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n addition to havmg a less-than-favorabie :mage, Fayetteville has little or no awareness as
a tourlst destinatlo :

[ creative.brief::

Answers to key questions.

What.do.we.want.them.to.think.after.seeing.our.ads?:: - ; :
Fayetteville restores, revitaiizes reaﬂ‘lrms my belief that America is the greate 4 country on’
' Rockwell the American Splrit is'alhre and well in




Why should they believe it?::

f//creative.brief;: K

Answers o key questions.







A strong brand has an insightful understanding of its frue
self - its weaknesses, its unique personality, ifs potential.

You can't expect your customers to understand you if you
don’t first understand yourself.




Hstrengths::

» military history/heritage
{American Revolution - Irag)
* 40 golf courses

* 300 restaurants

* historic sites

* proximity to 1-95

« Ft. Bragg

* museums

» diverse architecture
» southern, small-town feeling
¢ festivals/events

* place for everyone

« educated labor pocl
» patriotic

*» parks & gardens




/weaknesses::

+ low self esteem

« confused vision of what fyv should be
* “FayetteNam”

* sirip malls

« transient population (military)

= poor public perception 6f town

= high vacancy rates downiown

* museums not always open

» politics - county vs. city conflict

* no large community-based media (TV)
= poor support for focal events

+ inconsistent marketing

» beautification needed

* poor access to historic buildings

and some museums







ow the group described what the bran

ould hecome

Jiwhat.could.fyv.k

« the place where businesses want to locate

» owner of its own tv station

» #1 tourist destination between New York &
Charleston, SC

* the inspiration for the development of the
Cape Fear river

» a place known for its vibrant downtown living

» the authentic Epcot

* a leader in responsible development




» flowers everywhere - all arteries landscaped &
visually perfect
» a major golf destination

*» a federally designated heritage area

» a community unified by a clear vision of who
fyv is and what it wants to become

* a place that attracts corporations

» an attractive destination for good teachers

+ a town that has universal pride in itself

+ a destination where Ft. Bragg is integrated
into tourism




Historic, proud, determined, friendly, undiscovered, Southern and heroic
are key words participants used to describe the Fayetteville (FYV) brand.
The group listed a rich military history spanning from the Revolution
through iraq, 40 golf courses, 300 restaurants, museums, historic sites,
diverse architecture, patriotic and small-town feeling as FYV Strengths.

A low self-esteem, transient military popuiation, poor pubfic perception
{FayetteNam), county vs. city politics, unreliable access to museums and
sites and a confused vision of what the FYV brand should be were listed
as current and potential weaknesses.

The group agreed that in the next five years FYV could achieve the
following goals and become: a beautiful town where all arteries are
landscaped, a major golf destinatien, a federally designated heritage
area, a community unified by a clear vision of what it wants to become
and a plan to do it, a town that has universal pride in itself and has Fort
Bragg integrated into its tourism business. (See attached “To-Do List.”
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Msession.z

ffyv.on.its.consumer::

once a brand has defined itself, it must
define its customer. rather, the
consumer’s prevailing attitudes must be
picked apart and analyzed to formulate a
relevant, motivating brand message.




.group responses identifying
ey facts-about the core
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The group did not have a clear consensus of FYV's potential

? core target. Right now, the group considers FYV to have
two consumer targets: People with Military Families/interest
in the Military and Leisure Travelers. Both have a passion
for American history but that’s where the similarities end.
Those with military families/interest in the military are a
multi-generational group, split 50/50 male and female, make
$50-80k/year and are multi-ethnic and multinational. The
leisure travelers are 50+ retirees who make $50-75k/year
and are usually en route to another location.

The group agreed more research is needed to ascertain and
define FYV's potential core consumet. (Depending on how
EYV decides to markets itself, Destination or Stopaver, will
further identify FYV's potential core target.)




session.3::

fithe.consumers’view.of. fayelteville:

your cansumers feel a certain way about your brand. find it.
interviews will be conducted inside and cutside the company, and
the accumulated information will be sorted, processed and
ansiyzed.
















L _— While many of the answers given in the phone survey of visitors are 1co
s broad to be conclusive, some interesting data was gathered. With an
g it average age of 36-45, income of $50,000 - 58,000, and 2.96 travelers, the
S . average visitor in the phone survey seemed to mirror the demographics of
L the Military Families/Interest and Leisure Travelers.
R Y
S Ay That being said, far from being a day-irip or one-night stopover, the phone
R W ‘ survey indicated that these are staying in FYV for an average of 3.5¢ days.
itz

S 14% said they were on vacation and 13% pleasure. Only 7.1% said they
were visiting family. The length of stay and reasons given for visit, imply
pecple are coming to FYV as tourists - not just visiting family as the group
thought.

However, the psychographic target of those with a military/American
history interest seems right on. The Airbome & Special Ops Museum,

W Fort Bragg, 82nd Airborne Division Museurn and JFK Special Warfare
Museurmn were four of the top five sites they visited. Another finding
supporting this conclusion is that one of the top ways they found out about
FYV was through the Civil War Trails - indicating many have a keen interest
in FYV's connection to the Civil War.

We strongly recommend conducting more consumer research - of both
visitors and non-visitors. More specific questions concerning interests,
vations need o be asked to get deeper and more
FYV's current an ial visi







NC's capital -
- downtown bars
- well-known'
sporis teams’
~museums
‘weaknesses







s_trengths._
~= architecture




' hlstoncfi' ryon Paiace
] Neuse River '

-~ proximity to beaches.
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‘nc s capwto cxty

Territory/Role
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As with defining its core consumer, there was a mixed point
of view as to who FYV’s competition is. If FYV is marketed as
a Stopover town, its competitive set is Raleigh, Smithfield
and Lumberton. If marketed as a Destination, its competitive
set includes Charleston and Myrtle Beach. Raleigh is viewed
as a major competitor either way.

Four of the competition cities’ messaging fall into the Benefit
category. Ranging from “cheap shopping” to “fun escape”
they all market themselves by highlighting consumer benefits.
Charleston brands itself with Attitude messaging. Charleston
implies it’s the destination that puts romance back into its
visitors lives. Raleigh uses Attribute messaging to define itself
as NC's capitol city. Open messaging categories for FYV,
include Awareness, Territory & Role.




session.b::

/Ifinding.fyv's.core.values::

identifying core values is a straightforward
process. using words such as playful, safe,
serious, trustworthy, etc, identify the values
your company stands for. later, we will use
these core values as the basis for building the
brand personality.




/{core.values.exploration:: z

these are the isted responses from the group core value exploration.







portance.of.brand.personality:

Buying decisions are rarely made on a purely
logical level. If that were the case, product
attributes would be the sole reason one brand
gets picked over another. Suffice to say,
brand personality plays a considerable role in
a product's survival. Using your company’s
core values, we will generate a brand
personality.




//people::

* Gregory Peck as Atticus Finc
*To Kill a Mockingbird”

+ Tom Cruise as Maverick in
“Top Gun”

¢ Abraham Lincoln
+ Batman

+ John Wayne

+ Norman Rockwell (paintings)

¢ Uncle Sam

who.is.the.brand?::

Uncle Sam
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patriotic
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ﬁ session.’?
/Ipositioning.fayetteville:

Fositioning is a spece we will carve out n the
consumer's mind that defings the brand, as
well as s relevance 1o the compstition. From
this moment on, every communicaion, print
ad, v commercial, radic spot, s8ic., from your
company must relforoe this posifion or risk
insing s place in the consumer's mingd,
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2

3

Beautify every major artery leading into and inside Fayetteville
Get Federal Heritage designation

Meet with officlals from Ft. Bragg to discuss how they might integrate the base into FYV's tourism (perhaps
position it as a recruiting opportunity for them)

: Give downtown a much-needed facelift. Even if the buildings are empty they should feel fike part of the tour.
:: Clearly designate trails to sites/atiractions.
: Involve and unify residents in common vision of what town should/could be.

: Conduct research to ascertain who FYV's potential core consumer is. {(Depending on how FYV decides to markets

itself, Destination or Stopover, will further identify FY\’s potential core target.)




Every day in Fayetteville should feel like the Fourth of July

* Give tax breaks to businesses and residences that display the American Flag
@‘iave a parade celebrating America every day @ a designated time & place
» Give police the authority to “ticket” any car in Fayetteville not made in America
* Make it a city law that every restaurant must have apple pie and hot dogs on their menus
@’opu!ate the town with American Heroes who embody the American Spirit - George Washington, Thomas Jefferson,
Ben Franklin, Abe Lincoln, Babe Ruth, Chuck Yeager, Orville & Wilbur Wright, Tommy Franks, Robert E. Lee, Uncle
Sam, Blackbeard, Sir Walter Raleigh, etc. These people are never out of character and engage visitors in spirited

conversations on the street, in stores and @ bars.

« Have a flag-saluting ceremony every morning where the flag is raised at the Market House by Special Ops from Fort
Bragg '

* Spensor a county fair once a month ~ with potato sack races, greased pole climbing, etc.
* Have a Fireworks display every Saturday night
« Have Special Ops do a demonstration in downtown FYV once a week

@ve farmous Americans hitch-hiking to Fayetteville on I-95




¢ Put a Walk of Fame on the sidewalks in downtown Fayetteville featuring great Americans

= Play the star spangled banner every morning as a wake up call
+ Calt President George W. Bush to come for a visit

+ Sell Michael Moore pifiatas |

« Red, white and biue wrapped transit vehicles

* Every Friday school kids sing National Anthem in class

* WWIl reenactments every month

+ Distribute free fiags for display on cars, houses and businesses.

« Paint roads red, white and biue with stars for downtown




ffinquiries::

roberishaw. west
O19//556:8480

HHlocation::

Fidurhams:

313 westomain.strest
curhamnng

BTTOH
rewest@therepublik.ned




/{approve::
[/disapprove::

They're not  consumers
i they buy something.




