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How did we uncover the brand
for Greater Newark?
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North Star moves from
research to strategy to creative to action.
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Research & Planning Audit
Communication Audit
Situation Analysis
Familiarization Tour
Stakeholders/Community
Key Stakeholder Interviews
Stakeholder Focus Groups
Undercover Interviews
Vision Survey
Geo-demography
Consumer Profiling
(Residents)

Geo-demography Consumer
Profiling Inquiries
Perception Study
(Qualitative)

Community stakeholders,
regional stakeholders and
tourism professionals
Consumer Awareness &
Perception Study
(Quantitative)

Visitors and Non-visitors from
Philadelphia, PA and New
Jersey

Digital Brand Audit

In-Market Trip
Research and Materials
Audit

Competitive Analysis
Perception Study
(Qualitative) Community
stakeholders, regional
stakeholders and tourism
professionals
Consumer Awareness &
Perception Study
(Quantitative)
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Insights
 Newark has a perception problem
« Key assets: transportation and entertainment venues
« Accessibility

» All-access pass
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Greater Newark Brand Platform

Target Audience: For those inspired by a melting pot of cultures and
flavors,
Frame of Reference: Newark, the Garden State’s largest metropolis,

blossoming mere miles from New York City

Point of Difference: offers an all-access pass...to acts, events, games,
performances and showings

Benefit: giving you a front-row seat to endless opportunities.
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Brand Narrative
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Spontaneous
Participatory
Active
Ever-changing
Fashionable
Treat
Experience
Busy

Lively

Vibrant
Dynamic
Up-to-the-minute
Current

Unite

Melting pot
Blossom

Entertain/entertaining

Brand Vocabulary

Renew/renewing
Rich

Varied

Character
Multi-faceted
Limitless
Opportunity
Access/accessible
Shining/shines
Action

Live

Learn

Love

Front-row seat
Urban
Energy/energetic
Motion

Movement
Mobile
Scene
Vivacity
Energy/energetic
Progressive
Passionate
Compelling
Electric
Magnetic
Engaging
Perform
Play

Share
Inspire
Forward
Reward

Hot

Hot Ticket
Vibe

Gritty

In Motion
Fearless
Performance
Game
Moving
Event
Fast-Paced
Bright
Lights
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PRIMARY COLOR PALETTE

ORANGE RED TURQUOISE APPLE
RED GREEN

SECONDARY COLOR PALETTE

SUNBURST  ORCHID PURPLE NAVY SEA
GREEN
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Now what?

“What do we do first?”






#1 Assign a brand leader.



#2 Create a brand PowerPoint or
video presentation.






#3 Brand your stationery and letterhead.









#4 Make your Visitor Guide a
Happening reference.









#5 Create a digital and social media destination
that keeps people coming back.





















Ne a k Win a weekend getaway and experience world-class 2
w r entertainment happening just 8 miles from NYCI
Happening BEAUTY )) ROCK ))







| Love Memphis Blog

e More than 10,000 Twitter followers

e More than 27,000 Facebook fans

e An average of 90,000 page views and 32,000
visits per month on llovememphisblog.com

e Named the Best Blog and Best Twitter in
Memphis by readers of the Memphis Flyer for
three consecutive years.



e Launch a separate website as a hub for
Newark’s happenings from user
perspectives.

e Hire a happening Newark local to serve as
the city’s online ambassador.

e Hire a diverse crew of regular contributing
writers to create content for the site.



#6 ldentify easiest consumer touch points
and brand them.






#7 Inspire front line employees, business pariners,

and residents to become ambassadors
for the brand.


















Helping everyone explore, discover, save and share favorite places,
deals and events along their routes. In real-time, merchants

share specials, promotions, coupons, events and gas prices so
everyone can see what's happening along their way.




YILLIO: Self-Reported Messages
Along A Route



-

ctan Jréicilce ShdfdiSE@lce from the user’s route in the same
i ts a r@St@mr andgals staworfand YILLIO will re-route them,
tisfying their appetite.”
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#8 Intercept: Newark International Airport






#9 Intercept: Newark Penn Station






#10 Intercept: New Jersey Turnpike & Roadways






#11 Intercept: Pedestrians
(Downtown, Elizabeth, and neighborhoods)









#12 Intercept: Lodging






#13 Intercept: Venues



#14 Intercept: Shopping









#15 Intercept: Events






Questions?
How can you get involved?

Don McEachern
President & CEO

Don@northstarideas.com
615.232.2103 ext. 26

North Star Destination Strategies

www.northstarideas.com




