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The Benefits of Collaborative,
Place-Based Marketing
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* Gibbs Rehlen, Co-Founder, VT 30 Collective
« Matthew Banks, Founder, VT 30 Collective

« Tim Dolan, Marketing Director, SoVT Deerfield Valley/Bitown Marketing
« Matt Harrington, Executive Director, Southwestern Vermont Chamber
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Chief Marketing Mixologist™, Tipsy Social
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AMPLIFYING BRAND
IMPACT THROUGH
COLLABORATIVE &
PLACE-BASED
MARKETING

Andrew Mendez-Spera, MS CTA CGSP Hornessing Community and

ChiefM@():I;I:::,ri\tgh:/il:;(:;’ogist“" Geography for Business Success




OVERVIEW

e DEFINE PLACE-BASED, COLLABORATIVE MARKETING
e THE BENEFITS OF THESE INITATIVES

e STRATEGIES FOR IMPLEMENTATION

e VERMONT COALITION PANEL

e Q& A

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social




WHAT IS
COLLABORATIVE,

PLACE-BASED

MARKETING?




COLLABORATIVE, PLACE-BASED MARKETING

1. FORMAL MARKETING STRATEGY

2. FOCUS ON A GEOGRAPHIC AREA

3. LEVERAGE LOCAL PARTNERSHIPS

4. BUILD STRONGER COMMUNITY TIES
5. RESONATE WITH LOCAL AUDIENCES

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social




WHAT ARE THE
BENEFITS OF
COLLABORATIVE,

PLACE-BASED

MARKETING?




BENEFITS

1. ENHANCED COMMUNITY ENGAGEMENT

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social



COMMUNITY ENGAGEMENT

LOCAL EVENTS OR FESTIVALS
SPONSORED BY MULTIPLE
LOCAL BUSINESSES

. X
e Greater Community Turnout

* Increased Brand Loyalty PR 5

e \Word-of-Mouth Promotion R

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social



BENEFITS

1. ENHANCED COMMUNITY ENGAGEMENT
2. COST-EFFECTIVE MARKETING

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social



COST-EFFECTIVE

SHARING ADVERTISING COSTS
WITH LOCAL PARTNERS (E.G.,
JOINT SOCIAL MEDIA
CAMPAIGNS OR PRINT ADS).

 Reduced Individual Marketing Expenses
 Broader Reach

ADVERTISEMENT

Amplifying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mg z-S§




BENEFITS

1. ENHANCED COMMUNITY ENGAGEMENT
2. COST-EFFECTIVE MARKETING
3. AUTHENTICITY & TRUST

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social



AUTHENTICITY & TRUST

aA

PARTNERING WITH LOCAL
INFLUENCERS OR COMMUNITY
LEADERS WHO HAVE ESTABLISHED
TRUST WITHIN THE COMMUNITY.

e Authentic endorsements lead to
higher credibility and customer trust.

Amplifying Brand Impact through Collaborative & Location-Based Marketing | Andrew‘z—SpM



BENEFITS

1. ENHANCED COMMUNITY ENGAGEMENT
2. COST-EFFECTIVE MARKETING

3. AUTHENTICITY & TRUST

4. LOCAL EXPERTISE & RESOURCES

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social



EXPERTISE & RESOURCES

UTILIZING LOCAL KNOWLEDGE TO
TAILOR MARKETING MESSAGES
THAT RESONATE WITH REGIONAL
VALUES AND CULTURE.

e More relevant and effective
marketing campaigns.

Amplifying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Sp



WHY DO THESE
COLLABORATIVE
EFFORTS MATTER?

dez-Spera, Tipsy Social .
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MAKE IT YOURS

HUDSON VALLEY WINE & DINE

Collaborative campaigns such as the "Hudson
Valley Wine & Dine’ promotion have significantly
boosted tourism. This initiative led to a 15% increase
INn winery visits and a 10% increase in bookings at
participating bed-and-breakfasts during the

promotion period.
SOURCE: MID HUDSON NEWS

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social



A BEACON ARTS

BEACON SECOND SATURDAYS

This monthly event draws thousands of visitors,
increasing foot traffic and sales for local businesses.
On average, participating businesses report a 20-
30% increase in sales on Second Saturdays.

SOURCE: MID HUDSON NEWS

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social



WALKWAY WALKWAY OVER THE HUDSON
e HUDSON

These partnerships have resulted in a 12% increase
In visitor numbers to the Walkway and a 15%
Increase In overnight stays at local hotels. The joint
marketing efforts, including discounted package
deals and cross-promotional advertising, have
enhanced the overall tourist experience.

SOURCE: MID HUDSON NEWS

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social




4 DUTCHESS DUTCHESS TOURISM

HUDSON VALLEY REGION NEW YORK

DUTCHESS COUNTY FARM FRESH TOUR

The tour has attracted food enthusiasts from
neighboring states, leading to a 20% increase Iin
restaurant reservations and a 25% increase in farm visit
bookings during the tour season. The program also
highlights local produce, fostering a deeper connection
between visitors and the region's agricultural heritage.

SOURCE: HVEDC

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social




KINGSTON MAD

KINGSTON FIRST SATURDAY

This initiative has revitalized Kingston's downtown
areq, leading to a 30% increase in foot traffic and a
20% increase in restaurant sales on event days. The

collaboration has also strengthened the sense of
community and made Kingston a cultural hotspot.

SOURCE: HVEDC

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social



KEY TAKEAWAYS

» SEPARATE, BUT UNITED
* SAVES YOU MONEY

« EXPANDS YOUR KNOWLEDGE

« INCREASES BRAND REACH [] ——— e—
» BUILDS BRAND LOYALTY

Amplifying Brand Impact through Collaborative & Location-Based Markqiling | Andreez—




LOCAL
SUCCESS
STORIES

Amplitying Brand Impact through Collaborative & Location-Based Marketing | Andrew Mendez-Spera, Tipsy Social




i

VERMONT

13014

h

VT 30 Collective is a group of local merchants,
artists, farmers and non-profits committed to
building a better Route 30 experience in
Windham County Vermont.




Vermont 30 Collective profiles and
partners with the unique and diverse
local merchants, farms, non-profits,
locals and visitors who shape
Vermont’s Windham County.

The ultimate goal of the VT 30
Collective is to drive economic
development and well-being in the
area.

This three year campaign provides a
range of branding, marketing,
management, outreach, communication
and community services that will assist
in creating a vibrant and dynamic place
intended to help stimulate visitation,
grow businesses and enhance
communities.
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ACTIVATIONS

LAST 8 MONTHS:

Open Flag Campaign: 20 partners ,

Event Tabling: Newfane Heritage Fest, Townshend Pumpkin Fest

Sponsorships: Harris Hill Ski Jump, 24hrs of Stratton, Brattleboro
Brewers Fest Y

Social Media: The Real Vermont

Paid Media: digital ads

Earned Media: Reformer, Stratton Magazine
CREDITS - PEOPLE & SERVICE PROVIDERS:
Photography: Maaike Bernstrom

Brand Identity & Web Presence: Citizen Group, Curly Sprout
Media Partners: Vermont News + Media, Old Mill Road Media
Qtr Meeting Hosts: WW Supply, Retreat Farm

Instagram Coverage: Gibbs Rehlen

gﬁ?jﬁﬁlﬁ ?'f-l*?'l' Brochure Distribution: VT Visitor Center on Interstate 91

2024 FORUM IN JUNE AT RETREAT FARM
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SOUTHERN VERMONT

DEERFIELD VALLEY

The Southern Vermont Deerfield Valley Chamber of
Commerce was established in 1970 to support the
region’'s business community, promote its unique
natural assets and facilitate economic growth
throughout the area.
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THE SHIRES

OF SOUTHWESTERN VERMONT

A picturesque New England region nestled in the
Southwesternmost corner of Vermont, the geographic
designation may be Bennington County but in recent years
residents and visitors alike have come to affectionately call
this areq, The Shires of Southwestern Vermont.
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Sponsor Contant

THE SHIRES

| Garlic Grooves & Vermont Views: A
Labor Day Getaway in
Southwestern Vermont

Unscathed by Floods The Shlres of
Southwestern Vermont Offer a Resilient,

Enchanting Escape This Fall
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May the 4th be with you!

ol i) g SATURDAY, DECEMBER 2
PP R RS L S SATURDAY, DECEMBER 9
30 Brewers < Food TTucks < sireet restival
i Continuing cwver a three decade's long tradition, the

e : = 2023 Shires” moliday Inn Taurs, coordinated by the
%l . i Manchestar Business Association & The Shires of
; Sauthwestern Vermont, iriles you 1o foin ug on
two Saturdays in December to take self-guided

tourg off some of the best ladging establishmeants in
vermant.

18 Hhires ledging properties including  histornc
hotels, guaint inns, charming B & B's and lodges,
will open their doors from 1lam - 3pm <ach
Saturday to walzome Folks from near and Tar

FURCHASE TICKETS OM WEBSITE!

o k)

ALL PROCEEDS
GO TO SUPPORT:

CIE L

www.ExploreTheShires.com/holidaysintheshires V'th‘ﬂm'e,h W



GIBBS REHLEN MATTHEW BANKS TIMDOLAN MATT HARRINGTON

Co-Founder Co-Founder Marketing Director Executive Director
@Vermont30Collective @Vermont30Collective @Visit_Vermont @ShiresOfVermont
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W SOUTHERN VERMONT THE SHIRES

DEERFIELD VALLEY OF SOUTHWESTERN VERMONT
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NEXT UP:
AFTERNOON ROUNDTABLES

* Disaster and Climate Resilience Funders Roundtable Deerfield South
* Housing: Ideas and Connections for Action Deerfield North

* Engaging with Vermont's Data Ecosystem Raponda West

Vermont Creative Network Gathering Raponda Central
Strengthening Local Leadership Raponda South

Legislative Update (TBD) Somerset Ballroom (front)

Welcoming New Residents Somerset Lobby




