




















B} PROMOTION AND MARKETING RECOMMENDATIONS

8.3 Put the Brand to Work in Marketing Gloucester Village

Once the brand is established, it

can be used in marketing efforts in
conjunction with local businesses to
create a “seamless” image of Gloucester.
The following recommendations put
the brand to work in the community

through marketing.

8.3.1 Create a Local Loyalty Campaign

Gloucester has a lot to offer local
residents and visitors. However, it

is always a challenge to keep local
shopping in the forefront of local
resident’s minds amidst the many
options they have in nearby urban
communities. It is natural to expect
that residents will continue to do some
of their specialty shopping and dining
in other places, but if Gloucester
promotes the benefits of local shopping
to residents, they are likely to become
more loyal to local retailers. This is
particularly important in Gloucester
where 60% of the traffic in village stores

comes from Gloucester County.

A local loyalty campaign can help

retain these customers and recruit new
customers from the strong local base. A
loyalty campaign has the opportunity
to target all of Gloucester County and
positively profile the many businesses
and merchandise types that are available
in the village. Gloucester may even
consider a “Loyal Local Card” as a
program whereby the cardholder would
enjoy special offers (not necessarily
discounts) at participating Gloucester
merchants. 'The card could be stamped
or punched and, at the end of the year,
card holders with enough stamps would
be entered into a drawing for a prize or

weekend getaway.

8.3.2 Launch a Cooperative
Advertising Program

Many communities develop cooperative
ad campaigns that collect money from
individual merchants and place small
business card size ads in newspapers and
magazines. This form of cooperative
advertising tends to “get lost in the
shuffle” of the many media messages

being sent to consumers.

Gloucester could take the concept of co-
op ads, and create a small grant program
to help businesses advertise. A provision
of the grant would request the business
to use the Gloucester logo and tagline in
the ad, or better yet, follow a consistent
theme for the ads. A $3000 program
could leverage an additional $6000 in ad
placements a year at a 33% grant match.

A second strategy for the co-op effort
is to have coordinated media buys twice
yearly alongside the local merchants.
'This strategy does several things. First,
it works to avoid the door-to-door sales
pitch from a variety of media selling ad
space. Second, it allows the Gloucester
Main Street Association and its partners
the chance to compare media proposals
side-by-side. Third, it encourages
competition among the media to provide
downtown a good deal. Fourth, and
finally, it provides a clear way to place
media before the summer season and
before the holidays.
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8.3.3 Develop Guerilla Marketing Tactics

Many of the best marketing efforts do not rely on traditional ad placement,
however, and can be an affordable way to get the word out about what Gloucester
Village has to offer. These creative tactics are called guerilla marketing. Some
guerilla marketing ideas for the Gloucester Main Street Association are to work
directly with local real estate agents to ensure that the retail offerings in downtown
and throughout Gloucester are promoted in the real estate magazines that are so
ubiquitous in the area. Another tactic is to host neighborhood receptions, shopping
“crawls”, and retail advisory boards to help local merchants reach their client base.
Gloucester Main Street Association could hold a brainstorming session to think
up creative and inexpensive tactics to reach their consumer, then experiment. The
beauty of these creative tactics is that the community can quickly determine how

effective they are.
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