Marketing Plan Development Process
Positioning Downtown North Miami

CRA




SITUATION
ANALYSIS

Where are we?
What does the

data say?

STRENGTHS,
WEAKNESSES,
> OPPORTUNITIES,
-
& THREATS

This section clearly
defines what we will
be promoting and
helps define how we
will promote it.

COMPREHENSIVE STRATEGY

//T}" TACTICS & BUDGET

These are the actual
activities that will take
place and what they

STRATEGIES

will cost.

N

Once objectives are
set and we ensure
‘ stakeholder buy-in
~ regarding marketing
and branding the area,
our strategies then set
the stage for how any
funds will be spent.

OBJECTIVES

Clearly defined
objectives will be
established so we

can accurately A 9.
measure the results
each year.

EVALUATION

Efforts and activities

are evaluated to ensure
the defined objectives

were met. Each year
the cycle begins
again - establishing
new objectives,
strategies, tactics and
an appropriate budget
based on the current
situation.




Where are we now?
What does the data say”

What do our businesses say”
What do visitors say?

Strengths, Weaknesses, Opportunities, Threats




"Downtown NoMI”

125th Street Corridor

West Dixie nghway Triangles
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Industrial Arts District




Approximately 80% of
consumers’ disposable
iIncome Is spent on

businesses within 10
miles of thelr nomes, or
about a 1T4-minute drive

' Driving times

to Local Businesses

How much time will your
customers spend in a car
to pay you a visit?




The CRA has
44,253

residents, which is
nearly 75% of the
city's population

Another

230,518iive

withina 10 minute
drive

69.7% of the

population resides in
family households.

41.6% of

households have
children while 11.6%
are multigenerational
households.
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Household Size and Age

e Citywide rate of 2.97
e Dade County average of 2.89




Income and Ethnicity

.. 2014 CRA Population by Race/Ethnicity
Income Characteristics

$50,000 $40,967 Two or More

$40,000 433,760 534,191 $33,642 Races
$31,330 Hispanic

$30,000 $22,006 Some Other Origin | White Alone

$20,000 $16,153 | $17,327 $16,465 Race Alone

$13,320
Pacific
510,000

Islander =

> A'IoneI Black Alone
5 Minutes 10 Minutes North Dade Asian Alone

Miami County American

. ) Indian Alone
Median HH Income Per Capita Income




Chart1

		White Alone

		Black Alone

		American Indian Alone

		Asian Alone

		Pacific Islander Alone

		Some Other Race Alone

		Two or More Races

		Hispanic Origin



2014 CRA Population by Race/Ethnicity
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				2014 CRA Population by Race/Ethnicity

		White Alone		26.70%

		Black Alone		63.80%

		American Indian Alone		0.50%

		Asian Alone		1.60%

		Pacific Islander Alone		0.10%

		Some Other Race Alone		3.50%

		Two or More Races		4.00%

		Hispanic Origin		27.20%
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Global Roots - The common thread among
the markets in Global Roots is ethnic diversity.
Global Roots' households are young with
modest incomes . Because households with
children dominate this marketplace, it is not
surprising that spending for baby goods,
children's apparel, and toys is higher here.
Residents of Global Roots are less likely to
have home PCs but just as likely to use cell
phones. They maintain ties with friends and
relatives in their countries of origin with foreign
travel.

Traditional Living - Traditional Living includes the
common perception of middle America:
hardworking, settled families. The group's higher
median age of 37.8 years also conveys their
lifestage—a number of older residents who are
completing their child-rearing responsibilities and
looking forward to retirement. They work hard to earn
a modest living and typically own single-family homes
in established neighborhoods. Residents in
Traditional Living's segments take care of their
homes and gardens; and rely on traditional
information sources, such as newspapers, for their
news.
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Metropolis - The Metropolis group live and work in
America’s cities. They live in older, single-family
homes. Those living in larger cities tend to own fewer
vehicles and rely more on public transportation,
featuring commuters to service-related jobs. The
Metropolis group reflects the segments’ diversity in
housing, age, and income.. Employment status also
varies from well-educated professionals to
unemployed Their lifestyle is uniquely urban—and
media oriented. They like dancing and music,
especially urban and jazz formats; watch a variety of
television programs and prefer movies to books.



Merchant Survey

Reason for Opening Business in North Miami

Affordable MoCA Community Ties  Market Need Diversity
Figure 2.1

o



Merchant Survey

Where Customers Come From

Outside

Miarmu-

Cade

Outside

North

Miarmi

5 mile

radius |
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Figure 2.2




Merchant Survey

HOW CAN THE CITY ASSIST YOUR BUSINESS?
Nothing

Police___
Protection @kt

3. General

Assistance
Figure 3.1

<™ Beautification




Word of Mouth was the most / ©Y0 reported that they would Most responded that they would like to

common way that event attendees consider moving to Downtown see restaurants/cafes and
heard about events NoMi if there were residential bar/lounges open in the NoMi
options available. downtown




Community Survey and Public Input

Like MOST about Downtown NoMi...

Art Convenient Re Sta U ra ntS Location Sto res '_ _
Vintage ShOpS Businesses Pa rking ..

sesnesc LACKING Look

Changes/enhancements that would
Increase the frequency of your visits to
retall stores in Downtown NoMi

Police Presence snops QuUality Restaurants

Parking Nicer V@ riety Inviting
TraﬁiC On 1 25'-,"-.felr:um|'ng StOI’BS
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oocle  north miami things to do L

The Top 10 Things to Do in North Miami Beach - TripAdvisor - North

www tripadvisor.com » United States » Florida (FL) » Morth Miami Beach « TripA :

Book your tickets online for the top l:f'nr'lgs to do in North Miami Beach, Florida on ||r- visor: See
1339 traveler reviews and photos of North Miami Beach tourist

2 2 . Thi To Do In North Miami Beach - G
North Mlaml thlngs to W T%S:ug:n é:::nn _é]craI* —Itlzé:lflrllx ‘\Ie:ri—ﬁ Miam |rigfgwnv

Things Te Do in North Miami Beach, FL : Discover the best things to dcu in North Miami BEeach with

d deals of 50-90% off every day along. South Florida Vegfest on
OI nn

Things To Do In North Miami - Deals in North M|am| FL | Groupon
www.groupon.com : Local » Florida » ‘\Icr—h Miami + Groug
Things To Do in North Miami, FL : Discover the best things to cicu in North Miami with deals o

90% off every day along. South Florida 'u-:-c; est on Saturday

North Miami Beach...
" " www.yelp.com/search?find_desc=Things+To+Do&find. North+Miami_. v Yelf
N O rth M |a m | B e a C h "o IIL:':I;-—};% -E1CTCP:iI rﬁzgicrlccicl il|?kr-\lzul;'§1qff1iarr1 |"E’-E§+h CF-'I-_ 3216:?l: Dletjrl;iia-':r ::"i?aTal Park, Everglades

Best Things to do near North Miami Beach, FL 33160 - Yelp

Safari Park. Haulover Park, Everglades Mature Tours, Founders

N Orth M la ml G rou pon e Attractions, Activities, & Things To Do in Miami | Expedia
. . hitps:/thingstodo expedia.com/miami-florida-activities/ -
N O rth M |a m | B ea C h . Find things to do in Miami — Discover tourist attractions, schedule tours, plan fun ... See one of the

largest mangrove forests in North America, and explore

M |a m | " M |a ml 101 Fun Attractions in Miami For Visitors Wanting Things To Do

www.miamibeach411.com » News -
These article lists 101 Fun Arrtractions and Things to Do in Miami, FL. ... Tours are conducted in
Morth Miami at Pelican Harkor Marina and Crandon Park’s Bear




north miami shopping

Miaml shopping gulde

0 Island Water
=" Sports Surf Shop

™ o &
Greynolds FID‘.'.‘ErShnp{'j 2 % NSans SouciPlaza

. Biscayne Pa

Westview,
Surfside Map data @2016 G
Greynolds Flower Shop
1 rev Florist r
Strip-mall flower & gift shop 2 L
408 NE 125th St - (305) 893-7630 \ Direction
Open until 5:00 PM

Sans Souci Plaza
1 revi Shopping Mall

frills strip mall for basic retailers
2124 NE 123rd St - (305 7

Island Water Sports Surf Shop i £
21). Surt Shop The Rabbit Hole
Laid-back standby for surf & skate gear ) el
16231 Biscayne Blvd - (305) 944-0104 : Dirgctio
Open until 8:00 PM




Digital Search Results “Is North Miami Safe””

"
% https://www.youtube.com/results?search_query=north+miami

areavibes

Searchi= Flarida » Blarth Miami Lvabifiy

\(il1] Tube north miami North Miar. FL Livability

Lok ity i i
)
A
About 454 000 regults E
Llyability Ameninies Costof Living

Driving through Ghetto North Miami, Florida i e
gatorpics09 + North iemi s ranked 4633 r Flarica

1 year ago * 6,237 views livability « North Wi s rankes #14.208 e U
Starting out at the Miami Auto Museum and driving down Dixie Highway south to Lotz ot Lozat Amenies ¥ Sunry Westher
South Beach Classics near downtown Miami. ¢ g

Livabiiicy §core Comparizon

VERY LIVABLE

North Miami Police Running Man Challenge
Morth Miami Police Department Miami, FL Livability
22 hours ago + 4,761 views ety :
We are challenging the Bay Harbor PD, Bal Harbour PO, Surfside PD and the Florida

a I " a 73 At
Highway Patrol. Music Credits Ghost Town ... . ﬁ

NEW

North Miami fight m
B6busia

2years ago + 10,488 views

High School Jit vs Middie Scheol Jit 73

Livaisility Costaf Livirg

Livability Score Comparison

VERY LIVABLE _

M Fioxida 58
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e 4390 residential units
e 1,000,000 square feet of retail

e 150 key hotel

e 37 acres of parks and recreation




: Major mixed-use development slated for downtown
THE DEAL North Miami

SOUTH FLORIDA REALESTATE NEWS :Gu"""'JE'.{ IO i-".l_Cf-'._'._.l'lli'fE' 175 workforce apartments, an assisted living facility and 10k sf of retail

Serious Developer
Interest

3 building complex

325,000 square feet

rooftop recreational areas
175 workforce apartments,
assisted living facility

10,000 sq ft ground floor retalil
freestanding garage




15.5 Million

staying overnight in Miami-Dade County




The Tourist Market

Miami tourism in 2015
The Greater Miami Convention & Visitors Bureau 2015 statistics show another record year of
growth for Miami's tourism industry.
Top domestic markets Top international markets
(in terms of visitors) (in terms of visitors)
MNew York City: 2.1 million Brazil: 747,542
Chicago: 468, 622 Canada: 696,597
‘ Philadelphia: 449,732  Colombia: 554,606
Other \ Boston: 339,433 Argentina: 432,168 Other
HARRGS Atlanta: 313,435 Germany: 382,225 686,862
Total: 8 million Total: 7.5 million
15.5 million
Total overnight visitors
Total visitor spending: $24.4 billion Average hotel room rate: $195.75
Hotel occupancy: 78.1 percent Total tourism employment: 136,100

Source: Greater Miami Convention & Visitors Bureau MARCO RUIZ mruiz@miamiherald.com
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l' H MIANVH AREA

EANJOY THE ARTS & OUTDOORS

EEEEEEE

CONVENTION & VISITORS BUREAU

North Miami AREA ¢ ¢ 0




airbnb north miami

Miami Lakes

Hialedh
ye

iiarmi Beach

Key Biscayne

Airbnb AIRDNA search

ome Rentals - Airbnb




The vision for Downtown NoMi is to be known as a place where you will
enjoy a rich, diverse, cultural experience with

live music, great food, stunning art



Where are we going?

What are our goals?
How do we get there”?




POSITIONING THE DOWNTOWN

*Develop an identifiable, distinguishable

downtown brand

*Create a comprehensive campaign
message to be used exclusively across
all media channels




DOWNTOMY " CONCEPTS

DOWNTOWN 0.0 . . |
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The Savory Soulful Destination




Light Pole Banners — Campaign Concepts

Cross promotional and co-op ad campaigns will compliment final designs

If the To NoMi is to Love Me campaign is launched, the people will be
REAL people that live, work and enjoy downtown NoMi

To
NOM s
LOVE NE g




Light Pole Banners — Campaign Concepts

Cross promotional and co-op ad campaigns will compliment final designs

AT




e Press Releases
e E-News

COMMUMNITY REDEVELOPMEMNT ACGENCY

UpcomingEvents

_DPowntown'Specials

Business Highlight

Volunteer Opportunities

PRESS
RELEASE

h‘\lorth Miami CRA Launches Official Neighborhood Ambassador Program
Series with July 7th event at MOCA

North Miami, Florida — The North Miami Community Redevelopgent Agerl, (NMCRA)
is kicking off its Neighborhood Ambassador Program withs#'= firs\ rent of 4 _11es,
taking place on July 7th from 6:00pm-8:00pm af MO ocat, aty YNE125 St

The Neighborhood Ambassador Eys=t series| 2 igu orkingl nteer
program available for those interq = nall| nf Jorty 1iami. AmBassadors will
receive e-invitations td cominy, we, i che\ w, sf ial offers from local
businesseg® ..~ 2-newl ity withl leve 1entwnformation and updates, special
eventvoll ser oppor] i ‘Guly,  to Being in the Know’ booklet with special North
Miami Insiae. ... rat n, VIP geudie bags, and more!

“There has === _h a positive turnout of engaged and enthusiastic residents of our
community at the two events so far this year. This program has given people the
opportunity to visit North Miami businesses and meet others who are interested in
what's going on in the city. We would love to see the next two events be even bigger!”
says John Smith, Executive Director of the NMCRA.

To RSVP or for more information, contact Sarah Blake at 305-924-6801.

The next Neighborhood Ambassador Program event of the series will take place on
September 8™ from 6:00pm-8:00pm at City Hall, located at 123 N. Main 5t.

#iH




o Attract new businesses to the Downtown and retain existing
businesses (grand openings/re-openings)

» Create and launch a restaurant incubator program (+chef
challenge)

e Establish a merchant assistance interior grant program

o« Communications (e-news/regular merchant and property owner
meetings/workshops)




e Business
Attraction

« |CSC

e Banker/ broker/
developer events




Culinary
Incubator

and




Chef Challenge CONCEPT — Switch 26




Grand openings/re-openings
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Merchant Assistance
Grant Program




_=_|-; 1 1 &

Merchant Assistance
Grant Program




e Launch a monthly strolling event
e Enhance Jazz at MoCA event and the NOMADIic ArtWalk

o Capitalize on MoCA events (cross-promotions)

e Establish an Events and Promotions Assistance Program

» Establish a Neighborhood /University Ambassadors Program
e Launch a NoMi cross promotional advertising campaign




FRIDAY MARCH 25TH 2016
6:00 PM - 9:00PM :
ACROSS FROM THE MOCA MUSEUM 1 " !

770 NE 125 STREET N, MIAMI FL

COMPLIMENTARY COCKTAILS
AND REFRESHMENTS

ART MODERN
BLU EGG INTERIORS
CASA MONDO
ERDIE GALLERY AND TEACHING STUDIO
JOSEPH ANFUSO
LUNA STAR CAFE
MOSTLY MODERN
MUSE INSPIRED LIVING
PASCOE AMD COMPANY
SHINE HOME DECOR
STRIPE VINTAGE MODERMN
YERMILLION
ZELAYA FRAMING AND ART GALLERY



Nei bofFﬁood Ambassador Programs...
Meet local bdsiness oOwWners

Win prizes from local businesses
Know the News —-NEW restaurants, NEW
shops, NEW services, NEW people

8

ﬁg@ -




o« Communicate status of projects with business and residents
« Communicate CRA progress with local and national journalists (PR)

Promote available grants to business and property owners
nstall Downtown branded pedestrian wayfinding
_aunch a Mini-Fagade grant program
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e | inks to Walkers Guide

WEBSITE




Mini facade examples
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e Conduct a “clean and safe” analysis and develop a
comprehensive Clean & Safe Program

e Improve the perception and position NoMi as a safe
place to live, work, visit and enjoy







e Implement projects that beautify and/or activate

unexpected areas (such as the Arts Warehouse District)
* Implement the Utility Box Art Wrap Program







Therels
NO BOX




e |dentity/Branding — Positioning the Downtown

e Business Attraction/Retention/Communications — new programs,
culinary incubator, chef challenge

« Customer Base/Special Events/Cultural Assets/Co-Op Advertising -

new programs, enhance current programs

e Physical Environment: Exterior Condition of Buildings/ .
Parking/Wayfinding — streetscape, pedestrian wayfinding, new mini
facade program

e Clean & Safe —improved communications /coordination with police
and code

* Murals/Community Enhancement/Art in Public Places —allow in target
areas, urban accupuncture
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