Knoxville, Iowa. They now 
distribute across the state of Iowa, as well as 
Nebraska, Kansas and Minnesota. Peace Tree 
Brewing Company’s Blonde Fatale received a 
gold medal at the 2014 World Beer Cup in the 
Belgian-Style Blonde Ale 
or Pale Ale category.  
The friendly taproom 
staff work the front lines 
to ensure you have a 
great visit.

“Brewing great beer is our passion, but we are 
also passionate about where we have come 
from and where we are going. The names of 
our beers often have connections to the places 
in our past, especially derived from memories 
and places in our community and our state.  
Our name, Peace Tree Brewing Company, 
serves as a reminder of our past – where  
different cultures met to discuss, trade and 
come to agreements.”

SILVERLININGPELLA.COM
641.780.3836

733 FRANKLIN STREET, PELLA

Nestled in the quaint Dutch town of Pella, Iowa, 
Silver Lining is the downtown shopping district's 
new bright star. If you make your way to shop 
on the square in Pella, you'll find lots of home 
décor in a kaleidoscope of styles at Silver  
Lining, making them a "must stop". Owner and  
operator Lorie Melhus has been around the 
world, and has used those experiences, both 
near and far, as an inspiration for her  
decorating style. Silver Lining melds vintage 
furniture pieces grounded in mid-western roots 
among unique imports and modern elements  
to help create a dynamic room. 

The "Nana's Nook" can help grandma find that 
perfect gift for the new baby. If you're looking 
for that unique piece of furniture that nobody 
else will have, or a contemporary art piece to 
complete your family room, Silver Lining is the 
store that draws you in and keeps you coming 
back time and again. 

KNOXVILLERACEWAY.COM
641.842.5431 

1000 NORTH LINCOLN ST, KNOXVILLE

Knoxville  
Raceway is the 
third largest  
outdoor stadium 
in Iowa. The 
facility is  
famous with 
race fans around 
the planet for 
being the “Sprint 
Car Capital of 
the World.” The 
track has hosted 
races nearly  

every Saturday night from April through  
September since 1954 on what is the Marion 
County fairgrounds. During the season each 
week 410 and 360 winged sprints race for 
the checkered flag.  Special events include 
late model, midget, modified, and 305 winged 

sprints. The track is a ½ mile at the 
pole with the 
surface of the 
track being 
black Iowa 
soil.  Each August the track hosts 
the Sprint Car Nationals. Located 
on the turn is the National Sprint 
Car Hall of Fame & Museum where 
you can learn about big car racing 
and visit their great gift shop.

JAARSMABAKERY.COM
641.628.2940

727 FRANKLIN STREET, PELLA

The Jaarsma Bakery is a family owned-and- 
operated bakery, located in historic Pella, Iowa.  
The Jaarsma Bakery has been baking delicious 
"Dutch Treats" for over a century. The delicious 
pastries are baked with the old-world recipes 
founder, Harmon Jaarsma, brought from  
Holland. Fresh quality pastries with the finest 
ingredients and no preservatives are baked  
daily by the 4th generation Jaarsma family  
bakers. There is great pride in the quality of 
their baked goods every step of the way.  
Visitors to Pella's Annual Tulip Time Festival 
stand in long lines to get a taste of the famous 
Dutch Letters. Order pastries online at  
www.jaarsmabakery.com.

KALDERARESTAURANT.COM 
641.628.3339       

1205 WASHINGTON STREET, PELLA

Greek, Italian  
and American  
cuisine are 
featured on the 
menu at Kaldera 
Restaurant & 
Lounge. The very unique atmosphere is inviting 
to both formal and family occasions. Your meal 
isn’t complete without ordering the flaming  
saganaki or sampling the Greek style wine.  
The lounge 
provides a great 
place to gather 
with friends.

“Like” Kaldera Restaurant & Lounge  
on Facebook or contact them at:  
kaldera@windstream.net

 WINGS

BREAD BOWLS

NA
NA

’S N
OO

K

 ac
tio

n

 SPRINT CARS
SAGANAKI

OPA!

HA
ND

CR
AF

TED

DUTCH 
HERITAGE

LOCALLY-ROASTED

EVEN MORE OF THE BEST PLACES
SHOPPING:
best of thymes
BESTOFTHYMES.VPWEB.COM   |   641.628.3332
615 FRANKLIN STREET, PELLA
The gift shop includes seasonal & home décor, kitchen 
gadgets & bake ware and linens. Free gift wrap and  
complimentary coffee.

the cornerstone
CORNERSTONEOFPELLA.COM   |   641.628.8707     
617 FRANKLIN STREET, PELLA
The CornerStone showcases fine women’s apparel.  

founders
FOUNDERSKNOXVILLE@GMAIL.COM   |   641.842.5152      
113 EAST MAIN STREET, KNOXVILLE
Founders is a retail business incubator which includes a full 
coffee bar and all kinds of sweet treats while you shop.

simple treasures
SIMPLETREASURESPELLA.BLOGSPOT.COM    
641.628.2662   |   710 WEST 1ST STREET, PELLA
Simple Treasures offer antiques, primitives, linens, home 
decor, custom vinyl lettering, pottery, garden art and a fresh 
assortment of scented candles.

FOOD:
coffee connection
641.828.8141   |   213 EAST MAIN STREET, KNOXVILLE
Coffee shop with soups and sandwiches.

george’s pizza & steakhouse
641.628.2802   |   626 FRANKLIN STREET, PELLA
Crispy pizza, steaks, pasta and sandwiches.

in’t veld meat market
INTVELDS.COM   |   641.628.3440       
820 MAIN STREET, PELLA
Dutch meat market plus sandwiches made with their spe-
cial bologna.

red ribbon
RRBAKERY.COM   |   641.842.2575       
112 SOUTH 2ND STREET, KNOXVILLE
Delicious homemade pies, sandwiches and soups.
Regional Dream Big-Grow Here contest winner.

reed’s kone korner
641.842.5441      
405 WEST PLEASANT STREET, KNOXVILLE
Ice cream shop with great outdoor dining space.

Market your top three: 
• Restaurants 
• Retail shops 
• Activities 
• Attractions 

Don’t let local politics 
kill this effort!

DestinationDevelopment.org Blackstone River Bikeway



Brown & Hopkins Country Store

St. Ann Art & Cultural Center Lincoln Woods State Park



Slater Mill Stanley’s Famous Hamburgers

Wright’s Farm Restaurant



Fall Color Driving | Biking | Motorcycle tour route

The Guild Brewery 
Mapleville Farm 
Mulberry Vineyard 
Wright’s Dairy Farm & Bakery 
Stadium Theatre Performing Arts Center 
Diamond Hill Vineyards 
Twin River Casino



To do

7
Make downtown your top priority

Two-income families.

Priority: Decompressing in a pedestrian-friendly intimate setting.

All three generations are reshaping American cities



“For the first time in history, instead of people moving where jobs are, jobs are 
moving where the talent is.” - Tom Murphy, Urban Land Institute

The future of downtowns: 
where we go after work and on weekends.

70% of retail sales come after 6:00 pm.

ARE YOU OPEN?





“The way it used to be” is no longer an option

W H A T  T O  D O



20 Ingredients of an 
Amazing Downtown
Blackstone Valley, Rhode Island

They defined a strong brand and retail focus

2

All 400 downtowns had this ingredient

Downtown branding focus ideas

Kids & family
Food (restaurants, farm to table)
Nightlife (micro-brews, theater)
Water (water features, splash pad)
Antiques
Western wear & home accents
Recreation (but specific)

Performing arts
Visual arts (artists in action)
Gardening
Festivals & events
Upscale shopping
Biking
Health & wellness



Sell a feeling - not a place

They orchestrated recruitment of  
“critical mass” or “clustering.”

3



The Ten+Ten+Ten rule
In three lineal blocks (not square blocks) 10

Places that sell food:  
Soda fountain, coffee shop, bistro, cafe, sit-down restaurant, 

wine store, deli, confectionary. 

10
Destination retail shops:  

Galleries, antiques, collectibles, books, clothing, home 
accents, outfitters, brand-specific retail, garden specialties, 

kitchen stores, cigars, etc.

10
Places open after 6:00:  

Entertainment, theater (movies, performing arts), bars & bistros, 
specialty shops, dining, open air markets, etc.



Open late into the evening hours
Consistent hours and daysOpen hours

Evenings

Anchors

The “mall mentality”

Clustering Like businesses grouped together: clustering
Recruit and promote the anchor tenants

Place A central gathering place

Think

Antique malls - 10x the business when together

Think antique malls - 10x the business when together

Think
Auto malls - 7x the sales when together



Think

Corner gas stations and fast food 
Lifestyle retail centers 

Food courts

Think food courts, corner gas, lifestyle retail centers

Point

Sometimes you have to orchestrate the effort. 
Start with property owners, not tenants. 

It only takes a one-third buy-in.
They each have “anchor tenants”

4



10

THE BEST OF 

10 of the best hidden 

gems for dining, shopping, 

and entertainment

An Anchor Tenant is a business that you 

would go out of your way to visit, specifically. 

To win, you must have at least one or two 

anchor tenants. 

Think Orlando. Pioneers with patient money 
were convinced to invest.

7

Downtown El Dorado, Arkansas







Development of programmed  
gathering places

11

Side note #1

If you don’t hang out in your downtown, 
neither will visitors. 

They go where you go.

Side note #2

Tourism and downtowns 
need to be joined at the hip.



Main Street Square 
Rapid City, South Dakota







Ovation Plaza 
Whyte Avenue, Edmonton, Alberta

Paver stone surface



Buy Imagination Playground equipment and put it out two weeks at a time x 6 times



ImaginationPlayground.com 
105 piece set: $4,975 
Storage cart: $1,200 
Lid for cart: $600

Change things out every two weeks. YEAR ROUND. Bocce ball courts here.



Zumba

Tai Chi



Example

Waterloo, Ontario



Optional idea: 
A year-round public market



Design, fabrication & installation of a 
Wayfinding System
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Pittsburg, California



What to do

Make this a priority.  
It’s an investment - not an expense. 

Hire professionals.  
This is a science as much as an art.



Note

Navigation systems are NOT a substitute 
or replacement 

for wayfinding systems.
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Wayfinding is an investment,  
not an expense

Plays a role in your branding efforts
A major component in your marketing efforts
Reinforces a positive experience
Increases spending locally
Educates visitors and locals about what 
you have and where it’s located
Builds community pride
Is as much a science as an art

Newport, Rhode Island
Wickford, Rhode Island



The Bruce Peninsula, Ontario



They invested heavily in retail beautification

18
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Fact

Curb appeal can account for up to  
70% of first-time sales  

at restaurants, golf courses, wineries,  
retail shops and lodging facilities.

Neenah, Wisconsin



When you’re downtown: 
You can forget all your troubles, forget all your cares 
So go downtown - things’ll be great when you’re 
Downtown - no finer place, for sure 
Downtown - everything’s waiting for you!

To do

8
Develop your Action Plan 
(no more strategic plans!)

Branding  
Development  
& Marketing 
Action Plan

What we want to be known for 
What we have to do to “own” it 
How to tell the world 
The to-do list



Strategic plans vs. Action Plans

Strategies, goals, objectives: no more than 3 pages.

An Action Plan is a “to do list.” 
- A description of the recommendation 
- Who’s charged with implementation 
- How much will it cost? 
- Where will the money come from? 
- When would it be done? 
- The rationale for doing it.

Some notes for your plan 
-The table of contents is a check list 
-No executive summary: The Vision 
- In chronological order 
-Specifics, not generalities 
-No more than 100 pages: Brevity is king 
-No crap in the back



Sowing the seeds of prosperity

• Create the Destination [your town] team  
• Working together as a unified force 
• Activating your Millennials & GenXers 
• Make downtown & tourism your top priority 
• Find and narrow your focus: your brand

Repeat after me. This is our pledge.

I promise to promote only what’s TRULY unique.

I promise to be different.

I promise not to repeat things other people say.

The best time to plant a tree was 20 years ago. 
The second best time is today.

Here’s to the extraordinarily bright future of your 
Blackstone Valley community!



www.DestinationDevelopment.org

linkedin.com/in/rogerbrooksintl

@Roger_Brooks

facebook.com/RogerBrooksIntl/

Join us

travelwithrogerbrooks

travelwithrogerbrooks.com

Here’s the the your community development efforts!


