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|:| 24. Create video content on how to find local jobs geared to seasonal, harvest, and digital nomads

|:| 25. Integrate the Arts Across the Prairie program into the region and into the marketing program.
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INTRODUCTION & PURPOSE OF THIS PLAN

In June of 2021 the Red River Regional Council contracted with Roger
Brooks International to develop a Region 4 Tourism/Destination/Community
Development Action Plan that will increase visitor traffic and spending (tour-
ism), attract new residents, and increase economic activity in the four most
Northeastern counties of North Dakota: Pembina, Walsh, Nelson and Grand
Forks counties.

This plan is the result of this year-long effort, the Destination Development &
Marketing Action Plan.

To begin increasing the population
in these counties

To put the Rendezvous Region “on the map”as
a desirable place to live, visit, invest in, & raise a family.

I

R, ‘ et Al To slow the leakage of locally earned money
foe s Sk SR i R i 1R being spent elsewhere.
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FIVE DRIVING FACTORS OF THE NEW ECONOMY

1. QUALITY OF LIFE. For the first time in U.S. history, quality of life is lead-
ing economic development. Jobs are going where the talent is — or wants to
be. This means that community development (quality of life) is leading both
economic and tourism development.

In other words, it is critical to this effort to make the 42 incorporated com-
munities in these four counties more desirable places to live, work, invest in,
and visit. Doing so will require both physical changes in most of these com-
munities (product development) as well as a top-notch marketing effort.

2. TOURISM is the front door to your non-tourism economic development
efforts. Nothing showcases the quality of life better than tourism, which
focuses on your primary attractions, activities, and supporting amenities. This
includes the dozens of lakes in the region: fishing, boating, kayaking, canoe-
ing, stand-up-paddle boarding, etc.

Tourism also showcases your state and local parks, campgrounds, trail sys-
tems, golf courses, downtown shops and eateries, festivals and events, and
other community assets.

Anyone looking to invest in a community will come first as a visitor. Is this a
place a site selector’s client would want to be? Their employees? Does it in-
clude the priorities (item #5 on this list) demanded by young families? What
are the first impressions when visitors come into town? Does it seem wel-
coming? Proactive in making the community a better place to live?

3. THE RISE OF RURAL. The COVID pandemic, unprecedented inflation,
and the degradation of urban core areas have created a major shift in where
Americans are deciding to live.

The rural areas are perceived, and rightly so, as having cleaner air and water,
less social distancing demands, lower costs of housing, abundant recre-
ation, fewer negative social issues, and a stronger sense of community and
belonging.

4. WORK FROM ANYWHERE. We are now in the “work from anywhere”
movement, another major shift taking place during the pandemic. Remote
workers have learned how to effectively work from virtually anywhere that



has strong Internet access. Many workers now realize that where they live
does NOT mean their primary residence needs to be near their place of em-
ployment. And many employers are seeing improved productivity from their
remote workers — no matter where they are located.

5. THE MILLENNIAL PRIORITY LIST. Since the early days of American
history, people relocated to where the jobs were, which of course was neces-
sary in an industrial-based economy. As we've entered a global economy,
many of those jobs were sent overseas, leaving shrinking populations in
much of rural America.

Millennials, the largest generation in American history, now in their late 20s,
and 30s, have redefined the priorities they look for when relocating to a new
area or town. Job availability is no longer the highest priority.

According to Forbes, USA Today, the U.S. Census Bureau, research organi-
zations, and others, the following is the priority-list for Millennials, most of
whom are just now starting to raise families:

1. A great place to raise a family: Good schools, safety, child care, and
healthy environment and good health-care options

2. An engaged community, a sense of belonging (with cultural depth)

3. Recreation: Sports facilities, playgrounds, trail systems, waterways, etc.
4. Affordability

5. Jobs or entrepreneurial opportunities

This major shift, alone, is good news for rural areas and medium-sized cities,
such as Grand Forks, and proves why the other four driving factors are shift-
ing the way we live, where we live, and how.

HOW THESE FACTORS DRIVE THIS PLAN

This plan includes a first-rate tourism marketing plan that will pull people
into the “Rendezvous Region,” the tourism marketing effort for Northeastern
North Dakota.

Once implementation of the marketing effort is underway, it’s critically im-
portant that the communities present a good first impression, feel safe, and
are welcoming. It’s critical that businesses are inviting and have good curb
appeal, and be open with consistent hours and operating days.

Marketing will bring people to you just once. The ONLY thing that brings

them back is your product:

- The primary activity that attracted them to you

- Complimentary activities, such as local shops, eateries, parks, historical
sites, etc.

- Your amenities: parking, public restrooms, visitor information

- The people they interact with

If hundreds of thousands of dollars are secured and spent marketing the
Rendezvous Region, the primary and secondary tourism activities, local busi-
nesses (spending opportunities), and the people they meet MUST be good
enough to close the sale. Otherwise this entire effort will be for naught.

In the end, you will be defined by your product — not your marketing.
Implementation of this plan will begin in mid-2022, and the first year and a
half (through 2023) will be the “getting ready” period. This means this effort
includes 18 months to get the communities ready for the major push that will

attract new residents, business investment, and visitors.

There is a lot to do in just 18 short months.

Red River Regional Council - Destination Development & Marketing Action Plan 15
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For the first time in U.S. history quality of life is leading economic develop- The Rendezvous Region has been hard at work developing additional
ment. As noted above, jobs are now going where the talent is - or wants to photography (year round) and, through this plan, new video content, and a
be. This is part of the reason for the growth in the Grand Forks area. regional billboard advertising campaign.

Nothing showcases quality of life, or community development, like tourism,
which focuses on your top recreational activities, local amenities such as
playgrounds and sports facilities, and your local schools.

16 Red River Regional Council - Destination Development & Marketing Action Plan
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Anyone coming into the area will come first as a visitor. Is this a place their In fact, it’s the purest form of economic development: Visitors come, spend
client would want to establish a business? Will their employees want to live money, then head back home. No need for social services, additional hous-
in the area? What are the communities like? Are the locals welcoming? Open ing, increased policing, etc.

to change or growth?

The Rendezvous Region marketing program will help answer these ques-
tions. Finally, tourism, on its own, is a great way to welcome new visitors.

Red River Regional Council - Destination Development & Marketing Action Plan 17
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The top activity of visitors - not the reason they come but the top activity
once they arrive, is shopping, dining and entertainment in a pedestrian-
friendly setting. And this is where 80% of all non-lodging visitor spending
takes place. The goal of this plan is to showcase the Region’s recreational
opportunities, and then to encourage them to head into the towns for a meal,
treats, groceries, fuel or other local offerings.

18 Red River Regional Council - Destination Development & Marketing Action Plan

This is also why much of this plan concentrates on things local businesses
can do to pull new customers into their saloons, shops and eateries. This
includes beautification (curb appeal), better signage, posted operating days
and hours, and other low-cost improvements designed to increase sales and
better showcase what each community has to offer.
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The most cost-effective marketing priority in this plan is a billboard campaign
which will help local residents realize they are actually in the Rendezvous
Region. This is important since the top reason for travel is to visit friends and
relatives. Studies have shown that when people see the same message seven
times, they will remember it. This is Top of Mind Awareness, and billboards
are a great way to achieve this. The chart, top right, shows how many “im-
pressions” (how many people will see the billboards) each year.

Another important element will be working with major market media in both

Grand Forks and Fargo so that newscasters and weather teams will begin
referring to this area of North Dakota as the “Rendezvous Region” much as
they identify the “Devil’s Lake” area during weather and other news events.
This will help spread the word so that, over time, every resident and visitor is
aware of where and what the Rendezvous Region includes.

Red River Regional Council - Destination Development & Marketing Action Plan 19
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SIGNIFICANT CHALLENGES, FIXES & RESULTS

The following chapter outlines significant challenges facing the region along with major
strategies that can be implemented to help alleviate those challenges.

Red River Regional Council - Destination Development & Marketing Action Plan 21
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IMAGE

North Dakota has an image problem. Other than long harsh winters, which
can also be found in every Midwest state, it isn’t that people have a negative
image of North Dakota — they have little or no perception of North Dakota.

When you mention Alaska, people immediately imagine and are awed by

its mountains and glaciers, grizzly bears and wildlife, the untamed wilder-
ness, legendary fishing and hunting — all of which overshadow its long harsh
winters.

The western side of South Dakota is known for Mt. Rushmore, Custer State
Park, the Badlands, the Black Hills, Deadwood and Sturgis — and this focus
puts the entire state “on the map” as a storied must-visit destination.

Sarah Otte-Coleman, North Dakota’s Tourism Director, does an amazing job
with one of the smallest tourism marketing budgets in the nation. But when
the states around you are spending as much as ten times more to promote
tourism, the state is simply overshadowed by them.

Generally speaking, the only time the American public hears about North
Dakota is when a natural disaster, such as major flooding, puts the state on
the national news.

THE FIX: A better-funded tourism marketing program, more investment in
product development (the experiences visitors come to expect or make a
special trip to do).

The state, and its legislative body, needs to understand that tourism market-
ing is NOT only about attracting visitors into the state. It’s also the best way
to showcase your quality of life, your history, your cultural offerings, your
communities, your festivals and events.

Tourism is the fastest, cheapest, easiest way to get an economy moving again.
AND it's an easy, affordable way to get outsiders singing your praises — sell-
ing the state for you. Finally, it’s the best way to introduce North Dakota to
first-time visitors. Many may realize that North Dakota is a fantastic state to



live and raise a family in, start or move a business to, or to come back to visit
time and again.

There are several recommendations in this plan geared to improving the per-
ceptions of North Dakota, beyond just better funding of your tourism market-
ing efforts.

Much has to start locally. In several communities, we were photographing the
town, walking or driving while checking out neighborhoods, parks, schools,
or local businesses only to have local residents asking us “What the heck are
you doing here?” Or staring at us when we're trying to have lunch in a local
eatery.

And finally, the western side of North Dakota is clearly part of “The West,”
where the eastern side of the state is clearly in the Midwest, leaving the state
in a quandry as to where it fits in. Your neighbors to the south are so strong
as part of the west, with its western culture (Deadwood, Custer State Park,
etc.) that the entire state is easily seen as part of the west.

PRODUCT DEVELOPMENT

As noted earlier, in the end you will be judged by your product, not your
marketing. In what we've researched, North Dakota is near the bottom of all
50 states in percentage of public recreational lands. Recently, we read an arti-
cle that noted that 90% of North Dakota’s total lands are used for agriculture.
This leaves just 10% for residential, commercial, urban and suburban devel-
opment, and recreation. And most of the state’s recreational lands are in the
western side of the state, home to your national park and national grasslands.

Product development might include developing public-private partnerships
for sharing some lands for public use: trails, wildlife viewing, hunting, etc.

THE FIX: There are numerous recommendations in this plan dedicated to
product development. In fact, the majority of the implementation costs are
focused solely on product development. An easy fix is to start marketing
your lakes — not dams. Your dams are not like Grand Coulee or Hoover Dam,
where the dam itself is the primary attraction. Locally your dams are not a
primary benefit to attracting visitors. In driving nearly 2,000 miles in these

four counties, we encountered Larimore Dam, Homme Dam, Fordville and a
couple dozen “dams.”

Water-based activities are the top tourism draw in the world, be it on lakes,
rivers, or oceans. Renaming these waterways “lakes” (even reservoirs are
commonly referred to as lakes) will greatly enhance the Rendezvous Region’s
tourism efforts.

The primary benefit of tourism is getting people to spend money in your
four counties. A big part of the marketing effort will be to promote eateries,
local museums and historical sites, and local shops. If you can’t monetize
your tourism effort, then there’s no local benefit to attracting people to your
lakes and recreational offerings.

Here’s an example: The marketing effort might include promoting Lake
Larimore (rather than Larimore Dam) for its kayaking, canoeing and stand-up
paddle-boarding, but also encouraging lake visitors to stop in for lunch at
DB’s The Station, a great restaurant that is themed for its first-responder fire
departments. Or perhaps encouraging visitors to rent and try a stand-up-pad-
dle board, perhaps a small business opportunity locally. Or to stop in a shop
for fishing tackle and bait.

This means the businesses, which will be promoted specifically, must be en-
ticing to visitors. Probably 19 out of every 20 businesses we saw in the rural
communities (outside of the City of Grand Forks) did little or nothing to pull
us, as visitors, in their doors. In most cases we weren’t sure if the businesses
were even still operating.

APATHY

It was disappointing to hear a local elected official tell me that the weather in
North Dakota is horrible ten months of the year, and another telling me “We
don’t want damn tourists in our town.” We got a LOT of comments by front-
line workers along the line “Why North Dakota?” when we told them we
were checking out the area. The “there’s nothing here” attitude has festered
for generations, leading the state’s youth to commonly state that “I'm blow-
ing this state the second I graduate.” Exporting your educated youth is not a
good way to grow the population.

Red River Regional Council - Destination Development & Marketing Action Plan 23



There are recommendations in this plan that address this issue. Over a two-
month period, we ate and shopped in dozens of local establishments, and
while the workers were friendly, they could not imagine why anyone would
be looking at their community or even visiting the area. When asking “what
is there to do around here?” the universal answer was typically “nothing.”

THE FIX. Kids, in grade schools, need to be taught what's great about North
Dakota and why it’s a great place to live. There are recommendations in this
plan that will help stem the tide of self-deprecation towards North Dakota.

Nearly a dozen of the communities in the region need to be unincorporated.
They simply do not have the tax base to invest in making their communities
more desirable places to live. Nearly all are supported, already, by county
services. And those that would like to be unincorporated do not have the
funding to do so. This is a service the state could provide to them.

When showcasing the communities during the Assessment process, we took
time to show photography of each town: the fall color, playgrounds, homes
decorated for fall, well-manicured landscapes, nice churches, etc. After each
presentation locals would come up to us and say, “Wow! Our town isn’t so
bad after all.”

And, of course, it's not all roses. In the online questionnaire nearly 600 local
residents weighed in and a common thread was begging someone, some-
where, to help eliminate boarded up commercial buildings, falling down
shacks, abandoned homes and vehicles. A lot of local residents are embar-
rassed to admit they live in a town that seems to be dying or where the

eyesores bring the perception of the community down to a substandard level.

This is where the state’s Accelerate North Dakota program is so important to
this effort.

FIRST IMPRESSIONS

As you read through these challenges, keep in mind that none of them are
insurmountable. But they start with marketing: the ability to pull people from
other areas into the region to “check it out.” And then comes product devel-
opment: delivering on the promise of a great experience once these folks

24 Red River Regional Council - Destination Development & Marketing Action Plan

arrive — and being able to monetize the marketing by pulling visitors into
towns, eateries, campgrounds, hotels, and local shops.

As you've heard a thousand times before, first impressions are lasting im-
pressions. And new residents want to locate in communities where they see
positive change. In visiting nearly half of the 42 communities in the region,
our first impressions were positive: lots of trees, local parks in good condi-
tion, home owners that do a good job to look inviting with well-manicured
landscapes, etc. But then on a closer look they might see a few, or in many
cases, dozens of abandoned, boarded up or collapsing commercial buildings,
homes and churches.

THE FIX. Funding the Accelerate ND program, which provides funding to
purchase uninhabitable buildings and have them either removed or redevel-
oped. The outcome of this would open up these properties for homesteading
— attracting new residents or small businesses.

In the midst of assessing the towns, we came into one small town where
three formerly dilapidated homes had been used as practice burns for the lo-
cal fire department. Our first reaction to this was “Wow! This town is working
to clean up its mess. They are proactive, and this would be a great place to
live. To be a part of this ‘change.”

JOBS AND OPPORTUNITIES

So, in this process, marketing brings people in to see what you have to offer.
If you deliver on the promise (a good experience), many may decide that
the area they are visiting would be a great place to live. Next on their list is
to make sure they can make a living in or near the community. So the search
for jobs or entrepreneurial opportunities begins.

Like much of the country, there is a shortage of workers in the region. In
fact, recent statistics (March 2022) state that more than 11 million jobs are still
open across the country.

When providing the keynote address at North Dakota’s Main Street confer-
ence in 2019, Roger Brooks was told that the state has more than 60,000 job
openings, with a good share of those paying $100,000 or more a year.



The state’s major employers don’t seem to be using traditional job search
websites like Indeed.com or Monster.com. So where do people go to learn
about finding jobs — AND entrepreneurial opportunities in North Dakota? We
looked at the Job Services North Dakota website (jobsnd.com), which is a
very comprehensive website with a lot of great detail. However, if T decided
to move to Pembina County, and I search for any job openings in that area,
the site tells me there are 5,100 openings. But searching through them NONE
are in Pembina County and are, in fact, scattered all over the state of North
Dakota.

The challenge is that if we find a community we really would like to live

in, and then search for jobs or business opportunities in the area, we’re not
sure where a person would start looking. This website, unfortunately, doesn’t
help.

THE FIX: The fix would be to help job-seekers find jobs using specific
geographic criteria — a particular zip code, or county, or community and then
look within a certain commute radius. AND secondly, to post job or business
opportunities in that area.

. ‘f l ‘llh-

HOMESTEADING

This is where you “close the sale.” Implementation of this plan will provide
an effective marketing program bringing new visitors into the state and into
the Rendezvous Region. Then as the communities better develop ways to
pull visitors into their towns, shops and restaurants, and create an inviting at-
mosphere, they will tell their friends and families about the great experience
they are having, and that will dramatically improve the image and percep-
tions of the state — and the region.
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The goal is to have a portion of these visitors wanting to relocate to the area.
They will look for earning capabilities and then a place to call home or to
establish a business.

Earlier we talked about the fact that 90% of all lands in the state are estab-
lished for agriculture, leaving little available land for new residential de-
velopment. But the focus should not be on new undeveloped land, but on
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revitalization or redevelopment of existing properties — both residential and
commercial.

Through the Accelerate ND program, the state, and its regional partners,
would purchase properties, remove blight and public safety concerns, and
then many of these now vacant lots can be given away as homesteading
opportunities to new residents. In some cases, buildings can still be re-
purposed and revitalized, and then sold to private sector businesses, putting
them (in both cases) back on the tax roles.

Cities all around the country have been incentivizing people to move to their
communities. Tulsa, Oklahoma is offering $15,000 and a plethora of incen-
tives to get people to work remotely for two years from Tulsa. Dozens of
other cities and towns have followed suit.

But this plan includes a better idea: What if you were to grant new resi-
dents (from out of state or from the urban areas) a piece of property — with
strings attached. For instance, they would be required to build a home on the
site: no mobile homes or RVs. It would need to be a “stick-built” home or a
modular home.

Construction would need to begin within 18 months of acquiring the proper-
ty, or it will revert back to the “Redevelopment Agency.” And once construc-
tion begins, it would need to be completed within 18 months. Perhaps the
home would need to be at least 1,100 square feet (sorry, no tiny homes).

The Homesteading Act would provide access to private-sector lenders,
approved builders, with incentives to “buy local,” with perhaps Marvin
Windows providing wholesale discounts to new home owners in the area.

And if the new homeowner decided to then sell the house and build on an-
other homesteading site, that would be great. The Homesteading Act would
encourage this, creating more housing inventory, creating construction and
supplier jobs, while revitalizing a town.

The same could apply to commercial districts. In the smaller towns, there’s
little chance — in this Amazon.com age — that retail will revive, meaning



the commercial buildings in their downtowns could be removed to
make for room for residential, or could be converted to live/work space.
Homesteading would work for both commercial and residential zoned or
designated properties.

We have heard of young families who, as a group of friends, will come into
a town, homestead three or four lots, and then work very hard to make the
town an even better place to live and invest in.

MILLENNIALS

The largest generation in American history, this group of young families (for
the most part) have a lot going for them:

- They are the most civically-minded generation in U.S. history. In fact,

there are more mayors in their 20s and 30s today than at any other time in
American history. They want to be involved. This means that the communi-
ties run by the “good ‘ole boys” network needs to make way for future gener-
ations. Without change, communities are dying.

- Millennial fathers spend twice as much time with their kids as Boomers
did.

- They are incredibly diverse — and embrace it.

- They are the most educated generation in U.S. history

- They are extremely proactive — rather than reactive

They are experts at attracting like-minded people. They have never known

a time without the Internet, smart phones, and social media. They are your
best means by which to attract young families back into a state with an aging
population.

SUMMARY

This plan is geared to creating a North Dakota Pilot Program that we know,
from first-hand experience in working with and studying other locations, will
succeed and provide great results — the entire purpose of this plan.

North Dakota is home to eight regions, and we fully believe that each
Regional Council could provide the vehicle for this effort. With a total popu-
lation of less than a million people, working with regions is much more cost

effective than working with 53 individual counties, or more than 400 cities
and towns.

This program brings numerous state agencies, departments, and programs
together — especially those under the wings of the Department of Commerce:
Tourism, Economic Development, Finance, Main Street, Community Services,
workforce development. And then add Recreation, State Parks, Dept. of
Transportation, and programs such as Arts Across the Prairie.

This program brings all of these partners together, with a common goal and
a tremendous amount of expertise, to repopulate the four counties of NE
North Dakota, revitalize their communities, increase the tax base dramatically
through commercial and residential redevelopment, increase job creation and
retention, foster new investment, increase visitor spending, and increase the
perceptions of North Dakota as the amazing state it really is.
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THE PROCESS

It was extremely important that this be a boots-on-the-ground type of project
with time spent in all 42 communities in the four counties to really obtain
first-hand knowledge and a true reality-check as to the strengths, weakness-
es, opportunities and threats to any of the recommendations in this plan.

COUNTY TEAMS

To start the process, the Red River Regional Council assembled four County
Teams that would represent the communities in each of the four counties.

INTRODUCTORY WORKSHOP

Then Roger Brooks was introduced, and he provided a remote (during
COVID) presentation “Shift Happens,” which showcased the changes tak-
ing place across America and how those could affect the future of NE North
Dakota.

ONLINE QUESTIONNAIRE

At that presentation Roger introduced an online questionnaire allowing local
residents and stakeholders an opportunity to weigh in on their communities’
future. It began with several demographic questions followed by open-ended
questions including the following:

1. What do you think the top three assets of your community are (besides its
people)? Put them in order of priority.

2. What do you see as the three greatest challenges your community faces?

3. When friends and family visit, where do you take them (the top activities)?
4. What are your feelings regarding growth of your community?

5. If there are one, two or three things you'd like to see done locally, let us
know what they are and why?

6. What else could, or should, be done locally to make your community even
better?

7. Are you open to increasing tourism spending in your community?

Nearly 600 people weighed in, and the responses were very enlightening and
helped shape much of this plan.

DESTINATION ASSESSMENTS

Then, over a five-week period, the Roger Brooks team performed a
Destination Assessment of each community. They secretly-shopped each



community wearing three hats: that of a potential resident, business interest
or investor, and as a leisure visitor.

These photographic looks at each of the communities were presented in
county-wide public “Assessment Findings & Suggestions Workshops,” which
were well attended in each of the four counties.

Each workshop showcased first impressions, overall appeal, neighborhoods,
public facilities (parks, schools, medical facilities), downtown commercial
buildings, and local businesses. For each shortcoming or challenge, a “sug-
gestion” was included on how it could be addressed or corrected.

These were not recommendations, but ideas that locals could embrace to
make their communities more welcoming and to build community pride.

This effort also included a Marketing Assessment — looking at local web-
sites, social media channels, Internet searches pertaining to each community,
Google Images, etc. as any potential resident or business interest would do.
And it included reviewing state-wide marketing efforts as well.

REVIEW OF EXISTING PLANS AND STUDIES

The Brooks team then reviewed current plans and studies to see what efforts
are already under way and to see how those could be dovetailed into this
plan.

STAKEHOLDER INTERVIEWS

Over a two-day period Roger Brooks then met with numerous stakeholder
groups, letting them offer ideas, opinions, plans they were working on, and
challenges they face. This was very insightful.

RESEARCH AND PLAN DEVELOPMENT

From months of meeting residents, business interests, local governments, and
residents, this plan was developed and presented in May of 2022.

Walhalla
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INPUT FROM LOCAL RESIDENTS

Over a six-week period during the summer of 2021, an online questionnaire
was developed and promoted to people in the four counties (Grand Forks,
Walsh, Pembina and Nelson). More than 600 people provided input answer-
ing ten questions. The following is a summary of the key themes brought up
by residents of the region.

The first questions focused on where people live, the age group they are in
and other demographic information. If you’d like to see or review the full
responses, contact the Red River Regional Council.

The following questions are of particular importance and would be a great
resource, locally, to see what residents and business interests are thinking
and have to say about the counties they live in.

Grand Forks County Online Questionnaire Response Summary

What do you think the three greatest assets are of the area you live in (besides
local residents, friends, and neighbors)?

1. Good schools

2. Grand Forks downtown with its shops, restaurants, and the Greenway

3. Proximity to parks and nature

4. Feeling safe in the community

Comments include that there are strong inter-organizational partnerships, and
there is low crime in the area.

What do you think the three greatest challenges are of the area you live in
(besides residents, neighbors, or the weather)?

1. Lack of workforce

2. Lack of affordable housing

3. Lack of shopping and restaurants

4. Lack of things to do for all ages

Comments include:

- Rents are high, and affordable housing is hard to find. During the 1997
flood, much of the entry-level home supply was destroyed, and the housing
market never recovered.



- There are plenty of bars in Grand Forks, but for those who want a different
type of nightlife, it’s hard to find.

- People don’t know how to find out about events being held, so marketing
of events could be improved.

When friends and family visit you, where do you take them?

1. Restaurants in Grand Forks

2. Shopping

3. Parks (including the Greenway, local parks, Icelandic, Turtle River, Devils
Lake)

4. UND sporting events

What are your feelings for growth of the town or area you call home?

The majority (87.8%) say they would love to see it grow. 12.2% like it just the
way it is now, and hope they maintain the current population.

Comments include:
- We need more people to meet the employment opportunities. People want
more restaurants and to see the small, local businesses thrive.

- We don’t have the community support to allow school growth and infra-
structure to support more homes.

- Would love to see more small town businesses thrive.

If there are one, two, or three things you'd like to see happen locally, what
would they be?

1. More activities and attractions for every age, including: an aquarium, chil-
dren’s museum, new park development, a water park, arts activities, commu-
nity garden

2. More shopping and restaurants, including resurrecting Columbia Mall and
expanding the farmers market

3. More affordable housing

4. More events, including historical

5. More childcare

What else could be done locally to make the area you call home an even
better place to live and work in?

1. More activities and attractions for every age, including: a free community
center, basketball court and pool tables at the mall, concerts, public library, a
700, a Red River Valley museum, mini golf course

2. Promotions to help change attitudes to embrace the area and make it be-
come more welcoming

3. High paying jobs

4. Fix the roads

Are you open to increasing tourism spending in your community?

The majority of respondents indicate that they are open to increasing tourism
in the community — 87.8%. 9.8% are unsure.
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Walsh County Online Questionnaire Response Summary

What do you think the three greatest assels are of the area you live in (besides
local residents, friends, and neighbors)?

. Small town atmosphere

. Schools

. Medical

. Parks and outdoor recreation (especially the Grafton Parks Dept)
. Safe community

. Grocery store
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What do you think the three greatest challenges are of the area you live in
(besides residents, neighbors, or the weather)?

1. Lack of shopping and restaurants

2. Lack of activities for families, teens, children, and seniors
3. Lack of workforce

4. Lack of affordable housing

5. Lack of childcare

Comments include:

- There’s not much for young people to do, and it’s hard to meet others
when you’re new to the community, so why would young families move
here?

- Leaders and many people are closed-minded to any change.
- Many buildings are run down and look bad.

- Need more shops and restaurants.

When friends and family visit you, where do you take them?
Out to a restaurant

. City or local park (especially Leistikow Park)

. Drive in the country or through the towns

. Homme Dam

. Events
. Grand Forks

[ NVARN NS TR SR
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7. Theater/movies
8. Pembina Gorge

What are your feelings for growth of the town or area you call home?

89.6% of respondents would love to see their town or area grow. 10% say
they would like it to stay the same.

Comments include: If it's not growing, it’s dying.
- Would love to see downtown Grafton come alive and get cleaned up.

- We need more entertainment, restaurants, stores.
- We need more homes.

If there are one, two, or three things you'd like to see happen locally, what
would they be?

1. More stores, including clothing, shoes, personal items, grocery

2. More restaurants

3. More community activities/events that are family friendly

4. Clean up downtown/make it vibrant/build a plaza downtown for activities,
splash park

5. See more young families move into the community

6. More affordable housing

7. More activities/amenities for kids, such as a community center, arcade,
indoor swimming pool, roller skating rink

What else could be done locally to make the area you call home an even better
place to live and work in?

1. More community involvement, including young people, to create a stron-
ger sense of unity. More coordination between private and public to get
things done.

2. Clean up the downtown area and make it beautiful and welcoming.

3. More community activities and events, such as group kayak trips, pickle-
ball lessons, band or choir, art classes, outdoor movie nights, etc.

4. More childcare

5. More affordable housing

6. More community leaders who are open to change

7. More marketing of events and activities
Are you open lo increasing tourism spending in your community?

88.4% are open to increasing tourism spending in the community. 11.2% are
unsure.

Comments included:
- We rely on visitors to keep our businesses, including eateries and bars,
open.

- Bring more money to the area.

- There is already a shortage of employees for businesses; increased tourism
may cause increased stress and staffing issues.

- We have a lot to offer and a vacation for someone might even result in
people moving to this area.
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Pembina County Online Questionnaire Response Summary

What do you think the three greatest assels are of the area you live in (besides
local residents, friends, and neighbors)?

. Pembina Gorge

Outdoor recreation (besides Pembina Gorge)
Quiet, safe, rural living

. Frost Fire

. Icelandic State Park

. Schools
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Comments include:
- Beautiful area with tremendous potential.

- We have good internet service, which is essential since we’re so remote.

- Proximity to Canadian border is gopod—many Canadian visitors (when no
COVID).

What do you think the three greatest challenges are of the area you live in
(besides residents, neighbors, or the weather)?

. Lack of shopping/too many businesses closing
Lack of restaurants

Lack of housing

Opposition to change

Lack of activities

. Lack of workforce

. Population loss

. Lack of high paying jobs

e I O

Comments include:
- COVID has had a huge impact on the county because Canadians haven’t
been able to visit.

- Too many empty buildings. Too much negativity. Need childcare.



When friends and family visit you, where do you take them? 2. Bring in more shops, grocery stores
3. Stores need to be open on weekends and after 5:00
1. Restaurant or bar 4. Improve people’s attitudes—become welcoming and positive
2. Pembina Gorge 5. More activities and events, such as farmers markets with music
3. Icelandic State Park 6. Attract more young families to live in the area and become involved
4. Frost Fire 7. Increase marketing to bring more tourists
5. Scenic drives
6. Golf Are you open lo increasing tourism spending in your community?
7. Swimming pool
8. Museums and historical attractions 94.9% of respondents are open to increasing tourism. 5.1% are unsure.
What are your feelings for growth of the town or area you call home? Comments include: Yes! Yes! Yes! Increasing tourism is very important to

Pembina County. Tourism is essential.
93.9% of respondents say they would love to see their town or area grow.
6.1% just like it the way it is now.

Comments include:

- We need to grow; we need to bring young families into the community.

- Local businesses can’t survive on just the local traffic. We need something
to attract people back.

If there are one, two, or three things you'd like to see happen locally, what
would they be?

1. More restaurants and shopping

2. More affordable housing

3. More community involvement and working together with a positive
attitude

4. More community events and festivals

5. Clean up downtowns, storefronts, and people’s homes so that the commu-
nity looks good

6. Community center with fitness center

7. More young families moving here

What else could be done locally to make the area you call home an even better
place to live and work in?
1. Improve the appearance of our towns with clean-up, demolishing old

buildings, give buildings a face-lift
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Nelson County Online Questionnaire Response Summary

What do you think the three greatest assels are of the area you live in (besides
local residents, friends, and neighbors)?

1. Small town, friendly atmosphere

2. Medical, hospital

3. Outdoor recreation, including McVille Dam, Stump Lake, parks, golf
4. Good schools

5. Grocery store

What do you think the three greatest challenges are of the area you live in
(besides residents, neighbors, or the weather)?

1. Lack of basic shopping options and restaurants
2. Lack of jobs

3. Lack of housing

4. Distance to medical facilities and shopping

5. Lack of activities for all ages

6. Lack of workforce

7. Decreasing population

8. Road maintenance and public water problems

Comments include:
- One of the major concerns is housing.

- Many buildings are dilapidated, empty, and need to be torn down.
- Limited job opportunities.
When friends and family visit you, where do you take them?

. Local restaurants or bars
. Stump Lake Park

. McVille Dam

. Local park

Golf

. Devils Lake

. Grand Forks

. Community events
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What are your feelings for growth of the town or area you call home?

85.9% of respondents would love to see their community grow. 14.1% like it

the way it is now and want to just maintain the current population.

Comments include:

- I would love to see the town grow and remodel parts of the town. But, I

would also like to keep it a small town.
- I would like to see some growth especially a real grocery store.
- Need growth, but don’t bring in the rif-raf.

If there are one, two, or three things you'd like to see happen locally, what
would they be?

Are you open lo increasing tourism spending in your community?

90.2% of respondents are open to increasing tourism spending in the com-

munity. 6.5% are unsure, and 3.3% do not want to increase tourism spending

in the community.

Comments include:

- I would love to see tourism increase but I feel the existing businesses
already struggle finding workers so that issue would also need to be
addressed.

- Would love more local shops.

- Currently there is no reason for anyone who lives outside of McVille to
come here.

. More housing

. Grocery store

. More shopping, businesses, restaurants
. Indoor recreation

. More social activities

. Expand golf course

. Indoor recreation/community center

. More kids’ activities

. Small manufacturers for more jobs

- We have amazing nature here.
- Safety concerns.
- Yes, I think a few people would have a hard time with any change, but

anyone with common sense would know that without bringing in more
people to spend money in the area, nothing is going to get any better.
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What else could be done locally to make the area you call home an even belter
place to live and work in?

1. More community events and activities/entertainment

2. Clean up Main Street/get rid of falling-down buildings/increase curb
appeal

3. More job opportunities

4. Fitness/recreation centers

5. More restaurants
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IMPLEMENTATION OUTCOME

The ultimate goal of this plan is to begin increasing the population in these four coun-
ties, particularly in the rural areas that have seen population declines for the past several
decades.

Tourism is the fastest, easiest way to convince consumers to visit the State of North
Dakota. And once visitors are in the state, it will be key to convince them to visit the
Northeastern most counties in the state. This is the first step.

But to succeed, the Rendezvous Region will need significant marketing dollars. To be
successful, this will require an annual budget of at least $250,000 a year. What would
these funds be used for?

1. STAFFING. Three full-time marketing professionals would be hired to implement
the marketing recommendations made in this plan. One would concentrate on public
relations and social media—getting attention for this area. The second person would be
charged with content development: This would include four seasons of photography,
videography and B-roll footage, working with a “spokesperson” who would be the face
of the campaign on camera in a series of two to seven-minute videos, which would be
developed for a YouTube channel and other media and social media outlets.

The third staff member would manage the program as the Executive Director. This
person would manage the budget, work with media influencers, work with the North
Dakota Tourism office, and work with local attractions, activities and communities so that
they are ready to welcome visitors into their cities and towns.
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2. TOMA. About $100,000 a year would be dedicated to advertising and
public relations efforts. Often influencers require a stipend, or outright fee, in
order to help promote the area.

Initially, a billboard program would be implemented so that local residents
know what and where the Rendezvous Region is. While performing the
Destination Assessment, we asked dozens of local front-line workers if they
knew where the Rendezvous Region was. Other than local stakeholders (state
parks, elected officials, chambers of commerce, tourism-based businesses)
not a single person was aware of the Rendezvous Region.

This is certainly not the fault of the Rendezvous Region, but is due to lack of
financial resources to make sure everyone IS, in fact, aware of the Region.

Leasing billboards along Interstate-29 and Highways 2, 17 and 5 (where and
when available) that would include messaging along the lines of “Welcome
to the Rendezvous Region” and a secondary message such as “Top 3 Must
Do’s: RendezvousRegion.com”

Other messages would include “Top 3 SUP lakes,” or “Top 3 golf destina-
tions,” or “Top 5 camping spots” and other teasers designed to create a call to
action.

This campaign is designed to accomplish several things:

- Let local commuters AND visitors know they are IN the Rendezvous Region
- To tease both locals and visitors to go to the website to satisfy their curios-
ity, “What are these top three or top five activities?”

- To create Top of Mind Awareness, or TOMA. When people see these mes-
sages at least seven times, they will know what, and where, the Rendezvous
Region is, and they won't forget it.

- This will also create community pride. After all, we're promoting the very
best of what the area has to offer.

This campaign would utilize billboards between leasing periods to save costs.
These are typically vinyl wraps, meaning they can be re-used and re-posi-
tioned around the region.

While 2022 will be the “getting ready” year, the “Outdoor” or billboard cam-
paign would run from April of 2023 through at least October (during harvest)
- and then beyond, based on available funding.

3. CONTENT. The third key ingredient is making sure the Rendezvous
Region website, social media pages, and YouTube channel include the con-
tent necessary to “close the sale.”

This includes top-notch professional photography, videography, and an on-
camera spokesperson “selling” the “Very Best of North Dakota’s Rendezvous
Region.”

This includes creating “Top 3” and “Top 5” things to do in various categories
such as fishing, boating, hunting, hiking, biking, ATVing, wildlife viewing and
others.

This would also include working with online influencers in these various
categories so they are also spreading the word of what this area has to offer.

Any print or online advertising would be placed in niche markets such as
Hunting and Fishing News, Bicycling Magazine and in various niche market
publications that reach target audiences in the Midwest and West.

4. SPENDING. The fourth, and primary goal of this effort, is to pull visi-
tors into the towns for groceries, gas, supplies, restaurants, and retail shops.
The best of these would be promoted in a brochure “The Very Best of the
Rendezvous Region.” This would be available as a download, and would also
be included in visitor information kiosks placed in each of the towns at key
locations.

The Assessment Findings and Suggestions were presented to each county
and provided in digital format under separate cover to the Red River Regional
Council. Each town should begin implementing the suggestions offered.
Addressing items such as curb appeal (beautification), blade signs, paint,
operating days and hours is not so much for the locals (although it will help
build community pride) but for visitors. The old saying “you can lead a horse
to water but you can’t make them drink” applies here. The tourism effort will
bring visitors into the region’s towns, but curb appeal is what will “close the
sale, convincing visitors to head on in to the various shops and eateries.

As visitors discover these Rendezvous Region towns, the goal is to get some
of them to decide the town would be a great place to live, raise a family, or
retire in. And perhaps many will open new businesses or relocate businesses
into these towns.
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HOW TO USE THIS PLAN

First of all, this is not a study nor a strategic plan; it is an Action Plan — a To
Do List of specific actions to take. Instead of general strategies, goals and ob-
jectives, this is a plan in which every recommendation includes the following:
- A brief description or title of the recommendation

- When it would be implemented

- Who would take the lead

- Approximate cost

- Options for funding it (where the money would come from)

- The rationale for making the recommendation

- Detailed instructions and links to resources

If you noticed, the table of contents is the to-do list. Next to each recommen-
dation is a check box. All recommendations are put in chronological order of
implementation and can be checked off once those assignments have been
completed or are under way.

Every partner in this effort should have a copy of the plan, and they can
highlight the recommendations for which they are responsible. They should
meet once a month to compare notes and to update other partners on prog-
ress. This plan is all about getting everyone on the same page, singing out of
the same hymnal.

This is a plan that sits on your desk, not on a shelf gathering dust. It is a liv-
ing, working document.

Finally, this is a three-year plan. There are numerous initiatives that will
extend beyond just the three years of this plan, but times change as do per-
sonnel, organizations, and funding sources, and so typical plans can quickly
become out of date or out of touch with current happenings.

In Month 30, or so, the Red River Regional Council will begin working on the
next three-year action plan. This is where incomplete items in this plan can
be readdressed, new recommendations added, and new stakeholders intro-
duced into the effort.

In reality, this is an effort that will take approximately ten to 15 years to fully
achieve: Seeing increasing populations in most of the 42 communities, dra-
matically increased tourism spending, improved community assets, activities,
and facilities, and substantially increased economic activity in the Red River
Region (Region #4).

This plan should be reviewed once a month at the Team meeting to keep
people on track and pointed in the right direction.
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THE PLAN

This plan is like a puzzle. You can’t implement some of the recommendations and not
others. Like a jigsaw puzzle, if you toss some of the pieces away, you end up with a
worthless puzzle.

They are put in chronological order so that the implementation partners can simply work
down the list.

Please remember that 2022 is the “getting ready” year - getting things in place so that
the local communities, attractions, activities, and supporting businesses are in place and
ready to showcase what each has to offer.

The following plan is broken into three primary sections:

- Red River Regional Council

- Rendezvous Region Tourism

- And then the action items for each community, in each of the four counties

NOTE: The scope of work for this plan does not include Cavalier County outside of the
Pembina Gorge. For this we're truly sorry, but since we didn’t spend time in the county,
it would be inappropriate for us to make recommendations to increase tourism within
the county, but we believe it is important for Cavalier County to be involved.

By going through the “Assessment Findings & Suggestions” portion of this plan, we’re

quite sure initiatives will surface that the communities in Cavalier County can include in
their community and tourism development efforts.
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RED RIVER REGIONAL COUNCIL  RENDEZVOUS REGION TOURISM

The two primary partners in this effort include the Red River Regional Council and the
Rendezvous Region Tourism Council. You might think of it this way:

The Rendezvous Region is the advertising and public relations agency for the region. It
is their charge to convince local residents to keep their visitors local, and to encourage
visitors from outside the region—and in neighboring states—to spend time and money
within the region.

It's the charge of the Red River Regional Council to concentrate on product development.
This would include working with the counties, the communities, the waterway boards,
local businesses, North Dakota Dept. of Transportation (wayfinding), state and federal
agencies, and other partners on making sure the “product” and experiences will deliver
on the marketing promise.

And, once again, keep in mind that marketing will only bring people into the region
once. The only thing that brings them back are:

- The people they interact with (front-line employees)

- The primary activity that pulls them into the region

- The complementary activities (“What else do you have for us?”)

- Your amenities: parking, restrooms, visitor information, wayfinding, etc.
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Recommendation #1: Redevelop the Rendezvous Region Board

Description: This details the recommended makeup of the Rendezvous
Region board.

Implementation timeline: August 2022

Leadership: Rendezvous Region Tourism Council
Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: Nearly every destination marketing organization
around the world has a board made up of industry-specific interests. These
boards typically include between seven and 15 board members with the av-
erage being between seven and ten people.

We recommend that the Rendezvous Region Tourism Council include three
people representing each of the five counties in this program. Including addi-
tional counties, this is detailed in the following recommendation.

This would be a board of 15 industry-specific individuals, plus a few ad-hoc
members:

One person would represent the lodging industry. They can be a hotel (rec-
ommended), motel, or campground owner or general manager. These folks
collect most of the lodging taxes used to promote tourism and should have a
voice in how the area is promoted.

The second person would represent one of the county’s largest, or most vis-
ited attractions. This could include a State Park Manager or superintendent,
or a museum, a private-sector attraction, guide service, popular restaurant or
retail shop.

The third person would represent the waterways in the county. The top
recreational attractions in all five counties revolve around the small lakes (or
dams), which are ideal for fishing, sightseeing, bird watching, and paddling.



This board would include those that are currently in positions as identified
above and currently active in the tourism industry.

As ad-hoc members, Julie Rygg, representing Grand Forks offers a tremen-
dous amount of expertise and experience and is a great addition in providing
guidance along the way:.

You could add an ad-hoc member from the North Dakota Tourism Office, or
from the Red River Regional Council, which represents all of the five counties
that are apart of this program.

This recommendation is NOT being made because there are any issues with
the board which has already done so much for the tourism effort, but to
really narrow the focus of this effort on TOURISM—pulling visitors into the
region and getting them to spend money while visiting.

The board should include those, specifically, in the industry and representing
your best, most popular destinations and the lodging industry.

We recommend revising the board ad the very first assignment in this plan.

About 80% of this plan is for, and relies on, the Rendezvous Region’s efforts.
After all, tourism is the front door to your non-tourism economic develop-
ment efforts.

So this plan is a “fresh start” for the Rendezvous Region. Once again, prior
boards have done an excellent job with their efforts and they should be
commended.

In fact, we recommend hosting a banquet or “dinner” event for the current
and past board members thanking them for their years of service.

This, in essence, is the creation of a new path forward, putting tourism on
the front burner, rather than secondary to job and resident attraction efforts.

This board MUST be actively engaged, enthusiastic about the future, aggres-
sive in making things happen locally, and would include one or two great
spokespeople able to help secure funding, support from the state and federal
resources, and knowledgable about tourism—they have a vested interest in
the success of this and following programs.

They are the champions that will drive this plan forward, find great staff
members, and will push the region forward as a desirable destination for visi-
tors, new residents and investment.

These changes may require rewriting or changing current corporate bylaws,
including length of time board members can serve and other factors.

We recommend that the current board work to develop the “new” board and
then vote to adopt that board. This might require current board members to

resign their positions, with the utmost thanks, for the time they served on the
board.

Once the board is in place, it’s important that they report, perhaps once or
twice a year, to other organizations, such as the job boards and economic
development agencies that also play a role and should be aware of how you
are promoting the counties they represent.
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Recommendation #2: Define the regional boundaries

Description: This is where we get the two primary organizations on the same
page, working in and for the same geographic area of the state.

Implementation timeline: August 2022

Leadership: Red River Regional Council, Rendezvous Region
Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: The two key organizations in this effort represent
different geographic boundaries, and before you can really get started in a
strong partnership you need to work together in identifying the area you
serve.

It is the recommendation of this plan that both organizations represent Grand
Forks County outside of Grand Forks, Walsh, Pembina, Nelson and Cavalier
Counties.

Here’s the rationale:

1. The city of Grand Forks already has a top-notch tourism development
and marketing program that concentrates on Grand Forks, East Grand Forks
and its bedroom communities. It only makes sense that they would concen-
trate their efforts on this urban area, which accounts for virtually all of their
funding.

Additionally, they have very little in common with the rural areas of Grand
Forks County and the other counties in this program.

While Julie Rygg and her staff have no issues helping to promote the ru-
ral areas, including sending their visitors out of Grand Forks for day trips,
the Rendezvous Region’s primary marketing effort is to pull residents (and
their visitors) that live in the Grand Forks urban area into the outlying areas
of these five counties. AND for overnight stays. After all, overnight visitors
spend three times that of day visitors.
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2. The primary reason for including the remainder of Grand Forks County
and Nelson Counties is two-fold.

First. access to the Highway 2 corridor is of vital importance, especially due
to the high traffic counts, the fact that it’s a primary route to Devil’s Lake—al-
ready a major tourism draw—and the fact that you can promote the region
easily with the billboard campaign.

Also, Larimore Dam and the town itself are home to spending opportunities,
additional recreation, and campgrounds.

Lakota is situated as perhaps the first “stopping point” for people heading to
or from the Devil’s Lake region—providing an opportunity to capture addi-

tional tourism spending, and a chance to provide visitor information services
and marketing materials showcasing Pembina, Walsh, and Cavalier Counties.

The Highway 2 corridor is a VERY important area in which to promote the
region. It’s also home to one of, if not the only, stand-alone visitor informa-
tion centers and rest stops in the region.

Nelson County features beautiful terrain and a number of lakes (or dams)
that can enhance the tourism experience. In fact, Stump Lake and the historic
village are one of the best and biggest tourism draws in this region of North
Dakota.

The more you have to offer, collectively, the further people will travel to you,
the longer they will stay, and the higher chance you have of getting them to
come back time and again.

Also, you are far more powerful as one loud voice as opposed to numerous
separate smaller voices.

Adding the rural areas of Grand Forks County and Nelson County could
also open up additional funding opportunities. If each of these five counties
pitched in $60,000 a year, the Region would have a $300,000 a year market-
ing budget.

Being able to define the region as the Highway 2 corridor and west of
Interstate 29 makes the region easily identifiable.
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join forces with either the Devil’s Lake area or with Griggs, Steele and Trail
Counties. This would put them at a distinct advantage as they would be far
closer to the two primary markets of Grand Forks and Fargo.
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The more you have to offer collectively, the further
people will come and the longer they will stay.

portunities

Some concern was voiced that adopting the two additional counties would
step on toes of other organizations, such as the Grand Forks is Cooler cam-
paign. In fact, this would bolster that, and other campaigns, by adding an
additional marketing factor: The Rendezvous Region. This program in no way
competes with any other efforts, but will actually benefit them.
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It won't cost a dime more to promote this larger region

2

also look at the Rendezvous Region, which also promotes the best tourism
assets in Grand Forks County beyond the City of Grand Forks.

And all, and every, campaign can simply note they are located in “The
Beautiful Rendezvous Region of North Dakota,” which will add additional
marketing assets used to close the sale.
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The population of Walsh County is approximately 10,563. The county has a total area
of 1,254 square miles.

In fact, the Rendezvous Region website would be redeveloped to include the
pull-down menu items (above) that can direct visitors to the Grand Forks is
Cooler website, or to other Regional Job Development Authorities, economic
development agencies, or to local municipal and/or county websites.

This program does not suggest any changes by any other organizations in the
region at all. It simply adds a geographic identifier to the region, and addi-
tional marketing assets showcasing the quality of life the region offers.
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This plan includes several primary marketing efforts: A billboard campaign The campaign will provide access to the heaviest traveled roads in the region
along 1-29, Highways 2 and 15, as well as a redesigned website, social media  and will also intercept visitor traffic heading to the Devil’s Lake area, already
channels, a VLOG and YouTube channel with an on-camera personality of the state’s most popular destinations, letting them know there are also ter-
promoting the region, and development of new printed collateral materials: rific destinations along the way and closer to home.

Birding Guide, RV & Camping Guide, Paddling Guide, History Trail, Fishing
& Hunting Guide and a Very Best of the Rendezvous Region guide.
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There are only four killers of this effort

e | ocal politics

e Fear of the unknown

® L ack ot Champions
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This entire plan revolves around marketing the region as a whole, leveraging
it’'s waterways and historical attractions - the top two tourism assets found in
this region of North Dakota.
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Recommendation #3: Begin an outreach effort

Description: Spend time in each community and with each waterway authority
to determine their needs and desires in participating in this program.

Implementation timeline: August 2022
Leadership: Red River Regional Council staff
Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: Once the boundaries have been set for both the
Rendezvous Region and the Regional Council, the very next step is to visit
every single community to find out what their primary challenges are, the
assets they'd like to share with visitors, and to see if they want to be a part of
this program.

During the Assessment process and in public meetings several local elect-
ed officials voiced their disdain for tourism, and others had no idea why
we were there and really didn’t seem to want to engage with “outside
interference.”

The Regional Council should meet with each city’s elected officials either

in a council meeting or council retreat, where this plan and the Assessment
Findings & Suggestions can be shown and discussed. Then the community
can let the Regional Council know whether or not they’d like to be a part of
this effort.

- Do they want to see population increases in their community?

- Do they mind “sharing” local lakes and waterways with visitors?

- The same with local campgrounds?

- Are they willing to disseminate visitor information at various points in town?

- Are there local businesses that would like to tap into tourism?

- If so, they should have a “specialty” to help pull customers in the door. That
might include bait, fishing license or supplies, or a special dish at a local
eatery, or live entertainment on weekends.

- Would the city be willing to add directional signage to key attractions and
amenities (where needed)?
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- Would they like assistance, where appropriate, in implementing suggestions
made in the Assessment process?

Included in this effort is also meeting with the various waterway boards or

commissions, who control and manage all four county’s best tourism-based

assets, the lakes (or dams).

Questions to ask might include:

- What are your goals for the waterway?

- Do you mind sharing them with visitors?

- Do you stock the waterway? If so, with what kind of fish?

- Is it catch and eat or catch and release?

- Is a fishing license required? If so, where can it be purchased locally?

- What about seasonal considerations?

- Ice fishing?

- How best would you like to market the lake: For what types of activities?
Perhaps for non-motorized boats such as stand-up paddle boards, canoes
and kayaks. Or for any type of boat or watercraft.

Some lakes may be better suited for sailing small boats like HobieCats. Some
for bird hunting, or wildlife viewing. It would be very beneficial to have an
activity-based focused for each waterway.

After all, you need to promote activities, not just the waterways. People are
looking for things to do, not lakes to merely look at.

- Do you have plans for the lake? If so, what do they include?

- How about public access? Restrooms? Trash barrels? Boat launches? Picnic
areas? Parking? Anything else we should know?

- What can the Red River Regional Council do to help you with your efforts?

This last question should be asked of all the communities and waterway
boards. These retreats or meetings are extremely important. Without this
information it will be difficult to figure out what the Rendezvous Region will
be marketing, and how to best market each of the waterways, which are the
region’s best assets.

It will also be important to meet with local historical sites and attractions, to
see what role they play: operating days and hours, key “sales points” that tell
a great story, photography, etc.
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Gilby

Grand Forks
Inkster
Larimore
Manvel
Niagara
Northwood
Reynolds

Thompson

Bathgate
Cavalier

Crystal

Drayton

Frost Fire Park
Hamilton
Hensel (Canton City)
Mountain
Neche
Pembina
Pembina Gorge
St. Thomas
Walhalla

These are the communities which were assessed and are part of this plan. An
Assessment Findings & Suggestions Report has been created for each county
with “suggestions” for the communities—low-cost ideas they can implement
locally to help increase sales and to showcase each community as a desirable
‘hese reports are available in digital format from
the Red River Regional Council.

place to live, work and visit. T
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Michigan
Pekin
Petersburg
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Fairdale
Fordville
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Grafton
Hoople
Lankin
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Nash
Park River
Pisek
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It will be important to visit each of these communities to gauge their interest
in being apart of this program. This would start with attending local council
or board meetings to determine interest in this program and willingness to be
a part of it. For those that are interested, each would establish a team of local
volunteers (next recommendation) that would begin working with the Red
River Regional Council on implementation of the recommendations in this
plan.
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Recommendation #4: Create the Destination [our town] teams.
Description: Have each community create a Destination [Grafton] Team.
Implementation timeline: August 2022

Leadership: Red River Regional Council

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: For the cities that decide to become a part of
this program and are looking to increase their population base, commer-
cial tax base, and tourism spending, next up is to help them assemble the
Destination [our town] Team.

This is the team of local residents, elected officials, waterway board mem-
bers, and local businesses whose charge is to attract new residents, busi-
nesses and visitor spending.

The word “Destination” is not solely for tourism, but each community should
want to become a destination for new residents, a destination for increased
or new investment, and a destination for leisure visitors.

This team would champion the implementation of the suggestions made and
included in this plan, working with community leaders and businesses so
you can maximize local spending.

This team is also charged with clean-up efforts, where needed, improved
signage, and better curb appeal that will ultimately let visitors know that this
is a great town in which to live, work and play.

The Destination [our town] team can also become the selection committee
for projects that might include outside architectural, urban planning, signage,
and other expertise.

This “Team” is generally made up of local community boosters—doers, not

directors. This is the group of local citizens that give time and effort, beyond
meetings, to improve their communities.
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The teams should include those who represent the local tax base: local retail
shops and eateries, major employer(s), chamber of commerce, lodging prop-
erties, and other private-sector stakeholders.

The teams would also include representation from local auxiliary organiza-
tions such as Kiwanis, Rotary, Elks, Eagles, etc., school district staff or super-
intendent, medical facility representatives, parks board or city parks depart-
ment chairs, and/or county officials.

Each team would be given access to the Destination Development
Association’s “Video Vault,” which includes videos on just about every topic
having to do with improving the quality of life for your residents.

They would, typically, meet once a month, and would tackle three to five
projects every few months. This creates an effective grassroots effort that will
make their communities better places to live—and to love.

The Regional Council should attend a Destination [our town] meeting once
a quarter offering advice, possible funding sources, and also keeping them
enthused and excited about the future.

GETTING EVERYONE ON THE SAME PAGE,
PULLING IN THE SAME DIRECTION

Presented by Roges Brooks

YOU WANT DOERS

NOT DIRECTORS:
Crafting the Perfect
Organizational Board

9)

The Destination Development Association (DDA) includes a number of how-
to videos that can help locals create the team needed to really make a differ-
ence locally. Access to The Vault (video library) can be secured through the
Red River Regional Council.



Recommendation #5: Establish funding sources for this program

Description: Without funding, this program and others cannot succeed. This is
an investment, not just an overhead item.

Implementation timeline: August 2022

Leadership: Red River Regional Council, Rendezvous Region
Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: There is simply no way to increase the population

of the region without a significant product development and marketing effort.

North Dakota, as a state, has one of the smallest tourism marketing budgets
in the country, and it's nearly impossible to out-compete your surrounding
states when they have three to twenty times the marketing budgets.

Roger Dow, the long time CEO of the U.S. Travel Association, based out of
Washington, D.C., when about to retire, reached out to the folks in North
Dakota because it was the only state in the country he had not yet visited.

And where North Dakota does show up on the radar of visitors is on the
western side: home to national park and grasslands, fascinating terrain, and a
myriad of outdoor adventures and great towns.

Even Medora, with a population of just 135 people, gets far more attention
and publicity than all five counties making up the Rendezvous Region. Once
again, this is not the fault of the Rendezvous Region’s marketing efforts, but
purely from lack of funding to put the region “on the map” as a desirable
destination.

To effectively market ten percent of the state’s counties will require a mini-
mum budget of $300,000 a year: half for salaries and overhead, and half to
implement the strategies outlined in this plan.

If each county would contribute just $40,000 a year (just $3,300 a month),
this would provide $200,000 a year, which then could be leveraged to obtain
the remaining $100,000 a year from state and/or federal funding, from foun-
dations and other funding sources.

No destination marketing organization should have paid memberships,
including the Rendezvous Region. This brings us to a key point: The
Rendezvous Region represents the visitors, not counties, cities or towns. Its
sole purpose is to attract visitors to the region, spread them out, help them
spend money, and encourage them to repeat the process.

Less than five percent of all DMO websites are ever used by visitors when
planning a trip into the area. Why? Because typical DMO websites provide
lists of things to do and places to stay, but what the visitor wants is help.

You cannot promote your Top 3 or Top 5 activities when you’re a member-
ship organization. This is often referred to as the “Chamber Conundrum.”
Chambers of Commerce can never be successful promoting your anchor
tenants (best restaurants, retail shops, golf courses, etc.) because members
would complain if they were not chosen to be on the list.

And for cities that have the ability, perhaps they would pitch in some funding
as well. If Grafton, Cavalier, Park River and a couple other able communi-
ties (with tourism assets) would each pitch in just $20,000 a year, then the
Rendezvous Region would be able to reach its minimum goal of $300,000 a
year. This would enable the staff to spend 90% of its time and effort bringing
people into the region rather than the other conundrum where they spend
nearly half their time raising money and only half promoting the region—
once again, the Chamber conundrum.

Likewise, the Red River Regional Council, under this plan, would also need
to hire two to three full-time people in order to fully implement the product
development side of this plan. And, once again, remember that your success
will be built on product, not marketing.

Their job is to make sure the product (the experiences and amenities) are

in place and that visitors will have an outstanding experience and will share
that with friends and family, thus spreading the word that North Dakota,
especially the Rendezvous Region, delivers a top-notch experience and is, in
fact, a great place to actually live, invest in, and visit time and again.

For the cities and counties, this team of the Rendezvous Region and the Red

River Regional Council are the economic development and marketing arm of
their economic development efforts. It’s this team that will increase the tax
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base locally so there are local funds to improve the quality of life for local
citizens. This is an investment, not an overhead cost. The counties and cities
MUST invest in their future and this is the vehicle to do just that.

An important point to remember in this effort is that outside of Grand
Forks, you have no privately-held and marketed key attractions. No National
Parks, Six Flags, water parks, Disney Parks, wineries, big-time breweries,
Universities, Bass Pro Shop or Cabela’s, or even major hotels that have their
own marketing and sales budgets. In fact, this region of the country is light
on tourism assets compared to other areas of the country (including neigh-
boring states) so it will require an all-out, no holds barred, marketing ef-
fort to pull people into the region. Will the effort be effective given that? Of
course—this region has an amazing quality of life and four distinct seasons to
promote. But the bottom line: If the Rendezvous Region doesn’t market the
area, no one does.

And if you don’t market the area, you will miss a golden opportunity to tap
into the post-COVID “Work from anywhere” movement. Many cities are actu-
ally paying people between $10,000 and $15,000 per person to move to their
cities for just two years, bringing remote work with them. And, of course,
during those two years they are spending tens of thousands of dollars on
groceries, pet care, home care, gas, professional services, and recreational
pursuits.

In this program we're casting a wider net. And paired with an upcoming rec-
ommendation—offering homesteading sites—this can be extremely effective
in attracting new residents and a Zoom Town economy.

For more on this movement, watch the video in the Destination Development
Association’s Vault: Zoom Towns are Boom Towns.

Finally, the Rendezvous Region’s primary charge is marketing tourism, but
this effort will also market the homesteading and Zoom Town initiatives.

The chart, top right, is one idea showing how the program could be funded.
Some of these amounts could be offset with marketing and other grant funds.

Key to this is being able to “sell” tourism as the “front door” to attracting new

residents, investment, and leisure tourism. The two videos (right) are avail-
able in the Destination Development Association’s video library to help walk
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$3,500
$3,500
$3,500
$3,500

Cavalier County (month):
Pembina County:
Walsh County:
Nelson County:
Grand Forks County:

Total from counties (year):  $210,000
$1,000
$1,000
$1,000
$6,000

Cavalier (month):
Grafton:

Frost Fire:

Major employers:

From cities & employ: $108,000

Total budget to work with:

$318,000

HOWTO
SUCCESSFULLY
SELL TOURISM:

So that you can get

ECONOMIC IMPACT:
DOWNTOWNS &
TOURISM
o

locals through the process of selling the key attributes of tourism—what’s
in it for them in terms of increased tax base. It’s best to watch each of these
(each is about an hour long) as a team, then assemble a presentation based
on the key selling points.



Recommendation #6: Create a Brand Style Guide

Description: This is the “bible” in terms of continuity and the proper use of
the Rendezvous Region’s graphics standards.

Implementation timeline: September 2022

Leadership: Rendezvous Region Tourism Council
Approximate cost to implement: $15,000, a one-time expense
Funding source options: Current tourism marketing funds

Rationale and to-do steps: Once you convince a prospective visitor (or local for
that matter) to login to a regional website, be it tourism or economic devel-
opment, the website MUST be good enough to close the sale.

There must be continuity between marketing efforts and subsequent market-
ing materials. To do this, the first priority is the development of a brand style
guide or “Brand Standards and Practices Manual.”

The Style Guide will be the “bible” that the Rendezvous Region will use to
create continuity in its marketing efforts.

Right now you have a general look and feel of the brand, but it’s time to get
down to specifics and particulars. That’'s what a Brand Style Guide does.

The Brand Style Guide, or standards and practices manual, will contain
graphic design standards for logo and tagline use, guidelines for website
development, social media platforms, guidelines for the production of printed
sales and marketing materials, as well as the proper use of key marketing,
advertising and promotion messages. It will also identify photography styles
and images needed to evoke emotion: a key marketing element.

Continuity and consistency are critical when developing a strong branding
program that creates top of mind awareness of the brand. The logo and
brand design should give the region an easily recognizable identity—a
symbol and message that represents the region and the experiences it has to
offer. Whenever the logo is used, it should bring to mind images of enjoying
that area.

Repetition helps reinforce the viewer’s perception, but consistency is the only
way to ensure logo and brand recognition. That is why the Brand Style Guide
is a highly detailed document, providing specific instructions on how to use
the graphics — font sizes, colors, guidelines for reproduction, guidelines for
web design, PowerPoint presentations, and advertisements. Examples of logo
use should be provided for the region and local organizations that will utilize
the marketing efforts, as well as for signage and wayfinding.

The Rendezvous Region Tourism Council will be responsible for overseeing
proper use of the graphic identity and the look and feel of the brand. This
Style Guide will provide the official direction on how to use the region’s
graphic identity.

As part of this scope of work, the RBI team created a new identity for
the Rendezvous Region as well as sample brochure covers, showing how
important continuity is to the branding and marketing efforts.

We mean no disrespect to the creation of the current Rendezvous Region
logo, but it is important for the logo to convey a “feeling” more than

a corporate identity. Rather than go through an arduous logo creation
headache, our professionals went ahead and designed a logo for the
Rendezvous Region that we firmly believe will help sell the brand of
“Rendezvous” (the background compass) and with a rotating center image
promoting one of the key activities found in the region. The text itself exudes
a feeling of the outdoors and history—the two key attributes and activities
found in the region.

We also created sample brochure covers using stock photos until they can
be replaced with locally-shot cover photos, showing the importance of
continuity in your marketing efforts.

The Brand Style Guide would be used by the Rendezvous Region, local
museums and historical attractions, outdoor activities, and other tourism
partners (public sector and non-profits) to build continuity and familiarity in
your marketing efforts.

A note about logos or brand identities: This should NOT be a point of
contention, nor does it even warrant a long conversation. Have you ever
gone anywhere because they had a great logo? Have you ever said “I'm not
going there because I think their logo sucks”?
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On the other hand, it does need to convey a feeling, should look good in full
color, in one color, reversed, and in two colors. It should be easy to read and
make out when on a billboard, or shrunk to a 1/2” use, as on a label, or a
little larger on a business card or letterhead.

Logos only make up 2% of a brand, yet they tend to get 98% of the attention
locally, and can be very, very divisive. The logo designed as part of this
process tested very well with our professional peers and fits the bill in terms
of the marketing programs outlined in this plan.

Finally, in all forms of advertising, the logo should always be placed in the
bottom right corner of all print ads. You ALWAYS sell the experience first and
then where they will find the experience last.

Effective advertising works this way: 1) Get my attention. This is typically
done (in print media) using a signature photograph and header (headline).
You have less than two seconds to pull people into the ad. 2) Then,
depending on the size of the ad, you can add up to 50 words of text with a
call to action. Then, 3) you let them know who you are and where you're at:
North Dakota’s Rendezvous Region.

An advantage of this logo is that it includes a center graphic showcasing the
key activities found in the Rendezvous Region: Camping & RVing, hunting

and fishing, golf, and historical attractions.

The logo can be refined, a color palette created, along with other elements of
the brand when you develop the Rendezvous Region Brand Style Guide.

There are several videos in the Destination Development Association’s Video
Vault (right) that can guide you through this process.
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Recommendation #7: Trademark the brand mark

Description: As part of the branding process, logos (brand identities), tag lines
and other marketing materials are developed. This recommendation makes
sure these become trademarked through the U.S. Trademark Office.
Implementation timeline: September 2022

Leadership: Rendezvous Region Tourism Council

Approximate cost to implement: $6,000

Funding source options: Current funds

a one-time expense

Rationale and to-do steps: As part of this plan’s development the logo was
created, along with variations that include history, fishing, kayaking, golf,
and camping—the five primary reasons people will come to discover the
Rendezvous Region. Each of these should be trademarked.

Once the application has been submitted, each logo can add the “Registered”
symbol, which would be replaced with the Trademark symbol once the
trademark has been accepted and recorded. Trademarks, copyrights and
patents require special expertise, so contract with an attorney that specializes
in this type of work.

If you need a lead, we recommend attorney Thomas W. Galvani, who the
RBI team has worked with many times. He is located in Phoenix, Arizona
and the last time we used his services, his cost for applying for each trade-
mark is just over $1,000 including the federal filing fees. He is located at
3519 E Shea Boulevard, Suite 129 in Phoenix, AZ 85028. His contact phone
number is 602.281.6481. He goes by Tom, and he is a registered U.S. Patent
Attorney. His e-mail address is: Tom@GalvaniLegal.com. His website address
is www.galvanilegal.com.

The $6,000 budgeted for this allows for trademarking of five identities, shown
to the right.

Rules for Brand Identities

1.1t should look good in full color, one color, reversed
2.Be easy to read when small (business card or label)
3.Be easy to read when large (billboard)

4.Should “fit” the rest of the Brand Style Guide

5.It should sell a feeling

RENDEZVOUS ‘]:4:\_
REGION M aiizuous
DAKOTA REG]OM
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A note about logos or brand identities: This should NOT be a point of
contention. Have you ever gone anywhere because they had a great logo?
Have you ever said “I'm not going there because I think their logo sucks”?

The logo does need to convey a feeling, should look good in full color, in
one color, reversed, and in two colors. It should be easy to read and make
out when on a billboard, or shrunk to a 1/2” use, as on a label, or a little
larger on a business card or letterhead.

Logos only make up 2% of a brand, yet they tend to get 98% of the attention
locally, and can be very divisive. The logo designed as part of this process
tested very well with our professional peers and fits the bill in terms of the
marketing programs outlined in this plan.

Finally, in all forms of advertising, the logo should always be placed in the
bottom right corner of all print ads. You ALWAYS sell the experience first and
then where they will find the experience last.

Your logo is simply an explanation point on your key marketing message. In
print advertising, for instance, your logo will always be in the bottom right
corner of the ad. You start with a signature photo or graphic that gets the
reader’s attention and showcases your primary activity—the reason they will
visit the region. That coupled with a headline is meant to pull the reader
into the ad. And that should get them to read your key marketing message.
And finally, you let them know they will find it, and more, in North Dakota’s
Rendezvous Region.

The logo should exude a feeling without looking too corporate. Rather than
get into a debate on the logo, with 40+ years of experience, we took the lib-
erty of creating a brand identity for the region. We tested it among staff and
other professionals and of the four logos we tested, this one tested the best.

It’s important that the identity be easy to read when tiny, as in the corner of
an ad or on a business card, and large as when placed on a billboard.

An advantage of this logo is that it includes a center graphic showcasing the
key activities found in the Rendezvous Region: Camping & RVing, hunting
and fishing, golf, and historical attractions.

Full color Black & white Revers Reversed white

As. %% b
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REGION

THE ULTIMATE GUIDE TO
LOGOS & SLOGANS

Presented by Roger Brooks

ionDevelopment.org
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Safe. Serene. Relaxed and uncrowded. Away from all the distractions and noise. Welcome to the beautiful Rendezvous
Region, home to stunning parks & campgrounds. For the complete RV & Camping Guide us at RendezvousRegion.com

This is the type of poster or print ad that could be used to promote camp-
ing in the Rendezvous Region. As you can see, you always want to use one
signature photograph, a header (or headline) to pull people into the ad, then
the body text (your key marketing message), and then “here’s where you'll
find it” - the Rendezvous Region. Always promote the activity first, then
provide additional details, and close by telling the viewer or reader where
they will find it. In this case you can see that the identity used is the camping
icon.
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Recommendation #8: Secure an office location for the Rendezvous Region staff
Implementation timeline: September 2022

Leadership: Rendezvous Region Tourism

Approximate cost to implement: To be determined

Funding source options: Current funds

Rationale and to-do steps: In a perfect world, we’d recommend that the Red
River Regional Council and the Rendezvous Region Tourism be co-located in
the same office complex, which will save money on overhead with shared
resources such as copy machine, laser printer, postage scale, phone system,
Internet access, etc.

In this first three-year plan, there are more than 65 recommendations, fairly
evenly split between the Regional Council and Rendezvous Region. While
the Rendezvous Region is, in essence, the advertising and PR agency for
these five counties, the Regional Council would be charged with product
development.

Both are critically important to the success of this plan. But in the end, you
will be judged by your product, not your marketing. As Roger Brooks has of-
ten repeated, “Marketing will bring people to you just once. The ONLY thing
that brings them back was the primary activity that drew them in the first
place, complementary activities (“What else do you have while we're here?”),
your amenities such as public restrooms, visitor information or parking, and
the people they interact with.

Rendezvous Region’s mission is to bring people into the Region from other
areas of the country and from Canada, and to entice them to spend more
time (and money) while in the area.

The Regional Council’s mission, in this regard, is to create such a good
experience that your visitors will tell their friends and they will come back
time and again. It’s a lot less expensive to get people to come back, than to
always get one-time visitors.

Because of this very tight relationship, it would be fantastic if the two organi-
zations could co-share an office space.

Short of that, it would be good if both were in the same community so that
they can easily meet (probably at least every other week) and can work to-
gether on implementing this plan.

This plan calls for hiring three full-time, year round marketing professionals,
so the space would need three separate offices, and if in a retail location,
could include a visitor information center staffed with volunteers or part-time
worker or interns.

And it would be important to have a meeting room and high-speed broad-
band Internet access.

Typically, for an operation of this type, the office should be right around
1,100 square feet including the meeting room and common-area space, with
access to a restroom or restroom facilities.

If the Rendezvous Region staff is separate from the Regional Council, then an

additional $30,000 should be allocated for office furnishings and equipment:

- VOIP phone system with two or three lines

- Modem, router and networking gear

- Laser printer/copier

- Laptop computers with dual 27” 4k monitors for video production, web
design and social media work, production of e-newsletters, etc.

- File cabinets and storage for printed collateral materials, office supplies

- Desks | working spaces for each person | seating

- Meeting table and chairs, screen and in-room projector

- Networked backup system

- Lunchroom including small 4-place table, refrigerator, microwave, coffee
maker, etc.

- Lobby or common area furnishings

This office space should be on a one-year lease unless commitments for ex-
tended funding are secured in advance. Most landlords will look for a three
to five-year lease, which isn’t really possible to commit to without extended
funding commitments.
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Recommendation #9: Begin the hiring process: Three full-time staftf members
Implementation timeline: October 2022

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $150,000 a year

Funding source options: Operational funds

Rationale and to-do steps: The three people that will run the Rendezvous
Region tourism effort are key to the success of this entire program.

As you begin to hire the staff, here are the areas of expertise they should
have between them:

- Heavy and demonstrated video editing experience (Final Cut Pro). The
success of this program relies heavily on video content. This includes pre-
production, script writing, directing photo/video shoots, editing both audio
and video, post production and distribution of video assets.

- Public relations expertise. In fact, hiring someone from a PR firm would be
ideal. This program is built on PR, which includes social media. Very little of
the marketing budget, after billboards, is used on traditional or even online
advertising. Studies have shown that for every dollar spent on PR, you will
see a $3 return in terms of earned media—what you would pay to purchase
that space.

This person would craft, write, and submit stories to traditional print media,
broadcast (television, streaming services, and radio), and digital media.

They will be charged with creating an online press room as part of the
Rendezvous Region website, including numerous press releases and “quick
facts” about the area.

They will manage all of the social media channels, including securing con-
tent, sharing content, managing conversations (posts), and dealing with crisis
management (when a flood hits the area or other unforeseen challenges that
will crop up from time to time).
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This person could also be your “on-camera” face of the region. Because this
effort is designed to attract young families to the region (if you are success-
ful attracting Millennials, you'll also get the Boomers) this person should be
young, full of contagious enthusiasm, alive with humor and fun.

As Ralph Waldo Emerson once stated, “Nothing great was ever achieved
without enthusiasm.” If this PR person chooses NOT to be the on-camera
face representing the region, then one of the jobs of this position is to find
and contract with that person for the creation of on-camera content.

- The third person of this trio is the Director, an experienced marketer more
than someone with “executive director” experience. This person will fill in
the gaps where needed between the other two, offering marketing advice
and the direction of any marketing campaigns. In fact, one of the responsi-
bilities of the Director is to develop campaigns for various niche markets.

There is no general tourism marketing in the program. One hundred percent
of the marketing will be targeting niche markets: RVers, hikers, hunters, fish-
ing enthusiasts, history buffs, and golfers—the primary niche groups where
the Rendezvous Region can provide an excellent experience.

The Director will be the conduit between the Rendezvous Region board, and
the Regional Council, and will be the voice of the Rendezvous Region when
working with the counties and cities as part of this program.

The biggest challenge, and top priority, will be to secure ongoing funding
for the program. This first three years of this program, as outlined in this
plan, are geared to beefing up marketing assets (photography, b-roll video,
video assets, content, specific information so the website is helpful, not just
full of lists, and the development of printed collateral materials and their
distribution.)

This person will manage all of these marketing assets, including the develop-
ment of cooperative brochure creation.

Also, this person should be a top-notch writer, which will be needed in all
aspects of this program from applying for grants, to writing copy for print
and online publications, working with influencers, editing captions for social
media posts, etc.



Of the $360,000 annual budget allocated for this program ($300,000 of new
funding, plus the current $60,000 budget), about $175,000 a year would be
dedicated to hiring this critical expertise.

The Director would probably be in the $70,000 annual salary range, while
each of the other positions would be in the $55,000 range - to start. With
taxes and benefits, the total cost of personnel will be right around $200,000 a
year.

Then on top of this expense, hopefully, the overhead can be held to about
$25,000 a year, leaving $135,000 a year for direct marketing: the first year a
vast portion would be used for creative services and content generation and
initial one-time expenses. The second year this would be used to develop

a brand awareness campaign using outdoor advertising (billboards) over a
seven month period, with ongoing posts at reduced prices when billboards
are not under contract.

The third, and following years, the marketing will still be geared to PR, social
media and niche market promotion, primarily through media influencers in
targeted markets, such as fishing and hunting, RVing, or golf.

While this accounts for two thirds of the total budget, this crew will generate
well over a million dollars a year in “earned media”—the cost of purchasing
the kind of publicity they will generate.

If you can recruit talent from the primary markets you’re hoping to attract,
that would be an added benefit. A person who lives in Fargo, Minneapolis,
Grand Forks, Winnipeg or other urban areas will know, instinctively, what it
will take to attract visitors from these markets. This is especially true of the
PR portion of this effort.

And do NOT be afraid to hire someone who has decades of experience, is
looking to escape the urban nightmare for the rural areas, and is willing to
work for less than they currently make because in a year, or two, or three,
they might be looking to retire.

Perhaps one of these three people will fit the bill. But other than that, keep
in mind that the Millennial generation can have the instincts to attract those
in your target market.

All three:

with sub-contractors |
y writer | Develop co-
op marketing pieces | budget management

work with funding sources | Excellent ¢

Content Director: video pre-production, editing & post-
production | acquiring and leveraging content | photography |

PR Director: Public relations | PRSA

Pre-production
J what you're going to shoot
- The location | sun | shac “{ angles
- Subject matter
- Photo releases
- A script (or what you want to get across)
- The shot list

Production

- Shooting the segr
- Capturing B-Rall footage

gments

Post-production
- Editing the footage
Compiling the story
Editing | adding audio
Adding openings and credits
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Recommendation #10: Create the RV & Camping Guide rack brochure to the
Rendezvous Region

Implementation timeline: October 2022

Leadership: Rendezvous Region

Approximate cost to implement: $5,000 - a co-op program
Funding source options: Current marketing funds

Rationale and to-do steps: There are three areas where the Rendezvous Region
can out-compete its neighbors across the Red River in Minnesota, in other
counties in Eastern North Dakota, and south into Eastern South Dakota.
Those areas include:

- RVing and camping

- Historical attractions

- Golf

RVing is the fastest-growing segment in tourism with more than 500,000 new
RV units (travel trailers, campers, camper-vans, fifth-wheel and Class A rigs or
motorcoach RVs) being sold each year.

In fact, the pandemic has created an entirely different class of workers, of
which two million (in the U.S. alone) are “Full-timers” working from their RVs
in this “work from anywhere” economy. This has given rise to “Zoom Towns”
and “Digital Nomads.”

What perhaps is most surprising is that the average age of a person purchas-
ing an RV is just 38—not just Boomers as you might expect.

They are actively looking for rural areas with good cell coverage (LTE) and/
or open skies. In May of 2022 Space X’s Starlink (low orbiting satellites) was
just approved for mobile use, really opening up rural areas for digital no-
mads, who can work from anywhere.

This is a fantastic market to secure, especially since the Rendezvous Region is
short on quality overnight lodging outside of Grand Forks.
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e Top Historical sites & museums

® Dog parks
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Additionally, one thing the Rendezvous Region seems to have a lot of, are

RV parks and campgrounds. While most need some work, better signage,
contact information, and on-site amenities, they are, for the most part, of very
good quality.

And beyond the digital nomads who are still working, there are another
growing class of RVers—young families and active retirees that leave the ur-
ban areas, driving typically two to three hours to camp in the rural areas.

These would be nearby Canadians from the Winnipeg market, Fargo, Grand
Forks, Bismarck and visitors already coming into Western North Dakota for
the National Park and National Grasslands areas.

Part of the PR and social media effort will be to convince RVers and camp-
ers visiting the western side of the state to trek across the state to Devil’s



Lake, Pembina Gorge, and the wide open, uncrowded, yet scenic areas the
Rendezvous Region has to offer.

Many of these travelers are active YouTubers, active on all social media plat-
forms, and they DO spend money. The difference between RVers and hotel
overnight stays is where they spend money. While hotel guests fill local res-
taurants and retail shops, RVers shop where the locals shop: Grocery stores,
hardware stores, gas and service stations, medical services, pharmacies, etc.

But they also will frequent local restaurants and signature retail shops. They
purchase hunting and fishing supplies, pet food and related services (nearly
70% of RVers travel with at least one pet).

While they tend to “follow the sun,” as do most leisure travelers, this is an ex-
cellent market to pursue from April through October (a seven month season).

While RV parks, across the country, are in short supply and often over-
booked, this creates both business opportunities for creating additional
campgrounds AND an easy opportunity to attract RVers looking for uncrowd-
ed yet serene camping locations.

This recommendation is to create a multi-panel rack brochure that markets
campgrounds, primary activities, and supplies. The Rendezvous Region
would reach out to campgrounds, grocery stores, propane suppliers, RV
repair services, hardware stores, etc., with each “purchasing” a panel in the
Guide.

The authors of this plan are, in fact, RVers, and often run into the challenge
of finding campgrounds and/or information about them (most of the camp-
ing destinations in the region are not even listed on the most basic of RV
websites), and then trying to find where the locals go to eat, shop, where to
fill propane tanks, or where to buy hardware and RV supplies.

The RV and Camping Guide would showcase a map of the region, with each
of the counties identified, and then would showcase the campgrounds and
services available in that county.

Included would be:
- One panel per campground with a photo, description and details
- Suppliers that fill propane tanks

- Grocery stores

- Hardware stores with RV supplies

- RV retailers, repair services

- Mobile RV repair services

- Amazon drop-box locations

- Dump services (where RVers can dump wastewater tanks)

- Dog parks and pet supply retailers

- Veterinary services

- Pharmacies and medical services (urgent care)

- Top five activities in the county (RVers love walking, hiking, biking, fishing
and paddling)

- Where they can buy or rent gear (bikes, fishing licenses and supplies, etc.)

- Top five restaurants or eateries in the county

- Farmers markets

- Post office or UPS store locations

- Gas and diesel stations

This may end up being a 30-panel guide, which should be dated and up-
dated every year with current information, It should also be downloadable in
an 8.5”x11” printable format.

Plan on printing 10,000 for the 2022 fall season, or 20,000 for the 2023
season.

This is a co-op brochure. To determine costs, work with a printer that prints
high-quantity materials, such as this to determine the printing and shipping
cost of the brochure once you can “guesstimate” how many panels the guide
will include, plus a front page panel, a welcome panel, and a panel (or two)
with a map of the region, and a back panel,

Also determine the cost to have the rack brochure designed, proofed and
edited.

Then determine the number of panels that will be sold (so you don’t in-
clude public hiking trails where there’s no revenue source) to determine
the per panel cost, which you’'ll need when “selling” space to your RV and
Campground partners.

Make sure to include about 10% for non-payment partners or for cost
overruns.
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One way to determine the quantity to print, is to take the number of avail-
able RV sites, and determine annual occupancy levels during the season. For
instance, if a campground had 100 sites with the average stay of three nights,
times a 180 day season, they would need 6,000 brochures if the campground
has a 100% occupancy rate. (100 spaces x 180 nights, divided by three - the
average length of stay then times the annual occupancy rate.) Most camp-
grounds will not be full every night of the season. In fact, in this example, if
the annual occupancy rate is 50%, then they’d only need 3,000 brochures.

Many campgrounds in the region have seasonal, or even year round campers,
thus reducing the need for as many brochures, giving them one each season.

This should be a brochure that can be developed at no cost to the
Rendezvous Region, other than time marketing it to partners throughout the
region.

In many cases, the region will contract with a person to actually go out and
secure the marketing partners. Rather than pass this additional cost on to
the partner, we've budgeted $5,000 for commissions and/or other costs. This
should NOT be used as a fund-raising mechanism.

Each partner would include a photograph, their logo, a brief description of
their offerings and/or services, address and location information, operating
hours, and a URL or way to contact them.

IMPORTANT: As you select vendors (marketing partners) make sure they
have at least 80% positive reviews on Google, Yelp and other review sites.
And make sure their hours and services are consistent. One bad apple can
spoil the whole bunch.

Don't try to market everyone: Market those that will create an excellent

experience for the RVer to keep them coming back, and so they spread the
word—a MUST for the success of this program.
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Recommendation #11: Distribute the RV & Camping Guide throughout the
region and place a printable copy on the Rendezvous Region website and on
the state’s tourism website.

Implementation timeline: October 2022
Leadership: Rendezvous Region Tourism

Approximate cost to implement: $1,500 for counter-top brochure holders and
repayment of mileage for restocking the brochures weekly or bi-weekly

Funding source options: Marketing funds

Rationale and to-do steps: Since this is the first of six rack brochures, distri-
bution will be very important and will begin the distribution “network” of
where these guides can be found.

Every camper, at every destination (including the State Parks) should be
handed an RV & Camping Guide when they check in or register. This, alone,
could use up two-thirds of all the brochures you have printed. This includes
providing a brochure to each seasonal or year round camper, either by mail,
or at the campground.

Additionally, purchase counter-top brochure holders (right) and provide
every partner 100 brochures plus the holder so they can distribute the bro-

chures at their place of business.

Please note that the brochure holder, right, holds four brochures.

Temporarily, you’d place perhaps 20 or so brochures in each of the four slots.

But as other brochures are developed (one every couple of months), the
combination of brochures would each take up one of the slots.

The RV & Camping Guide should be available at:

- Chambers of commerce offices

- Offices for each campground

- Brochure distribution wall-mounted holders and stand-alone kiosks
(coming up in another recommendation)

- Grocery stores | hardware stores | any place that supports RVers

- Rendezvous Region office

- City halls and other public venues

Develop a “route” so that a volunteer or staff member can replenish sup-
plies once every two weeks, perhaps once a week during the peak summer
months and during harvest. Do NOT expect calls from businesses letting you
know they ran out of RV & Camping Guides.

a1 = clear multi-brochure countertop holder
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Recommendation #12: Work with local communities with RV parks and camp-
grounds re: signage, contact info, amenities, etc.

Implementation timeline: October 2022

Leadership: Red River Regional Council

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: One of the biggest challenges RVers and camping
guests have when visiting the region is knowing who or where any camp-
grounds are even located. This we'll cover in the following recommendation.
But when we do locate these parks, in almost every case there is no signage
or information of any kind. While these may be primarily used to house sea-
sonal harvest workers, where the employers will let them know about local

campgrounds, these should be leveraged for spring, summer and fall months.

This would provide additional revenues to the owners - be it private-sector
or publicly owned, and would increase local spending.

This program concentrates heavily on making the Rendezvous Region one of
North Dakota’s premier “Zoom Town,” “Digital Nomad,” “Work from any-
where” and RV leisure travel destination.

» «

This is the fastest, easiest way to start really tapping into the tourism industry,
using assets that already exist, and will result in increased local and regional
spending, and will make the region a three-season destination.

This recommendation includes adding two outdoor, large signs at every
campground. One would be a Welcome sign to the name of the camp-
ground. Then instructions: If you have a reservation, or if not, what to do
first. It might be to call a number, check in with a camp host, or head to your
pre-assigned site if you already have a reservation.

Some campgrounds may be first come, first served. If so, let the campers

know this on the welcome sign. As they come into the campground there
would be a second sign with more details that should include the following:
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- Who owns and operates the campground

- Contact information

- When it’s open (if seasonal)

- On-site amenities: Water, power (30A, S0A), sewer or dump station, etc.
- A campground map showing the campsites

- And a brochure holder (like a real estate brochure holder) with the
Camping & RV Guide brochure in it.

- Encourage guests to post reviews on Google, Campendium, AllStays,
GoodSam, TheDyrt and others.
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e Name of the park

¢ Months open

e Cost for camping

e Contact information

® Emergency contact
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e P-‘\f o Campsite amenities
e On-site amenities
® Brochure holder

® Max length of stay
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Recommendation #13: Help RV parks and campgrounds get listed on AllStays,
Campendium and other review sites. Include photography of each camp-
ground and park.

Implementation timeline: September 2022
Leadership: Red River Regional Council
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: Throughout the Rendezvous Region there are doz-
ens of campgrounds, yet very few are even listed on RVing and Campground
websites, where campers look for camping accommodations. There is no
cost to be included on these websites, so the Regional Council, working with
each campground, should spend some time with them listing their camp-
ground, adding photography and specific on-site amenities, fees, seasonal
considerations, cell-signal strengths, etc.

The images you see in this and the following pages show the campgrounds
in the region that are actually listed on Campendium, one of the most-used
RV websites. More than half the campgrounds in the region are not even
listed, and nearly all that are listed have no reviews and no information.

The first priority is to photograph each park so guests can see what they are
getting. Also a couple of drone shots would offer a great view of the overall
campground. For an example, head to Campendium.com and click on the
listing for Leistikow Campground in Grafton and look at the photography,
which does a great job of “selling” the campground.

Next, each campground needs to make sure they claim their Google listing.
This is the top priority since Google commands nearly 90% of all Internet
searches and accounts for the majority of user reviews.

Make sure you include the following information on your listings:
- Street address

- Cell signals by carrier (often campers can add to this)

- Number of sites you have

- Pull-through or back-in sites, or both
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- On-site amenities (trails, pool, laundry facilities, clubhouse, dump station)

- Campsite amenities: water, power (30A, 50A), sewer, cable...

- Seasonal considerations (open months)
- Access notes getting to and into the campground

- Selling points (why we should chose this particular campground)
- Costs

- Time limits (how long a camper can stay)
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- Reservations? First come first served?
- How and where to make reservations
- Community amenities (Groceries, gas, propane, etc.)

Once you’ve got the information and photography secured, then begin popu-

lating various websites. Here’s a great beginner list:
- Google (claim your listing)

- Campendium.com
- TheDyrt.com

- AllStays.com

- GoodSam.com

- RVParky.com

- campgrounds.rvlife.com

- TripAdvisor.com (yes, they include RV parks)
- CampgroundReviews.com

- RVBuddy.com

There is also the up and coming HipCamp - known as the Airbnb for

camping.
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Every RV park and campground could be listed in every one of these sites if
a person would take just one-full day, and provide the information for each

When Roger Brooks was coming into the region, via RV, he could find very
little information on whether or not there was any camping available at all—
especially since a good portion of the stay was after Labor Day weekend.

There was very little information to be found, anywhere, regarding camp-
ing in the area. And this could be easily remedied. We recommend that the
Regional Council work with each campground to help them get listed on
these sites. And then encourage them to seek camper reviews.
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Review sites, such as Campendium, are a key (and free) element in promot-
ing the region to campers. Overnight guests spend three times that of day
visitors, so your campgrounds can be a viable way to attract new visitors and
potential new residents or those looking to invest in a community.

Like Google and TripAdvisor reviews, peer review sites, like those shown on
this page, are critical to your success.
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Take time to watch the Marketing to RVers video in the Destination
Development Association’s Video Vault.

This will guide you through the process of using the resources campers use,

trends in this segment of tourism, and the lingo used by campers that should
be incorporated when you list your RV and campsites.

= DestinationDevelopment.org

The Fastest, Gﬁeape'sfiéasieéf
Way to Get Your Tourism.Economy > The \/ault

Back on Tiack, : -
T4 = i > Marketing
»
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Recommendation #14: Contract with a local shop to design, build, and install
wall mounted visitor information boxes or stand-alone kiosks throughout the
region.

Implementation timeline: November 2022

Leadership: Red River Regional Council

Approximate cost to implement: $20,000

Funding source options: To be determined | Rendezvous Region funding?

Rationale and to-do steps: Butler University recently conducted a study regard-
ing the use of printed tourism brochures (collateral materials). What they
found was eye-opening.

Before heading out on a trip, for work or leisure, word of mouth from friends
and family and Internet searches accounted for nearly 90% of all planning
research efforts. Brochures and printed guides were used in less than 25% of
the planning effort.

BUT once the visitor arrives at the destinations, printed guides jump to the
top position, used by 81% of all travelers. Mobile devices were second, and
conversing with locals was number three on the list.

The average visitor is active 14 hours a day. They spend four to six hours
with the primary activity that drew them: playing a full 18-holes of golf,
downhill skiing at Frost Fire, fishing, hunting, paddling, etc.

Then they spend eight to ten hours with “complementary” activities: “What
else is there to do locally?”

Even visitors coming to work will typically spend nine hours (including
lunchtime) at work, and then five hours with secondary activities.

So why brochures? First of all, brochures work when you don’t have strong

cell signals. You can look at them in the car, in a hotel room or RV, at a res-
taurant, without being as intrusive as a mobile device.
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Brochures are easier to read, generally include photography, and specific
information. They are much better at closing the sale than a website or social
media channel.

This plan includes the creation of six separate “rack brochures,” which are
4” wide by 8.5” tall and can contain anywhere from three to 30 panels (or
more):

- RV & Camping Guide to the Rendezvous Region

- The Rendezvous Region History Trail

- The Rendezvous Region Golf Guide

- The Very Best of North Dakota’s Rendezvous Region

- Waterways Guide to the Rendezvous Region

- The Fishing & Hunting Guide to the Rendezvous Region

These promote the top activities where the Rendezvous Region can eas-
ily compete with rural areas in Minnesota, South Dakota, the rest of North
Dakota, Wisconsin and other states.

They will include useful, helpful information and would be updated and
printed each year.

The trick is getting them into the hands of visitors when they arrive in the re-
gion. And visitors don't just travel from 8:00 to 5:00 each day. Visitor informa-
tion should always be available 24/7, 365 days of the year.

This recommendation calls for the design, fabrication, and installation of both
wall-mounted, weather resistent brochure holders and stand-alone kiosks.

When it comes to wall-mounted brochure holders, there are several options
available. Displays2Go.com is a leading provider of these types of brochure
holders (see photos next page), but perhaps this can become a local small-
business opportunity.

North Platte, Nebraska had a local craftsman make up several wall-mounted
kiosks (see photos, opposite) that would accommodate the state Visitors
Guide, the local Activities Guide and a rack brochure promoting their restau-
rants and retailers.



It would be ideal to have one fabricated that could accommodate the six bro-  The plan is to have these in 100 locations throughout the region. This would

chures as part of this plan, plus a state map, a North Dakota Visitors Guide, include chambers of commerce, libraries, public venues such as civic centers,

and with space for a local brochure, perhaps promoting local events. sports fields and indoor facilities (such as hockey rinks), fairgrounds, the
state parks, at each historical site and attraction, RV parks and campgrounds,

In this case, it would include 8 spaces for rack brochures and map, and one at each waterway, city hall, and in one or two locations in downtown areas.

space for the 8.5” x 11”7 North Dakota Visitors Guide.

Connecting People And Brands With The World N US~  Artwork

% |
e Search by keyward or SKU
DISPLAYS2GO | n Produ

it Bogths  Literature Holders TV &iPad Stands  Retail Merchandi Banners & Flags  Presentations

the powerful stories of our teammates & learn what you can do to |

5-Pocket Outdoor Acrylic Brochure Wall Rack, 4"w, Hinged Lid - Clear

Home Literature Displays Wall Mount Exterior-Rated OPD5

Eemail @pPinit BIShare W Tweet
5 out of 5| (6 Ratings)
Number of Pockets: 5

1] 3(]=

» Transparent front enables clear view

» Owverlapping hinge lid maintains dry inserts

» [5) pocket design holds multiple brochures

= [4) built-in holes allows for easy wall mounting

workshop

2 IZEIT
/< CUSTOMIZE |

Hower cver the image to 20om In.

™ Product Videos J g =, |
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Description

Outdoor Literature Holders with 5 Pockets

These putdeor literature holders are perfect for displaying 4" wide brochures or standard sized bank deposit ] The outdoor li
holder's hinged cover snaps shut to keep elements away. The literature pockets are 2" deep. Constructed of durable black textured 125" ABS
plastic backboard with strong, high-impact .125" clear plastic pockets & lid.

Specifications

SKU OPDS Placement Type  Wall Mounted

GTIN  RINATRATEORT Fasturss Do
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These would typically cost anywhere from $125 to $450 each. At $300 each,
the total would be $30,000 plus the cost of installing them. They are typi-
cally made of painted anodized aluminum and are mounted using masonry
screws, depending on the surface they are being mounted to.

43

They can also be mounted on information panels at historic sites, local,
county and regional parks, waterways, and at trail heads.

In this example, a distribution display could be placed on one of the read-
erboards, or on a new free-standing two-post panel, like the one to the right
located in Icelandic State Park, which would be inexpensive and relatively
easy to build.

On the opposite page are two locations where a wall-mounted rack would
be ideal: At the library in Cavalier and at the concession stand in Icelandic
State Park (bottom, opposite page).

The first order of business would be to identify locations that visitors to the
area might frequent. At locations like Homme Dam, you might have two

n

!f o | S " - TR P o "’ Fo |
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locations. At state parks youd also likely have two or three locations for
these.

This will allow you to issue an RFP (request for proposal) for the design,
fabrication, and installation of these wall-mounted racks in a specific number
of locations, and likewise, where a two-post panel would be constructed to
accommodate the brochure holder.

% Another, although substantially more expensive, option would be

to produce perhaps two-dozen stand-alone kiosks throughout the
region at key attractions and stopping points. These were devel-
oped for the New Hampshire Grand area of the state.
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¢ 4x9: RV & Camping Guide to the Rendezvous Region

¢ 4x9: Rendezvous Region Golf Guide
¢ 4x9: Rendezvous Region History Trall
e 4x9: Waterways Guide to the Rendezvous Region

® 4x9: Rendezvous Region Fishing & Hunting Guide

® 4x9: The Very Best of the Rendezvous Region
¢ 4x9: North Dakota State Map

® 4x9: A local or community brochure

¢ 8.5x11: North Dakota State Visitor's Guide

- < As you design your visitor information kiosks keep in mind that over the next year you’ll
Visitor Il_lformatlon have a number of rack brochures to distribute. The panel, above, provides an idea for the
an'ters in the / layout of the kiosk and brochure holders.

Digital Age ’
Presemted by Roger Erocks
; Also, please take time to watch the video (left), which provides you with a number of op-
> DestinationDevelopment.org tions and fresh ideas on how to get visitor information into the hands of your visitors.
2 > The Vault
* > Tourism development




Recommendation #15: Find and contract with your on-camera personality: The
“Face of Rendezvous Region” tourism

Implementation timeline: November 2022
Leadership: Rendezvous Region Tourism

Approximate cost to implement: $40,000 including talent, pre-production, film-
ing, post production, mixing, etc.

Funding source options: Marketing funds

Rationale and to-do steps: Because of funding constraints, the marketing effort
detailed in this plan is geared to building brand recognition so that everyone
in and visiting the region will know that it’s called “The Rendezvous Region”
and where to find information (RendezvousRegion.com).

Second to that is selling visitors on actually coming TO the Rendezvous
Region. And, once again, due to funding constraints, this will rely on word of
mouth, social media, and a professional public relations effort.

Key to that will be a focus on video content. To that end, there needs to be a
person who can become “the face of the Rendezvous Region,” the on-camera
personality that is young, attractive, and full of life with abundant enthusi-
asm. This person’s entire focus is on convincing people to spend some time
in the region.

The Rendezvous Region has very little in the way of tourist attractions that
can out-compete most of Minnesota, the other areas of North Dakota, South
Dakota and other mid-western and western states. Every surrounding state
has hundreds (f not thousands) of lakes and waterways, all include far more
developed trail systems, more public lands to be explored, and larger bud-
gets than the Rendezvous Region or North Dakota tourism, for that matter.

The one area where the Rendezvous Region can out-compete neighbor-

ing states is with its historical sites and attractions which, for the most part,
are outstanding. Yet historical attractions, generally speaking, are secondary
activities to the primary draw. Eighty-five percent of the people who visit any
of the Smithsonian Museums in Washington, DC are there for other reasons,
but while they’re in Washington, these outstanding museums are a “must-do”

activity. Without a national park or major tourist attraction, it will be para-
mount to spotlight each lake as a “specialty lake” for a certain sport or activ-
ity, be it stand-up paddle boarding, or walleye fishing.

In essence, we must position the activities in the Rendezvous Region as ei-
ther different or better than what visitors can get closer to home.

To do this, the on-camera personality will need to be enthusiastic, fun-loving,
and with expert video and editing skills, will make various activities in the
Rendezvous Region worth a special trip and an extended stay.

This could be one of the Rendezvous Region staff, or could be contracted
on a per-day or per-video project. Since the target market is the Millennial
generation (in their late 20s, 30s and early 40s) this person should be in that
age-range. And remember, if you cater to the Millennial generation, you’ll
also get the boomers.

This person needs to shine when on-camera and be able to ad-lib where
needed so no video seems to be overly scripted or staged.

To support this person, there would also need to be a good camera operator
(these can be shot with an iPhone, but with expert attention paid to lighting,
sound capture, and movement) and an expert way to capture audio.

In the first year, the goal would be to produce between 30 and 70 two- to
five-minute videos (the average would be about three minutes), each show-
casing an activity that makes that particular spot worth a special trip.

This person also needs to be a good story-teller. Some of the historical attrac-
tions and sites have an amazing story to tell, and having this person be able
to capture that as a teaser so that viewers take note and decide to make a
trip to the region to see and hear the story in person.

Your on-camera personality would perhaps also speak at local, regional and
state-wide events, such as the annual North Dakota’s Governor’s Conference

on Tourism, to sell the rest of the state on visiting the Rendezvous Region.

After all, nearly 50% of all tourism spending in nearly every state comes from
local residents discovering new areas of the state they call home.
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This plan also calls for the creation of an outreach program and your on-
camera personality will play a role in this as well.

The outreach program is designed to teach kids in elementary, middle, and
high school that North Dakota is a fantastic place to live, grow up in, and to
come back to after college.

In essence, it’s to build community pride in all that North Dakota, and the
Rendezvous Region in particular, has to offer.

This would be done by showcasing “Did you know” facts (also on film)
and great places to play in their own front and back yards. This will also
help combat the perception that there’s “nothing to do here” as these young
people become front-line employees that future visitors will interface with.

We're quite certain that this person already exists in the region, but finding
them will be of critical importance.

To start, they would focus on why this is a great place to camp or RV in
spring, summer and fall: no crowds, serene, a fantastic place to learn how to
stand up paddle board, or fly fish—and these are the top three places to do
each of these.

Additionally, it’s important to promote the Rendezvous Region for team-build-
ing events, family reunions, and other gatherings, playing off the fact that this
is The Rendezvous Region—the place to “Come Together.”

We cannot overstate the importance of this on-camera personality in helping
this program be successful.

Young: A Millennial

Attractive: “The F: f the Rendezvous

Enthus > | Cheerful | Always smiling
en unscripted

Energetic: Fun
Great on-camera:; Even w
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Bethel Woods, New York

e http://bit.ly/DDABethelVWWoods

e 2:25 long

e Great on-camera host

e | ots of details

e Does it make you want {@.go there?
® 62 clips

WIARKETING 9
Oraaiing Vidgy Copizniggs

These three videos (each about 20-minutes long) will provide a great guide
as to the type of equipment, software, and content to develop. These are
available in the DDA’s Video Vault in the Marketing category.



Recommendation #16: The Rendezvous Region “brand”—your unique selling
proposition

Implementation timeline: November 2022

Leadership: Rendezvous Region, all regional and local organizations
Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: There are thousands of locations, quite literally,

that have nothing totally unique to their location. And in those instances, it’s

important to still find a way to make you the destination of choice. So rather
than concentrate on a specific location or activity, it can be WHO you attract.

And coming back to the words “Rendezvous Region,” Rendezvous literally
means “a meeting at an arranged time and place, typically between two
people.” It also means “a placed used for a rendezvous i.e. “you’re welcome
to use this place for your rendezvous,” or “a popular meeting place.”

What if the Rendezvous Region became THE destination for get-togethers?
This can include fishing tournaments, sporting tournaments, family reunions,
camping trips with friends, fishing trips with friends, business retreats (you
have great locations for this), or any type of gathering.

After all, the Rendezvous Region is safe, there are LOTS of places for get-
togethers, from small uncrowded lakes to campgrounds, to community halls,
to historic sites. It’s easy to access the region, and inexpensive to boot.

Imagine three or four close-knit friends that could come into one of the
towns, secure three or four residential lots (think homesteading) and then
work together to build a home on each, and then work to bring the town to
life, perhaps opening a business or two and really playing a major revitaliza-
tion role.

This is where a brand like this can work for more than just tourism—as a
gathering place for families and friends.
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Imagine attracting bike clubs, fishing clubs, photography clubs, co-workers, This type of “brand” would be easy to promote and would offer something
digital nomads, each making the Rendezvous Region the place to do exactly  different than other destinations, particularly regions, are not using as a hook

that—rendezvous. to differentiate themselves.

This could also include ATV groups, archery enthusiasts, horseback riding And it can be done using a simple tagline, “Come together.” As a couple,
clubs, dragon boat teams, classic car and motorcycle clubs, artisans in action,  with family, or friends, as co-workers, enthusiasts; a great place where people
quilters, etc. gather without all the noise of the urban environment and local distractions.

2 Come togetﬁer

It's been a rough couple of years, but
now's the time to pack your bags and
make tracks to a beautiful place - almost
all to yourselves - where nothing will
interrupt much-awaited times with family
and friends.

With nearly a dozen small quaint lakes,
two stunning state parks, and
campgrounds built for families and
building great relationships, this is what
the Rendezvous Region is all about.

Where will you find this place? Just head
north of Grand Forks and west of the
Red River. For the Family Fun list, just
head to RendezvousRegion.com

n;gﬁt bere!

NORTH DAKOTA'S

RENDEZVOUS
REGION
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Where you can really come together—again—especially after two years of
lock-downs and isolation. Can you think of a better place to “come together”
than Icelandic State Park with a group of friends or family? This is a brand
you can “own” and brands are all about ownership and then delivering on
the promise.

Safe. Serene. Relaxed and uncrowded. Away from all the distractions and noise.
Welcome to the beautiful Rendezvous Region, home to stunning parks & campgrounds

and dozens of small but awesome lakes for epic and memorable catches of just about Come tog e f6£ 1‘ = %“in %NDEZVOUS

NORTH DAKO

REGION

every size. For the complete Fishing & Hunting Guide visit us at RendezvousRegion.com
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3 Just 45-minutes north of Grand Forks and a

world away from freeways and urban
distractions is a place so quiet, peaceful and
safe that there may be no better place -
anywhere - to really come together.

Home to a dozen serene lakes is the perfect
place to cast that line for the first time. To
- find your perfect fishing spot visit us at
< www.RendezvousRegion.com

What you are looking at here are simply examples of how you might want

to market the Rendezvous Region. These concepts can be used as website
pages, Instagram and other social media posts, in print ads and in posters,
which would be printed, mounted and framed and distributed throughout
the region selling locals on why they live in a great destination.
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Please remember that these concepts utilize stock photography, which would
be replaced with locally shot professional photography. A key point is to
ALWAYS showcase people in the midst of an activity. Please, no scenic shots.

The next recommendation in this plan focuses on contracting with profes-
sional photographic expertise: both video and still photography.



== ‘RENDEZVOUS

Safe. Serene. Relaxed and uncrowded. Away from all the distractbr‘l:s: and noise. Welcome to the peatﬁifulBépdez;ous — s
Region, home to stunning lakes, rivers and streams. For the complete Paddling Guide visit us at RentezvousRegion.come— “I{EGIOM
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Using the “come together” theme, sub-head (or sub-title) text can include
“right here” or the other options shown in this example.

All of your marketing should show people, particularly young and multi-
generational families, having a great time. Your greatest local assets include
camping and RVing (family reunions), activities on water: Stand up paddle
boarding, kayaking, canoeing, fishing, wildlife viewing, and your historical
attractions.

92 Red River Regional Council - Destination Development & Marketing Action Plan




Recommendation #17: Contract for professional photography and video con-
tent for all four seasons

Implementation timeline: November 2022

Leadership: Rendezvous Region

Approximate cost to implement: $40,000 first year, $10,000 subsequent years
Funding source options: Marketing funds

Rationale and to-do steps: In the modern marketing world, content is every-
thing: Content will drive people to your website, your social media channels,
is key to search engine optimization, and, ultimately, it's what closes the sale.

The four primary components of this include:

- The actual experience (making sure it was worth the special trip)
- Video and on-camera (helpful expertise with the sales pitch)

- Photography (evoking emotion—worth at least a thousand words)
- Key marketing messages (the details that will close the sale)

The old adage that a photograph is worth a thousand words is just as true to-
day as it’s always been. This recommendation is the beginning of the creation
of both video footage and a professional still-photography library of images
showcasing all four seasons.

Every photograph should evoke emotion. It should make the viewer take
notice with a “Whoa!” or “Wow” or “Look at this!” thought or exclamation.

Every photo needs to include a person involved in a specific activity and
look unposed. When a person sees someone smiling, it makes them smile as
well. So including people in photos is absolutely critical.

Each photo should be specific to that one location. While the photo of the
cute little girl getting face-painted at the local fair is darling (opposite), it
won'’t set you apart, since that can be done at any fair just about anywhere.

The Rendezvous Region is chock full of quaint and beautiful towns that can
easily expel misperceptions of the area in just one photograph. For instance,
in the photo, bottom right, just adding a couple holding hands, walking

Stk

away from the camera, would say a lot about St. Thomas, making it look like
a safe, beautiful town with tree-lined streets. A welcoming place to live or
raise a family. This is the power of professional photography. Without people
in this photo, it’s just a snapshop of a tree-lined street. We always imagine
ourselves in others’ shoes. So including people is the key to your successful
photo library.
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Safe. Serene. Relaxed and uncrowded. Away from all the distractions and noise.
Welcome to the beautiful Rendezvous Region, home to small but stunning lakes NORTH DAKOTA'S
and waterways. To find your perfect paddling lake visit us North of Grand Forks ENDEZVOUS

and online at RendezvousRegion.com REG!ON‘
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Safe. Serene. Relaxed and uncrowded. Away from all the distractions and noise. \Welcome to the ENDEZVOUS

beautiful Rendezvous Region, home to stunning parks & campgrounds. For the complete list visit us

at RendezvousRegion.com REG IOM
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Please remember that the photographer always owns the content—every
photograph. This means you can’t simply pull photos from the Internet. Any
photo you use should include permission to use it—or, by contract, that you
own the rights to it.

Likewise, you must obtain photo releases when the person or people in the
photograph are identifiable.

Remember that you are NOT selling scenery, you are selling activities—things
to do that make you worth a special trip. And to sell it, you need to have
both still and moving images of a person, or people, enjoying that activity.

Since the brand is based on attracting groups of people, showing multiple
people enjoying a great activity will always reinforce your brand positioning.
In the concepts on the previous pages and to the right, we used stock
photography—something you should avoid at all costs. These are simply to
showcase the types of images—showing people having a great time—that
you need to capture and add to your photo library.

One way to keep costs down is to create a marketing partnership with
your photographer or photographers. In this case, all the photos are used
to promote the public good—tourism. They would not be used to promote
a particular business. And this is a great way to provide the photographer
some exposure.
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In exchange for favorable licensing costs, provide a photo credit every time
you use one of their photographs, whether on a print ad, poster, website or
social media post.

Secondly, when used online, make sure the photo credit is a link to a
page on your website, showcasing the photographer: who they are, their



The Use of
Photography to
Increase Sales

Presented by Roger Brooks

experience, and then a separate link to their website. Your photographer can
tell a great story about the Rendezvous Region as well and can be included
in your marketing efforts, creating a great partnership.

Your photographer may or may not be the same person as the one who
works with your on-camera personality, and so you may end up with a

“team” of professionals, which is fine, considering the fact that this is a social
media and public relations program being established to promote the region.
But it’s important that they know each other and may, in fact, work together
on location shoots where you can capture both still and video photography.
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Likewise, your photographer may be able to capture both still and b-roll
video footage used to supplement the on-camera content. Quite often, still
photos can be included in video content.

Over the first year of this program you should have perhaps 100 to 200 qual-
ity photographs showcasing people and activities in all four seasons.

These will be used on Instagram, Facebook, Pinterest (catering to various
hobbies), on the primary website (a visual first experience), in print ads, on
billboards, on posters promoting the region, etc.

The style of photography will be showcased in the Brand Style Guide, which
your photographers will need to have a copy of and will need to adhere to.

There are three critical elements to the success of the marketing program
outlined in this plan:

1. Your on-camera personality
2. Your photography and video content
3. Your written copy, headlines, key marketing messages
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Recommendation #18: Contract for professional marketing services: Graphic
design, copywriting, public relations

Implementation timeline: November 2022
Leadership: Rendezvous Region Tourism
Approximate cost to implement: Per project cost
Funding source options: Marketing funds

Rationale and to-do steps: This is one of those recommendations that could
easily be moved to the front of the list, once funding is in place. And this
recommendation could include separate services:

- Copywriting (writing copy, headlines, and content)

- Public and media relations (now including social media)

- Graphic design

The firm contracted to develop the Brand Style Guide might be the same
firm that offers other services. Some full-service firms have all these disci-
plines in-house, while others will team with outside expertise.

The priority list, however is:

- Your content creator—your writing expertise. Yes, this is #1.

- Then your on-camera personality, who has to deliver this messaging.

- Then your photography: still and video content, editing, audio, music.

- Then your public relations expert: niche-market media, travel media, etc.

- Your social media effort (managing what is being said).

- Then, finally, graphic design: this is the discipline which creates the overall
“look and feel” of your marketing effort.

All too often the focus is on graphic design, and while it’s important, content
creation is, by far, THE most important aspect of the marketing effort.

Do not issue an RFP (request for proposal) for these services. Instead issue
a Request for Qualifications (RFQ). You want the very best you can afford.
Always look at the level of expertise they offer, including actual completed
assignments for current or past clients, and as you look at their work, ask
yourself “did they close the sale?” If yes, that’s terrific.



In the end, you have one chance to get this right. Funding will disappear if
you end up in a do-over situation.

Once you've found the best, with place-branding and place-marketing exper-
tise (tourism), then work to negotiate a fee schedule with them.

If they are simply too expensive or you don’t care for their methodology,
then go to number two on the list.

Nearly every assignment they are given will be priced individually, mean-
ing you would let them know what the assignment entails, and they would
provide a cost to complete it.

These assignments may include:

- Media buys (such as outdoor: billboards, radio, print, etc.)

- Brochure design, copy writing, production and printing

- Poster design, copy writing, printing

- Writing and direction for on-camera appearances

- Direction for still and b-roll photography

- Post production editing, polishing, and delivery to various formats

- Obtaining editorial in niche publications (RVing, fishing, hunting, camping)
- Managing social media content (introducing new stories)

In a perfect world, the staff hired to manage and implement the Rendezvous
Region marketing would, in essence, be an in-house ad agency with all these
areas of expertise, so this recommendation is to get supporting services,
where and when needed.

It’s often advisable to contract with expertise in the markets you are trying to
attract. Since they live there and know the area, they will know what it will
take to convince other locals to head your way.

Lastly, this expertise will likely extend beyond just tourism marketing. The
goal of this effort is to attract new residents and new investment, increasing
the workforce, retaining the existing workforce, and increasing investment
into the region. It's extremely important that every portion of this effort be
coordinated with a similar look and feel so it all dovetails together.

Priority in order of importance
1. Concept development (creative dire
2. The imagery

. Copy wiriting

4., Public relations (getting it out there)

5. Media buys (when needed)

6. Graphic design (continuity)

Graphic designers are not always great copywriters, and so you may need
multiple services. In fact, the copy you write is the most important element
in any marketing effort along with great photography.

Here, and on the following pages, is an advertising primer showcasing the

proper build for tourism-oriented marketing. Always promote the primary
lure (the key experience) and location in the background.
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One signature photo or graphic. One.

The header: Differentiation, “what?”

The body text: The sale

The logo/location: “And by the way...”

Website address: “log in now"”

Tag-line: exclamation point

In print advertising you have exactly
two seconds to pull a reader into an
ad. With a billboard you have less
than four seconds.

On a home page you have four
seconds.

Regardless, you MUST sell the key
experience or activity first with a
headline that will pull the reader into
the ad.

Then you need to “close the sale” in
as few words as possible and THEN,
last, is letting the potential visitor
know where they’ll find it: In the
Rendezvous Region of North Dakota.

Always follow these rules in your
marketing and advertising and you
will see a much stronger return on
investment.



Discover the difference between Discover the difference between

earning a living and having a life. earning a living and having a life.

W A

Welcome to the perfect place to live, raise a family and build a business. A place 4 Sy & Every business is searching for a business-friendly climate these days. Yet there’s
with extensive business resources, an unmatched quality of life and plenty ; { samething equally important about locating an environment where families and
of room to grow. A place quickly becoming home to established and new e ! y Iwes_ can flourish, too. With ample business resources and an unmatched quality
companies alike. See just how complete life can be when it's Pure Michigan. of life, more and more companies are experiencing growth that's Pure Michigan.

michiganadvantage.org PUR E/f/b CHIGAN' ; . ; michiganadvantage.org PURE ; ICHIGAN

ilrits in #3793 for fres inta, Weite in 4923 fax froe info.

In one issue of Site Selector Magazine, which contained more than 110 print ads promoting economic development, nearly all promoted the same items:
trained workforce, affordability, available commercial land and buildings, workforce education, etc. Only one ad really stood out, promoting quality of life
first. In this particular issue, the Pure Michigan ads (above) pulled in more reader responses than the other 109 ads combined.

This proves the point that quality of life is now leading economic development. It also proves the point on how to create an effective marketing campaign:
one signature photo, a well-written headline, short and to the point text, and then closing with where you’ll find it: in Pure Michigan.
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Recommendation #19: Reach out to RV and Camping YouTube Influencers,
blogs, and vlogs, publications

Implementation timeline: December 2022
Leadership: Rendezvous Region Tourism
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: As noted earlier, overnight visitors spend three times
that of day visitors: they spend money on lodging, dining, shopping, fuel,
groceries and other local services.

The primary draw into the Rendezvous Region will promote camping since
it’s the type of accommodation the region has in spades. This certainly
doesn’t mean there will be no focus on filling hotel rooms, since these visi-
tors spend even more than RVers, but the fastest, easiest way to tap into the
tourism industry without competing directly with Grand Forks and other
urban and suburban areas would be to tap into the RV industry.

RVers, in particular, are extremely active on YouTube, very active on review
sites, and belong to a host of camping clubs and organizations. They are so-
cial media savvy and subscribe to several industry-specific publications.

Many of the social media outlets are “how to” channels, while others provide
travel inspiration: places to go, recommendations for certain RV parks, things
to do, road conditions, best time of year to be there, etc.

Implementing this recommendation would mean contacting relevant influ-
encers through their websites, blogs, vlogs, and YouTube channels. While,
generally, North Dakota, east of Bismarck, is largely unknown to most RVers
(except for those here for Harvest) it can be promoted as a new largely
“unexplored” area of the country where there are ample quality RV parks,
dozens of lakes for just about every type of recreation, first-rate historical
attractions, and uncrowded, safe, and generally good weather conditions dur-
ing the late spring months, summer and fall months.

Also, there are several RV-specific publications that are continually looking
for new places for their audiences to discover and explore.

It would be good to get hard copies of RV publications, reach out to them
and secure editorial calendars and to review current content so you can see
how and where the Rendezvous Region can provide useful content for their
readers.

RvLove

LIVING AND LOVING THE RV LIFE SINCE 2014

smscrs W

Gt
@ RVLove | Marc & Julie Bennett e o
Pt g
o

RECAP. Dur Year of Full-Tima RV Life & Travel + Our RV Makecver | Full time BV Livieg § Travel

2018 RECAP: A VISUAL IOURNEY
O YEAR OF FLL- T Y LIFE AMD TRV
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Here are a few YouTuber and RV influencers worth reaching out to:

- RV Love (Marc and Julie Bennett)

- Less Junk, More Journey (Nathan & Marissa)
- RV Lifestyle (Mike & Jennifer Wendland)

- LivinRVision (Brian & Michelle)

- Changing Lanes (Chad & Tara)

- Live Amazing (Liz Amazing)

- Mortons on the Move (Tom & Cait Morton)

- Long Long Honeymoon (Sean & Kristi)

- You, Me & The RV (Phil & Stacy Farley)

- Never Stop Adventuring (The Skeltons)

- Keep Your Daydream (Marc & Tricia Leach)
- Drivin’ & Vibin’ (Kyle & Olivia)

- Getaway Couple (Jason & Rae Miller

- Enjoy the Journey (Tom & Cheri Kenemore)
- Campendium (RV and camping reviews)

- Creativity RV (Robin)

- Embracing Detours

- Endless RVing (Izzy & M])

- Fate Unbound (David & Roe)

- Finding Life’s Adventures

- Grand Adventure

- Irene Iron Travels

53,300 subscribers
183,000
155,000
36,000
228,000
56,600
112,000
253,000
152,000
2,120*
468,000
127,000
67,900
164,000
64,000
243,000
29,500*
64,200
131,000
1,850*
70,800
33,800*

* Newer and lower subscription influencers will be easier to convince to
come into Northeastern North Dakota, but let them know youwll help them
increase their subscribers by promoting their input into the region.

Be there to help them find the best campgrounds, and the best local experi-
ences. You do not need to pay these folks, but you can find ways to help
them “hook” new viewers. So, don’t just invite them, actually reach out and
be there for them.

,@ Changing Lanes o S

o

 shorin
I, TR ]I . - W —
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Most RVers are familiar with Western North Dakota, but few have written or
showcased the Eastern side of the state. In fact, we couldn’t find any that
have experienced anything north of Fargo. This creates a great opportunity
to open up a less-visited (and more coveted) destination. RV bloggers and
YouTubers are always looking for places everyone else isn’t already cover-
ing. Reaching out to them and showcasing the campgrounds, the small
lakes (dams), fishing, and your historical sites and attractions is a great way
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to gain awareness among this group of visitors who are actively looking for
new unexplored places to share with others. You should also reach out to RV
magazines, which are also looking to showcase new destinations.

Partner with a local experienced RVer who can help you craft stories, pho-
tography, and can share with the people they most follow.



Recommendation #20: Begin loading the YouTube channel with “Best of” con-
tent videos geared to camping and RVing

Implementation timeline: December 2022
Leadership: Rendezvous Region
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: As you establish the Rendezvous Region YouTube
channel, create Playlists by type of activity:

- Best campgrounds & details

- Icelandic State Park

- Turtle River State Park

- Pembina Gorge & Frost Fire

- Top fishing spots & what to fish for

- Top paddling spots

- Must visit historic sites & museums

- Here for harvest? What to know and what’s new
- Must attend festivals and events

- Top 10 Did You Know facts & teasers
- Great towns and hidden gems

This list will help define the type of photography, videography, and on-cam-
era content you'll want to begin developing. While you may create a number
of videos in a short period of time, post one each week.

What people enjoy is consistency without overloading them with content.
And make sure your posts are seasonal. You can even create separate chan-
nels, one for each season of the year so that people can search your channel
by season, or type of activity.

There are 11 playlists here, and if you posted four videos in each playlist,
youd be creating 44 posts. And if you uploaded one each week, you'd be
well on your way to creating a YouTube following.

The key to success is to provide useful information, not just fluff or market-
ing jargon. People want help, not a sales pitch. Always keep that in the back
of your mind when creating this type of content.

Let potential visitors know your personal “Top 5” or “Top 7” area parks and
campgrounds, great little eateries with great pie or another specialty, and
where they can go to fill a propane tank. Useful is the key word, while mak-
ing it fun.

People want and need details, details, details. For fishing: what will T catch?
Is it catch and release or catch and keep? Where do I get a fishing license?

Is there a fishing season? What time of day is best for certain kinds of fish?

Where can I get bait and tackle? And what’s best for catching each type of

fish? Are there catch limits? And is that per day, or per fishing license?

Above all, do NOT be afraid to promote private businesses that rent or sell
gear, or bait, or offer guide services. Promote specific places to eat and tell
them WHY it's one of your favorites. Let us know where to purchase grocer-
ies or treats locally. Promote great little retail shops. After all, this is about
creating jobs, helping local businesses survive and grow.

Helpful means providing specifics and avoiding generalities like “then grab
some lunch at a local diner.” That’s not helpful and will get people to hit the
back button or next button within seconds.
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Avoid the pitfall of posting video content just for the purpose of posting
something each week. As the old saying goes, “If you have nothing to say,
then say nothing.”

We spent several weeks in the Rendezvous Region during the sugar beet
harvest. While locals complained about the muddy roads and large trucks
everywhere, we found it absolutely fascinating. Most Americans have likely
never even seen a sugar beet. So creating video content explaining how the
Harvest works will be fascinating, especially since the region is one of the
top spots in the world for sugar production. In our observations, it was like

watching an orchestra taking place and working around the weather. What
may be boring to you, can be incredibly fascinating to others.

PLAYLISTS

Top things to do
Camping and RVing
Awesome State Parks

Get-togethers
Fantastic Paddling

Fishing
Hunting
Amazing history

L
@
&
@
¢ \Vind sports!
@
@
]
e Harvest \Whoa!
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Recommendation #21: Frost Fire - issue RFQ for the creation of a Master
Development, Management & Marketing Action Plan

Implementation timeline: December 2022
Leadership: Red River Regional Council
Approximate cost to implement: $120,000
Funding source options: Grants |Planning grants

Rationale and to-do steps: The Pembina Gorge, next to Icelandic State Park,
should be the region’s best tourism asset. While millions of dollars have been
secured and invested into creating a better experience for visitors to the
Gorge and Frost Fire, its potential has not been fully developed or realized. A
two-plus year pandemic certainly didn’t help, but now’s a great time to start
planning for the future.

Quite frankly, most first-time visitors would have no clue what “Frost Fire” is
or does. We certainly didn’t. We thought it was either a dessert, a pub or eat-
ery, or a distillery. One of the items coming out of this recommendation is to
consider a renaming of the park. Even when we drove up to the locked gates
there was nothing telling us what the place is or does.

In our opinion, it should become the “Pembina Gorge All Terrain Park” and
that can include the state park next door, the golf course and perhaps even
neighboring properties that could be developed to create a Ropes Course,
zip line or other activities, such as floating or rafting the river in season.

Together this can be an amazing destination - as a single attraction - over
separate attractions.

The top priority for Frost Fire is to sit down and determine what it wants to
be over the next three years, five years, twenty years:

- A seasonal local ski and bike hill that can break even?

- A destination resort?

- Does it want to grow the theater aspect? Retail? Lodging” Housing for staff?

The very first question to ask is “How do you see Frost Fire ten years from
now?” What's your vision for Frost Fire, long term? Once the board makes
a decision on this, then the board should be reconfigured with champions
that are all about achieving that vision. Many may drop off and they should

be thanked for their service at a Board Dinner for keeping the dream alive,
especially over the past two-plus years.

If the decision is to grow it into a money-making destination, then next up
would be contracting with expertise to determine what'’s feasible considering
demographic and geographic primary and secondary markets. Who will it
draw? And is there enough population and desire to make it feasible?
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When it comes to tourism, and places similar to Frost Fire, the day-trip
market typically lives within a 45-minute drive (each way) of the destination.
Visitors will come for the day, ski, bike or hike, then head home.

On the other hand, if you want to attract visitors from a two-hour drive, or
further, then you will be attracting overnight visitors. This brings us to the
Four Times Rule: People will travel a distance if you have activities that cater
to them, four times longer than it took to get there. So, if someone drives two
hours, do you have activities that will last eight hours (four times the two-
hour drive)?

Visitors typically spend four to six hours with the primary activity and then
eight to ten hours with complementary activities. Those “complementary”
activities might including dining, shopping, hiking, theater, visiting nearby
historical attractions, sightseeing, or relaxing in nearby accommodations.

Overnight visitors spend three times that of day visitors, since they are there
for multiple meals and are also paying for overnight lodging.

And the more you have to offer (collectively) the further people will come,

the longer they will stay, and the more likely they are to return time and
again.
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If the decision is to grow Frost Fire to more than a seasonal local ski hill,
run by volunteers and a skeleton season staff, then the board will need to
bite the bullet and create a Master Development, Management & Marketing
Action Plan.

This is not a cheap undertaking, but it could be done in phases—the first of
which would be feasibility: a look at any competition, the geographic and
demographic audience it will attract, and what it would take to attract that
audience in terms of capital and ongoing investment.

If it’s simply not feasible for Frost Fire to grow beyond what it is now, then
you might be out $20,000 or so, but at least you’d have an answer.

With resort development, it’s a different animal altogether. With resorts it’s a
process along the lines of “If you build it, they will come.” In Roger Brooks’s
experience working in several major ski resort destinations (albeit a long
time ago), Frost Fire did not have the potential to become a major destina-
tion development resort simply because there’s not enough land or terrain
to support multiple lifts, accommodations, retail and the other supporting
infrastructure.

But it could be a very successful small-scale or “intimate” year round desti-
nation, the likes of Holiday Valley Resort (knows simply as Holiday Valley)
based in Ellicottville, New York. Founded in 1957, it’s always been a small
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day-trip destination until 1995 when the Inn at Holiday Valley opened, mak-
ing it a multi-day destination because of the lodging facility.

The town of Ellicottville is home to 1,100 people, and Catauragus County,
New York is home to 77,000 residents. Buffalo, NY is an hour away and Erie,
Pennsylvania is about a two-hour drive away.

While it has more ski lifts, that possibility could easily be accommodated at
Frost Fire by developing a plan that might include the golf course and by
working with the State Parks system on being a concessionaire and managing
the Pembina Gorge State Park that currently has no dedicated staff to manage
it.

It would be beneficial to have several board members travel to Ellicottville
and talk to the folks in the town and at Holiday Valley to ask them the hard
questions about growth, financing, the effects of COVID, what it takes to
make it work, what they would do over if they had the chance, etc.

Detroit Mountain would be worthy of another fact-finding mission, although
it's already a very popular tourist destination and has nearly a dozen hotels
in Detroit Lakes, less than a ten-minute drive from the mountain, and it has
a downtown that is far more tourism-ready than Walhalla currently is. That
being said, Walhalla certainly has the potential of becoming a destination
downtown, if it so desires, along the lines of Ellicottville, Detroit Lakes and
others throughout the Midwest and Mid-Atlantic states.

it Frost Fire to be
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Finally, consider contacting master developers with experience in this
type of development and invite them out to take a look and get their first
impressions.

Start by contacting the folks at East West Partners (ewpartners.com), Resort
Development Partners (resortdevpartners.com). Let them know that you have
a market of 1.2 million residents within a two-hour drive (please double-
check these numbers to make sure they’re accurate) and that you'd like them
to come visit the area to see if it has any potential, in their eyes.

You might also contact the folks at Vail Resorts, formerly Vail Associates, that
has developed and managed a number of resorts.

Over several months you could get a very good idea of what will work, what
won'’t, and what it will take to go where the Frost Fire board wants it to go.

If you get a green light to proceed, then submit an RFQ for the creation of
the Master Development, Management and Marketing Plan. Do NOT issue an
RFP, but decide who you think is the best fit, and go with that firm.

This will likely include urban planning, architecture, landscape architecture,
trail and ski hill expertise, hotel and retail design and operations, and other
disciplines.

Your respondents will likely include disciplines from other companies, part-
nering to provide you with a complete plan. Make sure you include phases,
starting with feasibility. If the project is simply NOT feasible, you can pull the
plug before the entire cost of the plan is lost.
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Recommendation #22: Identify hashtags for each historical site, community,
state park, waterway, etc.

Implementation timeline: December 2022
Leadership: Rendezvous Region Tourism

Approximate cost to implement: None

Welcome to

LAKOTA

Established 1883

Funding source options: Locally funded

Rationale and to-do steps: Social media will be playing an important role
in putting the Rendezvous Region communities “on the map” as desirable y e ‘ :
places for people to consider living, working and visiting. b e L #LovinLakota
Each community should add a banner to their gateway signs showcasing a
specific hashtag for their location. This way both locals and visitors can share
their experience using a common hashtag for Facebook, Instagram, Twitter
and other common social media sites.

By placing the hashtag at community gateways, it will create consistency
on where posts are placed: In the case of Lakota it could be #Lakota, or
#LakotaND, or #LakotaNDakota, #ILuvLakota, etc.

Hashtag rules:

- Keep it short.

- Make sure it’s easy to remember.

- Have fun with it.

- If possible preface the hashtag with “Share your experience:” :

- Use lettering on your signs that’s easy to read from a distance: At least 4” to Voot ks 2o ] :
6” tall. Use Helvetica upper and lower case, which is easiest to read. ; Share Your Experience! #LakeWhitmanND

- For the dams, use the word “Lake” if possible. I_ia . .

- Make sure the banners are professionally done and match your gateway '

signs in terms of color and style.

Where possible add a second hashtag, which would be provided by the
Rendezvous Region. It might be #RendezvousND, or #RendezvousRegion
or something along that line. This recommendation is to come up with the
actual hashtag for the region and for each community.

110 Red River Regional Council - Destination Development & Marketing Action Plan



Recommendation #23: Develop landing pages on Instagram, Facebook and
other social media channels for each hashtag

Implementation timeline: December 2022

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $3,500 (graphic design expertise)

Funding source options: Marketing funds

Rationale and to-do steps: Each community should have an Instagram and
a Facebook page that matches the hashtags placed at each entrance and
throughout town (at local parks, ball fields, city hall, etc.)

This would be the responsibility of each community.

The Rendezvous Region should also have branded Instagram, Facebook,
Twitter, TikTok and other social media sites and a dedicated hashtag for
those visiting the area: #RendezvousND or #RendezvousRegionND...
While the advertising is nice (upper right), it does nothing to encourage
people to post photographs to the site, nor does it promote spending time in

the region. These social media channels should be dedicated to posting high
quality photography of what it’s like to live in or visit the communities and

local tourism assets. ?m:m
A person (perhaps a volunteer) could be assigned to mine all of the commu- ?;
nity-based hashtags once a week and then re-post the best of those to the -
Rendezvous Region social media sites, particularly Instagram. S
B ssipiecs
Your top tourism assets should all have their own hashtag, but should also )
include #RendezvousND (or whichever hashtag you use) so that photos are e
shared to both sites. L

This would include the state parks, Frost Fire Park, each of the lakes (dams),
campgrounds, and each of the historical attractions. Get high school students
involved in showcasing the best of their home towns. It's a great way to
showcase community pride, and what each community has to offer.
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Recommendation #24: Contract with signage vendor to develop and add
hashtag signage to existing place identifier and gateway signs

Implementation timeline: January 2023

Leadership: Red River Regional Council

Approximate cost to implement: $5,000 with co-op funding
Funding source options: Marketing funds

Rationale and to-do steps: Now that each community, and the Rendezvous
Region, have identified a social media hashtag, next up is to contract with a
sign vendor or local craftsperson to create the actual hashtag banners, which
would be placed at each entrance sign and other locations throughout town;
The other locations might include:

- Community parks

- City or town hall

- Sports fields, facilities

- Campgrounds

- In downtown locations

Lettering should always be at least 4” tall, with gateway signs having at least
6” tall lettering, so it’s easy to read from a distance and easy to remember
when seeing it for just a few seconds.

The hashtag banners should fit the design, look and feel of the existing gate-
way signs, as you can see in these two examples.

The budget for this project has been set at $5,000 with some “co-op funding.”

Perhaps the Rendezvous Region would provide 50% of the cost in order to
incentivize the communities to implement this recommendation. The guess-
timate for each banner would be in the $80 to $100 range—depending, of
course, on the placement, existing sign design, and other parameters.

The Rendezvous Region might cover 100% of the cost for hashtag banners

at historical sites and attractions, each of the lakes (dams), state parks, trail
heads, and campgrounds throughout the region.
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Recommendation #25: Begin developing Top 3, Top 5 “must do” lists for RVers,
fishing, hunting, paddling, geocaching, historical sites.

Implementation timeline: January 2023
Leadership: Rendezvous Region Tourism
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: Less than five percent of visitors (tourists) ever
spend time on a destination marketing organization website during the
decision-making process. Why? Because most DMO sites simply provide lists
of all there is to see and do in the area, without providing details and recom-
mendations. In the case of the Rendezvous Region, listing dozens of lakes,
historical sites and attractions, trails, state parks, hunting and fishing loca-
tions, etc., is not helpful.

What they are looking for is help. The Rendezvous Region represents the
visitor, not the counties, cities and towns. And by providing helpful, bottom-
line information, the Rendezvous Region can help the visitor have a better
experience, and this will help close the sale.

Nearly every source out there, from Google, TripAdvisor, Yelp, USA Today,
Travel+Leisure Magazine, Forbes, and dozens of influencers to YouTube
channels promotes numbered lists of the best they can find: Top 3, 5 or 7
best fishing lakes, top paddling destinations, etc.

The Rendezvous Region needs to do the same thing. In order to be suc-
cessful, this is a VERY top priority. Which three lakes would be the best for
HobieCat and small sailing craft? The answer might be the larger lakes (more
room for maneuvering sail boats) and those that have perhaps better winds.
Stump Lake might be one of those candidates.

Which lakes would be best for stand-up paddle boarding? For this one you'd
promote lakes that don’t allow power boats (creating wakes), and they might
be smaller, calmer, and have warmer waters since some of the time will actu-
ally be spent in the water.

Go gle top things to do near grafton, nd X § Q
Q Al @ Maps [ Images [E News () Shopping | More Tools
About 2,820,000 results (0.65 seconds)

Top 10 Best Things To Do near Grafton, ND 58237

« Frosty Fox Restaurant & Event Center. 0.3 mi. ...

» Strand Theatre. 0.4 mi. ...

« Polly's Lounge Casino. 0.4 mi. ...

+ Centennial Center. 1.1 mi. ...

« 12th St Bowl. 0.9 mi. ...

 Last Chance Bar & Grill. 0.3 mi. ...

« Grafton Blue Line Club Casino. 0.3 mi. ...

« Schumacher Park. 0.7 mi.
More items...
https:/www.yelp.com » search » find_loc=Grafton +ND+...
Top 10 Best Things to Do near Grafton, ND 58237 - Yelp
5 Fun Ways to Spend the Day in Grafton, ND

« Hit the Rink. Image via Flickr by Sharon Mollerus. ...

= Visit a Leistikow Park. ...

« Enjoy Dinner and a Show. ...

« Drive to a State Park. ...

= Visit Grand Forks. ...

« Contact Rydell Honda of Grand Forks.

Apr 8,2021

https:fiwww.gfhonda.com » blogs » things-to-do-in-gra...

Things To Do In Grafton, ND | Local Tips - Rydell Honda of ...

@ About featured snippets + B Feedback

https:/www.tripadvisor.com » . » Grafton

Best of Grafton, ND Tourism - Tripadvisor

Do - Saint Stanislaus Church. 3. Points of Interest & Landmarks, Churches & Cathedrals - St.
John Nepomucene Catholic Church. 3 - Icelandic State Park. 26. State ...

People also ask

What is Grafton ND famous for? s

Currently, to find these answers visitors simply ask these questions in Google
searches and on peer review sites.

While a bit subjective, the Rendezvous Region must identify the top three
lakes for stand-up paddle boarding, wildlife viewing, kayaking, small sailing
craft, canoeing, water skiing, bass fishing, walleye fishing, perch fishing, ice
fishing, swimming and picnicking, family reunions, etc.
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Besides providing helpful, useful information to potential visitors, the
Rendezvous Region will accomplish some additional benefits, including the
following:

1. When people use the web to find destinations for particular activities, they
will typically type in phrases along the lines of “Best hiking trails near...” or
“Top ice fishing lakes near...” or “Best park near [location] for a family re-
union,” or “Top spots for bird watching near...”

When you provide this helpful information and post it to your website and
Instagram channels, it will put YOU, not some other source, at the top of
the search results. This is very important to your Search Engine Optimization
(SEO) work.

2. Influencer marketing is a big part of this plan, and a great way to get
those all-important third-party endorsements. Whether theses are bloggers,
Vloggers, or YouTubers, they are also looking for those “Best of” and “top”
locations for specific activities.

So, when YOU provide this information, you are actually feeding them in-
formation they can use to develop their own itineraries and will then share
those with their viewers or readers.

3. Even major and niche publications in biking, hiking, boating, kayaking,
SUP boarding, kite boarding, fishing, sailing, bird hunting, bird watching,
American History, and others are always looking for places to send their
viewers and readers. And they are searching for those same “top spots.”

4. If you note the Google search on the previous page, we searched for
the “Top things to do near Grafton, ND.” Google searches the web for that
answer. And if you have it on your website, that is where people will be
directed. And that list will be yours, not someone else’s.

5. This exercise will also be the foundation for the various printed collateral
materials that are part of this effort. You will be promoting your top historical
sites and attractions, your top birding destinations, top hunting and fishing

spots, etc.

Here’s what’s needed:
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1. You need to identify the “Top three” or “Top five” in the following
categories:

- Stand up paddle boarding

- Kayaking and canoeing

- Fishing (by type of fish and by season)

- Hiking trails (family friendly, more challenging)

- Local lakes and parks for family reunions and get-togethers
- RV campgrounds

- Tent camping destinations

- Mountain biking

- Historical attractions, sites, museums

- Birding (by type of bird and season)

- River floating (inner tube and light rafts)

- Festivals and events

- Snowmobiling

- Cross country skiing

- Top activities by town or area

Do NOT let politics get in the way of this effort. When you promote your
Top 3 or Top 5, you will also always promote “And if you enjoyed those,
look here (URL link) for three more! And then three more.

Always promote your best-ofs: Success breeds success.

Work with your waterway authorities, state parks, and others in developing
this list.

For each you must also provide specific information:

- Where to purchase a fishing license, bait, catch limits and other information
- Who to contact for reserving a place for a reunion at a local park

- Contact information for campgrounds

- Seasons, days, and hours for historical sites, museums, and attractions

- Nearby places for a meal, or treats, or supplies. A HUGE part of this effort
is geared to promoting local businesses. That’'s economic development.

This is one of the biggest, most intimidating but perhaps the MOST impor-
tant of all the projects in this plan. But it’s the most necessary in getting the
Rendezvous Region recognized as a top visitor destination.
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As you can see from these slides, TripAdvisor had little to say about visit-
ing Grafton. And like other sites, it will pick up items from your website. In
the slide, bottom right, you can see popular search results when looking for
“top things to do near Grafton, ND.” You can see an influencer wrote about
“Fun things to do with kids in Grafton.” By you taking the lead, you can
control what you market, how you market it, how to categorize it, when to

encourage people to visit, and you will also make sure that every visitor has
a better experience in the Rendezvous Region.
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As you go through this exercise, and it can change from year to year, make
sure you use numbered lists. Not just “top things to do near...” Google will
pick up numbered lists over just simple lists because people want help and
guidance, not just a list. While we applaud the efforts of the Rendezvous
Region in promoting “Four Seasons, Many Reasons...” this is not specific
enough to be useful in actually planning an excursion into the Region this
August, or October with specific activities in mind.
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Bast 10 Trails ned Hikes in Grand Forks | ARTrads

As you also search for the top activities, you'll find a number of influencers
(many of whom may be local with smaller followings). You should make a
list of these and, over time, reach out to them, thank them for promoting the
area and invite them back to verify the lists you've created.

As you develop your “best ofs,” make sure to include details, details and
more details. The more specifics you offer, the more likely you are to close
the sale. And do NOT provide links to other sites for basic information. You
want to keep them on your website right up until the sale has been closed.
And THEN, if they need additional information, you can provide a link to
another site—such as the State Parks website, or Frost Fire and others.

Here’s an example for fishing:

- What will T catch?

- What time of day is best?

- What type of bait should T use and where can I get it?
- Where can T get a fishing license and cost?

- What are the catch limits?

- Motorized boats allowed?

- Seasonal considerations?

- Fish cleaning station or other amenities? (Restrooms? Picnic shelters?)
- Where’s the best place to park?

- Where can we purchase fishing gear locally?



Recommendation #26: Work with historical sites and attractions on common
operating months, days and hours

Implementation timeline: January 2023
Leadership: Red River Regional Council
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: In May of 2022 Roger Brooks and the Red River
Regional Council met with region-wide historical sites, museums and attrac-
tions asking to establish common seasons (months open to the public), days,
and hours.

One of the Rendezvous Region’s best assets are its historical villages, school
houses, cemeteries, architecture, and the stories that surround those. With
that in mind, the next recommendation in this plan is to create a History Trail
brochure where people can visit a number of historical sites while on the
History Trail.

In order to make this a viable activity, it will be VERY important to have
some consistent operating days and hours. It is acknowledged that these are
largely run by volunteers and that the volunteer base is diminishing over
time.

It is hoped that each would be open perhaps on Thursdays, Fridays,
Saturdays and Sundays, as these are the most popular leisure travel days.

And they should be open from Mid-May through October. The peak months
for Baby Boomer travel includes April, May, September and October—and
this is the largest audience that visits historical attractions. While the weather
can make April a difficult month to open, work to make the season begin in
Mid-May through the month of October, if not all year round.

With regards to hours, typically between 10:00 and 6:00 would be best, with
perhaps evening hours during the summer months at popular destinations
such as Stump Lake.

|

-y —

Realizing that this may be a tall order for some sites, we hope that every
historical site, museum and attraction will work with the Rendezvous Region
in incorporating TalkingTrail stories to help offset the lack of open hours and
days.

Talking Trails is a smart-phone app that can provide visitors a self-guided
excursion through historic sites, historic architecture, and museums 24/7, 365
days of the year.

Nelson County already has produced 20 of its sites as T and the Rendezvous
Region is working on 60 additional sites, which will make the History Trail a
great experience.

Here are a few notes on how to best craft the stories you want to tell:
1. Avoid words like “collections,” “artifacts,” and “displays.”
2. Avoid too many historical facts: Name of the architect, who donated items
and other “non-story-related” information.

3. Tell actual stories—even ghost stories have a place. You MUST be able to
“evoke emotion:” whether making someone smile, laugh, cry, or getting the
listener/viewer to exclaim “whoa!” “Evoke emotion” are the two key words in
successfully promoting any historic site or “displays” in a museum.
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Let people know what it was like. For instance, in Wamduska Square near
Stump Lake, there is a collection of small historic school houses. What makes
the story interesting, besides how old the schools are, was what it was like to
attend school in one of these.

How early did the school teacher need to get there in order to get heat into
the building during the winter months? Where did they get firewood? How
many students would attend class there? And how did they get to school?
How far did they walk, or ride a horse or any other way of getting there?

What kind of classes did they take in those days? Was it lit by candlelight or
lantern? What types of books did they use?

Would they have a single teacher, teaching a variety of subjects throughout
the day, or were there a couple of teachers? Did kids dress up or wear school
uniforms? How many students would graduate each year?

118 Red River Regional Council - Destination Development & Marketing Action Plan

There are so many stories that can evoke emotion, and it’s critically impor-
tant to share those stories. Even individual stories are important. If you watch
news programs they will often single out a person who is struggling with
fuel prices, inflation, or discrimination—whatever the topic is—to illustrate
and put the story into a personal context.

You can do the same with historical sites and museums.

During the time spent in the Rendezvous Region, we saw hundreds of an-
tique farm tractors, but with no context of how they were used, how much
they cost (if put into a modern context), what they actually did, and what it
was like to hitch them up, how many hours a day they were used, etc.

We saw thousands of “artifacts” and “displays” with little context of the stories
behind them.

One of the best small local museums in the United States at telling great sto-
ries is the Orphan Train Museum in Concordia, Kansas. They enlarged early
20th century photographs and told the actual stories of orphaned kids being
sent around the country to adoptive families—what it was like for these kids
living on the streets of New York in the winter before being sent to distant
places and people they never knew.

TALKING TR

EXPERIENCE THE STORY




The museum even shares the results of many of these kids, how they grew
up, what they did for a living and how they changed the world in many
ways.

Using TalkingTrails, please be prepared to tell stories—not just facts and
figures.

We also encourage volunteers and staff to watch the video in the Destination
Development Associations’ Video Vault, “Especially for Museums.” This is a
perfect guide for every historical attraction.

And also download the TalkingTrails app, listen to some of the stories: Does
it make you want to go there? Does it evoke emotion? Listen to some of these
and you’'ll quickly determine what to avoid and what to include as you show-
case the history found throughout the Rendezvous Region.

Hear a Story |
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Recommendation #27: Create the second rack brochure: “North Dakota’s
Rendezvous Region History Trail”

Implementation timeline: February 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $10,000 with additional co-op funding
Funding source options: Marketing funds

Rationale and to-do steps: Most museums and historical attractions do not
have the funds to develop websites and rack brochures. Yet, by working
together, a “History Trail” brochure can be created where each can afford to
be included.

For example, in the case of the historical attractions located in Thurston
County, Washington (Olympia, Lacey, Tumwater) each museum pitched
in $200 dollars (some were given grants) with the resulting “South Sound
Heritage Attractions” brochure shown on the opposite page.

In fact, the brochure was so successful that the number of visitors tripled,
while they cut the collective marketing costs by nearly two-thirds. This in-
cluded 11 historical sites and museums, plus the front cover, back cover with
a map or “trail,” and an introductory page talking about the history trail.

While this particular brochure was printed in just two colors (black and
brown), full color brochures can now be created, on demand, at the same
cost.

Each panel in the rack brochure would include a brief description of the at-
traction, its location, directions, a photograph, open days and hours or how
to find it on the TalkingTrail app, and cost if there’s an admissions charge.

We recommend printing 10,000 of the Rendezvous Region History Trail and
having them distributed at each of the history sites and along with the RV &
Camping Guide at brochure distribution locations throughout the region.

A good way to determine the cost of the brochure is to first determine the

number of historical sites and attractions will be included. Do not promote
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more than 30 sites in a single brochure. If needed, you can produce a “North
Rendezvous Region History Trail “ brochure and then a separate South ver-
sion. Then determine the cost to have it designed, and the cost to have it
printed. Then divide the number of participants by the cost to determine a
per-site cost.

NORTH DAKOTA'S

RENDEZVOUS REgIoN

HIST

However, it is VERY important you
promote your very best attractions,
and if they do not have the funding
to contribute, provide them a grant
through the Rendezvous Region

to allow them to be included. We
did include a $10,000 budget for
this Guide to make sure your best
historical sites and attractions are
included in the Trail Guide.

And remember, like the other “best
of’s,” not everyone, everywhere
will be included. You can always
dedicate a panel to messaging
along the lines of “If you enjoyed
the historical attractions in this
brochure, make sure you visit

us at (URL) to see the next ten
not-to-be-missed historical sites
here in the beautiful Rendezvous
Region of North Dakota.”

&
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Recommendation #28: Distribute the History Trail brochure along with the RV
& Camping Guide to wall-mounted racks, stand alone kiosks, etc.

Implementation timeline: February 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: None: Staff time

Funding source options: $3,500 for brochure counter-top holders

Rationale and to-do steps: At this point, you will have produced the RV and
Camping Guide and the History Trail brochures. We recommend purchasing
100 quantity of the counter top brochure holders (sample shown, bottom
right) that can hold up to four brochures. At this point two pockets would
include the RV & Camping Guide and the other two would house the History
Trail Guide.

Each historical attraction, with interior space, would accommodate one of
the brochure holders. For outside space-only locations, you can purchase
inexpensive real estate flier holders and have each mounted to one of the
structures or a stand-alone post.

In some places, such as Stump Lake Village, you might have these in two or
three different locations throughout the village.

Also distribute them to chambers of commerce, local lodging facilities includ-
ing campgrounds, visitor information centers throughout the five-county area,

and at state visitor information centers and rest stops.

Also make sure you send both to the state’s tourism office for their review
and distribution.
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Recommendation #29: Create the third rack brochure: “Rendezvous Region
Golf Guide”

Implementation timeline: March 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $5,000 plus co-op funding
Funding source options: Marketing funds

Rationale and to-do steps: Next up is the Rendezvous Region Golf Guide. This
is a cooperative effort that can include all of the golf courses open for public
play throughout the region. It many not be necessary, in this case, to only
promote the Top 3 or Top 5. You should be able to include up to 20 golf
courses in this guide, which should incorporate all in the region.

Each should include a signature photograph, information about the course:
Seasons open, number of holes, par, food services, pro-shop, lessons, club
and cart rentals, event space, etc. It should also include a point of differentia-
tion: why someone should play more than one of the courses. Also include

NORTH DAKOTA'S

RENDEZVOUS REGION

RENDEZVOUS REGION RENDEZVOUS REGION

RV&CAMPING

RENDEZVOUS
REGION

a two-panel spread that has a map of the region and where each course is
located. Also include a URL and contact information.

Some courses may be open dur-
ing the winter months for cross
country skiing or to host local
events. That information should
be included as well.

NORTH DAKOTA's

RENDEZ VOUS REGION

Photography is a key ingredi-
ent when it comes to promot-
ing golf courses, so it might be
a good idea to work with the
courses on a cooperative basis
to contract for professional
photography.

There are photographers
that specialize in golf course
photography.

Golf courses can also become
excellent locations for team-
building events, corporate
retreats, and reunions, so ]
make sure that information is &% = ==
included.

And, of course, if any of the
courses have been rated by
the PGA and have other
third-party reviews, those
should be included.
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Recommendation #30: Work with golf courses on creating a “Ticket to Paradise”
cooperative marketing program

Implementation timeline: March 2023 GOLF THE

NI NE Carson City & Carson Valley Golf Co

Leadership: Rendezvous Region Tourism
Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: Between Lake Tahoe, the areas south of Reno, and in il el
the Carson Valley of Nevada, there are nine golf courses. Over the years they Faley GOLF IN THE HIGH SIERRA
competed for memberships, the competed with green fees and competition ) Carson Valley Golf Course, Dayton Valley Golf
was, for the most part, fierce and sometimes ugly. : Arem . Club, two Eagle Valley Courses, Empire Ranch,

- The Golf Club at Genoa Lakes, Sierra Nevada
. . Golf Ranch, Silver Oak and Sunridge Golf Clubs.
But that turned around when they agreed to market cooperatively. First of =

all, each course put $1,000 into a collective marketing pot, creating a pool
of $10,000. With that they contracted with a marketing firm, which came up
with the “Divine Nine” name, which is outstanding. The golf courses in the
Rendezvous Region should also come up with a collective name.

Then, they contracted for professional golf course photography and developed
a website, and a marketing campaign, “The Ticket to Paradise.” With this, a per-
son would pay $395 and would have a year to play all nine courses.

Additionally, each course would create an “attraction” a floating green, or wild sand traps,

or some other element that would set their course apart from the others, incentivizing golf- Coman | Lo | Loy v T

ers to play all nine courses. o 70,000 yards of celestial layouts minutes from Reno and Lake Tahos.
DIVINE/NINE Bt

This would be a cooperative effort where the Rendezvous Region Tourism Council would ,:. M e E‘é*ﬁﬁ;ﬁ'{,““:‘?;m%ﬁr:&:,;“,E,‘;f;'f;;:(;‘:ﬂh}°:£;“§:§'(;t';f:l;'“

organize the courses, get them to meet, and together create a program along this line that On sale now! The Ticket to Paradise

would put this region of North Dakota on the map as a premier golf destination. ' ‘:‘L‘:'*:‘:':::::::':::L‘:’f“m""”'

Click Here to Book Your Golf Packages. m

Prior to this effort in the Carson Valley area, golf was barely on anyone’s radar as a tourist
attraction, yet the hotels now promote the area as a premier golf destination. In fact, Golf
Digest and other golf publications soon picked up on the effort and for the past couple of
decades, since this effort began, this area of Nevada has been one of the top golf destina-
tions in the country.

Courves | Ladging | About Carson | Locator Map | Prass | Contact | Sk Map | frivacy Pulcy
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We recommend that the courses work together to create a cooperative mar-
keting and development program with the following elements:

1. Each agree to contribute a set amount of money for photography, a
website, a marketing campaign, and a package (name) for the collection of
courses. The “Divine Nine” area of Nevada, known as brown and dusty, soon
shook off that perception just through the photography alone, as you can see
on this page.

2. They would then set out to develop a “ticket to paradise” type of program
where people can pay a set fee and have a year to play all of the courses (or
perhaps ten different courses they can choose from).

3. Each would develop a “lure” that would set themselves apart from every-
one else. A water hazard, sand traps, elevated tee, floating green—something

that would attract golfers to each course.

4. They would cross-promote each other as well.

Red River Regional Council - Destination Development & Marketing Action Plan 125



This effort can really change the perception of the Rendezvous Region by
showcasing a varied terrain, what the area has to offer in terms of recreation-
al assets, and golf also attracts higher-end visitors, which should always be a
primary goal.

Within a few months of the Divine Nine marketing effort, the hotels cooper-
ated on a rack card (right) promoting seven of the area’s hotels.

A good way to market golf courses is to state-wide organizations and non-
profit agencies for “team building” and corporate retreats. For instance,
United Way Agencies of North Dakota, or the North Dakota Automobile
Dealers Association, and so many others that host quarterly or annual events
in rural locations where they can host training seminars, networking events,

and roll-out new products and offerings in a great setting.
CARSON

DIVINE NINE

CArsoN CiTy & CARSON VALLEY, NEVADA
GOoLF COURSES

Tied to this effort can be other golf-related events such as an annual Girl’s
Golf Weekend where friends come out to learn and play a round of golf (or
two or three).

One other issue with local golf courses is that few, if any, bother to add
signage that lets people know they are open for public play, how many holes
they have, whether or not they have a pro-shop, cart and club rentals, and
food services. Signage would certainly help increase the number of green
fees collected during the golfing season.

. " CARSON VALLEY GOLF COURSE * DayTon Variey Country CLUB
#1 Golf Destination
ol Trall Co

Empire RANCH GOLF COURSE ® THE GOLF CLUB AT GENOA LAKES

EAGLE VALLEY EAsT & WEST GOLF COURSES

Sierra NEvADA GoLr CLUuB ¢ SUNRIDGE GOLF CLUB

Siver Oak Gorr CLuB
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LODGING

CARSON VALLEY INN
First class hotel/banquet/golf packages for groups of 8 to 200
800.321.6983 or 702.782.9711, ext. 625

OrsmBY House
Northern Nevada's premiere golf packages. Two hundred
deluxe rooms. Carson City's only "full-service” hotel &
casino. 800.662.1890 or 702.882.1890

HarDMAN HOUSE
Exclusive AAA 3 diamond rating Enjoy complimentary
continental breakfast in a BEB atmosphere.
Golf packages available. 8006260793 or 702.882.7744

BesT WESTERN CARSON STATION HOTEL/CASING
Carson City’s golf group headquarters. Full casino,
sportsbook, sportsbar, restaurants and music
800.501.2929 or 702.883.0900

LAZA CASINO RESORT
ino, bowling, pool, spa, banquets,
Resort class golf group packages.
800.501.2929 or 702.885.9000

CARrsON NUGGET/CrTy CENTER MOTEL
Your Capital City headquarters for fun, food, friendly service,
and great golf getaways. 800.426.5239 or 702.882.1626
www carson-city.org

THE PrLAZA
Carson’s newest motel complete with microwaves & refriger-
ators. Quiet, friendly atmosphere. Non-smoking rooms.
Reasonable rates. Golf packages available, 702.882.1518

For MORE INFORMATION:

CARSON VALLEY rORS AUTHORITY
800.
www.car nv,0rg

Carson City CONVENTION
& rors’ BUREAU
800.NE

WWW.C




Recommendation #31: Begin working with the individual communities on
implementing the Assessment Findings and Suggestions

Implementation timeline: March 2023 and ongoing

Leadership: Red River Regional Council

Approximate cost to implement: None: Staff time (grant funding if available)
Funding source options: None required

Rationale and to-do steps: Nearly three quarters of the budget used to develop
this plan was spent “Assessing” four of the five counties that make up the
Rendezvous Region.

All 40+ communities were secretly-shopped through the eyes of a first-time
visitor looking for a place to live, raise a family, retire, or to start or move a
business to, and as a leisure visitor.

This photographic look at each community took place in September of 2021,
and an Assessment Findings & Suggestions Workshop was held in each
county detailing ideas that could be implemented to make the community
more appealing to new residents, investors, and visitors.

There were no “recommendations” during this process since the communities
were secretly-shopped without local input. But most, if not all, of the sugges-
tions could easily become recommendations.

Perhaps the biggest challenge in virtually all of the cities outside of Grand
Forks, was the inability to tell who is still in business and who isn’t. With
50% or higher vacancy rates, it was nearly impossible to tell if a business was
still operating (very poor curb appeal), what it sold or does, and find any
type of signage noting operating days or hours. Most look so uninviting that
even if they were promoted, it’s likely that people would not venture in.

As a part of this assignment, each Assessment Findings & Suggestions
Workshop was filmed and is available to view via the Red River Regional
Council’s website. In addition, digital Findings & Suggestions Reports were
sent to the Red River Regional Council and are available through them.

We recommend that each Destination [Our Town] Team sit down every other
week or perhaps once a month, watch perhaps a 20-minute portion of the
workshop, and then take notes in the Report and create assignments.

Every suggestion made during the assessment process offered a low-cost
solution in order to rectify it. And most of those are geared towards specific
businesses—what they can do to pull more customers into their doors.

It's important to watch what is said about the other communities in the coun-
ty as well. Roger Brooks, who hosted these events, would make a suggestion
in one community that could apply to EVERY community without having to
repeat it over and over again.

Each of the Assessment presentations was about 2.5 hours long, so going
through the presentation and making decisions on what to implement could
be done in a series of meetings, each with assignments handed out and
implemented over the course of the following weeks.

The following page showcases what you'll find in each of the county-wide
Assessment Findings & Suggestions Reports. Finally, the Rendezvous Region
will do everything it can to pull people into your communities, but they can’t
force them into businesses that do not look inviting or are impossible to tell
whether or not are still operating. That’s up to each business.
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Every community in the Rendezvous Region has potential to become a
vibrant, popular destination in which to live, raise a family or to visit. The
Assessment process was a photographic look at each of the communities,
without additional input, presenting ideas that can make the community an
even better place to live, work and play.

Overall, the RBI team was impressed by the overall beauty of the area, the
care most people take in their homes and landscapes and the pride they take
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in their community parks, playgrounds, and other public facilities. While the
Assessment Findings & Suggestions Reports provide short snippets of infor-
mation, most of it was spoken (what exactly to do), and thus it’s important to
use both the streaming video AND the Report to outline improvements that
can be accomplished easily and inexpensively.



Recommendation #32: Establish a Regional Development Authority with
funding and ability to purchase properties in need of demolishing or
revitalization.

Implementation timeline: April 2023

Leadership: Red River Regional Council

Approximate cost to implement: $20,000 for legal funds, other work
Funding source options: Grant funding?

Rationale and to-do steps: One of the top priorities in terms of enticing new
residents and investment into the area, is to get rid of old dilapidated and
non-compliant properties: empty single family homes and commercial build-
ings that clutter a number of the smaller towns in the region.

Overall we counted nearly 200 of these buildings, and nearly all of them are
far too dilapidated to facilitate any reasonable effort at revitalization. A re-
gional “Redevelop Authority” should be commissioned, with state assistance,
and provided seed funding to purchase these properties, demolish or revital-
ize them, and then sell them back for private-sector development or home-
steading (the following recommendation).

One of the challenges facing the region is the fact that housing is in very
short supply. Should a family decide to locate to one of the smaller towns,
it’s likely they will not be able to find available property (developed or unde-
veloped) to acquire or build on.

Additionally, any community will be hard pressed to attract new residents or
small businesses when the town appears to be “falling down” and on the list
of upcoming ghost towns.

In just about every case, the local municipality has little in the way of means
to acquire these properties, revitalize or remove them, and then put them
back on the tax roles.

In many cases, the properties actually pose a public safety risk in terms of
fire, vermin, vandalism, lead or asbestos, utility degradation, etc. And in many

cases, property owners will let go of the property in lieu of owed back taxes
and other liens against the property.

And in some cases they can be purchased for the assessed value, less the
cost of demolition. Some of the properties may be put into an auction where
people can bid on the ‘barn wood” or other salvageable materials.

There are a number of very successful redevelopment authorities around the
country that could be used as a guide for developing a Regional Red River
Redevelopment Authority.

Recently, the RBI team had the privilege of working in Johnstown,
Pennsylvania, a former steel-mill town with a previous population of more
than 60,000, now down to under 20,000 residents today.

The Johnstown Redevelopment Authority, lead by go-getter Melissa Tomar,
has done an excellent job obtaining commercial mill and other downtown
properties, revitalizing them and then attracting new tenants and businesses
into those spaces.

If there are no similar authorities already in North Dakota, it would be worth
spending some time with Melissa to see what she and her team does, the
trials and tribulations, and the outcomes of their efforts. Also look at their
website (below and on the following page) for additional information and
insight.

Redeveloping Our
Resilient City

SLAP (Sewer Lateral Assistance Program)

COUNTY GRANT INFORMATION

Welcome to Johnstown
Redevelopment Authority
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Most of the “downtown” properties in communities of less than 300 people
will likely not come back to life in this Amazon.com age. These proper-

ties would be better suited as additional residential or live/work properties.
In these cases, we recommend narrowing the primary thoroughfares to no
wider than 26 feet (one lane each direction) creating “front yards” in front of
these properties.

Some of the properties could be used as practice burns for local fire depart-
ments, another useful way of removing dilapidated structures, followed by a
site clean-up crew.

If zoning were to come into play, they could be zoned as mixed-use com-
mercial and residential. No manufacturing would be allowed, but all types of
service industries, or combination retail/live work or artist/live work spaces
would be ideal.

Residents will gravitate to communities where they see positive change, and
many of the 40+ communities in the region will not turn the corner until this
necessary change is facilitated. We could fill the following 20 or 30 pages of
this plan with photographs of homes, commercial buildings, secondary struc-
tures, and abandoned churches just in these four counties.

Johnstown, PA
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It's important to note that this is not “taking” anyone’s property from them.
They would always be paid its assessed value, less the cost of demolition,
back-taxes and other liens against the property.

This is the creation of “new beginnings” for many of these smaller towns that
do hope to increase their local populations and improve the quality of life for
its residents.

PROJECTS

ABOUT US

OUR MISSION



Recommendation #33: Create a Homesteading Act: The ability to gift properties
for redevelopment, with obligations attached.

Implementation timeline: April 2023

Leadership: Redevelopment Authority

Approximate cost to implement: To be determined

Funding source options: Grant funding, redevelopment agency funds

Rationale and to-do steps: The next step in this process is to offer these
properties, sometimes for free, to those who will build a new home or com-
mercial enterprise on the property. This act of homesteading is gaining in
popularity across the country as rural areas work to attract new residents and
tax base.

The goal of the Redevelopment Authority is to become self-sustaining over
time by reinvesting the proceeds from properties sold back to private-sector
interests, into purchasing new properties in need of revitalization.

Many communities around the country are paying people anywhere
from $5,000 to $15,000 to just work remotely from their communities.
Homesteading would be a far better option, because it ensures that those

ol MokeMyMove

Do what you love, from a place that you
love

[ ——

Shop by Offer

you attract have a vested interest in the community and you’re not just using
up existing housing stock, but creating new housing stock and an increased
tax base.

For free properties, strings would be attached, with rules like those shown
below. There are entire families or groups of friends that can work from any-
where, who will take two or three adjoining lots and together build homes
on each, creating a new sense of community. This is an extremely popular
idea with the Millennial generation who, for the most part, have been priced
out of the home ownership market. This creates an exceptional opportunity
for them.

Trends are showing that their parents (now grandparents) are following
them, creating yet additional tax base without the necessity of job creation.

Many will build a home, and in two years, put it up for sale and then build a
larger home on another lot, once again, providing housing stock, a growing
population, and positive change.

It would be a valuable plan to work with the state to set up homesteading
laws that can be used throughout the state in rural areas to help regrow the
population and tax base, revitalizing and rebuilding the rural towns.

The combination of a Redevelopment Authority and a Homesteading Act can
become a primary attractor to the region. One of the biggest complaints we
heard while assessing the communities was the lack of housing stock or even
building sites, reducing the chances of getting those folks to relocate to an
otherwise desirable area of the state.

Homesteading

* [ree residential or commercial |

e Financing assistance or referrals

¢ Must build on the site within 24 months
* Must be completed within 36 months
* Must be your p der

N

e (two ye

railers, mobile homes - must be stick built or modular
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Recommendation #34: Begin a brand recognition billboard marketing cam-
paign along the 1-29, Hwy-2, Hwy-15 corridors.

Implementation timeline: April 2023 and ongoing for seven months
Leadership: Rendezvous Region Tourism

Approximate cost to implement: $90,000

Funding source options: Marketing funds

Rationale and to-do steps: The number one reason for travel is to visit friends
and family. Yet we estimate that 90% of the general population throughout
the region has no idea they are in The Rendezvous Region, nor do they have
any idea what the organization does. This is not the fault of the Tourism
Council, which has had very limited funds and does a great job with what
funding is available to them.

The best way to build brand awareness is to create TOMA or Top Of Mind
Awareness. This means putting the “brand” and key messaging in front of
them time and time again until it sticks. Typically, once a person hears or
sees a message seven times, they remember it. The fastest, easiest and least
expensive way to do this is through billboard advertising. In the region, this
would mean utilizing billboards on Interstate 29 from the Canadian border

Welcome to
>

" RENDEZVOUS
REGION'

Top 5 Paddling lakes
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to Grand Forks (both directions), along Highway 2—a popular route to

the Devil’s Lake area, and on Highway 15—the most traveled routes in the
region. Doing so will create tens of millions of “impressions” or views over a
year. There are a host of primary purposes to this campaign:

1. Letting people—local residents, businesses, and passers-through—know
that they are, in fact, in the Rendezvous Region of North Dakota.
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2. Providing people with a simple teaser that will get them, once home or at
work, to check out the RendezvousRegion.com website. We’d bet that locals
would LOVE to know what the top three paddling lakes are, or the top three
walleye fishing lakes are in the region. This gives them a great teaser and
incentive to discover what they have in their own back yards.

3. It will let everyone know that you HAVE top golf courses, walleye fishing,
and great paddling lakes. Things they might not otherwise even think you
have available.

4. Tt will showcase the region as a great place for visitors rather than simply a
number of agriculturally-based towns on the prairie.

5. When you educate your locals, chances are greater that when they host
friends and family they might keep them within the region, sharing the assets
you're promoting.

6. This type of campaign will get a lot of local and regional media cover-
age letting regional news outlets (TV, radio, newsprint) know where the
Rendezvous Region is and what great attractions can be found there. We
hope that television weather reporters will use the “Rendezvous Region”
much like they use the Devil’s Lake area when forecasting weather events.

Welcoﬁb
¥
| RENDEZVOUS
REGION

Top 3 Walleye lakes

RendezvousRegion.com

All of this will build much needed brand awareness of the region. Once
people gravitate to the website, which will be largely photographic with doz-
ens of on-camera videos and a fully-populated YouTube channel, they will
be drawn by the beauty of the area. Currently, the average perception of the
entire region is based on what they see coming north and south on I-29 - flat
farmland as far as you can see. This will change that nagging perception.

Welcome to I

5 Top 5 Biking trails
' %NDEZVQUS RendezvousRegion.com
REGION

2
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Best downhill skiing

RendezvousRegion.com
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7. This will also prompt the visitors coming through the area to share what
they have discovered in the region. RVers, in particular, are eager to share
“new finds,” and this campaign will give them plenty to work from.

There are three primary billboard companies in the region. While in the old
days billboards were actually hand painted, today they develop vinyl “wraps”
that can be used and re-used, often for years. To save on costs, work with
the billboard companies to use “down time” between other campaigns to put

B e P

Top 5 Camping spots

RendezvousRegion.com

Welcome to
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up the wraps, for pennies on the dollar of purchasing space at the rack or
advertised rate.

While driving 1-29 from Fargo to Pembina, we inventoried the billboards
along the route and found several, like the one shown below, that were emp-
ty. These you can rent at a reduced rate. In fact, because you are promoting
the public good, they might often be free. Especially since you are dedicating
a good share of your entire budget to this campaign.

The idea is to have anywhere from six to 20 billboard wraps developed and
up at any given time over a year’s campaign. Most of the time the goal will
be to have ten billboards up at any one time, and rotating throughout the
region—primarily north of Grand Forks and west to the Devils Lake area.

A couple of billboard rules:

- Never use more than 14 words. Eight or fewer is ideal.

- Never use complicated graphics. You have four seconds of readership.
- Never include “too much” information. Short and sweet, to the point.
- Yellow on a dark background always pulls the eye.

- Billboard ads should NEVER look like print ads or brochure covers.

For billboards perhaps purchased in the Devil’s Lake area or in Grand Forks,
instead of “Welcome to” the Rendezvous Region, you can use wording along
the lines of “Just ahead...”

or “In 5 miles...”




Most outdoor advertising campaigns extend for a month or two, and so se-
curing space between buys, is a great way to stretch your marketing dollars.

EXIT 13§
RIGHT:
DRIVE-THRUS:

A critical element is making sure the website is good enough to close the
sale once the travelers log on for more information. On the home page, it
will be critical to have a link to each teaser: the “Top 3 walleye lakes,” “Top
campgrounds,” etc.

For each teaser a two to three-minute on-camera video should be created
showrcasing the top activities and attractions, including drone footage and
people enjoying the activities.

This campaign, combined with top-notch video content and website, will
yield millions of dollars in “earned media”—what it would cost if you had to
purchase the publicity and coverage at a regular business rate.

This campaign should run from April of 2023 through the summer and fall of
2024. During that period you will secure tens of millions of impressions and
a tremendous amount of positive publicity.

Welcome to

& Top 5 Biking trails
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Recommendation #35: Tie the billboard campaign to the regional PR effort:
Local and regional news outlets, social media, publications, etc.

Implementation timeline: April 2023
Leadership: Rendezvous Region Tourism
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: Once the billboard campaign is about to begin,
make sure the Rendezvous Region website has a press room. A great one
to emulate can be found at ExploreAsheville.com, the website promoting
Asheville, North Carolina.

It should include photographs of the actual billboards, a Quick Facts sheet
about the region, including a map, and then Teaser Pages for each of the
Top 3 or Top 5 attractions in the various categories. You should also have
high resolution photography they can use, along with drone and other B-roll
camera footage showcasing your top assets and activities.

Then you’ll want to reach out to regional news outlets: newspapers, radio,
television stations in Bismarck, Fargo/Moorehead, Grand Forks/East Grand
Forks, and Winnipeg. This can be done through press releases announcing
the campaign, but is best done through personal contacts. This is where hav-
ing a seasoned PR professional on staff, or a contracted professional, will be
an enormous benefit.

The idea is to get as much attention as possible. You'll want the state’s tour-
ism division and Dept. of Commerce to be alerted as they will get calls from
the media asking about the campaign. They will need to be up to speed.

And their own PR departments can be of great benefit in helping you spread
the word, promoting the region.

For social media posts, don’t allow comments. The first you will get will be
the snarky negative comments along the lines of “Their top three wouldn’t
make our bottom seven.” We've seen this type of trolling in the past and by
limiting comments, and carefully watching the conversation, you can limit
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Television | Radio | Ne nal news
Primary markets:

Bismarck [ Fargo/Moorehead | Grand Forks | Winnip

Channel 13: KFME (PBS)
Channel 15: KVRR (FOX)

any negativity, which will always pop up no matter how great a destination
you are promoting.

Remember that the art of public relations involves both social media AND
traditional media. It is the art of managing the conversation, and steering it
the best you can so there’s a great positive outcome.

It’s also the art of placement or “earned media.” Leveraging your advertising
dollars to maximize your return on investment.

Finally, invite news personnel out to SUP one of your small serene lakes, or
to watch the waterfowl on one of the lakes. Chances are they will talk about
it while on air, and that will give you a third-party endorsement—the gold
standard of public relations.

In the future, using those quotes can do wonders for your marketing efforts.
Having a newscaster state “That was the best stand-up paddle boarding lake
I've ever been on” is valuable beyond measure. Never under estimate the
power of a third-party endorsement, which is far more trusted than you toot-
ing your own horn.



Recommendation #36: Rework the Rendezvous Region website so that the
home page lists links to the Top 3, Top 5 activities being promoted during
the billboard campaign.

Implementation timeline: April 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: None unless contracted
Funding source options: None required

Rationale and to-do steps: A scrolling page should be created for each of the
Top 3 and Top 5 lists. Each should be numbered from five to one (to keep
them scrolling), include a signature photograph, 100 words or less of text
promoting, specifically, the activity (not the lake, but the activity), and should
include any details, plus a video showcasing it. In fact, the text can be a
transcript or abbreviated version of what’s in the video so search engines will
pick up the content.

These pages MUST be good enough to close the sale. Do not leave any ques-
tions unanswered. Details, details, details. Be helpful. Make sure to avoid any
text or descriptions that are generic and could fit anyone else anyplace else.
This is absolutely critical to your success.

RENDEZVOUS
@REGIQN

Recommendation #37: Issue an RFP for the removal and sale of brick and
“barn wood” from buildings being demolished

Implementation timeline: May 2023

Leadership: Regional Redevelopment Authority
Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: This recommendation is part of the creation of a
Redevelopment Authority and the Homesteading recommendation, in which
this option was included.

There is currently high demand for “barn wood” and used woods of all types,
as long as there is not too much rot. By creating an RFP for the sale of sal-
vageable materials of many of these buildings (shown on this and the follow-
ing pages), may create a way for the Redevelopment Authority to recapture
some of its capital costs.

There are a number of demolition firms and builders who are actively look-
ing for materials, such as this example in Argyle. They should be required to
remove the entire structure—not just the elements they reclaim. The result
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of the sale is to have the property returned to its natural state prior to any
construction, or “build ready.” They must show proof of insurance and given
a permit to demolish the structure. And this is ONLY after its ownership has
passed to the Redevelopment Authority.

If, by chance, a private property owner wants to sell the building for the
reclaimed lumber or brick, they certainly should have the authority to do so,
but that would be in lieu of the Redevelopment Authority purchasing the
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property. When they are done selling the materials, the property must be in
buildable condition, meaning there’s no trace of the prior structure.

Not shown on these pages, but there are many cases, where buildings, par-
ticularly commercial buildings, can be surveyed by an engineering firm and
deemed restorable, which is always a great option.

If this is the case, the Redevelopment Authority can go out to bid to have the
building revitalized, and then it can be leased or sold to a prospective tenant,
as a residence, commercial business, or as a live/work space, putting it back
on the tax roles.

In some cases, you may want to list up a block of buildings for demolition,
which will often attract out-of-state builders and supply companies that will
take the time and effort to come great distances since there will be enough
materials to recover, making it a good investment in time and money.

Every building should be surveyed before listed for sale to determine safety
factors and the salvageability of the materials, whether brick, wood, or cop-
per wire. However, once a sale is final, the responsibility for safety is strictly
that of the buyer.

For buildings that are deemed too far gone to offer any value, those would
be left for demolition crews or for fire department practice burns.




Recommendation #38: Work with local fire departments for “practice burns”
where appropriate

Implementation timeline: May 2023

Leadership: Regional Redevelopment Authority

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: The final resolution for some of these properties
could be to let local fire departments use them as practice burns—a great
training exercise. But that effort should also include a final clean-up crew

clearing any remaining debris and returning the site to a buildable condition.

Conway has done this on several beautiful home sites, opening them up for
redevelopment. We hope other communities will follow suit.

Private property owners who want to redevelop their properties should be
provided access to the fire departments and other resources to help them
through the process and, in fact, incentivizing them to do so.
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Recommendation #39: Work with waterways authorities to determine highest
and best recreational use of each waterway

Implementation timeline: May 2023
Leadership: Red River Regional Council
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: This particular recommendation could be combined
with Recommendation #24 where you are identifying the Top 3 and Top 5
activities on each of the lakes and rivers.

A great way to determine the “highest and best use” of each is to actually
work with and meet with the waterway authorities and determine how best
to market them—doing this WITH them instead of separately.

It is quite likely that they will know, better than anyone else, what the best
recreational uses are for each of these waterways under their control. And it
may be deemed that some should not be promoted for any recreational use
due to sensitive or environmental concerns.

They will be able to provide a LOT of detail about the type of fish, stocking
levels, seasonal considerations, and other factors that can be included in the
marketing effort.

In the end, the goal is to identify the Top 3 or Top 5 lakes for the following
activities:

- Bass fishing

- Perch and crappie fishing

- Walleye fishing

- Catfish and other species

- Stand-up paddle boarding, kayaking, canoeing

- Wildlife and waterfowl viewing

- Bird watching (specific species)

- Wind sports (HobieCat and small craft sailing, kite boarding)

- Water skiing and power boating, personal watercraft, pontoon boating
- Ice fishing (by species)
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- Waterfowl hunting (if and when permitted)
- River rafting (tubing)

While nearly every lake can accommodate a multitude of uses, kayakers
and SUP enthusiasts try to stay in lakes without power boats and in warmer
waters with less wind loads. Many uses are not totally compatible with other
uses, so identifying those uses will create a rewarding experience for both
locals and visitors alike.

Fordville Dam | Lake Fordville




Does this mean that other uses would be prohibited? Not necessarily, but
they could be discouraged because there might be better options for those
particular uses. Some lakes should not allow power boats, or can restrict
engine size to 5 horsepower, perfect for fishing boats and not incompatible
with kayakers and other paddling enthusiasts.

The lakes and waterways that are shown on these pages are the best recre-
ational tourism assets the region has, and each of them can be utilized on a
year round basis, making the region a year round draw.

Matecjek Dam | Lake Mateciek

Homme Dam | Homme Lake

These lakes can out-compete major destinations such as Devil’s Lake because
they are much smaller, create a much more intimate experience, host an
abundance of wildlife, and are far less crowded during the peak seasons.

And private businesses should be encouraged to rent equipment and offer
classes from ice to fly fishing, to SUP boarding, kite boarding, sailing, and
even yoga on SUP’s, which is gaining in popularity.
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Private businesses may be required to obtain a concessionaire’s permit and
if so, this should be streamlined and consistent among all of the region’s wa-
terways to make it easy to obtain and to allow small businesses to leverage
these public waterways.

In fact, the Rendezvous Region website could offer instructions on how to
obtain a permit should one be required and where to obtain insurance. The
website could also promote those activities, creating new jobs in the region.

While this recommendation focuses on the waterways, the Rendezvous
Region should also meet with State Parks to determine highest and best use
of the trails and waterways under their control.

It would be great to identify trails by skill level, seasonality, ADA accessibility
and other factors. And the same with other activities they offer.

As you promote these lakes to visitors, it will be very important to be a
partner in maintaining them and making sure they do not get overrun. This
means working with volunteer groups and local residents to make sure there
are trash receptacles, that they are maintained, to manage public pit and
other toilets, and to make sure parking areas are well maintained.

Through social media, you can refer visitors to less-visited lakes and trails,
and can also alert people to severe weather conditions or overcrowding.
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One thing to remember: You are not marketing the Rendezvous Region to
the world, but to local residents and their visitors, to the major market areas
of Fargo and Grand Forks, and primarily for camping and day trip visitation.

This will keep your waterways pristine and will create an exceptional
experience.

Aneta Danmy|Aneta L




Recommendation #40: Redesign the Rendezvous Region website to a “pick
your season, pick your passion” type of format, add more detail to each type
of recreation.

Implementation timeline: May 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $15,000 if contracted

Funding source options: Marketing funds

Rationale and to-do steps: To develop a sustainable tourism industry and the
businesses that support it, the goal must be to make the Rendezvous Region

an eight-month destination. So it will be important to showcase the Region as

a year round destination.

The easiest way to do this is to format the website (beyond the home page)

to a “pick your season, pick your passion” style of format. One of the drop-

down menus would be titled “PLAN YOUR TRIP,” which would take you to a
page along the lines of the one shown below, which is just a quick example.
Once the visitor picks the season, they would be taken to a page (top right)

which lists the various activities available that time of year.

Pick your Season | Pick your Passion

"

WINTER [BS

NOVIDECI|JANIFEB MAR |.‘:\=-3Fl | MAY JUN | JUL | AUG

And when they choose the activity, it would take them to another page that
would provide details on that particular activity, that time of year. And, per
the recommendations made in this plan, you would promote the Top 3 or
5 in that category, and then from there you can add three more, and then
another three.

Over time, you can add more categories such as if a visitor chose hiking, you
could offer the type of hikes: family-friendly, ADA accessible, or challenging.

PICK YOUR PASSION

Ice fishing
Snowboarding
Downhill skiing
Holiday happenings
Fat tire biking
Snowmobiling

Festivals & events

Top 3 Ice Fishing Spots
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This is a great way to let the world know you are open year round, there are
available activities year round, and you are providing specific information
that is helpful and useful in planning a trip.

The final design of the site would look far better than the rudimentary for-
mats shown on the previous page, but it gives you an idea of how a person
can plan a trip into the area.

Once they choose an activity, such as ice fishing, it would take them to the
top 3 or 5 destinations, and when they select one, it would offer nearby
amenities such as places to purchase bait and tackle, a fishing license, or cof-
fee and breakfast in a nearby town, campsites or lodging options, cleaning
stations, etc.

The second key element of the website will be to include widgets for both
Google and TripAdvisor reviews for each activity. These can be easily added
for a few dollars and would be updated live or on a daily basis.

This will keep people on the site, rather than leaving to check out the
reviews on another site, where they will also see the competition—other
choices.
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Recommendation #41: Work with golf influencers, YouTube channels, blogs,
vlogs, and golf publications

Implementation timeline: May 2023
Leadership: Rendezvous Region Tourism
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: Part of the public relations effort will include work-
ing with niche markets, such as golf, mountain biking, photography, bird
watching and others.

Now that you have the Rendezvous Region Golf Guide in the marketing
arsenal, and a section of the website dedicated to golfing in the Region, top-
notch photography in place, it’s time to begin a PR effort to gain publicity for
the golf courses.

1. Make sure your top golf courses have video content, using your on-camera
personality and drone footage of the course, clubhouse, and on-site ameni-
ties. You should have a Golfing channel as part of your YouTube presence.

2. Reach out to traditional golfing publications, which also offer online
versions, and secure their editorial calendars for 2023. Using their editorial
calendars, pitch story ideas about golfing in Eastern North Dakota.

Let them know you have photography they can use, and you can provide
contact information for each of the courses.

3. Also reach out to golf blogs and websites (opposite, bottom left). These
are easy to find and they are actively looking for new places to share with
their readers and viewers.

4. Also look for video content featuring local golf courses and ask to embed
them into your marketing efforts, providing them with additional views and
links.



5. This would also be another great opportunity to work with the state tour-
ism office in conjunction with any golf marketing they have in the works.

6. Work with the North Dakota Golf Association, perhaps joining a co-op
marketing campaign with them featuring Rendezvous Region courses. This
is a great resource to find the owners or general managers for each of the
courses in the region including contact information.
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From this you can create a Rendezvous Region Marketing Co-op with them,
including perhaps a budget to offset some of the marketing cost.

No budget was included with this recommendation, assuming the
Rendezvous Region will already have a PR professional on staff or contract-
ed. However, if the golf courses create a marketing consortium perhaps they
could pitch in, collectively, each spring and summer, $1,500 a month, which
would be perhaps $100 a month or so individually, to offset PR costs such as
providing a stipend to influencers, or covering travel costs, in order to gain
publicity.

Finally, work with local schools and golf courses to foster youth play, region-
al tournaments, making golf an optional for-credit physical education compo-
nent in their education.
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Recommendation #42: Establish a youth outreach program
Implementation timeline: May 2023

Leadership: Red River Regional Council

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: One of North Dakota’s most important assets—its
youth—tends to leave the state after graduating from high school, and many
do not return after college. This “Brain Drain” is one of the challenges the
state needs to address. When you can'’t keep your existing population in the
state, how do you expect to attract new residents?

We read in the online questionnaire and heard from other youth that they
are often told, in school, to leave the state once they graduate. Others leave
simply because they believe the grass is greener elsewhere, with more op-
portunity and a better lifestyle.

This program would have a spokesperson—perhaps the on-camera face
of the Rendezvous Region—give presentations at school-wide assemblies
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(elementary, middle and high schools) of a 30-minute program showcasing
“Ten Things You Need to Know About the Rendezvous Region.”

This would likely include video content and is meant to showcase how
great living, working and discovering new places in the region is. This will
teach kids (and their teachers, as well as administration) that they are IN the
Rendezvous Region, and ten reasons WHY it’s a great place to call home.

“Did you know...” facts are a great way to teach kids fascinating information
about agriculture, area wildlife, things to do, places to go, in every season of
the year. The presentation would come with a printed Rendezvous Region
Guide kids can take home and share with their families as well as with
friends and family when they come into town.

The “Guide” would be the Rendezvous Region Activities Guide—a tourism-
focused visitors guide showcasing the four seasons and the top activities
available in the area during each of the seasons.

It would illustrate the top five locations in the region for:

- Bird and waterfowl watching - Top five festivals

- Bird hunting - Signature retail shops

- Fishing - Ice skating (outdoor rinks)
- Downhill skiing - Horseback riding
- ATV trails - Mountain biking

- Hiking trails - Fat tire biking

Third | Fifth | 7th | 10th | 12th grade: graduates come back




- Stand up paddle boarding
- Kayaking and canoeing

- Water skiing and boating
- Golf courses

- Camping spots

- Geocaching

- Scenic drives

- Small craft sailing

- Historical attractions

The Guide and the school program would include top-notch photography,
videography (including drone footage), all meant to shed a positive light on
life in the Rendezvous Region.

Doing so once in the fall (showcasing fall and winter activities), and once in
the spring (showcasing spring and summer activities) will help school kids
become ambassadors for the area they call home.

These kids will soon, if not already, be up to speed on Tik Tok, Instagram,
SnapChat and other social media platforms, and perhaps some of their posts
will put a positive spotlight on living in the area. We're hoping they will re-
peat some of the “Fast Facts About North Dakota” and other content.

In essence, you are making them ambassadors for the region.

In addition to this, schools should lower the barrier to getting into local rec-

reational activities by offering classes in fly fishing, stand-up paddle boarding,

Your on-camera person should present at your schools

HobieCat sailing, creating YouTube videos and Instagram stories, making the
most of social media platforms, and environmental stewardship.

In Bozeman, Montana (and in many other places) kids get credit for downhill
ski and snowboard classes—and this gets them hooked, leading to higher
retention of kids once they graduate from school and college.

You MUST do what you can to retain the youth in the region, and by educat-

ing them about all the great things the area has to offer, you’ll help them love
the region and make them one of your best marketing tools.
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Recommendation #43: Begin working with ND DOT on a comprehensive way-
finding system, including TOD signage

Implementation timeline: June 2022

Leadership: Red River Regional Council

Approximate cost to implement: To be determined
Funding source options: Federal transportation grants

Rationale and to-do steps: Navigation systems are NOT a replacement for de-
veloping effective wayfinding to your tourism attractions, activities and sup-
porting amenities. Consumers use wayfinding to direct them to places they
already know exist.

Wayfinding, or directional signage, let's new visitors know what you have to
offer and where to find it.

First up on the list should be the use of Tourism Oriented Directional Signs,
or TOD Signs. The two, shown here to the right, are common in nearly every
state. These are paid for by the individual business, are very affordable.

1. Meet with North Dakota’s Dept. of Transportation’s District Engineer (or
engineers) and set up a workshop that could be hosted in the Region, where
businesses can be invited to learn how to tap into the TOD Sign program.

This could be filmed and available as a resource on the Rendezvous Region
website. In fact, at the bottom of the Rendezvous Region’s website, there
should be a link to “Industry Resources” where local tourism-oriented busi-
ness can tap into videos, applications, and other information that can help
them.

2. Work with the state tourism department and Dept. of Commerce on devel-
oping gateway signs into the Rendezvous Region. The top photo, opposite,
shows the gateway sign for Mahone Bay, located in Nova Scotia’s Bluenose
Coast area. These types of signs are becoming more and more popular across
the county.
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Rather than promote each city or town, it would be ideal to include signs like
this at the entry points into the region. Other regions in the state would also
be able to tap into this type of gateway signage.

These signs could be paid for through federal transportation grants, from a
fund-raising effort, or from the Rendezvous Region’s marketing budget.

- TOD signage o

TEAN FARRIS
. WINERY.




The billboard campaign detailed in this plan will run for only a year, after-
which these signs could be installed letting new visitors know they’ve arrived
in the Rendezvous Region of the state.

3. The third of these initiatives is to actually enhance existing highway sig-
nage throughout the region to your state parks, Pembina Gorge Recreation
Area, and to your primary historical sites and museums.

This should say 5.5 miles

For this, we recommend the Red River Regional Council set up a Wayfinding
Team and have them watch the DDA video “Developing a Wayfinding
System.” This video will walk you through the process of creating a compre-
hensive wayfinding system, including costs and how to find expertise for this
effort.

This team would include your state DOT District Engineer, representatives
from each county since the wayfinding system will include county thorough-
fares, perhaps the state’s tourism office, representation from the larger towns
in the region (outside of Grand Forks), State Parks, Frost Fire board, and

the Red River Regional Council, who would take the lead on the wayfinding
effort.

Developing a region-wide wayfinding system can also include “fixing” some
signage, such as the signage to the Fordville Dam, which should start with
the distance to the dam instead of distance to the next turn on your way to
the dam (see bottom photos).
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Recommendation #44: Begin applying for federal transportation grants to
implement a wayfinding system, TOD signage program

Implementation timeline: June 2023
Leadership: Red River Regional Council
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: Developing a region-wide wayfinding system is a
major undertaking, but it is necessary to ensure a stable, sustainable tourism
industry:.

Key to this is being able to route visitors to area attractions, amenities (such
as hotels and campgrounds, visitor information), local towns and emergency
services (police, fire, medical) on preferred routes.

In our Assessment experience, we found that both Google and Apple Maps
would send us down gravel roadways and “shortcuts,” which were not desir-
able routes to these destinations.

There are three primary components to developing a comprehensive way-
finding system:

1. The Message Schedule and placement. This is where you determine what
is included in the system and on each sign, and where those individual signs
will be located along state, county and municipal roadways.

2. The actual design of the signage system. Many regional wayfinding sys-
tems can include “branded” signage that still complies with federal highway
signage standards, but could include the Rendezvous Region logo. This part
of the project includes actual fabrication drawings for the various sign types
and sizes. This is the document where the entire system is designed and
ready for fabrication and installation.

3. The last phase of the project is actually having the signs fabricated and
installed.
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Wayfinding is a very specialized pursuit that should be contracted to
Environmental Wayfinding expertise with knowledge of state and federal
highway standards, viewing distances, font styles and sizes, set-backs and
right of way usage, etc.

There are almost always federal grant programs (see below) available for this
endeavor.

The cost to design a region-wide system would probably be in the $150,000
to $200,000 range. This would provide you with a completely designed sys-
tem including gateway signage, right down to fabrication drawings.

To fabricate and install the system would likely be in the $1.2 million dollar
range, of course depending on the number of signs in the system, placement,
size and other factors.

Where there may be matching funds required, each county, city and partici-
pant in the effort may be required to fund their pro-rata share of the system
design, fabrication and installation.

(A

Grants

PROGRAMS AND PROJECTS




Recommendation #45: Secure funding and hire two product development spe-
cialists: Urban planning, Landscape architecture

Implementation timeline: June 2023

Leadership: Red River Regional Council
Approximate cost to implement: $150,000 annually
Funding source options: Operational funds

Rationale and to-do steps: This particular recommendation could be moved far
forward into the plan for several reasons:

1. Nearly every community in the region can use product development as-
sistance, which includes:

- Consulting with local small businesses on items such as curb appeal, facade
improvements, signage, beautification and other elements to help pull new
customers into their stores.

2. Nearly every business we looked up on Google (hundreds) had not even
claimed their Google Profile or listing, which is free. This is where businesses
can post their days and open hours, can respond to reviews, can add photos,
menus or retail items they sell, can get listed in Google Maps, include web-
site link, phone number, and other information.

3. At the end of the day, marketing will bring people to your attractions,
activities, and into local businesses just once. What brings them back is the
actual experience that drew them (did it meet or exceed expectations?), ame-
nities such as parking, public restrooms and visitor information, the stores,
shops and restaurants they visited, and the people they interact with.

In the end, you will be judged by your product, not the marketing.

These two job positions should have experience in urban planning and
development, landscape architecture, downtown revitalization, and should
be familiar with all aspects of community and economic development. They
should have knowledge of zoning and mixed-use development with a focus
on smaller downtown core areas.

They would work directly with the partnering towns, local businesses, the
Redevelopment Authority and others to assist in helping these places become
stronger, more sustainable places to live, work and play.

They would host local workshops, using many of the video tools, examples
and case histories found in the DDA Video Vault, would help secure grant
funding where appropriate, and would help implement the suggestions made
during the Assessment process.

These are the “boots on the ground,” “let’s make something happen” folks.
They are self-starters, energetic, and enthusiastic about their work.

Remember that this plan is built around the Red River Regional Council being
charged with Product Development, while the Rendezvous Region Tourism
Council is the “Ad Agency,” in essence, bringing visitors and potential new
residents into the region.

The cost noted here would include two salaried positions at between $50,000
and $60,000 a year plus taxes, insurance and benefits.

Another option is to contract with professionals for these services, although
it’s important they be IN these communities day in and day out.
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Recommendation #46: Begin the selection process and design for the creation
of “The Very Best of the Rendezvous Region” rack brochure

Implementation timeline: June 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $5,000 as portion of co-op program

Funding source options: Marketing funds

Rationale and to-do steps: A very top priority is marketing the very best of
what you have to offer. Success breeds success. This is being done for the
History Trail, the Golf Guide, and upcoming Birding Guide, and Paddling
Guide.

This particular brochure is meant to promote your top restaurants, eateries,
and pubs, your best retail shops, your top visitor attractions and top activi-
ties. No lodging would be included in this particular brochure.

This is meant to get visitors and locals alike into your communities to try

something new—some place different.

Promoting Your
“Anchor Tenants”

Presented by Roger Brooks

DestinationDevelopment.org

>The Vault
| > Marketing
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The video (below left), located in the DDA Video Vault, provides step-by-
step instructions on how to develop this important marketing piece, the
criteria used to chose who’s included (see below), how to fund it, and why
it’'s so important.

The following pages show snapshops of the Best Of guides for Alpena,
Michigan; Wausau, Wisconsin, and Bracebridge, Alberta, all of which have
been successful marketing pieces.

The criteria can and would be adjusted to fit the area. For instance, if every
shop included had to be open until 7:00pm, the brochure would most likely
only include restaurants. and bars.

Sample criteria:

« Must be highly regarded
(80%+ positive peer reviews, regional publications...)
« Must have good curb appeal
« Must be open year round
« Must be open until at least 7:00 pm
« Must be open six days a week
« Must be unique to you (no chains/franchises)
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The DDA video does a good job
walking you through the process
of creating this piece.

To determine the cost for each
participant, plan on printing
30,000 copies, determine the
number of panels included (typi-
cally no more than 30), the cost
of mailing one to every house-
hold in the region (coming up in
Recommendation #48), including
envelopes and a post card that
will be included in the mailing.

This should give you the cost to
develop the brochure as a self-
funded marketing piece.
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archaeclogical corservation Lab. The admissiol|

EXPERIENCE ART,
ALL IN ONE PLACE!

« Art Gallery

- 1890 Avenue
of Shops

+ Foucault Pendulum
« Historic Buildings

= Lafarge Fossil Park.
« Planetarium - Shows

= Lumbering &
Farming History

= Native American
Gallery

- Wildlife Gallery
= Museum Gift Shop

Our beautiful bowtique i filled
meaningful personal gifts, fashion

‘offers destination warkshops
taught by nationally-
renowned instructors.

jparks and bachas along the Thundar Bay A
Huron, The path hird

Th Marketplace @ Alpena is over 4,500
2 Enjoy a cused

S 2YSWE Chisholm 3 it K

The Great Lakes Maritine « Caramic Dinnéraans

Heritage Trad s part of the « Kitchen Gadgets
ity of Alperars B-Fath and + Canclies
feanures a boardwalk, a pedesirian bridge, & « Clocks & Lamps

Ehemed ehvarfront park, himorc decks, and full

» bewelry
Interprative signage that highlichts the unigul 7

Step into an English Pub
The Black Sheep serves unch dail
featuring English Pub food such 2§
Pie, of just a good ole’ o
American Burger made [

dhewnf

. you're
appatizer to share, in the m
«cocktails, or want a dining

wuking | ¥4 pop fa apparel, jewelry and home decor. Enjo four of the clty by foot. e [ s
snorkolers and kayakars. s o aveuibabale o1 the relax ey ything p
Canter. Dowriosd P hame. Decid he perfect gift for 1ha
the history and anchasology of § pick one up at the Community Develspment B and 1ot us gift wrap it just for them.

+ Hame
« Framé
« Great;
+ Gourt

A hametown favorite for mare t
Court Yard Restaurant is known
frazhast ingrediants 1o create 3 pd
that reflect the culture of No

Myers' Fashions, Ele. on
the corner of Chisholm
and Third in Dawmtown
Mlpena is your place for
atioedabie stylel

Known for their

Myers' Fashions, Eic. b5
‘walting to assist you in
«hoosing just the right
oufit of accessories.

Myers foatures the
laageat contume £
Jeweiry department in
Northeast Michigan as

w5 3 widle selection of My Collectiol

Downtown Scoops lce Cred
Shoppe is the perfect stop|

Seney Acres Winery began in 1999 by selling
beerand winemaking supplies andingredients
1o home brewers and vintners, and now
peoduces sppecrimately 2.500 cases of wing
annualy. The Winery maies seveeal differers
Kinds of grape and fndt wines incloding
Siver City White (Riesiing) and Sies ity Ried
[Meriee) Wour vt may include conplimertary
wine tating of the many Uil wines including cherry,
pede, spgibe b sevead berey vacietien
The Winery aio offers & number [
of handmade delights, includeg )
handdpped  goumat  wine
truffhes, fudge. candy ban, solid
checolate rove, chaese popeeen,
okl fashioned caramel com and
triple chocolate drizred caramed! B8

yaur walk Enjl  The Fresh Palaté provides high
hamemade waffle cone m8l  quality, healthy, fresh, unique
fresh each ing and fil]  food at prices.

with your faverite hand i
icm craam. Our gourmaet ol

Dur doswmtawn Incation
and creative, vibrant décor
ol vers with a

ind shake

R L

pr
unique, energetic

“;“":"" ""SI"""" FIE:'; 10 none, The Cellar has it With g
chuck true char-gnl
A% Our menu features o that provides home
your iking. Appetizers full gamst of i 1l

avallable anytime and

into the evening. steaks, pasta, fresh wild

seafood,
‘dessarts, and much more.

frusts, the Court Yard

often a poputar cholce
for dinner.

Cur daily Haggry Hour starts at 408
whare the Guinnass is always o
a5 well as eight other Michigan ang
UK. beers on tap. We akio offera
full bar and a wide variety of wineg
Eottled beer, and the seon to be
famous Black Sheop Bloody Mary.

= R
Morthem Michigan experig)
Wednesday - Saturday m1 |
For raservations, please cal

Thtwll Sheep abio offers LVE' § WVisit the Courtyard
Y. i on facebook to get
featuring Michigan's finest musicid ik
say busi o
live music, events,

[Products as much as possible.
on Facebook at The Black Sheep
updated on our daily specials and

and daily features:

We welcoma phone ord
out of town shig

Hand Dipped
Soft Serve
FlavorBurst
Sundaes.
Malts

fr a pasitive, unforgettable dining experience.
g, The Fresh Palaté focuses on the heahh

. and well being of our customers, staff
and our environment.

We emphasize friendly,
courteous, and prompt service
with men b such as paninis,
busrritos, salads, wraps prepared with
fresh and organic Ingredéents.
We are open Monday through Friday Sam-Tpm and
Saturday Sam-5pm, and even have 3 moming men
ffer custom catering for
specialiting in weddings.
Irspired 1o provide healthy altermatives, Stacie Smithem:
Petersen and Eric Patersan, Alpena natives, stranghy
support local and organic farmers, They work hard every
dafy to provide whole fcods for our community. The Fresh
Palaté accommadates specific neads. . veqetarian, vegan,
v gluten allergles and
4y Meat lovers all the same;
Gourmet whale
foads far all palates.
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Typically, the cost has been around $400 per selected participant. This
sometimes allows for panels that have no funding—Ilike a top hiking trail or a
historical attraction that simply can’t afford the co-op partnering cost.

This is a brochure that is printed every year, with the goal of adding new

or improved businesses, with great customer reviews, to the Best Of guide.
Every year every participant will be vetted to make sure they haven’t slipped
below the standards (criteria) that’s been set.

As with all of the other printed marketing pieces, a variation should be de-
veloped that can be downloaded from the Rendezvous Region website and
printed at home so incoming visitors have it available as they head out to
explore the area.

If YOU don’t promote “The Very Best of North Dakota’s Rendezvous Region”
consumer will do it for you by looking at Google, TripAdvisor, Yelp and

Festivals
& Events

Ab—rmwerro
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Arg yau Inoking for axcoptional
food with a local flair? With a
menu s nspired as the an
that adorns the walls, dining at
istro on fifty fve is sure to be
a treat for the senses

Faaturing 3 contemporary
Mediterransan-Canadian
Infiuance with 4 facus on local
Ingradionts and soasanal dichas,
Chefl Michael Rickard strives
1o provise creative, delicious,
In-house febds that are prepared
with integrity.
Evarything is mage in-house
Including pastas ard bread, and
dessents like Coconut Rum Frid
Bananas speak for themsaves
lectic retall food market
it easy 1o dne a1 home.

Experience the bestin
casual dining In Muskoka
1 bistro ane fifty fve
and marked

23 30pm
Dianer: Spm-930pm

Phone:
7056451935

Address:

185 Manitota Street
Sracobeige, ON
L 287

Muskoka Beas Woar 15
Muskpiea's inading clathirg
Brand and the epitome of
“Comage Country Comly”
Located in § Muskokn
commurites bu with its
Hlagship sidce in Bracebiidge,
Muskoka Bear Wear offers
 complete ine of original
sweats, hoodies a

that ara 0% C

mbde. Gunlity products,
exceptional customer Service
and a tatal disregard for the:
ardinary, make Muskoka Bear
‘Waar a must stop while in
Bracobeinge

Haurs of Opevation:
MorrFr, T0ar-Bpm
Sat:Surt Iam-Gom

Phens:
0% B45 5995

Address:

A1 Macitoha Sireet
Bracebridge, ON
PIL 2A8

Passil If you're missing
Muskoka Bear Wear and
can't make the drive, they

Muskokap, Sanwvear.com

muskskaartsander®

fra.com

Stog inta the Cld Station
PReslaurant and you shep inla
& restaurant that's steeped in
history. Ergay b quality dining
expenience i an amosphine
that is purely Muskoka

Sal

A3 you peruse the many that

Incluches sn amazing selection
froe fabuious pub food 1o fine
ding, you'll also got o Ginpse iy

5OMVicE station that cpened In

1930, The Oio Statkon Restourant punct
boasts the original brickwork ENTH

Hours of Operstion:
Mo Thie T00am Gpm
Fri: TE30am-¥pm

Tam-¥pe

Phone:
05545976

Aaelross:
BE Mantoba Sl
Bracebeiige, ON

i

EES:

#nd ront entrance way from 53515

the gas station. Inskie, thera's &
155 year-oid maph u

the ce

Nesed a1 the top of the hillin
Diwnitown Bracobridge,

The Old Station Restaurant has
been & fagure ofs e 1own's
culinany scene since 1985,
Great sendce ks proviced by
Mk Warr and bis son Cwen
50 kick back and enjoy e
summes brees on their
shefiorod palio as you watch
the world go by at the top of
Manitobs Sreet

hl'ur.nbnmiqumfm uskoka.com 1

—

GINHER
ENTREES

518528

o a—
{ oldstation.ca ’
e

Stuiated atop Me beautiul
Bracebridge Fals in the historic
Bed's Woolen Mills, Riverwali
Rectausan i the ultimste in
Muskaka fine dining.

For Execuiive ChefPropietor
Dl Frigsen, Incomosatng
tacal ingredients inspires

s 4 angirg marny

Al e foeediont of the Savour
Musskinka movement, Chef
Dunvied highlighas sacal and
fresh daily ings

fiis menis and cat

His Maderranesn-in

dining room features 20
open kiichen aliawing pations
8 ful view of inair meal as f
s being prepared

Froen the rol vegpetsole
chips, to the oven roasted
Cinzario lamb rack with sweet
pataso mash, the meals at
Riverwalk an sure to sppeal
10 the most disceming palate
Catering and spacial events
are avalable.

0am-230pm
™ Last rasorvasion
£ Augpust epen Sunaays ioo

Phana:
0584071
Contact:
1Manicaba Stret

Bracenrioge, ON
PIL 254

LUNCH
ENTREES:
319581655

DINNER
ENTREES:
$22.95.832.95

‘ riverwalire. Staurant.cy

other review sites. By doing this you
are taking the lead and providing a
valuable customer service.

The reason lodging places are not
included is that the most asked
question at any front desk is
“Where’s a good place to eat?” This
gives them the opportunity to hand
a guest the Best of the Rendezvous
Region guide, without any competi-
tion being included in the brochure.

In the end, you will feature perhaps
six to eight restaurants, eateries and
pubs; six signature retail shops;

and perhaps 15 top activities in the
region.

Grand Forks would not be included
in this, although they should cre-
ate their own “Very Best of Greater
Grand Forks.”
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Recommendation #47: Reach out to selected Best of entities and begin the pro-
cess of funding and design, copywriting of the Very Best of rack brochure.

Implementation timeline: June 2023
Leadership: Rendezvous Region Tourism
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: Now that the Best Of guide has become a reality,
approximate costs developed, next up is to approach each selected entity
and invite them to participate in the Best Of guide.

Here are a few reasons why they should want to be included and would
invest their marketing dollars into it’s development:

1. This will be the most widely distributed brochure of the entire series. It
will be placed in every included business or attraction, will be mailed to
every household in the region, will be included in the brochure distribution
program throughout the region, and will be placed in all visitor information
centers.

It will also be included as a PDF on the Rendezvous Region website and
through social media channels. It would also be included in the website’s
Press Room.

2. You would be surprised at how little people are aware of businesses and
activities in their own back yards. Without fail, every time one of these is
mailed to local and area residents, someone will come into a shop, with the
brochure, and exclaim “I got this in the mail and you're included. How long
have you been here?” The merchant will then note, “Ten years!”

3. The Rendezvous Region will be doing everything it can to promote you.
After all, successful tourism is built on convincing visitors to spend time and

money in your local businesses and attractions.

Build in enough funds so that if an anchor tenant can’t, for some reason,
afford to be a part of this effort, there is enough from the other participants
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to help offset that loss of
revenue. You MUST promote
your best of’s. This is not a
pay-to-play “Who wants in?”
piece.

THEVERY
BESTOF

NORTH DAKOTA’

RENDEZVOUS REGIQN

This is a very important
part of being a helpful,
useful place for visitors
to really enjoy the best of
what you have to offer—as
a region and as individual
communities.

<y

‘RENDEZVOUS
REGION



Recommendation #48: Add The Best Of brochure to the distribution program
Implementation timeline: June 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: In addition to adding this brochure to the other
three already being distributed, it should also be distributed as a stand-alone
single counter top brochure holder in all the Best Of locations promoted in
this brochure and that aren’t already distributing the others.

Recommendation #48: Mail the Best of Brochure to every household in the
region.

Implementation timeline: July 2023
Leadership: Rendezvous Region Tourism

Approximate cost to implement: $6,000 Bulk mail guesstimate, printing included
card, cost of envelopes

Funding source options: Marketing funds

Rationale and to-do steps: Take a moment and read the card, to the right. This
will be mailed (USPS) to every household and business in the region with
the Very Best Of brochure. After all, we really do want every dining room
table to be a concierge desk when friends and family come to visit.

This is one of the very best things you can do to get regional residents to
explore other towns, waterways, and historical attractions right in their own
back and front yards. It also lets them know they are part of the tourism
effort locally. And it educates them as to all the area has to offer. This is a
fantastic way to get people “shopping local” without sounding like a broken
record.

These should be mailed in a #10 envelope, that could be printed with a
note on the envelope “Discover the best of NE North Dakota” under the
Rendezvous Region logo. This mailing does not include every household
in Grand Forks, but if the budget allows, we whole heartedly recommend
including Grand Forks in the mailing.

Pembina
Cavalier
Walsh
Nelson
Grand Forks

Total

The number one reason people travel is to visit friends and family.

We hope you will hang onto this brochure, which features some of
the very best the Rendezvous Region has to offer, so that you can s
share it and these great places when you host friends or family. :‘t'
=
RENDEZVOUS
REGION'

After all, we believe every dining room table
should be a concierge desk.
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Recommendation #49: Contract for weekly brochure distribution throughout
the region: Best of, History Trail, Golf Guide, RV & Camping Guide

Implementation timeline: July 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $12,000 annually

Funding source options: Marketing funds

Rationale and to-do steps: Now that there are four brochures to distribute with
three additional on the list to be developed, it’s time to move from a volun-
teer or staff distribution program to contracting with a person to personally
take them around every two weeks during the shoulder seasons (see below)
and weekly during the peak seasons.

Over the years we have found that asking people to stock pile them and fill

the holders themselves meets with very mixed results. This is a much more
effective option.

Detalils

e $1,000 a month

e or $500 a month x two people (different set of counties)
® Perhaps a retiree?

e \/olunteer?

e Staff will cover for vacation weeks | sickness | other

¢ Two routes would be established

e Seasonality: Nov-Mar: Every two weeks | Apr-Oct: Weekly
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Before people travel, they obtain brochures only 32% of the time. But once
people arrive at a destination, printed materials jumps to number one on
their list of materials they obtain. But they do need to be convenient.

For this you should consider contracting with someone who is retired, or is
looking to pick up a little extra spending money. You could break the coun-
ties into two routes, paying a person $500 a month for each route, or paying
a single person $1,000 (or so) per month to distribute them throughout the
region.

This would include all chambers of commerce, community libraries, wher-
ever visitor information kiosks have been placed (campgrounds, state parks,
sports facilities), and businesses who are assisting by hosting counter top
brochure holders.

On each counter top brochure holder you could add a label with a phone
number to call in case they run out of a particular brochure, thus ensuring
that these materials are readily available.



Recommendation #50: Work with cities on redeveloping outdated websites and
social media channels

Implementation timeline: July 2023

Leadership: Red River Regional Council

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: Of the 40+ towns that were Assessed during this
process, about a third of them had no website or online presence that we
could find. About half had websites that were so old, they made the commu-
nity look “tired” and very dated.

For every city and town that is looking to attract new residents, businesses,
investment OR visitors, your website will, sooner or later, be one of the items
on the checklist to check out before visitors make a final decision.

It the website is dated (looks like one from the 80s or 90s), lacking in pho-

tography or videography, and is not a “visual first” and mobile-ready website,
chances are you will lose the sale.

__y* . MAIN 1
ﬁ;@&kﬁaﬂf@i sTReeT | ND |
FAE S B oo COMMUNITY

Every city website should look modern, be loaded with photography, and
should be a welcome and key marketing piece to invite potential residents,
visitors and small businesses.

Roger Brooks was recently working in the Fond du Lac area of Wisconsin,
visiting the nearby town Waupun. This is a perfect, low cost, Wix, Weebly or
WordPress template any city can emulate.

Your home page should be like theirs:

- Large rotating photographs

- The town’s slogan, in this case “Naturally Fun, Competitive...”

- There is a welcome video produced by the Lake Winnebago Region’s CEO,
Craig Molitor. Watching that really made our team want to spend time in
Waupun.

- The drop down top menu should include:

VISITING | LIVING HERE | FOR BUSINESSES | LOCAL GOVERNMENT
and each link provides—on their website, no off-linking to other sites—why
you would want to live in Waupun, visit the town, or establish a business in
the city. By the way, Waupun has a population of about 8,500 residents.

For less than $100 and some time to secure good photography and copy
writing, every website can be developed that will help attract people to the
region and into each and every town.

Coronavirus Updates (COVID-19)

() WAUPUN

NATURALLY
Compelitive

CONTACTUS AGENDAS &

MINUTES

ACQUATIC DOCUMENTS &
CENTER FORMS
INFORMATION

ELECTIONS Joe
OPPORTUNITIES L

Welcome to Waupun

1 love Waupun! We are & cool Btthe city with lots
of histary, quaint shops, friendly people, delicious
water, public at, great schools, (beth public and
private] and full of nature! So, whether you know
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Recommendation #51: Work with area businesses and organizations on how to
claim and develop their Google and TripAdvisor listings
claim their listings.

Implementation timeline: August 2023

In the DDA Video Vault there is 20-minute video “Claiming Your Business on
Google,” which could be shown in each meeting as local businesses work to

There is no charge to claim your listing on Google, Yelp, or TripAdvisor and

Leadership: Red River Regional Council the process is pretty straight forward.

Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: This should be a very top priority for every business — |ancs :
out there. It’s free, can be done in less than an hour, and will let customers S S
soemsuw- . ........:.s....l.»w. i T b

know when they are open (seasons, days, hours), contact information includ-
ing website address, it allows them to respond to Google and TripAdvisor
reviews, they can add photography, and so much more.

The Regional Council Product Development staff should host meetings
throughout the region where a business or non-profit can bring a laptop and
you can walk them through the process, right then and there, rather then just
letting them know how to it, expecting them to do it when they have time.

This is especially important since there are so few businesses that make it
obvious that they are actually in business.

& Tripadvisor o

L Sy Y S

Phwies T Qae )

Restaurants in Grafton

Top Restourants in Graftan o @
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Recommendation #52: Develop the rack brochure “Paddling Guide to the
Rendezvous Region” promoting the various lakes for specific activities.

Implementation timeline: August 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $10,000 including design, printing, copywriting
Funding source options: Marketing funds

Rationale and to-do steps: This brochure would feature your top rivers and
lakes for various paddling activities: Stand-up paddle boarding, kayaking,
canoeing, tubing or rafting, and small craft sailing. It can also include panels
promoting places that rent or sell paddling gear.

Also include available resources in the nearest town: sunscreen, drinks, to-go
lunches, local eateries and other places where visitors can spend time and
money while in the area.

Each panel should include information about each lake: location, size (acres),
the type of activity it’s best suited for, winds, water temperatures (peak
season), whether or not motorized boats are allowed, at the lake amenities

NORTH

RENDEZV(

RV&C/

NORTH

REHB"EOZ“L"‘II g| REIIIJEZU_IJ

HISTQ

NORTH DAKOTA'S

RENDEZVOUS REGION

THEVERY'  BrinTif

BESTOF

RENDEZVOUS REGION

i
RENDI
REC

(docks, restrooms, pic-

nic tables, etc.) and any
other pertinent information
about the waterway:.

RENDEZVOUS REGIoN

ADDLING
GUIDE

For rivers it should include
popular put-in and take-
out spots and information
about water flow by time
of year.

A two-panel spread
should be dedicated

to a map of the region
showing the location of
each waterway and the
nearest towns and roads
leading to each.

If it's possible, add a
point of differentiation
for each waterway so
that people are enticed
to, over time, paddle
them all.

A
2= <\
RENDEZVOUS
REGION
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Recommendation #53: Begin distribution of the Paddling Guide rack brochure
Implementation timeline: August 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: None: Included in the distribution program
Funding source options: None required

Rationale and to-do steps: At this point, there will be five brochures to be
distributed:

- The RV & Camping Guide

- Rendezvous Region History Trail

- Rendezvous Region Golf Guide

- Rendezvous Region Paddling Guide

- The Very Best of the Rendezvous Region

For those with the counter top displays, you may need to supplement those
with one additional two-brochure holder display, since there will be one ad-
ditional brochure: The Rendezvous Region Birding Guide.

NORTH DAKOTA'S

RENDEZVOUS REGION

PADDLING

10 Pieces Acrylic Brochure Holder Brochure
. - Holder Stand Clear Literature Holder Plastic
L L Fiyer Display S1and for Vendors, Brochure,
Magazine, Pamphiet, Booklets, Menu

RENDEZVOUS
REGION
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Recommendation #54: Create the Rendezvous Region Birding Guide

Implementation timeline: August 2023

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $10,000

Funding source options: Tourism marketing funds

Rationale and to-do steps: This is

the sixth of the seven niche-market
brochures to be created as part of
this plan. This particular brochure
may not be site-specific, but might,
instead, concentrate on the top places
to see particular species of birds dur-
ing specific seasons.

In fact, we recommend consulting
with the Audubon Society and/or
local chapters in how this particular
brochure should be laid out and how
it should focus its efforts in terms of
what to see, what time of year, and
where the best spots are for those
birding experiences.

It could even be categorized by
season, since birding is a year round
activity. And, panels could be includ-
ed to promote birding clubs, or retail
outlets that sell binoculars and other
birding “gear.”

Since this brochure would have few
funding partners, it would need to be
funded through the marketing dollars
available to the Rendezvous Region.

NORTH DAKOTA'S

RENDEZVOUS REGION

BIRDING

C&ENDEiVOUS
REGION




Recommendation #55: Develop five Community Profiles—one for each county
and one for the region.

Implementation timeline: January 2024

Leadership: Red River Regional Council

Approximate cost to implement: $9,500 including design, printing

Funding source options: Marketing funds

Rationale and to-do steps: This particular printed piece is for anyone new or
looking to relocate to the area. It is an annual snapshot of the county and its

communities. It is a tri-fold brochure that measures 8.5” x 11” when folded
and it would be produced each year with updated information.
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It is a perfect piece to be used by employers looking to attract new talent,
by local and regional real estate offices and agents, economic development
practitioners, and chambers of commerce.

It would include, by county, the following information:

- An overview of North Dakota and the particular county

- Climate (average temps., precipitation, by month)

- Local organizations

- Local churches

- Schools & child care

- Medical facilities and services

- A brief overview of each city (town) in the county including population
(Census information over ten year increments, past 30 years)

- Parks and recreational facilities

- Retail sales and services

- Lodging options and revenues

- Utilities (power, water, gas, Internet services, cable, etc.)

- Local government information, URL,
contact info

- Distances to major cities

- Police, Fire, emergency services

- Business license information

- Postal and delivery services

- Real estate services

- Banking, finance, accounting services
- Local media (radio, newspaper, etc.)

And, of course, any other information
someone coming into the area would
want to know. Don’t leave any questions
unanswered!

Each year a new cover would be devel-
oped, and new versions would typically
be released in April, after the previous
year facts, figures, and numbers have
been compiled.
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If you would like physical copies to use as an example, please let the RBI
team know, and they’d be happy to send a few you can use as a guide.

To start, print 5,000 copies, in full-color. Recommendation #59 details
where these should be distributed and how often.

Sometimes real estate offices will pitch in a few hundred dollars to have
these printed and available to them, as will major employers. For the first
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year, we recommend just biting the bullet and creating the Community (or
County Profile) at no cost, so that employers, cities, county government, and
real estate offices can see the value in having this piece.

Then in following years, each could pitch in a couple hundred dollars to
have it produced, printed and distributed each year.



Recommendation #56: Develop a “2024 Opportunities Guide to the
Rendezvous Region”

Implementation timeline: January 2024

Leadership: Red River Regional Council

Approximate cost to implement: $9,500 including design, printing
Funding source options: Marketing funds

Rationale and to-do steps: This is typically an 11” x 17” brochure folded
in half to be 8.5” x 11”. This is a great way to promote specific business
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opportunities in the region. Start by promoting the Top 10 business opportu-
nities available in the Rendezvous Region. That may include lodging, addi-
tional dining spots, outfitters, bait and tackle shops, first-class RV parks, or
other needed opportunities where there is a demand for those services.

ESRI creates a retail profile, which details areas in terms of what’s lacking in
retail, and this is often a great place to help determine your needs.

Rather than traditional economic development marketing of “bring your busi-
ness here,” this brochure focuses on the Top 10 Needs or specific business
opportunities already feasible in the region. They can often be site specific.

It also includes local, regional, and state resources, and contact informa-
tion for additional

information.
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Recommendation #57: Cavalier, Park River, Grafton to begin development of a
programmed plaza or “Community Living Room”

Implementation timeline: February 2024

Leadership: Red River Regional Council

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: The very top priority of every community should be
the creation of a “community living room” or programmed plaza. If you hope
to attract young families this is a key top attractor.

This does NOT have to be an expensive proposition: It can utilize an empty

space in downtown, can be developed on a side street, or in an under-uti-
lized parking lot—as long as it’s in the heart of the downtown.

Plazas and year round public markets are the top two downtown revitaliza-
tion strategies that have a proven success record. Your plaza is a simple
open space with a paver-stone surface, perhaps ringed with raised planters
or street trees, that can be programmed with a variety of activities, which
change every few weeks.

— 1 ™
What comes first?
People downtown on a consistent basis: 250+ days a year
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It's Time to Move From
Events to Activities

Presented by Roger Brooks

THE RESURGENCE

OF DOWNTOWNS:

GETTING PEOPLE DOWNTOWN
‘ 250 DAYS A YEAR

HOW TO BRING YOUR
DOWNTOWN TO LIFE

Activities should always be free, and the plaza is always open to the public—
never reserved for private functions. When it comes to downtown revitaliza-
tion, what comes first: the business mix or people? People. Where people
hang out on a consistent basis, businesses follow. “Consistent basis” has been
shown to be 250 days a year or more.

Keep in mind, these are activities, not events. A great example of a success-
ful plaza with activities is Main Street Square in downtown Rapid City, South
Dakota. Once a 65-space parking lot, it is now a programmed plaza that is
programmed nearly 300 days a year with a variety of activities.

Details

13 different “sets”

Consider weather & seasons
Mix and match activities

Add security cameras

Get volunteers to assist

Keep it well lit 24/7 (soft lighting)



For instance, six months of the year, there is a 1,500 square foot splash pad,
and for four months of the year, the plaza contains an 8,000 square foot ice
rink. This provides activities, every day, for more than ten months of the year.
In fact, Destination Rapid City sees more than $150,000 a year just from ice
skate rentals, and they have to dole them out to keep the rink from getting
too crowded.

‘Woverstock

Woverstock B = 2

While Main Street Square has the splash pad and ice rink, they also provide
many other activities: vendors and food trucks, musical entertainment on
stage, large chess sets and other large-scale board games, and fire pits during
the winter months.

We urge each city to create a Plaza Team that would include a council
representative, city manager or clerk, downtown representative (business
owner), public works or planning department head, chamber of commerce,

Red River Regional Council - Destination Development & Marketing Action Plan 167



Plaza sponsor menu

All-Weather ¥ e o, N

Outdoors!

o A - Six ECR4Kids 4-to-score giant game set @ $200 each.

Six Giant Jenga sets @ $70 each.
Total investment: $1,250

Four MegaChess w/25” tall King @ $750 each.
Total investment: $1,800

Option: 37” tall King $1,100 each.
Total investment: $3,500

Four Playcraft Extera Outdoor Foosball tables @ $1,200 each
And four Joola Nova Outdoor table tennis tables, paddles, and
covers, bag of balls @ $700 each.

Total investment: $7,600

and two or three other local stakeholders. Sit down with them and watch
the three videos shown on the top of page 166. You might show one each
week over a three week period and conclude by watching the “How to
Develop a Plaza On The Cheap” video. These can be found in the Vault of
DestinationDevelopment.org in the Downtown Development section. Each
is about an hour long, and they detail the importance of central gathering
places and how to actually program them.
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On these pages you can get an idea of the types of activities to include and
the approximate cost for each. These could be sponsored by local business-
es, employers, the city, local school districts, Kiwanis, Rotary or other auxil-
iary organizations, and private citizens.

Just create sandwich boards for each sponsor thanking them for sponsoring

these activities so the sponsors get credit for their generosity and community
spirit.



Plaza sponsor menu

The key is to change these out every two weeks so it doesn’t get stale. You
want locals (and area residents) to think or say “I wonder what's happening
in downtown Cavalier this week?” This creates incentive to head downtown.

Creation of public assembly spaces—or plazas—is FAR more important than
the creation and development of city parks, ball fields and other amenities.
Studies have shown that the creation and programming of downtown plazas
is an investment: downtown property values increase dramatically, as do

48 qty. US Games standard hula hoops, 36”": $164
48 gty. Hoop bundle pack 32": $200

Three racks @ $190 each: $570

Total investment: $950

Six Magis Spun Armchairs @ $400 each
Total investment: $2,400

1 harp, 1 Pagoda bells, 1 Melody
From Freenotes Harmony Park

or Ensemble Collection (5 instruments)
Total investment: $7,000 to $20,000

retail sales and local services. And you will attract younger families. In the
case of Rapid City, the average age of a person buying a home dropped 12
years within 24 months of Main Street Square opening.

There are now no downtown vacancies, the nearby Alex Johnson hotel has

been totally refurbished and is a major draw in itself, and downtown has
never been more successful than it is now.
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Perhaps best of all, the plaza is largely self-funded. Revenues come from
periodic beer garden sales, ice skate rentals, a percentage of vendor and food
truck sales, sponsorships and donations. This includes full-time staff posi-
tions, creating new jobs in the town.

There are now well over 100 programmed plazas in towns big and small.

They attract young families, dramatically improve the local quality of life, and
engage locals in their community.
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It is critically important to locate the plaza in the heart of your spending
district. The goal is to pull people into downtown shops and eateries, mak-
ing them more successful and enticing businesses into currently empty retail
spaces.

They also double as a space for weekly farmers markets, food truck week-
ends, and other local events.



8 gty. 10'x10’ Ez Pop-up Canopy Tent
with removable end side walls, roller bag,
four sand bags with each: $290 each
Total investment: $2,500

Park In A Cart Portable Skatepark w/cart
Total investment: $4,500 or $9,000 for two

li .al !! A____._— R

' Total investment: $500

4 quantity Driveway Games all-weather
corn hole set: $120 each

As far as size goes, this can depend on the space you have available. We
have seen them as small as 5,000 square feet, up to an acre or more. You just
want to make sure you have room for a variety of activities, tables and chairs
for plenty of seating surfaces.

You will also need a storage space to keep equipment and supplies stored
when not in use. This might include a public works building, or another

warehouse building relatively close to downtown so that changing out activi-
ties doesn’t become a burden or logistically difficult.

We urge you to watch the videos in the Destination Development’s Vault.
These showcase numerous case histories, ideas, examples and the costs
involved. And because a lot of these are larger cities, simply remove a zero
from the costs to fit your local population. In other words, if a city spends
$50,000 a year on its plaza, you might spend $5,000 a year on yours. This is
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Plaza sponsor menu

28 inches

=z
-
-

8 gty. Tacklife Gas Fire Table, 28", 50,000 BTU
Auto-ignition, propane tank, one fill: $220 each
Total investment: $1,800

3 qty. (1 for parts) Zume Games portable
badminton set w/freestanding base: $40
Extra rackets, shuttlecocks

e Total investment: $150

1 Stamina outdoor fitness multi-station: $240
3 gty. Stamina outdoor fitness striders: $440
Total investment: $1,600

perhaps the best investment a city or town can make to improve the quality

of life for its citizens. It is also be your best economic development tool to
attract new businesses, investment, and residents.

This is a community-wide effort, and just about everyone can play a role.
It can be as simple as just being a volunteer at the plaza to keep an eye on
things, making sure everyone is having a good time. It can be as simple as
setting up Jenga blocks, or resetting large chess sets.
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Your plaza is the star of your downtown, and having a vibrant plaza proves
you are a modern, attractive, and forward-thinking community.

There may be times when weather does not cooperate. In many cases cities
will put out large tents or will actually create open-sided roofing structures
for many of the activities, so whether rain or shine, the plaza is still a great
place to hang out.



Plaza sponsor menu

200 gty. Value Series gray rattan indoor-outdoor stack
chairs @ $26 each: $5,200

50 gty. Round Coral steel patio table 32.5” @ $60 ea:
$3,000

50 gty. Jordan Mfg. 9’ Market umbrella @ $52 ea: $2,600
Total investment: $10,800

4 qty. MegaChess Giant Checkers Set - 10” @ $200
This uses the same mats as the chess sets.

Four separate mats @ $65 each.

Total investment: $1,060

4 full Imagination Playground 105-piece sets $4,975 ea.
4 storage carts @ $1,200 ea.
Total investment: $24,700

In the case of Grafton, the Armory AND adjoining parking lot could easily car shows, motorcycle shows, quilt guilds, pottery and other artisans in ac-

be converted into a year round public market and plaza area with activities tion organizations, home and garden shows, etc.

indoors and outdoors—so weather never becomes a reason to avoid heading

downtown. The primary hours for the plaza are from 4:00 pm to about 9:00 pm or even
10:00 during the summer months. This is THE place locals, and their visitors,

Recommendation #65 in this plan talks about recruiting regional clubs and head after school, after work and on weekends. Studies have shown that

organizations into your town, and the plaza makes it easier to attract them nearly 70% of all retail sales take place after 6:00 pm.

without shutting down streets during the event. This would include classic
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Having people downtown during these hours will encourage local businesses
to be open while visitors are in front of or next to their stores.

Over the last several pages you've seen a variety of activities, including costs,
that could be programmed into your plaza. If you were to add all of those
activities up, it would total just over $76,000 (see below). While it's not nec-
essary to have ALL of these, it just goes to show that this does not have to be
an ultra-expensive proposition.

50 umbrellas, 200 stackable chairs.

Consider.
For everything shown here: $76,110
Sponsor sandwich boards or plagues: $2,000

NOTE:

When you contract for the
Design, Programming and Management Plan
they will answer all of these questions, and will create an annual
budget, operations plan, funding plan, storage, etc.
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When you get ready to develop your plaza, contract with an expert to create
a “Plaza Location, Design, Programming and Management Plan.” They will
design the plaza and put together a programming plan that includes costs,
revenues and other elements including insurance, utilities and all aspects of
this undertaking. There are many grant opportunities for projects like these
including Community Development Block Grants (CDBG) and others.
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The heart of soul of every community, besides its people, is its downtown. And for
downtowns like Grafton, Park River, Cavalier, Lakota and others, this should be a very
top priority.

Just remember, what comes first? People downtown on a consistent basis. That’s what
the development of a plaza is all about: creating a reason for people to spend time
downtown.

We have seen countless communities spend millions of dollars on seasonal ball fields,
sports facilities, and local parks while downtown, which should be a serious player in
your tax base, declines.

When it comes to managing a plaza, we recommend that the city contract with a local
non-profit (or create one) to manage the plaza with the stipulation that they will have at
least 250 days of activity on the plaza each year.

This can include a local chamber of commerce, a downtown association (the typical op-
erator), Main Street organization, or an auxiliary organization. The plaza itself would be
owned by the city, then contracted out for programming and management.

This way the city doesn’t get into the business of operating beer gardens, rent-
ing ice skates and collecting sponsorship and vendor sales proceeds. The typi-
cal plaza will have anywhere from two to six full-time employees, who are paid
from the receipts of these activities and sponsorships.

Greenville, South Carolina
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On the previous pages, you saw there are photographs of musicians, all
playing non-amplified music. These “buskers” should be encouraged and
promoted, adding cultural depth to the community. These can include high
school students, local musicians, local artisans and other “street vendors”
during the peak summer months to add life to your downtown.

Typically they are provided several sites downtown where they can play.
There are no permits required, although if they get more than three com-
plaints against them, they may be asked to avoid playing downtown.

No panhandling would be allowed at all. They can always put out a guitar
case accepting tips, but they should never ask for money.

One of our favorite plaza activities is called “Imagination Playground” and
is shown in the photographs on the opposite page. These are foam-based
“Lincoln Logs,” which can be assembled into amazing shapes. They are a
favonte stlVlty and should be put out during spring break, and during the
summer months two or three times.

.. Once again, you want to change things
up every two weeks or so, encouraging
people to come downtown to see what'’s
# new, what’s happening.



: *‘ﬂ ImaginationPlayground.com
105 piece set: $4,975
Storage cart: $1,200
Lid for cart: $600
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During the year you can also bring in activity vendors that rent and man-

age climbing walls (left, in Whistler, BC), or as you secure sponsors you can
actually purchase them. This includes portable zip lines, ropes courses, bocce
ball courts and other activities.

THE KING OF MOBILE
CLIMBING INALLS

Take a slab of granite with you.




Your plaza can also be the frontrunner in helping locals live healthier lives.
Imagine yoga, Zumba, or Tai Chi classes every Wednesday and Saturday
mornings on “The Square.” These are typically led by local instructors, at no
charge. However, it’s a great way for them to attract local residents into their
studios, and they can sell yoga mats and other gear so doing this helps them
with their businesses.

Bocce =]

Builders The Bocce Court Source

CHANGING THE LANDSCAPE OF BOCCE FOREVER.

RESIDEMEIAL
PROJECTS

In downtown New York City you'll see ping pong tables (bottom right), foos-
ball tables and chess sets just about everywhere. They have had no issues
with vandalism: locals protect things they take ownership of.
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If there was just one recommendation in this plan that can attract new resi-
dents, new investment in their downtowns, new businesses and increased
tourism, this would be THE recommendation.

Even with tourism, it starts with local residents. After all, if you don’t hang
out in your downtown, neither will visitors. They go where you go.

Tai Chi
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If this seems overwhelming, start small. A portion of a parking lot. A wide
sidewalk area, a side street. Start during the peak late spring, summer and
early fall months. And start with programming your space on Thursdays,
Fridays, Saturdays and Sundays through the early afternoon.

Start with 100 days, then let it grow from there. But just start. Once you have
a storage space, locals may even donate ping pong tables, foosball tables,
and other elements, making your downtown the place to hang out and have
a good time.

Encourage local restaurants and eateries to include outdoor dining areas.
You'll find videos in the DDA’s Vault specific to outdoor cafe dining.

And, finally, downtowns are about people, not cars. Make your downtown
a community living room—the place where locals, with friends and fam-
ily, come to hang out. Make downtown beautiful and welcoming, then add
activities and change them up.

The three videos (below) are key to your plaza development.

THE POWER OF
PUBLIC PLAZAS HOW TO BRING YOUR - — -
e M DOWNTOWN TO LIFE i e

Amazing Plaza



Recommendation #58: Begin an aggressive Rendezvous Region SEO program
to boost searches by type of activity

Implementation timeline: February 2024
Leadership: Rendezvous Region Tourism
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: If you Google your city’s name, and it shows up
on the first page of search results, that's great. But you are one of just a few
people that would ever do that.

Most people are looking for specific activities in a general location. For
instance, someone might look for “Best walleye fishing in Eastern North
Dakota,” or “Top SUP lake near Grand Forks.”

We always look for activities first, then the general location. So, if you hap-
pen to be near one of the best SUP (stand-up paddle boarding) lakes in the
Rendezvous Region, do you show up on the first page of search results?

Search Engine Optimization by activity with a focus on:
- RVing | Digital nomads | Work from Anywhere

- Family reunions

- BEvent locations for clubs

- Paddling: SUP | kayak | canoe
- History | Museums | Historical sites

Genealogy

® Reciprocal links
* (Google analytics (follow your reach)

Key to Search Engine Optimization (SEO) is making sure you show up by
type of activity, not location.

The very best tourism attractions available in the Rendezvous Regions, and
where you should concentrate your SEO efforts include:

1. RVing | Digital Nomads | Work from Anywhere | RV parks. You have
great RV parks, most of them very nice, and these are great assets beyond
just the harvest and planting seasons. Promote them—and WHY someone
should stay there.

2. Get-togethers: Post COVID, this is more important than ever. Family
reunions, class reunions, company picnics, team building events. Showcase
great locations for these, playing up the “Come Together” theme.

3. Paddling: Stand-up-paddle boarding is not so fun on large lakes (like
Devils Lake) with a lot of power boats and other activities going on com-
pared to a serene lake, with smooth and warmer waters, in a secluded non-
crowded waterway.

You want your destinations to be on the first page of search results when
looking for SUP, kayaking, canoeing, fishing, bird watching, and wildlife
viewing.

4. Your historical attractions and sites are among the best in the country.
They really are exceptional. But rather than the name of the museum being
prominent, make sure each museum has a focus that people may search for:
“A collection of classic cars,” “Farm machinery,” “How sugar is made from
beets,” or specifics along that line.

Every museum should have something specific—a teaser—that will pull
people in the door or to the site. Those need to be developed in your SEO
efforts.

Just remember than more than 82% of people using search engines, never go
past the first page of search results. SEO will be a critical element in putting

the Rendezvous Region and its assets “on the map” and making the region a

premier visitor destination.
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Recommendation #59: Distribute Community Profile and Opportunities bro-
chures to real estate offices, economic development practitioners, county and
city offices, libraries, etc.

Implementation timeline: March 2024
Leadership: Red River Regional Council
Approximate cost to implement: None
Funding source options: None required

Rationale and to-do steps: Once the County Profiles and Opportunities bro-
chures have been printed, they should be distributed to:

- All real estate offices throughout the region (commercial & residential)

- Local libraries

- City hall offices

- All employers looking for help (personnel and human services)

- County offices

- Chambers of Commerce

- Economic development practitioners

nmunity P ution

=

Real Estate offices, brokers & agents
CCIM members (Certified Commercial Investment
Members)

Economic Development practitioners & associations
City halls | County offices | Libraries
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We recommend providing each office with perhaps 100 each of these. You
can also purchase 8.5” x 11” counter top display holders for these so they
don’t end up hidden in a cabinet somewhere.

Additionally, we recommend attending the North Dakota Association of
Realtors annual conference (combined with South Dakota) and bring copies
of the County Profiles and Opportunities brochure, providing them to real
estate professionals who work in the Rendezvous Region area. Include with
these copies of The Very Best of the Rendezvous Region.

This is a great way to gain some marketing momentum, letting the world
know that this area of North Dakota is on the rise and not to be forgotten. It
will showcase a
modern, vibrant,
active community
= that provides a
high quality of life
and exceptional
opportunities for
new residents.

N -

—————— NDAR.—

Spring lssue ND Online CE Savings!



Recommendation #60: Develop the sixth rack brochure: The Fishing & Hunting
Guide to the Rendezvous Region

Implementation timeline: March 2024

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $6,000 plus co-op funding
Funding source options: Marketing funds

Rationale and to-do steps: This particular brochure could either be focused
solely on fishing, or could include hunting if there are, in fact, public hunting
areas in the region that could or should be promoted in this campaign.

While the fishing is a primary draw, it was difficult to determine whether or
not hunting is a visitor attraction in the area.

Concentrating on fishing, each panel should focus on the rivers and lakes in
the region and then provide specific information about fishing in each:

- Type of fish it’s known for

- How often it’s stocked

- Where to purchase a fishing license

- Catch limits

. NORTH DAKOTAS

RENDEZVOUS REGION

PADDLING

NORTH

e REHnEZ\II.ﬂ THEV

RENDEZV(

NORTH DAKOTA'S

RENDEZVOUS REGION

RENDI 4 RENDEZVOUS
RE( ; : ‘RENDEZ) REGION Vous

ReND!
REGION

- Panels can include local
businesses that offer bait,
supplies, and other goods.
- Seasonal considerations

- Ice fishing information
(perhaps a panel dedicated
to this including links to
area ice information)

- Best time of day

- Types of bait to use

- On-site amenities such as
parking, pit-toilets, clean- |
ing stations, etc.

NORTH DAKOTA’S

RENDEZVOUS REGION

If there are fishing guide
services in the area, they
should also have a panel
dedicated to their services.

Work with the waterway
authorities to obtain
the best, most current,
information.

For this, it’s not neces-
sary to promote EVERY
lake, river and stream,
but perhaps the top ten
or so throughout the
region that can be pro-
moted to visitors with-
out being fished out.

REGION
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Recommendation #61: Contract or begin development of the next three year
plan to follow this plan.

Implementation timeline: April 2024

Leadership: Red River Regional Council | Rendezvous Region Tourism
Approximate cost to implement: $60,000

Funding source options: Planning grants, other sources

Rationale and to-do steps: Typically, the life of a any strategic or action plan is
about three years. Plans that extend out five, ten, even twenty years end up

losing steam after just a year or so. Times change, the economy shifts, as do
local demographics, priorities, and circumstances.

The entire idea behind this and other Action Plans is to have a plan that sits
open and working on your desk, not on a shelf gathering dust.

At this point, you'll be two years into implementing the recommendations in
this plan. This is the point where you go through each one of these, identify
those which have been fully implemented, and then those that still need to
be implemented. This is where you assess the work done to this point and
create the next set of recommendations for the following three years.

This is a plan that sits on your desk, not on a shelf

in 1
-Which ones were implemented?
-Which do we want to continue with?
-Which do we want to carry over to the next plan?
-What worked, what didn't?
-What will give us the best bang for our buck?

-What product has been developed that we can now leverage?

-How do we start getting new residents? Busine 74
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This keeps the plan up to date and fresh.

While the creation of this plan had a $100,000 budget, much of that included
the Assessment process—the baseline from which this plan was developed.

Now that the groundwork has been laid and initial recommendations imple-
mented, this is where you start building a new solid base to work from dur-
ing the next three years.

Contract with a person or firm that is steeped in the following disciplines:
- Urban planning with a focus on rural communities

- Downtown revitalization and development

- Business recruitment

- Tourism development & planning

- Tourism and economic development marketing

1. Visit with each of the communities and determine whether or not they
want or need further assistance through this program.

2. Gauge the results of the early marketing efforts: Local knowledge of the
Rendezvous Region and your greatest tourism assets.

3. Visit the creation of the various niche brochures: Which were most suc-
cessful, which need updates, and also look at the distribution of these, then
update them accordingly and address any distribution issues.

4. Develop a “new” list of recommendations for the following three years
and keep it to an Action Plan format, with implementation details for each
recommendation.

While this plan was a year-plus effort, creation of the next three-year plan
should take about 90-days to develop and complete.



Recommendation #62: Begin working on renewed funding for the Rendezvous
Region marketing effort

Implementation timeline: April 2024

Leadership: Red River Regional Council | Rendezvous Region Tourism
Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: Across the country, most tourism efforts and destina-
tion marketing organizations are largely funded by lodging taxes. Yet in these
counties, outside of Grand Forks, there are few lodging rooms, and thus, a
small amount of lodging taxes to rely on for promotion of tourism.

Make sure Airbnb, VRBO, and your campgrounds are all collecting lodg-

ing taxes. If you need to work through the state to include these (especially
campgrounds—including publicly-owned campgrounds), then work with
local legislative representatives to put this in place.

Other funding options might include:

- Restaurant taxes (typically a 1% additional sales tax)
- Admissions taxes (paid on park or museum entrance fees, events, etc.)

Remember

This is a three-year program

e First year is the getting ready year (content and
marketing assets)

e Second year is brand-building, awareness, initial
marketing

e Third year: Full-out marketing, public relations,
social media effort

- A T-BID or Tourism Business Improvement District, which would cover all
of the region outside of Grand Forks. This can be as simple as $1 per booked
night in local lodging establishments.

Because the updated plan will concentrate a LOT on marketing the region to
attract visitor spending, this would typically come from the lodging establish-
ment and not charged to the customer. Many lodging establishments may
simply add $1 per night to the cost of a room rather than show it as an ad-
ditional tax.

The funds are then paid to a local taxing authority and from there distributed
to the Rendezvous Region for tourism marketing and promotion.

- We also believe that these general fund revenues should also be secured
from each of the counties: perhaps as little as $10,000 a year, less than $1,000
a month. After all, this effort is meant to go far beyond just attracting visitors,
but also attracting new residents, new businesses, increasing sales at existing
businesses.

- Finally, we have seen an increase in the general sales taxes—perhaps 1/2 of
one percent, dedicated to promoting the region. This is typically a last option
since everyone locally would be paying into the fund, not just visitors.

This is an investment designed to increase the tax base locally.

The goal is to develop a permanent funding base so that the efforts of the

Rendezvous Region can concentrate on growing the tax base, rather than
constantly looking for funding.
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Recommendation #63: Reach out to hunting and fishing influencers: YouTube
channels, blogs, vlogs, cable shows, publications

Implementation timeline: April 2024
Leadership: Rendezvous Region Tourism

Approximate cost to implement: $10,000 for co-op influencer familiarization
tours, etc.

Funding source options: Marketing funds

Rationale and to-do steps: Fishing and hunting (especially fishing) channels
are abundant, especially on YouTube, and dozens already feature lakes and
rivers in North Dakota.

This is an excellent opportunity to reach out to them, showcasing top small
lakes for bass, perch, walleye and sturgeon fishing, including ice fishing over
the winter months.

Put them in touch with local enthusiasts who can show them the hot spots,
seasons, and bait for each species of fish.

B p— x| @ b = m
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While $10,000 has been budgeted for this effort, you may not need this full
amount. BUT it would provide funding to help cover lodging and travel
costs, perhaps meals at a local eatery or pub and other incidentals.

This is a niche where YouTube would be your primary channel on which to
find these influencers.

There are also dozens of streaming and cable shows dedicated to fishing and
hunting, many with large followings.

Be ready to provide details:

- Fishing licensing, catch limits

- Stocking patterns

- Species by lake

- Seasonal considerations

- Nearby amenities: lodging, dining, bait, tackle, etc.

Your on-camera personality should greet them and create video teasers
promoting them and even following them for part of a day, giving them
additional exposure while promoting the area and individual lakes as great
fishing spots or other areas for hunting.

batna habung norh Bekots x Q L

B Bass Fisting | Lake Nelson. North Dakata
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Recommendation #64: Begin a full-fledged PR effort with a focus on RVers,
fishing and hunting, recreational enthusiasts

Implementation timeline: May 2024

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $10,000 for co-op influencer visits

Funding source options: Marketing funds

Rationale and to-do steps: Hopefully, your public relations expert will be on
staff and already working on the PR effort. If not, consider contracting with a
PR professional.

A few notes about the public relations effort:

- This includes social media, print and online publications, as well as broad-

cast marketing (radio and television).

- You build your brand through public relations. Advertising is used to main-
tain your “ownership” of the brand.

FEETNS PN WIDOMGE  DFNTE  ROTMCESN

ASHEVILLE KONC  TAME TRP ONNT  FAES MR RN PACRGDD
ITOUL O  BOE  CUDGA  TOSHY  Mm  OUTMGE  EBLNS

newez

() Asheville, N.C.

- For every dollar you spend on a PR effort, you will see a three to four dol-
lar return on investment in terms of earned media (what you would pay if
you had to purchase the advertising space).

- Articles are read four times that of print ads.

- PR provides third-party endorsements, which are three times more effective
than self-promotion.

Easiest to get

W=
AEHEVILLE " i e i e ey e
puniovtdnaull 3 - -
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Included in the PR effort would be:

- Obtaining editorial calendars from both print and online niche publications,
reaching out to editors, and assisting in crafting articles promoting local RV
and camping destinations, top things to do while in the area, and to fishing
and hunting enthusiasts.

These niches are the fastest and easiest to get into the area, and would show-
case the region’s best existing assets and amenities.

- Reaching out to television and streaming show producers.

- Connecting with popular YouTube channels in various niche markets in-
cluding stand-up paddle boarding, kayaking and canoeing influencers.

The RV industry

$114,000,000,000 ($114 billion) Economic impact (U.S.)

420,000
500,000

New RV sales (2019)

New RV sales in (2020)

New RV sales projected for (2021)
New RV sales projected for (2022)

580,000
600,000

380,000
Ten years Strong RV sales growth

Are towable-RV's (trailers, Sth wheels) - 75%

—~

ONSUIMErS

40,000,000 Americans regulart

1,000,000 People are full-time RVers. (it's their primary residence)

go-RVing

3 to 4 weeks Length of time spent RVing each year (average)
16,000

Campgrounds & facilities supporting RV camping (U.S.)
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As part of this effort, make sure to create detailed half-day, full-day itinerar-
ies for various niche travelers: those on motorcycles, RVers, history-buffs and
recreational enthusiasts, those traveling with young kids, etc.

They should include:

- By mode of travel (car, RV, motorcycle, tour bus...)

- Party type (families, multi-generational, girls weekend out...)

- Activity level (extreme, relaxed, ADA accessible...)

- Season

- By type of activity: (On the water, historical sites, hiking, biking...)

Most importantly of all:

Provide specifics, not generalities.

- Specific dishes and specific eateries, for instance.

- How much time to allow at each destination or activity
- Where to start and end each day (or itinerary)

- Any costs they should know about

- Not to be missed hidden gems along the way

- Any other tidbits or helpful information

We cannot overstate the importance of a professional public relations effort.
It is, by far, the top priority of all marketing initiatives.

Travel + Leisure Magazine

5 Mistakes to Avoid on Your First RV Trip,
According Lo Experts




Recommendation #65: Invite clubs and organizations into the Rendezvous
Region to hold their events.

Implementation timeline: May 2024 and each spring thereafter
Leadership: Rendezvous Region Tourism

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: Tied to your PR efforts is the opportunity to reach
out to regional clubs and organizations, letting them know you would LOVE
to host one of their events.

So, rather than YOU producing events, you invite classic car clubs, motor-
cycle clubs, quilt guilds, glass blowers, and other clubs and organizations to
your community.

Roger Brooks was visiting a town in the Central California coastal area where
there was a classic car show in progress. Roger found the show organizer
and asked why they picked this particular town for this event. The answer?
“They invited us.” He went on to explain that their club got a half-page let-
ter from the local chamber of commerce inviting them to host one of their

?1 GU[DESTAR: Donate to GuideStar  Producls News Blogs AboutUs ContactUs Help  MyAccoumt 7
Welcome Guest!  Sign In | Creats Account Update Nonprofit Profile Analyze Nonprofit Data Give 1o Charity Roview A Charity

Search GuideStar | AdwncedSeach

Sign In or Create Account

Sign in with your GuideStar.org account to take full advantage of allthe features and products avalable from GuideStar.

Returning Users New Users
Already have a GuideStar account? Register now for detailed data on thousands of nonprofits!
If so, you already have access 1o all the great features on GuideStar.org. A GuideStar account gives you FREE access to even more nonprofit

information, including:
Sign in to get started!

» Organization's full address and contact information
E-mall Address: * Upto three years of Forms 890

« Revenue and expense data for the current fiscal year
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PR « Ablity lo search the GuideStar Knowledge Base X
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Remember, your password is case-sensitive. e
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‘GuideStar is a 501(c)3) nonprofit organtzation. Copyright © 2015, GuideStar UISA, Inc. Al rights reserved.
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shows on their Main Street. They didn’t offer any money, but said they would = The show organizers and vendors started arriving on Thursday afternoon, fill-
post welcome signs and would close off three blocks of Main Street for the ing local hotel rooms and campgrounds, and the show ran on Friday, all day
show. Saturday, and Sunday until about 2:00 in the afternoon.

The show producers brought in all the vendors, brought in porta-potties,
did all of the marketing, and even contracted with off-duty police officers to
manage traffic and to keep an eye on things.

Ez GUIDESTAR Donate to GuideStar ~ Products  News Blogs AboutUs  ContactUs  Help  MyAccount T
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Your search for quilt guild utah produced 4 results.
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5t Gearge (1)
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Read Reviews GuiceStar Premium Report
Buy Report | Preview Report
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The result? About 10,000 car enthusiasts with friends and family attended the
show. It was a huge success.

Roger then asked if they would be doing the show in future years. “You bet,”
was the reply, “we’ve booked this weekend for the next ten years.”

The cost to produce this campaign: $200 for direct-mail letters, welcome
signs, and postage.

Clubs and organizations are LOOKING for places to host retreats, shows, ex-
hibitions. BMW Magazine goes to all BMW owners around the world. Thenb
Roundel, is the publication for BMW owners in North America. In the Seattle
area, Zundfolge is the local club newsletter (opposite page).

Notice each month they showcased a different destination: “Reasons to Visit
Your Canadian Club Neighbors in August,” “Cannon Beach [Oregon] Driving
Event Recap,” and “Mountain Twisties Drive Recap.”

There are clubs for BMW, Mercedes, Subarus, Volkwagens, and just about
every type of classic car. There are Harley-Davidson clubs (HOGS), Honda

* Marcedes- Beas Club of America, Seattle Section =

T Member Appreciation Picnic and AGM

Goldwings (motorcycle), quilt and pottery guilds, photography and fishing
clubs and dozens of others.

At little cost, you can go online to Guidestar.org (opposite, left) and you can
search for every type of non-profit, club and organization you can imagine.
You can search by state, area, or by the type of club.

Guidestar provides contact information as well as club specifics.

Also reach out to local residents at chamber of commerce meetings, Kiwanis,
Rotary and other auxiliary organizations to see who, locally, belongs to any
of these clubs. They can be your way to attract local and regional clubs. They
can provide you with copies of club newsletters, contact information, and in
many cases, will pitch your community to club leaders and event organizers.

Towns including Cavalier, Langdon, Walhalla and Lakota all have great op-
portunities of attracting clubs and organizations due to access to primary
highways and metro areas, or due to abundant other attractions such as the
Pembina County Museum, Golf Club, Icelandic State Park, Pembina Gorge
and Frost Fire.

The best time to reach out to these folks would be in October, November,
and January when they begin planning the upcoming year’s activities and
locations.

Wouldn't it be great to host thirty or forty clubs and organizations in the
Rendezvous Region each year? They do the work, they produce the event,
market it, and each is open to the public. All you have to do is invite them
and be a great, welcoming host.

This is an excellent way to get new visitors into the region so they can see
what all you have to offer.
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Recommendation #66: Work with local museums, farms, businesses in joining
the Harvest Host, Boondockers Welcome programs

Implementation timeline: May 2024

Leadership: Rendezvous Region Tourism

Approximate cost to implement: None

Funding source options: None required

Rationale and to-do steps: Harvest Host and Boondockers Welcome is an orga-
nization that RVers pay to join, and in exchange, they get a network of places
they can stay one night (sometimes longer at Boondockers Welcome loca-
tions) as long as they have self-contained RVs (no tent camping).

This includes more than 6,000 golf courses, wineries, farms, museums, public
markets and private properties that have space where they can accommodate
anywhere from three to perhaps a dozen RVs.

There is NO COST to be a part of the program, and RVers are encouraged

to purchase products or goods from the hosts. They are also encouraged to
share their experiences and promote the hosts for accommodating them.

= =
HARVEST

ADCATION GALLTRY  WOSTLOCATIONS  PAFIS  PLANS  FAOS  BECOMEAWGTT |  LOGMN o

RV Camping At 3486+ Wineries,
Breweries, Farms and More!

ram thatinvites
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Locations can easily register to be a part of the program, and anyone wishing
to spend the night at a particular location must call (or email) in advance to
see if space is available.

Once again, there is no cost to be a part of the program, and you can dictate
how many RVs to allow, the days available, and seasons. All is up to your
discretion.

This is a fantastic way to increase tourism spending locally. Studies have
shown that overnight visitors spend nearly three times that of day visitors.
And overnight visitors are more likely to check out your retail shops, eateries,
grocery stores, fuel stops, and activities, which they often share with friends
and families.

We suggest hosting a series of workshops throughout the region where

people can sign up, on the spot, and can see both websites, how they work
and can hear from destinations that are already a part of the program.

WOSTLOCATIONS  WICOMEAGUIST  WICOMEAMOST  WOWITWORS  BLOG [

Free Overnight RV Parking
on Private Property

Make new friends and sleep soundly

Boondocking with over 3010+ hosts across North America




Recommendation #67: Create video content on how to find local jobs geared
to seasonal visitors, harvest season, digital nomads

Implementation timeline: May 2024

Leadership: Red River Regional Council

Approximate cost to implement: $5,000

Funding source options: Marketing funds

Rationale and to-do steps: When we were secret-shopping the area, we de-

cided to look for jobs in particular towns in the region. We, of course, used
the state’s Job Service website for this exercise.

Unfortunately, it was difficult to find jobs in a specific community. As you can

see from the e-mail May Houdek sent to Roger Brooks, there are a few extra
steps involved in digging down to a very specific community.

A two to three minute video should be created to help newcomers find job
opportunities in a specific community, such as Pembina, which is the com-
munity we used in our research.

Morth Dakota

DC}kOTG | 1ok Servien

The job listings and website are great when searching by county or general
area, but if a visitor falls in love with St. Thomas, for example, it takes a few
more steps to actually find jobs IN St. Thomas.

One of the goals of this effort is to get visitors to see the various communi-
ties in the region and perhaps they would find one they’d like to live in,
work in, or invest in. And if they find a particular community, it should be
easy to find available jobs in that specific community and THEN to see what’s
available within a 10-minute or 15-minute drive outside the community.

The easier you make things, the more likely you are to close the sale.
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City, County and Zip Code searches on our website are a limitation that we are aware of. The vendor we utilize sets a default search radius of 50 miles on City, County and Zip Code
seasches, which works for lange cities and counties but not small. We are trying to get it changed to a default search radius of 5 miles, but North Dakota is 3 smal state s 3 sea or
larger states using this product. Below are the steps to get the results you are seeking, however, we do publish this data and much maee in our monthily Area Profiles, NDUMI - Areg
Profiles. Look at Job Openings at the top of page 3. The data is from February 2022 and will be updated to March 2022 data on April 6. wyew ndworkforceconnection.com

 Enter Pembina County in the City, State, County, Region ar Zip field and click Search
= Scroll to the battom of the search results field and click on [ Change job search criteria |

® Scroll to the bottom and cick on Advanced

 Click on North Dakata in the Area Selection section, Area (click to change): North Dakota

+ Change the Area Type to County and select Pembina County, then click Set Areals) and click Search

® | get 221 jobs, however we do have duplicate job listings on our website a5 we spider in openings from many job sources. To get a more realistic number, click on _lob De-
Duplication - Disabled and Set Definition [no need to change anything). You will now see 166 jobs In Pembina County.

I hape this helps and please ket me know if you need any specific Labar Markst a [ Jot of great infl HOLMI - North Dakota Labor Market infermation
Thanks for the question and for using cur great data. Enjoy the day.

Mary Houdek
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Recommendation #68: Create a small travel book “The Hidden Gems of North
Dakota’s Rendezvous Region”

Implementation timeline: June 2024

Leadership: Rendezvous Region Tourism

Approximate cost to implement: None: A private-sector opportunity

Funding source options: None required

Rationale and to-do steps: This is a great opportunity for a top-notch local
writer to create a special book, marketing the “hidden gems”—those great
finds that, typically, only the locals would know about.

Richard Rusnack, a builder by trade, was always hosting friends and family in
Door County, Wisconsin—a peninsula that jets out into Lake Michigan north-
east of Green Bay and a popular destination area. As he was often working

in other locations, he decided to put together a little book, “101 Things to Do
in Door County”—in essence, the hidden gems from a local’s point of view.

The little book did so well, he began selling it to visitor information cen-
ters, CVBs, chambers of commerce and even Wisconsin State Parks. It cost

th D

Cost to print: Approximately $5 per
Wholesale: $10
Retail: $15

ook (full

Where to sell them:

- Chambers of Commerce

- Fairs and other public festivals & events
- Museum gift st

- Local ret:

- Online
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approximately $5 to print, he wholesaled them for $10, and they retailed for
$14.95.

At one point the state park system decided to do a study of the people who
purchased the book, following up with visitors living at least 50 miles from
the county to see if it changed how often they'd visit.

It turns out that 90% of the surveyed visitors said they came back (or would
be coming back) multiple times as they worked through the book.

In fact, this little book, and the 40,000 copies sold, was the top tourism mar-
keting piece of all the marketing ever done in the county.

Visitors love finding the Hidden Gems, which will keep them coming back,
and it lets them really discover—beyond the obvious—those gems that make
the Rendezvous Region special.

These days, for the same cost, you can have a similar book printed in full-
color for the same price as Richard did with this one (below). This would be
a great private-sector initiative and a money-maker for both the author and
the retail outlet.

Do not worry about finding “101” or any set number. Just market “The
Hidden Gems of North Dakota’s Rendezvous Region.”

01 Things T Dhs bn Door County

I8
Take a Sunday stroll down

Cottage Row.




Recommendation #69: Work with historical sites and attractions on cross-sell-
ing and social media “share your experience” ideas

Implementation timeline: June 2024

Leadership: Rendezvous Region Tourism

Approximate cost to implement: $2 500 for social media table tents/cards
Funding source options: Marketing funds

Rationale and to-do steps: Most historical sites and museums are operated by
volunteers who are doing what they can to preserve the community or area’s
history. With little in the way of time and funds, little is done to cross-sell
other area historical attractions, and to encourage visitors to share their expe-
rience via social media channels.

For this recommendation, we’d like the Rendezvous Region to actually create
countertop (see below) and entrance signage, asking visitors to share their
experiences. Make sure you include a hashtag as well so they are posting
their experiences to common social media sites.

Additionally, every museum and historical site should have an easel and
board (indoor locations) or interpretive panel (outdoor locations) featuring
one or two (no more) sites just up or down the road.

Cross-selling to other historical attractions is easy, inexpensive, and will keep
people coming back or staying longer. But on these boards, only promote
one and no more than two locations. You want people to think or say “While
we're here, we should go check that place out!” This is why you want to
refrain from marketing a list of attractions.

Finally, this is a great opportunity for distribution of the History Trail
brochure.
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Rather then rely on museum volunteers to do this work, please do it for
them. Purchase the easels (below), and design, print and mount on foam
core board, the teaser for the next museum along the History Trail.

You can even mount a brochure holder to the panel, which could hold the
History Trail rack brochures.

The photos on the previous page are of the Orphan Train Museum in
Concordia, Kansas—a small, but exceptionally well-done museum that does
an excellent job of telling stories, versus displaying artifacts and collections.

Notice the large photographs that really illustrate the story. This would be a
great museum to visit and emulate.

Bisplay Easel for Floor or Counter, 34 o 64" Adjustable Height, Portable - Black Pr——

bome - Dipley Casels -~ Metal Strler  EASELYMA

Wimat Bran OSen F Temt

Ry 5 ey s i e
A8 0t o8 §| 142 Aatings) fxt § s 45 msir

oo Wlack Gy Pricn Each A50Y
] 129 )
10-54 o

Adfpuntatin s for daplaying powtars or artwork of 5. 188 Py
varying s The
* Weighs oeby itvs K assermies wahout any sl - ideat

I —

= Height acustatsiity for comeriog or fosrtanding use.

* Mutte bisck friah for unm within  Eusiness or artiet
i Lisers That Viewsd This Alss Viewsd

g/ :;qﬂ_mi” A

Description

Callapsible Display Easel for Artwork with Height Adjustable Legs /
Wiat makes an assal iy "griabie™T Lightwought, spsce-saving. This paricutar T PrreT
coaguible sipiey wasel inchsien o of ave Sratre, ar mors Each A Wge ully axsemisec, sl I reacy 4o UBE Fight ot of the Baox, making & "« 34 et P D e o P
)y heace 10 BV o YoUr Y A1 iy o s e prUAALOR L an et 1o o7 paTEng o8 a1t play RAEOMY, tha
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Recommendation #70: Integrate the Arts Across the Prairie program into local
and regional initiatives

Implementation timeline: June 2024

Leadership: Red River Regional Council
Approximate cost to implement: To be determined
Funding source options: To be determined

Rationale and to-do steps: In order to attract visitors you need to have some-
thing that is truly unique, will get a lot of attention, and will get people to
stop, photograph, and share what they saw. They can be weird, wacky, color-
ful, or just plain artistic but add dimension, humor, and cultural depth to an
area.

Think The Jolly Green Giant in Blue Earth, MN; The Enchanted Highway be-
tween Regent and Gladstone, started by a retired school teacher. And there’s
Carhenge, the Corn Palace, Fridgehenge, and many others. In fact, look for
Casey, Illinois in YouTube “Casey, Ill - a small town home to giant things.”

This is something that could REALLY help put the Rendezvous Region “on
the map” in a big way. What can you dream of?

Morth Dakota ™" =t e

Arts Across the Prairie

Placernaking in Rural North Dakota

Dakota Departrrant o
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A word about permanent funding

One important goal of this plan is to prove to the state, each county, each

community, and each business that plays a role in attracting or servicing visi-
tors (lodging, dining, attractions) that tourism is an indispensable part of the
regional and local economy. When you can prove value, funding will follow.

Traditionally, destination marketing efforts are funded from lodging taxes,
and in some larger metropolitan areas may include rental car taxes, admis-
sions taxes, and other means that are not available in this region.

One change, that would need legislative approval, would be requiring ALL
lodging properties which house visitors less than 30 days, should be paying a
2% to 4% lodging tax—in addition to state taxes.

This would include every RV park and campground, regardless of whether
it’s publicly or privately-owned. After all, anyone staying in a campground or
Airbnb, or VRBO is using all of the same amenities as someone staying in a
local hotel.

All visitors receive the benefit of the brochures, marketing, and websites cre-
ated by the Rendezvous Region. They get the benefit of wayfinding signage
and other amenities being improved or added through the development and
implementation of this plan.

In some metro areas, visitors will pay nearly 25% in just add-on taxes, so an
RVer paying $40 a night is not going to go somewhere else because of the
extra $1 they might pay each night. And by providing a helpful, robust web-
site and on-site amenities, that additional $1 is well worth it.

Given the fact that there are twice the camping sites as hotel rooms in the
region, this could nearly double the lodging tax receipts in the region.

Another option is to develop a T-BID or Tourism Business Improvement
District. This is an add-on fee, where a local hotel pays, typically, $1 or $2
per booked night to help advance the marketing effort.

This is not charged to the customer and is only levied on booked nights.
Sometimes hotels will raise their rates by that $1 to cover their cost, but typi-
cally they absorb it, if they feel there is a good return on that investment.

In both of these cases, locals are not paying anything for the tourism market-
ing effort. Visitors are carrying 100% of the load.

That being said, some cities and many states also allow municipalities to col-
lect a restaurant tax: Often about 1/2 of 1%, which is paid to the state as part
of the sales tax then would be rebated back to the Rendezvous Region.

Another option is to create an admissions tax: a fifty cent to a dollar “ad-
mission tax” added on to admissions to museums, state and county parks,
fishing and hunting licenses, and admissions to events, such as county fairs,
concerts, trade shows, etc.

Yes, every attendee pays this, but typically with little, if any, push back. After
all, the funds do help promote these places and some is invested in product
development, making the experience better for all attendees.

And each county SHOULD include perhaps $10,000 a year (or more) from

general fund revenues to support a program like this where every dollar is
being used to increase local property values, sales tax revenues, and to fur-
ther improve the local economy:.

But first: This initial program is designed to prove the benefit of having a

full-fledged and effective tourism marketing effort. And once it becomes an
indispensable part of the local economy, it will be supported financially.

Here's to-an amazing future for the beautiful

2N
RENDEZVOUS
REGION

Thanks for letting us be apart of your jouney
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ESRI demographic profile - Pembina County
® o
@esrl' @esrr

Pembina County Pembina County
Pembina County, ND Pembina County, ND
Geography: County Geography: County
Pembina Count... Pembina Count...
Census 2010 Summary 2010 Population by Age Number Percent
Population 7,413 Age 0 - 4 416 5.6%
Households Br257 Age5-9 431 5.8%
Families 2,069 Age 10 - 14 451 6.1%
Average Household Size 2.23 Age 15 - 19 438 5.9%
Owner Occupied Housing Units 2,532 Age 20 - 24 312 4.2%
Renter Occupied Housing Units 725 Age 25 - 34 730 9.8%
Median Age 46.5 Age 35 - 44 761 10.3%
Age 45 - 54 1,217 16.4%
2021 Summary Age 55 - 64 1,168 15.8%
Population 7,059 Age 65 - 74 659 8.9%
Households 3,157 Age 75 - 84 550 7.4%
Families 1,944 Age 85+ 280 3.8%
Average Household Size 2.19
Owner Occupied Housing Units 2,409 2021 Population by Age Number Percent
Renter Occupied Housing Units 748 Age 0 - 4 360 5.1%
Median Age 48.4 Age5-9 382 5.4%
Median Household Income $63,099 Age 10 - 14 379 5.4%
Average Household Income $82,302 Age 15 - 19 362 5.1%
Age 20 - 24 280 4.0%
2026 Summary Age 25 - 34 768 10.9%
Population 6,709 Age 35 - 44 746 10.6%
Households 3,013 Age 45 - 54 794 11.2%
Families 1,839 Age 55 - 64 1,203 17.0%
Average Household Size 2.18 Age 65 - 74 998 14.1%
Owner Occupied Housing Units 2,338 Age 75 - 84 503 7.1%
Renter Occupied Housing Units 675 Age 85+ 284 4.0%
Median Age 48.8
Median Household Income $65,382 2026 Population by Age Number Percent
Average Household Income $87,174 Age 0 - 4 332 4.9%
Age 5 -9 367 5.5%
Trends: 2021-2026 Annual Rate Age 10 - 14 407 6.1%
Population -1.01% Age 15 - 19 344 5.1%
Households -0.93% Age 20 - 24 234 3.5%
Families -1.10% Age 25 - 34 626 9.3%
Owner Households -0.60% Age 35 - 44 761 11.3%
Median Household Income 0.71% Age 45 - 54 723 10.8%
Age 55 - 64 948 14.1%
2021 Households by Income Number Percent Age 65 - 74 1,105 16.5%
<$15,000 287 9.1% Age 75 - 84 596 8.9%
$15,000 - $24,999 285 9.0% Age 85+ 266 4.0%
$25,000 - $34,999 278 8.8%
$35,000 - $49,999 325 10.3%
$50,000 - $74,999 649 20.6%
$75,000 - $99,999 400 12.7%
$100,000 - $149,999 605 19.2%
$150,000 - $199,999 172 5.4%
$200,000+ 156 4.9%
Median Household Income $63,099
Average Household Income $82,302
Per Capita Income $36,826
2026 Households by Income Number Percent
<$15,000 259 8.6%
$15,000 - $24,999 259 8.6%
$25,000 - $34,999 251 8.3% Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026.
$35,000 - $49,999 305 10.1% March 29, 2022
$50,000 - $74,999 615 20.4%
$75,000 - $99,999 396 13.1%
$100,000 - $149,999 603 20.0%
$150,000 - $199,999 175 5.8%
$200,000+ 150 5.0%
Median Household Income $65,382
Average Household Income $87,174
Per Capita Income $39,169
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[ ]
@ esrl Demographic and Income Comparison Profile

Pembina County
Pembina County, ND
Geography: County

graphic and

Pembina County
Pembina County, ND
Geography: County

@esri

come Comparison Profile

2010 Race and Ethnicity
White Alone
Black Alone
American Indian Alone
Asian Alone
Pacific Islander Alone
Some Other Race Alone
Two or More Races
Hispanic Origin (Any Race)

2021 Race and Ethnicity
White Alone
Black Alone
American Indian Alone
Asian Alone
Pacific Islander Alone
Some Other Race Alone
Two or More Races
Hispanic Origin (Any Race)

2026 Race and Ethnicity
White Alone
Black Alone
American Indian Alone
Asian Alone
Pacific Islander Alone
Some Other Race Alone
Two or More Races
Hispanic Origin (Any Race)

Pembina Count...

Number
7,077

21

144

11

2

58

100

190

Number
6,545
58

130

25

2

88

211

277

Number
6,171
64

123

28

89
232
283

Percent
95.5%
0.3%
1.9%
0.1%
0.0%
0.8%
1.3%
2.6%

Percent
92.7%
0.8%
1.8%
0.4%
0.0%
1.2%
3.0%
3.9%

Percent
92.0%
1.0%
1.8%
0.4%
0.0%
1.3%
3.5%
4.2%

Pembina Count...

Trends 2021-2026
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2021 Household Income 2021 Population by Race
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$25K - $34K
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Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026. Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026.

March 29, 2022 March 29, 2022
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ESRI demographic profile - Walsh County
[ ) [ ]
@ esri @ esri

Walsh County Walsh County
Walsh County, ND Walsh County, ND
Geography: County Geography: County
Walish County,... Walish County,...
Census 2010 Summary 2010 Population by Age Number Percent
Population 11,119 Age 0 - 4 681 6.1%
Households 4,746 Age 5 -9 620 5.6%
Families 3,021 Age 10 - 14 731 6.6%
Average Household Size 2.27 Age 15 - 19 674 6.1%
Owner Occupied Housing Units 3,588 Age 20 - 24 486 4.4%
Renter Occupied Housing Units 1,158 Age 25 - 34 1,099 9.9%
Median Age 45.7 Age 35 - 44 1,147 10.3%
Age 45 - 54 1,840 16.5%
2021 Summary Age 55 - 64 1,604 14.4%
Population 10,858 Age 65 - 74 1,064 9.6%
Households 4,705 Age 75 - 84 763 6.9%
Families 2,902 Age 85+ 410 3.7%
Average Household Size 2.24
Owner Occupied Housing Units 3,734 2021 Population by Age Number Percent
Renter Occupied Housing Units 971 Age 0 - 4 587 5.4%
Median Age 48.2 Age 5-9 616 5.7%
Median Household Income $55,230 Age 10 - 14 609 5.6%
Average Household Income $78,462 Age 15 - 19 499 4.6%
Age 20 - 24 473 4.4%
2026 Summary Age 25 - 34 1,220 11.2%
Population 10,461 Age 35 - 44 1,052 9.7%
Households 4,548 Age 45 - 54 1,295 11.9%
Families 2,782 Age 55 - 64 1,747 16.1%
Average Household Size 2.23 Age 65 - 74 1,484 13.7%
Owner Occupied Housing Units 3,666 Age 75 - 84 826 7.6%
Renter Occupied Housing Units 882 Age 85+ 450 4.1%
Median Age 48.6
Median Household Income $57,044 2026 Population by Age Number Percent
Average Household Income $83,044 Age 0 - 4 559 5.3%
Age 5 -9 592 5.7%
Trends: 2021-2026 Annual Rate Age 10 - 14 639 6.1%
Population -0.74% Age 15 - 19 507 4.8%
Households -0.68% Age 20 - 24 360 3.4%
Families -0.84% Age 25 - 34 1,083 10.4%
Owner Households -0.37% Age 35 - 44 1,108 10.6%
Median Household Income 0.65% Age 45 - 54 1,122 10.7%
e L Age 55 - 64 1,491 14.3%
2021 Households by Income Number Percent Age 65 - 74 1,576 15.1%
<$15,000 499 10.6% Age 75 - 84 964 9.2%
$15,000 - $24,999 382 8.1% Age 85+ 460 4.4%
$25,000 - $34,999 439 9.3%
$35,000 - $49,999 805 17.1%
$50,000 - $74,999 809 17.2%
$75,000 - $99,999 582 12.4%
$100,000 - $149,999 752 16.0%
$150,000 - $199,999 177 3.8%
$200,000+ 260 5.5%
Median Household Income $55,230
Average Household Income $78,462
Per Capita Income $34,037
2026 Households by Income Number Percent
<$15,000 457 10.0%
$15,000 - $24,999 354 7.8%
$25,000 - $34,999 402 8.8% Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026.
$35,000 - $49,999 777 17.1%
$50,000 - $74,999 777 17.1% March 29, 2022
$75,000 - $99,999 582 12.8%
$100,000 - $149,999 764 16.8%
$150,000 - $199,999 181 4.0%
$200,000+ 254 5.6%
Median Household Income $57,044
Average Household Income $83,044
Per Capita Income $36,144
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@ esrl Demographic and Income Comparison Profile

Walsh County
Walsh County, ND
Geography: County

o)

@esri

Walsh County
Walsh County, ND
Geography: County

graphic and

come Comparison Profile

Walsh County,...

2010 Race and Ethnicity Number Percent Waish County,...
White Alone 10,391 93.5%
Black Alone 25 0.2% Trends 2021-2026
American Indian Alone 168 1.5%
Asian Alone 36 0.3% 2 154
Pacific Islander Alone 4 0.0% 8
Some Other Race Alone 345 3.1% @ 1
Two or More Races 150 1.3% 2‘
Hispanic Origin (Any Race) 969 8.7% =
8 0.5+
2021 Race and Ethnicity Number Percent &
White Alone 9,698 89.3% s 07
Black Alone 84 0.8% 2 r M Area
American Indian Alone 213 2.0% § -0.54 B state
Asian Alone 99 0.9% USA
Pacific Islander Alone 4 0.0% Popul‘ation Households Families Owner HHs Median HH Income
Some Other Race Alone 526 4.8%
Two or More Races 234 2.2% R
Hispanic Origin (Any Race) 1,493 13.8% Pog:latlon by Age
2026 Race and Ethnicity Number Percent 14
White Alone 9,238 88.3%
Black Alone 95 0.9% 124
American Indian Alone 216 2.1% w2 104
Asian Alone 109 1.0% 5
Pacific Islander Alone 4 0.0% g 8-
Some Other Race Alone 553 5.3% a g
Two or More Races 246 2.4%
Hispanic Origin (Any Race) 1,593 15.2% 4 B 2021
2+ I 2026
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2021 Household Income

35-44  45-

54 55-64 65-74 75-84 85+
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Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026. Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026.
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ESRI demographic profile - Nelson County
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@ esrr Demographic and Income Comparison Profile

Nelson County
Nelson County, ND
Geography: County
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@ esrl Demographic and Income Comparison Profile

Nelson County
Nelson County, ND
Geography: County

Census 2010 Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age

2021 Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age
Median Household Income
Average Household Income

2026 Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age
Median Household Income
Average Household Income

Trends: 2021-2026 Annual Rate
Population
Households
Families
Owner Households
Median Household Income

2021 Households by Income
<$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 - $199,999
$200,000+

Median Household Income
Average Household Income
Per Capita Income

2026 Households by Income
<$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 - $199,999
$200,000+

Median Household Income
Average Household Income
Per Capita Income

Nelson County...

Number
151

177

182

207

276

172

202

42

70

$51,370
$72,190
$34,626

Number
138
164
166

$53,039
$77,031
$37,082
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3,126
1,474
905
2.07
1,172
302
51.6

3,085
1,479
878
2.03
1,078
401
53.6
$51,370
$72,190

2,947
1,418
834
2.02
1,053
365
53.7
$53,039
$77,031

-0.91%
-0.84%
-1.02%
-0.47%

0.64%

Percent

10.2%
12.0%
12.3%
14.0%
18.7%
11.6%
13.7%

2.8%

4.7%

Percent
9.7%
11.6%
11.7%
13.8%
18.3%
12.1%
14.7%
3.1%
4.9%

2010 Population by Age
Age 0 -4

Age 85+

2021 Population by Age
Age 0 -4

Age 85+

2026 Population by Age

Age 75 - 84
Age 85+

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026.

Nelson County...

Number
134
156
152
166
113
246
267

Number

Number

Percent
4.3%
5.0%
4.9%
5.3%
3.6%
7.9%
8.5%

16.6%
16.4%
12.6%
9.8%
5.0%

Percent
4.0%
4.2%
5.0%
4.6%
3.6%
10.0%
10.0%
10.0%
17.4%
16.1%

9.6%

5.3%

Percent
4.0%
4.6%
4.9%
4.8%
3.1%
8.8%
11.1%
10.0%
14.0%
17.6%
11.5%

5.7%
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Nelson County
Nelson County, ND
Geography: County
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Nelson County
Nelson County, ND
Geography: County

graphic and

come Comparison Profile

Nelson County...

2010 Race and Ethnicity Number Percent Nelson County...
White Alone 3,037 97.2%
Black Alone 8 0.3% Trends 2021-2026
American Indian Alone 30 1.0%
Asian Alone 3 0.1% ’g 1.54
Pacific Islander Alone 1 0.0% 8
Some Other Race Alone 1 0.0% 9] 1
Two or More Races 46 1.5% :‘;"
Hispanic Origin (Any Race) 33 1.1% < 0.5
: |
2021 Race and Ethnicity Number Percent & 0-
White Alone 2,949 95.6% © r
Black Alone 11 0.4% 2 054 M Area
American Indian Alone 51 1.7% § ’ B state
Asian Alone 4 0.1% o4 : : : : : USA
Pacific Islander Alone 1 0.0% Population Households Families Owner HHs Median HH Income
Some Other Race Alone 1 0.0%
Two or More Races 68 2.2% R
Hispanic Origin (Any Race) 46 1.5% Population by Age
2026 Race and Ethnicity Number Percent 16+
White Alone 2,803 95.1% 14+
Black Alone 12 0.4% 124
American Indian Alone 53 1.8% o
Asian Alone 4 0.1% g 107
Pacific Islander Alone 1 0.0% S s
Some Other Race Alone 1 0.0% o 6l
Two or More Races 73 2.5%
Hispanic Origin (Any Race) 49 1.7% 4 B 2021
2 I I I 2026
0

0-4 5-9 10-14 15-19 20-24

2021 Household Income

25-34

2021 Population by Race

35-44  45-54  55-64

75-84 85+

90|
$25K - $34K
12.3% $15K - $24K 80|
12.0%
$35K - $49K 70|
14.0% < $15K |
10.2% u 60
‘,}é 50
$200K+ & 40
4.7%
$50K - $74K $150K - $199K 30+
R 5o
18.7% 2.8% 20|
$100K - $149K
$75K - $99K 13.7% 10|
11.6% — —

g T - — - | g
White  Black Am.Ind. Asian Pacific Other Two+ Hisp

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026. Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026.
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ESRI demographic profile - Grand Forks County

o
@ esrr Demographic and Income Comparison Profile

Grand Forks County
Grand Forks County, ND
Geography: County

[ ]
@ esrl Demographic and Income Comparison Profile

Grand Forks County
Grand Forks County, ND
Geography: County

Census 2010 Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age

2021 Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age
Median Household Income
Average Household Income

2026 Summary
Population
Households
Families
Average Household Size
Owner Occupied Housing Units
Renter Occupied Housing Units
Median Age
Median Household Income
Average Household Income

Trends: 2021-2026 Annual Rate
Population
Households
Families
Owner Households
Median Household Income

2021 Households by Income
<$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 - $199,999
$200,000+

Median Household Income
Average Household Income
Per Capita Income

2026 Households by Income
<$15,000
$15,000 - $24,999
$25,000 - $34,999
$35,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999
$100,000 - $149,999
$150,000 - $199,999
$200,000+

Median Household Income
Average Household Income
Per Capita Income

Grand Forks C...

1,206
1,402

$55,308
$72,892
$31,264

Number
3,388
3,412
3,969
2,010
6,509
4,067
5,346
1,560
1,576

$59,543
$80,698
$34,811
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66,861
27,417
15,215

2.28
14,344
13,073

29.8

71,988
30,729
16,412

2.24
14,313
16,416

33.1

$55,308
$72,892

74,113
31,837
16,833

2.23
15,346
16,491

34.4

$59,543
$80,698

0.58%
0.71%
0.51%
1.40%
1.49%

Percent
11.6%
11.8%
13.4%

7.3%
20.4%
12.8%
14.3%

3.9%

4.6%

Percent
10.6%
10.7%
12.5%

6.3%
20.4%
12.8%
16.8%

4.9%

5.0%

2010 Population by Age
Age 0 -4

Age 85+

2021 Population by Age
Age 0 -4

Age 85+

2026 Population by Age

Age 75 - 84
Age 85+

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026.

Grand Forks C...

Number
4,336
3,489
3,411
5,944

10,666

Percent
6.5%
5.2%
5.1%
8.9%

16.0%
14.7%
10.3%
12.6%
10.4%
5.2%
3.4%
1.7%

Percent
5.9%
5.3%
5.2%
6.9%

12.3%
17.5%
10.9%
9.7%
11.5%
8.7%
4.3%
1.9%

Percent
5.9%
5.2%
5.1%
7.0%

11.9%
15.6%
12.6%
9.5%
10.1%
9.6%
5.5%
2.0%
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(D) graphic and Income Comparison Profile
Grand Forks County Grand Forks County
Grand Forks County, ND Grand Forks County, ND
Geography: County Geography: County
Grand Forks C...
2010 Race and Ethnicity Number Percent Grand Forks C...
White Alone 60,358 90.3%
Black Alone 1,361 2.0% Trends 2021-2026
American Indian Alone 1,657 2.5% 1.8+
Asian Alone 1,292 1.9% 2 16
Pacific Islander Alone 40 0.1% 8
Some Other Race Alone 553 0.8% 5] 149
Two or More Races 1,600 2.4% :‘;" 1.2
Hispanic Origin (Any Race) 1,951 2.9% < 14
9
. £ 0.8
2021 Race and Ethnicity Number Percent <
White Alone 61,040 84.8% 5 067
Black Alone 3,799 5.3% 2 0.4 B Area
American Indian Alone 1,821 2.5% § 0.2 u 3?[;6
Asian Alone 2,078 2.9%
Pacific Islander Alone 70 0.1% 0- i useh Earnili ner i
Population Households Families Owner HHs Median HH Income
Some Other Race Alone 1,081 1.5%
Two or More Races 2,099 2.9% R
Hispanic Origin (Any Race) 3,918 5.4% Population by Age

2026 Race and Ethnicity Number Percent 16+
White Alone 61,875 83.5% 144
Black Alone 4,385 5.9% 124
American Indian Alone 1,887 2.5%
Asian Alone 2,372 3.2%

104
Pacific Islander Alone 78 0.1% 8-
Some Other Race Alone 1,246 1.7%
Two or More Races 2,270 3.1% )
Hispanic Origin (Any Race) 4,445 6.0% 4 B 2021
24 I I 2026
—_r 7 o ——— 1 ——— o ——— 1 —

0-4 5-9 10-14 15-19 20-24 25-34 35-44 45-54 55-64 65-74 75-84 85+

Percent

o

o

2021 Household Income 2021 Population by Race
80|
$25K - $34K 15K - $24K
13.4% s 11.8f/u 707
$35K - $49K |
7.3% < $15K 60
11.6%
3 « 50
8
2 404
$200K+ &
$50K - $74K 4.6% 30
20.4% $150K - $199K
3.9% 20|
$100K - $149K
$75K - $99K 14.3% 10+
12.8% o0- - | - | |

= T T T T
White  Black Am.Ind. Asian Pacific Other Two+ Hisp

Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026. Source: U.S. Census Bureau, Census 2010 Summary File 1. Esri forecasts for 2021 and 2026.
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Notes
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Contact Information

Roger Brooks International, Inc.
24654 N. Lake Pleasant Pkwy
Suite 103-487

Peoria, AZ 85383

(206) 241-4770

Email: Natalie@RogerBrooksTeam.com
www.RogerBrooksInternational.com

ROGER BROOKS >

International

Copyright © 2022 Roger Brooks International, Inc. All rights reserved. No part of this material may be reproduced,
stored in a retrieval system, or transmitted in any form or by any means, electronic, mechanical, photocopying,
microfilming, recording, or otherwise without written permission from Livingston County, New York



