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70% of all consumer
oricks-and-mortar spending takes place
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\/\/omen account for 80% of spendm
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Priorities: safe, well lit, full of life and peoplé

Wickford, Rhode Island



o, s
Thmk benches

Always at the facade, facing the street

TopRactiity of Visitors:
Shopping, dining & entertainment in a pedestrian-
friendly Intimate setting




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
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A new reality

Community development is leading
economic & tourism development.

9 i Jobs are going where the talent is Welcome to the age of

PlaceMaking
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Pr|or|ty Decompressmg m a pedestnan fnendly mhmate settmg

Yourmission T
To become the most deswable place to | e ‘

Northern Rhode Island.




90% of al Amerucans Intemet access
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What to do

Allocate your marketing dollars
for the greatest return on your investment

Your marketing dollars at work

Digital 60%

Advertising 10% <To drive people to your website
Public relations  15% 4aincluding social media

Printed materials 10% 481% once we arrive
Billboards, other 5%




Digital

Website (content, updates)
SEQ, Pay Per Click marketing
: , E-newsletter (monthly or semi-monthl
The Internet is where you'll make e ter e ISk V)
90% of your sales TripAdvisor partnerships
Analytics
Widgets and new technologies
Social media (Instagram, Pinterest...)

Apps

3

Create your
Destination [Woonsocket| team

The 2019 To Do List




Blackstone Valley tourism

Economic development

Arts councill

Local foundation

Historical society

Chamber of commerce

Downtown association (or property owner/merchant)
Planning Department

Mayorer city councilrepresentative

Schoal district or local district representative (Board)

o Parks Department

Young professionals

Remember

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

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




- ECONOMIC DEVELOPMENT EXPRESS

Engage and activate your Millennials

\ RS (Half your team shotild be young)




| Erwin,Tennessée
Population: 6,000
~ * 1916: Mary, the circus elephant, was killed

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

TR

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




- WeekKly farmers market

- Restaurants can now sell liguor

- 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

S 2 e e .

WHAT PEOPLE WANT
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




Good educational system & child care




? Cultural déb_th _v|sual/perform|ng arts \ educanori\ food
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’ Top-notch recreation (surpassing other areas)
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s | move-u | downsizing

This team will chart your future for generations:

They must be doers, not directors!
Educate your local officials:

Downtowns & Tourism




So, what does this have to do
with tourism??

Tourism jast facts

Fact #1 Site selectors

T—

o ' Venture capital firms
Tourism is the front door to your non-tourism |
economic development Commercial real estate brokers/agents
Investors | Banking institutions
Real Estate Investment Trusts
Small business owners

Entrepreneurs




Nothing showcases guality of life
better than tourism

Fact #2

Tourism is the purest form of
economic development.

People come, spend money, _ﬂjen hez‘;}d nome.

0




bottom line
~

Tourism is the quickest, cheapest, fastest way

to offset leakage of locally earned money
being spent elsewhere

Fact #3
S

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

‘Leakage is the largest
economic challenge in
bedroom communities
across America.”

Fact #4
>

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

Particularly in the rural and suburbban areas.




Fact #5

Tourism DOES Create family-wage jols:

And-‘second income”™ oppertdnities.

Fact #7

It reduces the tax burden placed
on local residents & businesses

Fact #6

Tourism also creates community pride -
and makes you a “desirable place”
10 live, work & play.

3

Deting the top three goals
youdiave as a community




Greenville School class sizes

John Morrell

Luke Muzzy

Amy Lane

Eli Lane

. P
P
2

27

17

Makayla Goodrich 7

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

Thisis aboutjobsand
bringing the community back to prosperity.

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, 4

FIind and promote your
Unigue Selling Proposition

To bring back the youth that grew up in the area.
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Google

e hours” « Ftode sand

—-“Farm Tours” + Rhode Island

< °®

Providence
Newport
Smithfield
Pawtucket

Johnston

eyt

©

95% - Search for the activity or
S Outcome before the location.

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

Fact #1

LL.ogos and slogans are not brands




Brand identities & tagline
make up 2% of a brand

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

N
Population = 85,000

Claim to fame = Along the Blue Ridge Parkway A S I | E V [ L L E

Challenge = The Parkway is 500 miles long

ALTITUDE AFFECTS ATTITUDE
The brand @ “Where altitude affects attitude”

wa BILTMORE ESTATE







Fact #3

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

What do you have
that the people you are hoping
to attract cant get or do
closer to home?

| 5
g,
AR

- Citles and towns'in Rhode lsland




You MUST jettison the generic

“Discover the \/vide-open spaces; gracious people,.and picturesque landscapes that
characterizes Russell, Massachusetts: Each season holds the promise of.a new. ' 1

adventure and an;incredible memory. Come.join us in Russell an’d‘discdiler they
scenic and recreational opportunities that.await you.”




This applies to both DIFFERENT orjclearly better™ -

communities and.ousineésses * oriy by tir-party endorsefien

To win you must
Jetbison the Greneric

John Mayer =

]




JETTISON THE

DESTINATION MARKETING WORDS & PHRASES T0 AVOID

« Explore
+ Discover
+ Experience.

. Outdoor recreation

. somuchtoseeand 4o

. The four season destination

. Historic downtown

. Centerof itall

. Visit (name of town)
. Beauty &heritage

+ Naturally fun

. Gateway Naturally-

. Culturally rich

xas [name of statel
. slowdown &enjoy
Real people. Real fun-

. Lose yourself here
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d fresh]

+ Areal treasure

+ Waiting for you

. Farfrom ordinary

. Relax. Recharge. Rejuvenate
+ Close toeverywhere

. Rightaround the corner

+ Your playground

. purely natural

. The place forall ages

. ..and somuch more!

. Home away from home
+ Aslice of heaven

. itsallight here

. Recreation unlimited

. The perfect getaway

. The place for families

Jour vacation here
ional paradise
o

ROGERBROOKS )

marketing is ineffective.

of community-based

Have
you ever gone anywhere because

ﬂ\/\/ '
e have something for everyone”

Fact #4

Um'|YOU never “roll out” a brand
Il you can deliver on the promise




Fact#5 You build your brand on feasibility, "

not just local sentiment.

Never use focus groups

Fact #6

——

All successtul brands are built on product
not marketing

Stew Leonards in Connecticut




The Brand = Farm fresh produce & dairy, fresh baked goods

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

Result

¢ Farmyard zoo Stew Leonard’s has five stores
e Displays that go “moo”

e Free ice cream if you spend $100 or more

¢ “Profit is the applause of happy customers”




Awards and Accolades

bt

*
*# travelocity

239,
‘r‘?’i .E;Wf! !

Today’'s Soundbite

The ONLY thing that brings them back is your product:

® [he primary activity that drew them
® [he complementary activities
® Your amenities

® The people they interact with

Marketing will bring people to you just.once.

Management Ctdaricea




Fact #7

—

The most sustainable brands are built on
private-sector development,
not public sector amenities.
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Fact #8

—

You cannot build your brand on history.
Sorry.

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

e #1. Shopping, dining & entertainment in a pedestrian-friendly setting.

e This is where 80% of all non-lodging visitor spending takes place.

Fact #9

———

You must build your brand-on.your primary:araw
and THEN “while youire here” activities.

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




Thelop 8 "Must Do™AClvities 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 & family activities

Don’t do more than seven!

WHAT TO DO

South Shore

2013 Teawe| Bulde




The best of's

1. Best photograph (the social meij'\a‘ \%?\?;
2‘ % ocal picks” for “hidderj gems,” NI9 e
3' Must see and do activities - e top

| more than seven) | )
4 (En%gst picks: Breakfast, lunch, dinner, shop

here are the nexththree.

A by-product of brands “for the people”
IS the commiittee that compromises and
Kills a potential brand home run.
Fact #10
- This Is why you never see statues
Top-down branding fails 95% of the time of committees in public parks;
yOU see brave leaders!




THE 7 PHASES OF A PUBLIC PROJECT

1. Enthusiasm
. Planning
. Disillusionment
. Fear & panic WHAT TO DO
. Search for the guilty
. Punishment of the innocent

. Praise and honors for the non-participants.

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

) RE-BRANDING
FINDING YOUR UNICRRRRRAEL T UITIMATE L SUCCESS STORIES

SELLING PROPOSIT LA TOBRAND.
ST el MESSAGING

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!

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

Herbert Bayard Swope,
first recipient of the Pulitzer Prize

Bottom line
—

Will this accomplish the goals we defined?

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)

four
The thres4rigredients to a successful branding effort

Patience
Passion
Persistence
Pain

Create marketing partnerships




SouTtH

WHAT TO DO

SHELTON

CENTRALIA

Virenans Maviosie M

Tumw:

CENTRAL

TUMWAT

TUMWATER

M




Cost

About,$200 per museum

Fact

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

Qutcome

Attendance tripled
while cutting the collective marketing budgets
by two-thirds

X

Create the
Very Best of Bhode Island’s
Blackstone Valley
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LEISURE susscans

15 Amazing Small-Town Bakeries

Frida's Bakary in Miltce, Now York

1+ istoric ubdings

N EXPERIENCE ART,

ALL IN ONE PLACE!
«Art Galleey

+ 1890 Avwnue
of Shops

+ Foucault Pandulum|

+ Lafargs Pavsil Park
- Plamstarium - s

+Lumbering &
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Sample criteria:

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




Market your top three:
® Restaurants

® Retail shops

® Activities

® Attractions

ANOKVILLE RACEWAY

Don't let local politics
Kill this effort!

Promoting Your”
“Anchor Tenants

presented by Roger Brooks

Destination Sy R _A R B
< Resotmion Blackstone River Bikeway |

DestinationDevelopment.org
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Slater Mill

Taqueria Lupita -

1

@ All photos (4)

Ratings and reviews
4.5 @@@@D 15 review

#3 of 33 Restsurants in Central Fals

RATINGS

¥ Food

W sone ) Open Now: 11:00 AM - 500 Pt @D

CUISINES.

Mexican, Latn, Spanish

MEALS

Lunch, Dinner

FEATURES

[1save A share

Q)

Enhance this pege - Upload photos!

Wright’s Farm Restaurant




Z/ SAVINI's /
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ITALIAN KITCHEN & BAR

L id
Made from Scratch
Appetizers, CGrilled Pizza, Burgeérs, Pasta, Steak; & Seafood

Featuring 2 lou seshoe bars, private dinning rooms to accommodate large dinning
¥ p or dinning hall that accommodate up to 300 persons.

Join us on Sunday's for the areas Largest Brunch Buffet,

y Call for Reservations
Find us on 476 Rathbun St, Woonsocket RI 401-762-5114

The Guild Brewery

Mapleville Farm

Mulberry Vineyard

Wright's Dairy Farm & Bakery

Stadium Theatre Performing Arts*@enter
Diamond Hill Vineyards

Twin River Casino

Fall Color Driving | Biking | Motorcycle tour route



Two-income families.

7

Make downtown your oo priority
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All three eneranns are reshaping Amencan cities
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“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 retall sales come after 6:00 pm.

ARE YOU OPEN?
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WHAT TO DO

“The Wait used 1o be” is N longer an optien
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20 Ingredients of an

Amazing Downtown
Blackstone Valley, Rhode Island

< Destination

They defined a strong brand and retail focus
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14 Development

Downtown branding focus ideas

Kids & family Performing arts
Food (restaurants, farm to table) Visual arts (artists in action)
i Nightlife (micro-brews, theater) Gardening
All 400 downtowns had this ingredient Water (water features, splash pad) = Festivals & events
Antiques Upscale shopping
Western wear & home accents Biking

Recreation (but specific) Health & wellness




LN .
£ Sell a feeling - not a place
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They orchestrated recruitment of
‘critical mass” or “clustering.”




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

Places that sell food:
Soda fountain, coffee shop, bistro, cafe, sit-down restaurant,
wine store, deli, confectionary.

10

Places open after 6:00:
Entertainment, theater (movies, performing arts), bars & bistros,
specialty shops, dining, open air markets, etc.

Destination retail shops:
Galleries, antiques, collectibles, books, clothing, home
accents, outfitters, brand-specific retail, garden specialties,
Kitchen stores, cigars, etc.




The “mall mentality”

Open hours ' Consistent hours and days
Evenings = Open late into the evening hours
Clustering = Like businesses grouped together: clustering
Anchors | Recruit and promote the anchor tenants

Place = A central gathering place

:I'I;inkaintique malls - 10x the business when togetﬁer
== =S ‘
S % e
= L AEL lﬁ «
il ‘,‘_—‘ 2

Think

Antigue malls - 10x the business when together

Think

Auto malls - 7x the sales when together




Think food courts, corner gas, lifestyle retail centers

Think

Corner gas stations and fast food
Lifestyle retail centers
Food courts

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”




Pioneers with patient money
were convinced to invest.

| Downtown El Dorado, Arkansas
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Sl B -t
America's best small town comebacks

00
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Side note #1

[f you don't hang out in your downtown,
neither will visitors.

They go where you go.

Development of programmed
gathering places

Side note #2

Tourism and downtowns
need to be joined at the hip.




Main Street Square
Rapid City, South Dakota
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Qs E
Ovation Plaza

Whyte Avenue, Edmonton, Alberta - i

Movie Night: Main Street Square, Rapd City SD
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3 ': ImaginationPlayground.com

B 105 piece set: $4,975
Storage cart: $1,200

S | id for cart: $600

cce ball courts here.

CITY WA i
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Union Square




£ ———
“SHOPPERS

O UG NaRT

Example

Waterloo, Ontario




Optional idea:

A year-round public market
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Design, fabrication & installation of a
Wayfinding System T | WAY

-

’ *@; Pittsburg, California

—
3
N

> Parking

= City Hall

> Library

*» Transit Center
A ChildrensMuseun |4 )




What to do

Make this a priority.
t's an investment - not an expense.

Hire professionals.

This is a science as much as an art.

# % The Pavilion

The Mall

Convention
Center + Hotel

f 4 Conference

Center ¢+ Resort

SIX PINES DRIVE
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Note

Navigation systems are NOT a substitute
or replacement
for wayfinding systems.
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Wayfinding is an investment,
Nnot 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
® [s as much a science as an art

54@!‘7’#"’@
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Newbo?t,_Rhode Island
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The Bruce Peninsula, Ontario

800 060

4729
Friday: £00 A 0 B0

K

Saurday & Sunday:

Monday
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They invested heavily in retail beautification

ooes at Bardlay Squaro 1,
\:\\.-\\\ N SR 0 Varg

Elements =~ Childrens
boutique | Clothes &Toys

= RAINBOW &%
CONNECTION |
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STORE

Fredericksburg, Texas




Art
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Fredericksburg, Texas
Fredericksburg, Texas

Fact

Curb appeal can account for up to

70% of first-time sales

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

Negiiah, Wisconsin




Develop your Action Plan
(N0 more strategic plans!)

When you’ dovvr&vn:

You cantior@et all yourtifoubles, forget all your cares
So go downtown - thlngs e great when you're
Downtown - fo finér place for sure

Downtown - everything’s waiting for youl!

Branding What we want to be known for
Development What we have to do to “‘own” it
& Marketing  How to tell the world

Action Plan  The to-do list




An Action Plan is a “to do list.”

S . . - A description of the recommendation
trategic plans vs. Action Plans - Who's charged with implementation

- How much wiill it cost?

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




e Working tbgether as a unified force
». ® Activating your Millennials & GenXers
® Make downtown & tourism your top priority

fl(
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—g ® Find and narrow yourfocus your brand
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The best time 10 plant a tree was 20 years ago.
The second best time is today.

Repeat after me. This is our pledge.

| promise to promote only what's TRULY unique.
| promise to be different.

| promise not to repeat things other people say.

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




&the your community development efforts!

in linkedin.com/in/rogerbrooksintl
@Roger_Brooks

f facebook.com/RogerBrooksintl/

@) travelwithiogerbrooks

travelwithrogeriorooks.com

Jon us Development
BROOKS www.DestinationDevelopment.org p
Inte tional




