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Executive Summary

At the beginning of the semester Underdog Branding met with representatives
from the town of Wells, Maine in class. These representatives presented the team with
objectives for a marketing plan to promote the ecotourism and othersasp#wt town.

The objectives the representatives discussed were as follows:

1. Increase the interest in ecotourism within the town

2. Investigate the interest from citizens and tourists for a potential foot bridge to

deter traffic near the harbor during thersner season

Devise a marketing campaign to increase tourism during the shoulder seasons

4. Increase the awareness of public transportation including the Amtrak
Downeaster

w

After this first meeting with the Wells representatives, Underdog Branding met as
a group to discuss potential ideas and brainstorm for the marketing campaign. Shortly
after, several of the group members traveled to Wells, Maine to meet again with the
representatives at the Town Hall. This meeting allowed the members to refine the
branding groupés ideas and really get an und
expected and thought of these initial ideas.
The research team within Underdog Branding begarprimary research for the
project. Underdog Branding sought to find out how many people had traveled to Wells,
Maine and if these people would consider returning to Wells. It was also crucial to find
out how tourists traveled to Wells, Maine and whaissas they visited in. This research
was the basis of the teambs marketing strate
With this primary research, secondary research (examining coastal towns similar
to Wells), and continued communications with the client the team was able to devise a
marketing campaign. This campaign focused on the creation of print advertisements,
brochures promoting field trips for local schools to investigate the ecotourism the town
has to offer, promotional videos (including a potential advertisement storyboard),
advetisements promoting the use of public transportation and biking, and a potential
internship program with University of New Hampshire students and the town of Wells.
The group also promoted Wells, Maine through arcampus event sponsored by Target
on April 19, 2012 called ASpring Recesso. This &€
people and the booth for Wells, Maine included promotional materials, interactive games,
and free giveaways promoting the town.
This report will go into detail regarding @spects of the marketing campaign and
project as whole including research results and recommendations for theldleent.
Underdog Branding team is confident that they have developed a successful marketing
campaign to increase the ecotourism and tourisgemeral to Wells, Maine.



Introduction

Located in York County, Wells is situated between Kennebunk and
Ogunquit on the Southern Coast of Maine. Wells is a popular tourist destination in the
summer months for its beautiful beaches and outdoor remrebtany visitors are drawn
to Wells for its boating, kayaking, biking, and other outdoor activilibsre are various
locations along the harbor where kayakers can easily put in their kayaks and explore the
coastlineThe town of Wells is accessible the Amtrak Downeaster and offers a public
trolley system for visitors during the busy summer season. The town is also very
accommodating to cyclists and offers many trails and routes to travel by bicycle.

Other than beaches, Wells, Maine is home to thehBl CarsoNational Wildlife
Refuge. The Rachel Carson National Wildlife Refuge is located along 50 miles of
coastline ands headquartered in Wells. This popular destination is a feature of the town
and a truly beautiful location to explore. Wells, Maioffers many opportunities to
indulge in the outdoors through ecotourism and offers something for almost every
personality.

In February representatives from the town of Wells, Maine met with the group to
discuss the desire to increase the use of ptralisportation, bicycling, and ecotourism.
The town also sought to increase tourism in the shoulder months to make Wells, Maine a
tourist destination yeanound. Underdog Branding performed research to investigate
possible solutions to this challenge amdided a marketing campaign to address the
needs of the town. Through research, surveys, advertisements, a-vaggesent, and
other promotions the group was able to develop a campaign for Wellscaedse

interest in the town.



SWOT Analysis

Strenghs:

After visiting Wells on numerous occasions, it was gathered that the town has
more strengths than weaknesses and the potential to eliminate some of the major
problems. For one, the train station stops right in town. Neither Ogunquit nor
Kennebunkporhas a train station to gather guests from. The Amtrak is bike friendly, and
more specifically the Wells train station. There is a special platform to load and unload
bikes. The trolley system also services the train station directly. These two modes of
transportation combined make it very easy for travelers to visit Wells. Along Route 1,
there are ample lodging accommodations, as well as places to eat and things to do. In
addition, the Wells Reserve and the Rachel Carson Center are just a short waysdown th
road.
Weaknesses:
One deterrent from visiting and remaining in Wells is the poor traffic circulation
and lack of parking. This causes the loss of tourists to the neighboring towns including
Ogunquit and Kennebunkport. Regarding transportatiort,theo | | ey system i snoi
on key, often running late for scheduled pigktimes and getting held up in the traffic. It
al so doesnodt also meet the train arrival on
guests. Even though the train statioa larger strength for the town, it is a short distance
away from the beach with can cause some hesitation when traveling on the Amtrak. One
of the biggest weaknesses is the shortened peak season due to the decrease in public

transportation. The trolley bnoperates from June $@hrough Labor Day.



Opportunities:

Operating the trolley for a longer period of time throughout the summer would
attract more tourists to the area. There has also been an increase in the number of
seasonal residents throughthg years, keeping the town livelier for the longer part of
the summer. The footbridge would connect both sides of the town, giving residents and
visitors and reason to stay and making it easy for them to travel. The bridge itself could
become a tourist tiction, if built in a way that brings a sense of community to the town.
With more advertising for the Amtrak, the town has the potential to bring more tourists
from the Boston area, since the Amtrak stops right in Boston.

Threats:

One of the possible threats of the footbridge is that it may not alleviate traffic as
much as is anticipated. People may not want to visit just to see or use a footbridge. For
the current visitors and residents, it would simply be an amenity to the t@weMdr,

residents are resistant to change. Also, the maintenance the bridge would require each

year i s an issue on many peopleds minds.

tourists, so the footbridge may not get as much attention as anticightrd Regarding
biking around town, the traffic poses a lot of problems for bikers, being that the town

itself is not bikefriendly yet.

Budget& Financials

For this projectnderdog Brandingvas given a budget of $1,500he team
committed to utilizig this budget in the best and most effective way possible for the
town. This being said, most of the budgetvided was used for trips tigegoup made to

Wells for reasons such as research, surveys, focus groups, filming & photography, etc.

Har



The team felthe visits were a very important part of the project. It was the only way to
gain first hand knowledge of the town and its opportunities. Another large expense was
for the @Spr whtegthRteawnedsredd50&oozaemnt other small prizes

to beraffled off to visitors. A detailed report of dleexpensess provided at the end of

the repor{seeAppendix J). Theteam feels the budget was used wisely and will provide

a large amount of payback in the upcoming future.

Research

Primary Researc& Obijectives

After conducting thesecondary research, which included researching and
investigating resort destination towns similar to Wells, it was time to begin focusing on
Wells itself. The rem@sentatives from Wells asked tleam to focus on a feley issues
over the course of the semester. The first issue to bedenediwas the feasibility of a
footbridgeconnecting the harbor side of Wells, where Lords Restaurant is located, to the
beach area. The next task for our team was to explore avenukigimto promote the
Ashowlodhe hso f or -tousiamriniVels. Thentavn & Wells has much to
offer, however several tourists are unaware that these attractions even exist. Things such
as; kayaking, antique shopping, renowned nature resemateas, and exceptional
dining. Finally, Wells is home to one of the train stops along the Amtrak Downeaster line
which runs 5 daily trips between Boston and Portland, Maine. The convenient train stop
has potential to allow visitors to travel to Welts & shatrday trip. A final issue for

Underdog Brandingp explore was the fact that not many people know that the train stop



in Wells even exists. The teameveloped surveys and conducted a focus group to try to
gain knowledge regarding each of thesedhssues.

The primarypurpose and reason behind thetbridge is to eliminate some of the
summer traffic that is a result of only one main roadlimgninto the beach areas. The
footbridge would be instrumental in greatly reducing the amount of tflfficfrom
Route 1 onto Mile Road heading to the beach. Many tourists can be turhgdraffic
congestion. If these touristivekd to Wells once and had a negaexperiencelue to
spending more time crawling in traffic to get to the beach ratlerabtually enjoying
the beach, theyould not bdikely to go back in the future for a visit. The proposed
footbridge would without a doubt reduttee volume of cars using Mile Road/ith the
new footbridge, people could park at the harbor side area alkdwer to the beach.
Another aspect of the footbridge is that it would briegjidents and visitors alike the
outdoor gazebo and park on the harbor side. During the summer months, there are often
concerts and events held at thazebo. The footbridgsould attract residents to stroll
over the bridge for an evening of music and socializing.

Shoulder months are defined as the spring and fall months. The town would like
to see the summer period start earlier in the year and also end later. One wtygdasdo
to promote and advertise the variety of activities Walls has to offer. It does nbave
to be July or August to explore the many nature trails and wildlife reserves in Wells. In
fact, spring and fall can be the best and most enjoyable tintes area.

The final major task at hand was to research what could be done to utilize the
train that stops in Wells, which runs from Boston to Portland. There is a trolley service

available that picks passengers up from the train station and shuttle® ttienmain
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attractions of the town. Ideally, this too would largely reduce the amount of cars in the
area during the peak tourist months.

The first step in answering all of these questions was to compile a survey to be
distributed to local residents, sfiness owners, and tourists alike. The full survey can be

found in the attachedppendix A. We start the survey by asking if the respondent has

ever been to Wells, i f the respondent answer

seasons they have visited the town. The survey was distributed in a variety of ways. First,
The Wells Chamber of Commersent out an online link to local businessédmwilled

out the survey online. Secondiyembers from our team also took a day soliciting people

in Wells to fill out the survey. Respondents were surveyed outside of the train station, on
the beach, near spping and dining areas, etc.

Focus Group:

Our next research method was to conduct a focus group. The focus group was
comprised of mostly Wells residents who volunteered their time to help in our research.
As part of the primary research, a focus gro@s Wweld at the Town Hall in Wells on
March 2, 2012. The group was comprised of 6 business professionals from the area and
was meant to discuss issues surrounding the footbridge, the town, and the current
tourism. Questions were asked spurring over an ébdiscussion among the group, and
imperative underlying issues were brought to the attention of everyone. The group was
comprised of 4 males and 2 females. On behalf of Underdog Branding, coffee and
doughnuts from Congdonds Doughnuts in town

One of the maioncerns for the entire town is the traffic probliém roads

incur, especially in the peak season of the year. Route 1 was described as a parking lot

11
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during the summer. It was agreed that the weekends are worse than the weekdays. Due to
the economic recession, tourism has decreased and it was also agreed that past years have
incurred heaver traffic than recent years. The Amtrak has much to do with that as well,
tending to gain customers as the years go on and bring in more travelersraimthe

Anot her concern regarding the footbridge
Would the footbridge bring in more tourists? Would it really help to alleviate the traffic
problems? Mainers do not tend to deal well with change and people that were dmng to
directly affected were on the side of opposition. Among the traffic concerns and the
footbridge, some other topics discussed included current and potential travelers,
maintenance of the footbridge, the trolley transportation system and the effect the
footbridge would have on ecotourism.

Secondary Research:

Underdog Branding felt that the most effective way to start the research for the
Town of Wells would be to perform secondary research. The team began this research by
i nvestigati ngs pootthseor itno utrhies tNefwh oBngl and ar ea.
town in general, their utilization of a webpage, social media presence if applicable, and
how the comparable towns have looked to solve their own traffic congestion issues. The
towns that were studied ilncled Lake Sunapee and North Conway in the state of New
Hampshire, Kennebunkport and Kittery in the state of Maine, and Hyannis located on
Cape Cod in Massachusetts.
The first town, Lake Sunapee, is described as a year round vacation spot for
tourists wih their main attractions revolving around the lake and the mountain. Underdog

Branding first evaluated to townb6és website a
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outlining events on the first page. The events are right in the center of the screen so
visitor 6s attention would easily be drawn to th
to lodging options, recreation and attractions, and other things to do around the area. The
Lake Sunapee website also had a large button on the homepage that leesdtoithieir
Facebook page, indicating a social media presence. When the team looked at the town as
a whole, it was discovered that they incorporated the residents into the foundations. Lake
Sunapee utilized donations from the town in return for an engtanvek on the sidewalk
or path. Underdog Branding felt that this not only made the walkways an attraction
themselves, but also helped the people feel a closer connection to their community.

The team researched another tourist spot in New Hampshire, Clamthay.
When the website was evaluated, the team determined that this town also did a good job
noting activities both the summer and winter seasons, lodging options for tourists, and the
wide variety of dining that the area has to offer. Like Wells, NGdhway encounters
heavy traffic congestion issues during their busy summer and winter months. The town
dealt with this issue in two different ways: new road construction and utilization of a
roundabout. First, there was a new road constructed that r@teptr Route 16 and at
the base of the popular mountain in the area, Cranmore. This road gave tourists and
residents another way to access the downtown as well as the mountain. Secondly, the
town constructed a roundabout on the new road to alleviatie #g€n further. This
roundabout was strategically placed right by the outlets and théMfalin order to
keep traffic flowing smoothly.

The first town in Maine, Kennebunkport that was examined is very close to Wells

aswell as very similarinalotafs pect s. This townds website i :
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website that does a good job displaying activities, accommodations, and dining options
for those visiting the area. The website also shows images of the town and people during
each season of the yeaendonstrating that Kennebunkport is more than just a summer
vacation spot. The town has also given t hems
year o, which is displayed on their webpage.
has something toffer tourists year round. Lastly, Kennebunkport was featured on
HGTV for their annual Christmas event, which has given the area nationwide publicity.
Another very similar town to Wells, which is just over the border from New
Hampshire, is Kittery, Maig. This area is mainly famous for their extensive shopping
outlets as well as the coastline. The Kittery website was also laid out well with a link
exclusively for visitors that had all the information one could possibly need to plan a trip
to the area. Tib town, like Wells, falls right on Route 1 where traffic is extremely
congested during the busy summer months. One way that Kittery dealt with this issue
was to make some of the side streetswag in order to redirect traffic. Underdog
Branding also disovered some video marketing that the town utilized. The team came
across a short video that went over some of the key attractions in Kittery, including the
coastline, the dining, and the shopping outlets. This type of media is much more
refreshing to tousts and offers an entertaining way to learn about what the town has to
offer.
The last New England town that was researched was Hyannis, Massachusetts.
This is the largest town on Cape Cod and attracts hundreds of tourists every summer.
When the websiteas exami ned, it was noted that ther.

and AThings to Doo that jumped right off the
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potential tourists to get information and go about planning their next vacation to the area.
The wdbsite also has upcoming events right on the home page, which helps to get
potential visitors excited about activities in the area as well as promote those events.
Lastly, the town has their Facebook page right on the homepage of the website making it
easyfor people to navigate to their social media. The town itself is home to the Kennedy

Compound, which is promoted heavily and helps to draw large numbers of people.

Integrated Marketing Campaign

There are multiple ways the group strategized to devetoarketing campaign
focused on ecotourisnThe goal of building both awareness and interest in the town of
Wells and its attractions will be the most effective when all tactics used are integrated;
that is, they all retain a consistent message. That nessthgommunicate that there is
a wealth of both natural landscapes and enjoyable activities abound in Wells, all waiting
to be discovered. There are print ads that will be effective within a New England travel
magazine, or even a more general localizagaaine. They could also be used on
Amtrak trains and in the corresponding brochures. These advertisements portray the
natural beauty of thWells area and Rachel CarsogsBrve, as well as point out the
outdoor activities such as kayaking, biking andrmkihat visitors could enjoy. In
addition, they point to the Amtrak Downeaster as an available means of traveling to
Wells.

There is also a finished video that displ
pleasant way, and could easily be uploaded ort®bklls website, YouTube, or New

England travel websites. Additionally, included is a storyboard that is intended to be a
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sketch of a potential televisi@uvertisementusingstory and humor as a way of raising
interest in viewersA brochure is also inaded that is aimed at positioning the Rachel
Carson Reserve in Wells as a fun and educatigidltrip for schoolchildrendne that
both the children and supervisors will be happy with

The underlying theme of the advertisements that is consisteatigmris the
theme ofdiscovery allowing travelers to become excited about all the activities that they
could find in Wells, enticing them to find out more about the possibilities there for fun on
their vacation. In showing that Wells is unique, pristarg] full of adventures to be had,
these advertisements raise the emotions of anticipation in the potential visitor, making
them eager to act. The |l ine AYou never Kknow
the print ads and the storyboard, consistdntiyging to mind the wealth of opportunities
for enjoyment to be found in Wells.ltings attention to the Rachel Carson National
Wildlife Refuge wherehere § untouched nature. Thelong with the images of pristine
nature in the ads, furthers the edsr Wells as being an ecotourism destination.
Print Ads
Two different print ads have been developed that portray the various attractive
aspects found in the town of Wells. Each print ad was put together to target
particular segments of the tourist marlet that are trying to be reated. In the first
ad, Print Ad A (seeAppendix D), the chosen photos are geared toward the natural
wildlife, ecotourism, and outdoor adventures offered in Wells through its beaches,
landscapes, and the Rachel Carson National ldlife Refuge. This ad would appeal to
an older generation of potential tourists that are looking to immerse themselves

into the serene environment and diverse, unspoiled ecosystem. To express to the
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target market that a full experience of the natural envbnment of Wells is indeed a
reality, the Print Ad A portrays a shot of several individuals on a kayak adventure
getting a closer look at the ecosystem along the water. It also shows two individuals
walking along the Wells beach during the sunrise and exmling the beautiful
landscape at low tide.

Print Ad B (see Appendix D) is targeted toward a slightly younger
generation, as well as towards families with children that are loking for a more
activity filled vacation as opposed to a nature getawa This gint ad focuseson the
various group activities that can be enjoyed in Wells and incorporates the use of
more individuals within the ad to emphasize the communitylike interactions and
popularity of the attractions in Wells.Whether it be a relaxing day athe beach, a
hike through one of the many nature trails, or a trip along the coastline and pristine
rivers, Print Ad B was designed to give the active target market a taste of a few of
the most favored experiences offered to them in Wells.

During the Spring Recessevent, a survey was conducted to determine which
of the two given print ads appealed most to individuals as a vacation destination.
Out of 137 completed surveys, results showed that Ad B was more effective in
drawing tourists to the notion of visiting Wells, Maine, with a favored 61% of the
population. Ad A was only chosen by 39% of the surveyed population. These results
made clear that the incorporation of individuals actually partaking in the various
tourist attractions and activities more strongly appealed to our population than just

photographs of the landscapes and ecosystems. Individuals who chose Ad B as the
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most influential tended to show great interest in both the beach scene and the
tourists on the bike trail portrayed in the ad.
Brochue:
Regarding the eetourism aspect, an idea was sought to bring children to Wells
for education. Being that Wells has much to knowledge offer nature enthusiasts, the idea
of bringing children to the area to learn seemed feasible. The idea to developuaestruct
field trip program to be offered to schools up and down the coast was displayed in an
informational brochure. This brochufgown inAppendix |) was written for the
purpose of informing schools of thegsibilities available to them in Wells.
The program would provide a series of different itineraries to choose from, as
well as transportation options, including the Amtrak. These brochures would be given to
schools spanning the coastline in hopes that they would utilize ease of these tripd plann
in advance. The program would make it easy for teachers to work interactive learning
into their curriculum and get kids out of the classroom and into the wild. The trips would
include visits to the beaches, the Wells Reserve and the Rachel Carson cente
Frequentlychildren tend to havaninfluence on their parents. This field trip
program would not only be great for students, but their parents as well, in hopes that after
takinga trip to Wells for school, childremill convince their mom and dad tasit again.
Instilling ecofriendliness at a young age is not only important, butiigtne attention
of elders These field trips would be greaalaing experiences for all agasd promote

the importance of ecotourism.

18



Video

Over the coums ofthe semester, a fel@am members traveled to Wells to shoot
video footage for a potential promotional video. The team then came together and
finalized a one and a half minute video that will be proviteithe client This video will
be a great addition ttve array of promotinal materials for the town. The tedeels if
the video is published to social media sites such as YouTube and Facebook, along with
t he curr ent,itWeprolide a lotwfgbsiive publity and feedback for the
town. Theteamencourags the towrto use this videavherever an opportunity presents
itself.
Storyboard

The simple story of this potential commercial will immediatych the attention
of viewersand keep people interested throughout. The humor will semvake the
advetisement memorablend t he pun on fAwell sdo will furth
between humor, furand discovery with the town of Wells. After the audiehas
become engaged with the #reis a call to action telling the viewer to visit Viseby
travelling there or going online to discover more about the town and what is has to offer.
The advertisement meatedvi t h | i ve actors (the drawings h
say ttat the ad be drawn or animatexahd will involve clips of visitors enjoying the
beaches at Wells, kayaking, and other fun activities. An upbeat audiavitbglay
behind these clips antédre is also a voieever.

The advertisement would be as follo@@eeAppendix L). A man sits irhis
living room, watching television withis wife. They look very bored artleir children

look bored playing cards lazily on a table in the next room. It appears to be humid and

19



unpleasant in the room. A hand is shown pouring a pitcher of watertthahghe table

into a glasdut very little water comes out; the pitcher is empty. Husband and wife share
aglanceacknowledging that one has to go out back to get more Wéten, the video

cuts to the backyard/here the man is seen walking up a gentleThe housas behind

him and atop the hill sits a well. He pulls up the bucket of the well, but to his surprise, the
bucket comes up filled with samehd an umbrellaticking out of the sand. There is a shot

of him looking confused. The screen shows piulling up the bucket again, confident

there will be water, but this time the bucket contains a wild bird that could be seen in the
reserve. A pause, as he is even more confused. Once more, he is shown pulling up the
bucket, and he might look a little @ted this time. We see the end of a kayak extend

from inside the well, and he grabs the kayak and pulls it out. More excited than confused
now, his face is seen looking into the well from a shot that appears to be inside the well.

He is trying to see whalse is down in the well. Cut to actual video of Wells; families

enjoying the beach, people kayaking, biking and hiking. Panning shots of the Rachel

Carson area and wildlife found there. Upbeat but subtle music plays in the background

when these imagesast, but this section will only take a short time, 2 to 2.5 seconds per

clip. A voice-over during these clipsorresponds to the video images sayingfi Mi | es of
beautiful beaches, bike trails, and pristine natural landscapes. The Racdw C

National Wildife Refuge and endless adventuwwesa i t i ng t o be discovered
cuts back to the man, who is now a silhouette against the setting sun, walking down the

hill towards his house from the well. His two sndlildrenhelp him carry the kayak on

one em. Above their silhouettes, the text (also spoken by thexmicee r ) ©: A You never

know what iynyowWweal Il sfoi nvd t hslightlyl@rgembhanrtre otfiek¥e | | s 0
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The wor dappeltanextt® the town name. Other text on the seesesiit Vi s it
uv and has the Wells website, along with
relevant social media logos.

Press Release:

Underdog Branding wrote a press release that was distributed to local
publications, including the York County Coast Star, in ordaréate press for the Spring
Recess event that was held at the University of New Hampshire on April 19, 2012 (see
Appendix G). This release was distributed in order to inform residents and tourists of
Wells, Maine that there would be information, gamesl, a raffle for those who
attended. Underdog Branding is estimating that through the local newspaper distribution
that roughly 25,000 impressions were made on the general public, giving both the

university and the town good publicity.

Spring Recess Event

To gauge the level of knowledge held by the University and community, the five
Marketing Workshop groups came together to plan an outdoor event and display the

work that was being done with each client. Each group designated at least two members

toberepesent atives on the AEvent Taskforce.

leading up to the event to decide the location, date, time, name of event and roles that

each group would carry out. The event was sponsored by Target, of which had the largest

number of students in their group. Therefore, the Target group came up with the event

title ASpring Recess. 0 Since there& was no

Target, Town of Wells, Noyce Scholarship Program, Climate Counts and Our House for
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Girlso this title was created to entice students who wanted a break from studying and
homework to enjoy the weather. After that point, the taskforce was broken down into
smaller teams: Building & Grounds, Food & Beverage, Public Relations and
Entertainment. fie event was set to occur on Thursday, April 19, 2012 from 11:00 AM
to 2:00 PM on Scott Hall Lawn at UNH.
The Building & Grounds members took care of booking the space for use and
securing the use of tables and chairs from the University. Additionadly,dontacted
both the UNH and Durham Police to go over rules pertaining to noise levels and filled out
permits through the Town of Durham to be able to officially hold the event.
Food & Beverage task force members found multiple businesses to dorki® sna
and beverages including Red Bull, Honest Tea
and delivered imnehourt i me i ncrements from the | ocal ve
mini subs were also purchased along with cases of water to round out the food and
beverage offerings. These members also purchased ice and coolers as well as found tents
to shade the food and beverage area.
The Public Relations team was in charge of contacting the UNH newspaper,
New Hampshiras well as various newspapers arourgdsacoast and any publications
related to each specific client suchTde York County StandThe Weekly Sentinfar
Town of Wells, ME. Fortunately, the Town of Wells, ME group had a press release
printed in two newspapers (See Appendix for copieb@ptinted press releases).
Students working with the Entertainment group hired a DJ to keep the event
upbeatt he DJ was a student at the University. T

also hired to make an appearance and welcome visitors. Entertatearaet up with

22



some of the Public Relations group to focus on marketing the event to students. A
Facebook event was created and 1,339 students were invited; 262 of which confirmed
that they would attend. The event page advertised the time and locathenesent, the
clients that were being showcased at the event, as well as the added bonus of raffles
including Targetods Red Sox tickets prize. A
campus and downtown to notify students of the event. A group adrgudlso traveled
around campus on the day of the event to write messages in chalk on the sidewalks
reminding attendees of the occurrence.

On the morning of the event, members of the task force roped off an area of Scott
Hall lawn to create an entranard exit to the area. At the entrance, attendees would
receive a punch card that would allow them to have complimentary lunch upon getting at
least 4 punches from visiting the various tables. The Town of Wells table was located
nearest to the entrance unddarge tree. The Wells Chamber of Commerce lent their
official town banner to the students and it was hung up high behind the table using two
metal poles. Colorful balloons were also attached to the banner and a student donned
swi mmi ng p oodrawitfehtiondottbe g/sllé table. On the table, an
informational poster was displayed to inform attendees of the benefits of traveling to
Wells-including the unique wildlife, beaches and dining opportunities. A second poster
displayed two print advergsnent options wherein students were asked to vote upon
which one they preferred over the other. After learning a little bit about Wells, attendees
then were invited to partake in a classic @d
in a small pool an@articipants were invited to reach in and pull one out. The shape

drawn on the bottom of their selected boat corresponded to one of three available prizes.
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The three prizes included a Wells penci
Ak oo zi eewells sldgdn printed across it. This activity really engaged the students
and brought an extra hint of fun to the table.
Lastly, table visitors had the option to enter a raffle to win donated prizes
includinggift certificates to local restaurargs aset of Amtrak tickets. While filling out
the raffle tickets, the student was asked:
1. Have you ever been to Wells, ME?

2. Would you ever visit Wells, ME?

As for the first question, 49 attendees
ans wer elkyhave aot lieentto Wells. For the second question, 120 attendees
answered fiyes, 0 they would visit Wells
Wells. This was a useful way to gain kn
their willingness tovisit, and according to the results, both factors are quite positive.

After the event, it was calculated that roughly 500 students, faculty and members

a

answ

and

owl

e

0

d

of the Durham community attend@®dhistwise ASpring

determined by cauting the number of tickets turned in to receive complimentary lunch,

plus the raffle entries each group received as well as amassing the numerous people who

did not have time for lunch and simply stopped by to enjoy the portions of the event that
time allowed. Overall, the event was a success in both creating awareness of the work
being done by the spring 2012 Marketing Workshop teams as well as creating more
awareness about the Town of \g§eME. (Please se&ppendix F for corresponding

pictureg.
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Undergaduate Research Conference

Underdog Branding presented the research that was performed for the town of
Wells at the 18 Annual Undergraduate Research Conference held at the University of
New Hampshire April 25, 2012. Over 1,000 undergraduate students presented at this
conference, making it one of the largest of its kind in the country. Hundreds of students,
professors, anBurham residents attended the event, giving Wells, Maine a large number
of impressions.

The team explained both the primary and secondary research that was performed
in order to construct a successful ¢carism marketing plan. This presentation ineldd
information on the survey that was distributed, the focus group, the research that was
done on other New England tourist spots, and webpage comparisons. Underdog Branding
also went into some detail about the outdoor event that was held, Spring Redess, a

other advertising efforts that are being made in order to increase tourism in Wells, Maine.

Recommendations

ShortTerm Strategies

Under dog Br denrdstrategydssto imphementtthe recommendations in
order to help increase tourism to thentoof Wells. Starting next year, the Chamber of
Commerce should begin the plan to increase ecotourism by advertising on the Amtrak
Downeaster and also latcal schools to promote field trips. These field trips will bring
more students to the Wells Researsl the Rachel Carson National Wildlife Refuge thus

increasing awareness to these locations. The team created a mock brochure for field trips
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that the Chamber of Commerce will be able to send to schools. This will help the schools
quickly learn about whatvells has to offer their students. Also, by posting

advertisements in the booklets on the Amtrak Downeaster, it will increase awareness to
current train riders and promote the use of the Amtrak for day and weekend trips to
Wells. In addition, we have praled the town of Wells with mock train advertisements

in which they can use or build their advertisements on as they see fit.

Anot her goal of Un-@renstchteqy is Br\Wels doihi,c@6 s s hor t
Social Media Intern to help advertise and promoeeWI s 6 events and buil d
the InternetThis opportunity could be discussed moraépth and possibly
implemented during the Fall 2012 semestejob description should beosted on the
UNH career center page hopeghat a student will respalrto the job description. This
social media intern would tweet frequently, post events on Facebook, and blog about
past/future events in Wells. In addition, the intern could create a network of local
businesses and residents in Maine, New Hampshire asdgadausetts that may be
interested in traveling to Wells. This would help reach many young adults and teenagers
that use social media to network and will help increase tourism to Wells by maintaining
awareness. In addition, the Chamber of Commerce spostda tourism video to the
Wells website similar to the one that Underdog Branding created. If an intern is hired, he
or she can help circulate the video around social media networks and bring even more
awareness about what Wells has to offer. If itisgible, by next year an intern could
produce an additional video during the 2012 summer season and have it posted to
increase tourism during the summer of 2013. This could lead to an annual Wells summer

video and further promote what Wells can providetlieraverage vacationer.
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Lastly, it would be in the best interest for the Wells community to work with the
Shoreline Explorer to run the existing trolley system during Memorial Day weekend.
The team has spoken with Connie Garber, the head of the ShdEgpiorer, about a
possible expansion of trolley services during Memorial Day weekend to take advantage
of this popular travel weekend ahdpefully increase Amtrak Downeaster passengers.
This would be a good way to test the popularity of the ShorekpéoEer and give the
Town of Wells an idea if it would be useful to have a future expansion of the trolley
schedule. In the past, the Shoreline Explorer has not begun its services until June 23. By
running the trolley during Memorial Day weekend and iasieg advertisements on the
train, the team hopes that people will stop at Wells and take advantage of the convenient
trolley system. The trolley can be used to get to the beach and other popular destinations
rather than taking a taxi or driving a persovethicle to Wells. Underdog Branding
hopes that by coordinating with local businesses, advertisements could be placed on the
Shoreline Explorer in order to help cover the operational costs of the trolley and continue
its services.

Long-Term Plans

Looking towardghe future growth of Wells, the teasaw the opportunity for
action in regards to a few lorigrm plans. FirstUnderdog Brandingelieves working
towards the expansion of the trolley season will be a great benefit for visitors. Expanding
into the latter months of the tourist season will likely attract more visitors and will also
make traveling by personal vehicles less frequerns ifay also bring down traffic

within the town.
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Another recommendatias in regards to the potenti@otbridge. Several years into the
future, the opportunity for a large kickf event for this bridges definitely feasibleThis
event would attract nmgy locals as well as visitors in support of the new monument. In
addition, the event could turn into a yearly event bringing back these individuals each
year. It would also be beneficial to include the town and community as much as possible.
This could bedone by incorporating the names of community members that have donated
to the bridgeinsom way . | mpr i nt names intolthe gapks usedtd e r s 0
build the bridge or bricks leading to the bridge is just one idea. This way recognition will
begivent o t hese individuals and will |ikely
Lastly, and most importantly, continuing promotion and advertising of the town
will be the best way for lasting improvement. Theovided plans and recommendations
may only be the starlt will be a great benefit to Wells to always seek out ways of
improving your marketing plans andatfs. Year after year, thteam feels there will
always be room to grow and become a more popular tourist destination.

Trolley Expansion Recommendations:

The trolley service in Wells, ME currently runs from Jun& #8ough Labor Day
Weekend in early September/late August. The funding for this trolley comes from a few
different places. Half of the money comes from federal transit fund dollars. The othe
half comes from a combination of money raised through advertisements (ad booking is
done in the fall prior to the summer in which the trolley runs) as well as rider fairs. To
clarify, ads shown on each trolley come from local businesses in the areant@uthe
Chamber of commerce gives no money towards the running of the trolley system in

Wells.
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A shortterm plan to begin baby steps toward the possibility of expanding the
trolley would be to lengthen the currently short window of a season in wiegirun.
Opening the trolley for just Memorial Day Weekend (a typically heavy tourist weekend
in New England) would be a nice test to see if there is interest in it outside of the June
2391 Labor Day Weekend window. Funding for this one weekend amiite from
multiple sourcesthe first being from money given through the Commerce in Wells, ME.
The second source of money to fund this Memorial Day service is from advertisements
through local businesses in Wells, ME. Potential ad money could comedmuar
restaurants, & larger antique businesses in the area.

A long-term approach to the trolley service expansion is based on the
performance of the Memorial Day Weekend openinghdftest durindMemorial Day
weekend goes welvith a high demanébr the trolleyat this point in the season), the
teamwould recommendie YCCAC & the town of Wellsook into more weekends
between Memorial Day Weekend & Juné®28 open. Underdog Brandirigels
confident that the demand from Menal Day Weekend wilbe seen anthany tourists
would begin to request a full trolley service from Memorial Day through Labor Day.
Many view this time period as the entderation of summer. Most do nibtink of
summer only being from June'2® Labor Day. With thabeing said, many things need
to fall into place to make a full summer service feasible: funding, time, planning &
support.

To conclude, the teafeels the support for this would come from the town of
Wells itself. In a focus group we conducted earlierihe year , one resident

trolley service runs fromJune™8 hr ough Labor Dayé It almost s
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a t i me Thispastey@ar, the Downeaster wvaimaward for the fastest growing rail
service in theountry, which is great newsiftrolley expansion. Because so njan
people take the Downeaster, the team feglsan initial demand would already be there

for a trolley service for an additional month and a half.

Conclusion

After completing the necessary researctt @mmunicating with the client
Underdog Branding extensively discussed how to implement an effective marketing
campaign. Many marketing tools were used including print advertisements, brochures
promoting education field trips, promotional videos, publieres, and woraf-mouth
promotion.

Over the Spring 2012 semester, these ideas for marketing tools and campaign
tactics were designed, created, and implemented into the camipaigntial ideas for
future use were also recommended to the client inclutimdpiring of a student intern for
public relations, an event for the opening of the proposed footbridge, and increased social
media and websitpresence.

After the promotional materials and events were performed, Underdog Branding
sought to provide shibterm and longerm recommendations to the client. In order to
successfully continue the marketing campaign and ultimately increase awareness for the

town of Wells, Maine the team recommends following the proposed marketing campaign.
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Appendix A: Survey

Survey Questionnairei Town of Wells

This is a survey being conducted by UNH students as a Marketing Workshop class
on behalf of the Town of Wells, Maine o¥r participation is voluntary and will be
aggregated with an anticipated 50 other survey responses. Your responses will be
reported in aggregate and will be kept confidential to the extent possible when
communicating via the Internéthe study willbeusd t o study the areabd
ecotourism awareness within the town of Wells, ME. This survey should take
approximately 5 minutes to complete. If you have questions about this survey
please contact Max Stewart at mmm374@wildcats.unh.edu, or Julie Simpson at
the UNH Office of Research Integrity Services (Julie.Simpson@unh.edu).

1. Do you live in Wells, ME?
__Yes
__No
___Seasonal Resident

2. |'f you answer ed A Noaueveroisited\Wellsabove questio
__Yes
__No

3. I f AYeso, which seasons have you visited
___Spring
___Summer
__Fall
__Winter

4. What modes of transportation are you most likely to use when traveling to Wells?

(Pl ease rtamk63ad owi toH 6616 being most | ikely a
__Personal vehicle
___Amtrak Downeaster Train
__Bus Line

5. When it comes to choosing a vacation destination in the New England area, please
rank the following attributes based on their importance to you. (Check the box for each
attribute that best describes your preferences)
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Attributes Unimportant Somewhat Neutral Somewhat Important
unimportant important

Biking
Kayaking
Dining options
Night life
Shopping
Beach
Conservation areag

6. The Town of Wells has reeeid a grant to conduct a feasibility study on building a
pedestrian footbridge that will connect the harbor side of town with the stretch of beaches
on the other. This will cut out lots of automobile traffic in the area. How useful do you

see this footbrige? (Circle One)

Not Very Useful Y Very Useful
1 2 3 4 5 6

7. While spending time in Wells, has the vehicle traffic ever affected your plans for the
day?

__Yes

__No

7.How many children currently live within your household?

9. What is your gender?
__Male
__Female
___Rather not answer

11. What is your annual household income?
__Less than $25,000
__$25,000$49,999
_$50,000$99,999
__$100,006$125,000
__Greater than $125,000

12. Do you consider yourself and/or your
____Yes
No
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Appendix BIRB Application

Institutional Review Board for the Protection of Human Subjects inResearch

1. Description of Project

A Jonathan Carter, the Town Manager of the town of Wells, Maine, proposed
this study to Professor Peter Masucci 0s

A The nature of our study is to investigate issues regarding tourism in the Town
of Wells, Maine.

A This will be done using quantitative and qualitative research including use of
the Qualtrics system.

2. SPECIFIC AIMS

A To investigate ways to increase tourism in Wells, Maine, specifically during
"off-season” months. Also, to understandltioal communities opinions on a
new pedestrian footbridge over the harbor.

A By surveying and interviewing residents, local business owners, and tourists,
the hopeful outcome is to find ways to increase tourism in the town of Wells.

3. RESEARCH PROTOCOL

a. Setting:

A The study will be conducted in public locations (such as local businesses
for surveys), the Town Hall of Wells (for focus groups and/or interviews),
online (by using Qualtrickr surveys), or through emails (for any follow
up questions or invites to focus groups)

A Participants will not be compensated. Focus group participants will be
provided with complimentary refreshments and snacks.

b. Protocols:

A The subjects will engage surveys that enquire about their current
satisfaction regarding transportation issues within the town and also be
asked about their opinions regarding transportation options to and from the
town. (Train, Highway, etc.) Questions pertaining to how theorsdgnts
spend their time while in Wells, and their knowledge of theteadsm in
the area will be asked. The Wells Chamber of Commerce has agreed to
provide assistance with an email distribution list to recruit respondents for
the survey.

A The subjects (bcal Business Owners) will engage in ojgemled
interviews and focus groups to gain information about their opinions on
how to increase tourism, especially during the "shoulder months," which
are defined as MareApril, and Septembe®ctober. These focugroups
and interviews will be both audio recorded and video recorded. The
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subjects will be recruited by working with the Wells Chamber of
Commerce.

c. Consent:

A There will be no children involved in study research

A Adult participants will remain anonymousdhall answers will be kept
confidential in both the interview and the survey, yet their anonymity can
only remain partially in the focus groups as other focus group members
will be aware of who patrticipated.

A All of the participants will sign the attachednsent form stating that they
understand the purpose of the research and that they will let us use their
feedback in our findings.

d. Study Personnel:

A Brandon Amico

A Taylor Barnes
A Lauren Fopiano
A Mike Germaske
A Steve Mountzouris
A Matt McLaughlin
A Erin Shea
A Kaycee Smith
A Max Stewart
A Jamie Sullivan
4. DATA

A Survey data will be organized through the Qualtrics system, so that practical
charts and comparisons can be created through the web program. This
information will be quantitative.

A The focus groups and imtéews will be qualitative as they will have to be
analyzed by group members for the participants overall feelings and attitudes
as well as the concrete information that is collected.

A Focus groups will be recorded and all information will be aggregatetigo
final presentation. Specific suggestions or quotes from some patrticipants will
also be presented to the client. At the end of the study audio/video recordings
may be used in advertising and promotion

A Data will be stored through the Qualtrics systemvall as in a file that can be

viewed by only the research group members, the client (The Town of Wells)
as well as Professor Masucci.
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A The client wildl be |l eft with a present a

findings.
5. RISKS

A [Ohis survey does not in anyway endanger our participants. There are no

foreseeable risks associated in participating in any of our research activities.

For the focus group, we also dotrassociate any risks with ostudy. In no
way will our focus group put participants in dang

6. BENEFITS

A This study has the potential to benefit both tourists and local businesses of
Wells. Attracting more tourists to the area will result in increased revenue for

local businesses.

A Itis hopeful that tourists and local businesses alike sdetiefits of our
research and findings.

Questionnaires:

Survey Questionnairei Town of Wells

This is a survey being conducted by UNH students as a Marketing Workshop class
on behdl of the Town of Wells, Maine. &ur participation is voluntary and will be
aggregated with an anticipated 50 other survey responses. Your responses will be
reported in aggregate and will be kept confidential to the extent possible when
communicating via the Internéthe study willbeusd t o st udy th
ecotourism awareness within the town of Wells, ME. This survey should take
approximately 5 minutes to complete. If you have questions about this survey
please contact Max Stewart at mmm374@wildcats.unh.edu, or Julie Simpson at
the UNH Office of Research Integrity Services (Julie.Simpson@unh.edu).

e areabdo

1. Do you live in Wells, ME?
__Yes
__No
___Seasonal Resident

2. |'f you answer ed A Nagaueveroisitediellsa b o v e
__Yes
)

3. I f fiYeso, which seasons have you Vv
___Spring
__Summer
__Fall
__Winter
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4. What modes of transportation are you most likely to use when traveling to Wells?

(Pl ease rtamko63d owni t6H 6616

___Personal vehicle
__Amtrak Downeaster Train
__Bus Line

5. When it comes to choosing a vacation destination in the New England area, please

being

mo s t

rank the following attributes based on their intpace to you. (Check the box for each
attribute that best describes your preferences)

k el

Attributes Unimportant Somewhat
unimportant

Neutral

Somewhat
important

Important

Biking

Kayaking

Dining options

Night life

Shopping

Beach

Conservation areag

6. The Town of Wells has received a grant to conduct a feasibility study on building a
pedestrian footbridge that will connect the harbor side of town withitbiels of beaches
on the other. This will cut out lots of automobile traffic in the area. How useful do you

see this footbridge? (Circle One)

4

5

6

Very Useful

7. While spending time in Wells, has the vehicle traffic ever affected your plans for the

Not Very Useful Y
1 2 3
day?
__Yes
__No

7. How many children currently live within your household?

9. What is your gender?
__Male
__Female
__Rather not answer
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11. What is your annual household income?
__Less than $25,000
_$25,000$49,999
__$50,000$99,999
__$100,00e6125,000
__Greater than $125,000

12. Do you consider yourself and/or your f an
___Yes
No

Focus Group Questions Town of Wells

What are your opinions regarding the current traffic situation during the summer months
in Wells, Maine?

In your opinion, would a footbridge help reduce the traffic congestion during the summer
months?

What are the activities that you partake in while in Wells?
What modes of transportation do you typically use when travelling to and from Wells?

In your opinion what type of attractions are lacking in the town of Wells?
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1. Do you live in Wells, ME?

Appendix CSurvey Results

Initial Report

Last Modified: 03/19/2012

# Answer | Response | % |
1 Yes 54 51%
2 No 25 24%
g | SEEEUE 26 25%
resident
Total 105 100%
Statistic ’ Value \
Min Value 1
Max Value 3
Mean 1.73
Variance 0.70
Standard Deviation 0.84
Total Responses 105

2. Have you ever visited Wells?
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# \ Answer \ Response \ %

1 Yes 22 88%
2 No 3 12%
Total 25 100%
Statistic ’ Value \
Min Value 1
Max Value 2
Mean 1.12
Variance 0.11
StandardDeviation 0.33
Total Responses 25

3. Which seasons have you visited or vacationed in Wells?
(Check all that apply)

\ Answer Response ‘

Spring

Summer

Fall

Winter
Statistic
Min Value 1
Max Value 4
Total Responses 46
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. What modes of transportation are you most likely to

ooA xEAT OOAOAI ET C O 7AI1 Oe
xEQOE Op6 AAEIT C 1100 1 EEAI Al
# Answer ’ 1 ’ 2 ﬂ 3 ’ Responses \
Personal
1 Vehicle et 2 1 =
Amtrak
2 Downeaster 2 80 12 94
Train
3 Bus 1 12 81 94
Total 94 94 94 -
Statistic Amtrak Downeaster
Train
Min Value 1 1 1
Max Value 3 3 3
Mean 1.04 2.11 2.85
Variance 0.06 0.14 0.15
Standard Deviation 0.25 0.37 0.39
Total Responses 94 94 94
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5. When it comes to choosing a vacation destination in the
New England area, please rank the following attributes
based on their importance to you. (Check the box for each
attribute that best describes your preferences)

# | Question Unimporta | Somewhat | Neutr | Somewh | Importa | Respons| Mea

nt Unimporta al at nt es n
nt Importa
nt

1 | Biking 20 10 20 28 12 90 3.02
2 | Kayaking 20 8 24 20 18 90 3.09
3 | Dining 2 4 8 27 49 90 4.30
4 | Night Life 17 10 23 25 15 90 3.12
5 | Shopping 10 7 20 35 18 90 3.49
6 | Beach 1 0 2 15 72 90 4.74

Conservati
7 on/ 6 4 17 29 34 90 3.90

Wildlife

Statistic ’ Biking ’Kayaking’ Dining ’ Night ’Shopping Beach ‘Conservation

Life / Wildlife

Min Value 1 1 1 1 1 1 1
Max Value 5 5 5 5 5 5 5
Mean 3.02 3.09 4.30 3.12 3.49 474 3.90
Variance 1.86 2.01 0.93 1.82 1.49 0.37 1.35
Standard |, 55 1.42 0.97 1.35 1.22 0.61 1.16
Deviation
Total

90 90 90 90 90 90 90
Responses
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6. The Town of Wells has received a grant to conduct a

feasibility study on building a pedestrian footbridge that
will connect the harbor side of town with the stretch of

beaches on the other. This will cut out lots of automobile
traffic in the area. How useful do you see this footbridge?

(Choose One)

# Answer \ \ Response \ % \
1 Very Useful 49 55%
2 Useful 15 17%
3 Somewhat 12 13%
Useful
o Someune T
5 Useless 1 1%
6 Very Useless 11 12%
Total 89 100%
Statistic ’ Value \
Min Value 1
Max Value 6
Mean 2.13
Variance 2.82
Standard Deviation 1.68
Total Responses 89

7. While spending time in Wells, has the vehicle traffic

ever affected your plans for the day?

# ’ Answer ” Response ’ % \

1 Yes 65 73%

2 No 22 25%

3 Never been 2 2%
Total 89 100%




Statistic
Min Value
Max Value
Mean
Variance

Standard Deviation
Total Responses

Value \

1.29
0.25
0.50

8. How many children currently live within your

household?
# | Answer H Response | % |
1 0 63 71%
2 1 14 16%
3 2 8 9%
4 3+ 4 4%
Total 89 100%
Statistic ’ Value \
Min Value 1
Max Value 4
Mean 1.47
Variance 0.71
Standard Deviation 0.84
Total Responses 89
9. Gender
A e Response %
1 Male 44 49%
2 Female 37 42%
3 Rather Not 8 9%
Answer
Total 89 100%




Statistic \ Value \
Min Value il
Max Value 3
Mean 1.60
Variance 0.43
Standard Deviation 0.65
Total Responses 89
10. What is your annual household income?
# | Answer H Response | % |
Less Than o
L 425000 £ A
$25,000- 0
2 $49 999 13 16%
$50,000- 0
3| $74.999 L 28
$75,000- 0
4 $99.999 22 27%
$100,000- 0
S | $124,999 e 125
Greater
6 Than 16 19%
$125,000
Total 83 100%
Statistic ’ Value \
Min Value 1
Max Value 6
Mean 3.86
Variance 2.08
Standard Deviation 1.44
Total Responses 83
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11. Do you consider yourself and/or your family  frequent
OT OOEOOO 1T O OOAAAOQEIT 1 AOOGde

’ Answer Response ’
1 Yes 44 53%
2 No 39 47%
Total 83 100%
Statistic \ Value \
Min Value 1
Max Value 2
Mean 1.47
Variance 0.25
Standard Deviation 0.50
Total Responses 83
Cross Tabs
Which seasons have youisited or vacationed in Wells?
Spring Summer Fall Winter Total
Yes 0 0 0 0 0
No 15 18 15 12 20
Do you live in Wells, ME? Seasonal
resident 25 25 26 21 26
Total 40 43 41 33 46
Footbridge Feasibility
Somewhat Somewhat
Very Useful Useful Useful Useless Useless | Very Useless Total
Yes 26 1 0 45
Do you live in Wells, No 12 0 1 19
ME? Seasonal resident 11 0 0 25
Total 49 15 12 1 1 11 89
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Appendix D: Print Advertisements
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