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Mark Favermann, Favermann Design
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Case #1: Melrose

Case #2: Worcester

Summary



In a time of Covid-19:

Introduction

* People shifted into protective mode, focused on themselves,
their families, their colleagues, their customers, and their
communities.

* Social media quickly reflected this, with pleas for fellow
citizens to follow government safety guidelines.

* With social distancing and deadly fear that kept many
people at home, there were major shifts in behavioral
trends.

* The need for physical goods placed pressure on new
N channels, with demand for e-commerce rising to new levels.
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Introduction In a time of Covid-19:

* For those who did venture out, grocery and convenience
stores were the source for essentials, but supply was at
times inconsistent.

* As people have felt and feel vulnerable, government
empathy is critical. The nuances of community brand are
more sensitive than ever.

« Communities had and have to reinforce a sense of safety.
« Community Branding underscores civic character.

* Wayfinding establishes comfort.
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Community Branding

adds both texture and image reinforcement to the fabric of a city, town or even
neighborhood.

* In older, more established urban areas, mostly in Europe, this infrastructure is
often kept in good repair, with seamless patching and threads carefully darned.

« Emerging towns and cities demand the same need to maintain the nuts and
bolts of the civic environment.

« Community branding underscores a sense of arrival, a sense of shared
experience—-both visual and environmental.

« ltis also about a sense of place, how it creates an particular civic experience,
giving visual and even symbolic meaning to a specific location.

» This sense of civic responsibility underscores tourism, sustains residential
appeal, and encourages a desired retail experience.

* In an institutional sense, this establishes a strategic identity that will translate
into increased image prestige and municipal brand awareness.




Wayfinding

Wayfinding refers to the ways in which people orient themselves in physical space and
navigate from place to place.

 Wayfinding is used in the context of architecture to refer to the user experience of
orientation and choosing a path within the built environment

 Italso refers to the set of architectural and/or design elements that aids orientation.

* Urban Designer Kevin Lynch coined the term in his 1960 book /mage of the City,
based on a 5-year study that looked at how users perceive and organize spatial
information as they navigate through towns and cities.

* Lynch concluded that users understood their surroundings in consistent and
predictable ways, forming mental maps with five elements: paths, edges, districts,
nodes and landmarks.

* In 1984. environmental psychologist Romedi Passini published "Wayfinding in
Architecture” that expanded the concept to include signage and other graphic
communication, clues inherent in a building's spatial grammar, audible
communication, and provision for special-needs users.
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Case Study #1 : Wells, Maine




Case Study #1 : Wells, Maine
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Case Study #1 : Wells, Maine
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TOWN MANAGER HIGHLIGHTS

+» Lorem ipsum dolor =it amet, consectetur adipiscing elit.
sed do eiusmod tempor incididunt ut labore et dolore UPCOMING EVENTS
magna aligua. Ut enim ad minim veniam. guis nostrud
pxercitation ullamce laberis nisi ut aliguip ex pa commedo
consequat. Duis aute irure dolor in reprehenderit in lfl/202l
voluptate velit ezze cillum delore eu fugiat nulla pariatur. Event One
Excepteur sint occaecat cupidatat non proident, sunt in

culpa qui officia deserunt mollit anim id est laborum.

1/7/2021

« Lorem ipsum dolor zit amet. consectetur adipiscing elit, Event Twa

sed do eiuzmod fempor incididunt ut labore et dolore
magna aligua. Ut enim ad minim veniam. duis nostrud
exercitation ullamceo laberiz nisi ut aliquip ex fa commedo
consequat. Duis aute irure dolor in reprehenderit in
veluptate velit ezze cillum delore eu fugiat nulla pariatur.
Excepteur zint occapcat cupidatat non preident, sunt in

culpa qui officia deserunt mollit anim id est laborum.

208 Sanford Road
Wlls, ME 04080
207 E4E8.5H3
wwrw. wallstown.org

WELLS

Lorem ipsum dolior sit amet, consectetuar adipisding «lit, sed diam nonumeny nibh suismiod
tincidunt ut laocrest dolore magna aiquam arat volutpat. Lt wisi anim ad minim veniam, quis
nostrud exerd tation wlamoorper suscipit lobortis nisl ut aliquip ex s2 commodo consaquat.
Diuis autorn wal e irfure dolor in handrant in vulputato volit asso molestio consaguat, val
illum diakore s fewgiat nullla faciisis at vero enos at accumsan et usto odio dignission qui
blandit pracsant huptabum zri delenit 2ugua duis dolors b feugait nulla Gcilisi.

Lorem ipsum dolor st amet, cons ectetuer adipiscng elit, sad diam nonummy nibh euismod
tindidunt ut lacrest dolore magna aliquam orat volutpat. Ut wisi anim ad minim weniam, quis
nostrud axerd tation ulamoorper suscipit lobortis nisl ut aliquip sx sa commodo consaquat.
Lorem ipsum dolior sit amet, consectetuar adipisding «lit, sed diam nonumeny nibh euismod
tincidunt ut laocrest dolore magna aiquam arat volutpat. Lt wisi anim ad minim veniam, quis
nostrud axerd tation ulamoorper suscipit lobortis nisl ut aliquip sx sa commodo consaquat.
Diuis autorn wal e irfure dolor in handrant in vulputato volit asso molestio consaguat, val
illum diakore su feugiat nullla faclisis at wero enos at accumsan et st cdio dignissien qui
blandit pracsant huptrbum =i delenit sugua duis dolons b fougait nulla Gicilisi.

Lorem ipsum dolor st amet, cons ectetuer adipiscng elit, sad diam nonummy nibh euismod
tindidunt ut laorest dolore magna aliquam arat volutpat. Uit wisi anim ad minim weniam, quis
nostrud axerd tation ulamoorper suscipit lobortis nisl ut alquip ex s commodo consequat.
Lorem ipsum dolior sit amet, consectetusr adipisding «lit, sed dizm nonumeny nibh euismod
tindidunt ut lacrest dolore magna aliquam orat volutpat. Ut wisi anim ad minim weniam, quis
nostrud axerd tation ulamoorper suscipit lobortis nisl ut aliquip sx sa commodo consaquat.
Diuiis autom wol sum iriure dolor in hendrarit in wilputata velit asso molestie conseguat, vol
illum diakore su feugiat nullla faclisis at wero enos at accumsan et st cdio dignissien qui
blandit pracsant hyptabum =i delenit augue duis dolons be feugait nulla Gcilisi.

Lorem ipsum dolor gt amet, cons ectotuar adipiscng lit, sad diam nonummy nibh cuismod
tindidunt ut laorest dolore magna aliquam arat volutpat. Uit wisi anim ad minim weniam, quis
nostrud axerd tation ulamoorper suscipit lobortis nisl ut alquip ex s commodo consaquat.
Lorem ipsum dolior sit amet, consectetusr adipisding «lit, sed dizm nonumeny nibh euismod
tindidunt ut laorest dolore magna aliquam arat volutpat. Uit wisi anim ad minim weniam, quis
nostrud axerd tation ulamoorper suscipit lobortis nisl ut alquip ex s commodo consequat.
Diuiis autom wol sum iriure dolor in hendrarit in wilputata velit asso molestie conseguat, vol
illum diokore s fewgiat nulla faclisis 2t wero eros at accumsan et usto cdio dignissm qui
blandit pracsant hyptabum =i delenit augue duis dolons be feugait nulla Gcilisi.

Lorem ipzum dolior sit amet, cons ectatuar adipiscing olit, sad diam nonummy nibh euis










Case Study #2 : Town of Wakefield













Politics & Government

Kiosk Debate Dominates Town Council Meeting

L TN H RECYCLE COLOR: Blue - Tuesday, June 5, 2018 - 36 Pages ﬁ Latest town effort to draw walkers/runners from Lake Quannapowitt to downtown meets reslstance.
By Bob Holmes, Patch Staff | Jul 16, 2018 11:15 pm ET
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Sailboat with cen_f

A BLACK CHERAY tree [mccording to the Audubon Fleld Guide: New England] slong the shore of
Lake Cuannapewiil.

(Robert Pushkar Fhols)

Community Meeting and Open
House: Hurd School future options
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Kiosks coming
to downtown

Town Coundcil notebook

Oy MARK SARDELLA
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WAEKEFIELD — If it's true that Lake CQuannapowitt was formed by
placial ice some 15,0400 years ago, it's sate to say Monday night's Town

Council meeting wasn't the first time the natives have argued over
what's best for the roughly 250 acre lake.

But a spirited, even angry, debate over kiosks? Now that's different.

‘Wakefield's elected officials have been trying for years to lure you,/me
and anyone else who walks aronnd the lake to take a slight detour into
the town center and spend our money. Eat, drink, shop ... just spend.
In 2014 a discussion started to add kiosks at key points around the
lake that would inform walkers, ete., what was going on just a few
steps away in downtowm.

‘Wakefield Main Streets worked with Town Administrator Stephen
Maio along with the Board of Selectmen to come up with a plan.
‘Wakefield Main Streets even received a $10:0,000 grant along the way
to make it all happen. They settled on four kinsks with one being
digital on the lower common off Church Street. On May 31 the
salectmen-turned- Town Council gave umanimous approval to the
idea.

Sowith everything seemingly in place, why was Town Counecil chair
Peter May saying, "It's turning into a 0" Why was Ann Santos
talking about "moronic emails” she had received? Why was Paul
DiNoceo telling thoze in the packed room at WCAT, "you're living ina
eave if you didn't know about this.” And why was Tony Longo upset
that the Friends of Lake (uannapawitt (FOLC)) had included his
home number on their Facebook page?

At one point an audience member fired back saying, "shame on you”™
in the direction of DiNoceo, All this becanse of four kicsks, more
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Kiosk plan will go forward

By MARK SARDELLA

WAKEFIELD — Dweapie genarabng a signdicant
amown of controvensy, @ plan aporoved by the Town
Counci o dephoy fowr mformational and way <{ending
keoaks will go forwand wnchanged

Town Councd Chasman Peter May annownced
a Monday's meesng thal the low kiosk locations
approwed al the May 31 Town Cowncld maeting wil
nal change despile obyections from ciizens and bko-
cal organizations o one of the afles in parbcular, A
four -mclad Kiosk prop osed for the connar of 1ha Lower
Commaon near Chunch Streel and Lake Awenase that

wioukd have a digelal componen drew shanp crilicesm
from boscal indeviduals. and gromps bke the Friends of
lake Cuannapowill and the Wakelleid Center Megh-
oo a8 ooation,

Thal pubkc celiciam erupled al a conlentious
maelng of the Town Cowncd onJuly 16, Critics ob-
jecied fo the kiosk at Church Sireel and Lake Ave-
niuse based on aesthetics and salely concenns. Some
fell that the digilal componen! would be a blight on
the Lake and Common area. Othars saw & a8 a po-
fential deatract ion o motonaisinan aea wih a ot of

TOWN COUNCIL Page 7

pcdesirian traffic

Thie kiosks ane being proposed
and paid for by the Wakefold
Main Stresls program.

“The Main Streets organiza-
Tl M weorkond wary hard o halp
Wakafield be a beller place io
lve,” May said ot Monday's misot-
ing, “This part of their work will
halp advertiss businessas, moat-
ings and events in town, Tho ki-
osks o just o small part of their
wark 10 help the town of Wakefiold

and its cusment and future busi-
nasses atiract mone vislon.”

May said that frve altemate lo-
catsons for the digitel kosk wers
sugposted, but all were olther al-
ready baing used or did nol mest
thv propar critania

May noted that he and Town
Administralor  Stephen P Malo
had recantly mel with e Traffc
Advisory Commities and tha TAG
found "no safoly ssues” associ
ated with the placement of the ki-

oak o the Church Stroel and Lake
Ao

Moy Imited tha FOLD, the
Wakefield Meighborhood Asso-
clation, the Historical Comemis-
alon and others 10 provide input
to the Main Stresls group and to
the Town Council regarding the
basutification of the kiosks He
fioated the possibiMly of seling
bricks similar to thosa around the
flag pobe al Colonel Connally Park
o rakse additional dollars o halp

Frwned € Potdabrre & Aot

vtivs, Brpdepdiimpmand ‘I.'Il‘h'JF', HHI"J-IFI“-L' |

More Days Until
Festival Italia!

Wlramnr

o in the mesting, Karon Faler of
tha Friends of Lake Qusnnapovwitl
sidd that, while FOLO had made
s position clear that the Com-
man would not be snhanced by
addng a digital kiosk, the onga-
nirabion “strongly Supports the

goals of Main Stroots.” Sha snkd
st Baoth the Laks and tha rotal
district wesrn worlly of protection
and the groups should be able to
work lngather,

Faler thanked tha Toswn Ciouncil

Cracklin’ Rosie

.'-1 E:!l'q *F'gi: klﬂhf

for slowing down the process ind
for increasing public access lo in-
formalicn on the kiosk plan,

Viakofisld Man Stresis pres-
ident Bob Malholt also spoke
during public participation at
Monday's Town Councll meating.
Ha provided a previaw of anothar
Main Streets initiative involving &
series ol short videos promoting
the town and local busingsses, Ho
peovicwod videos that highlighted
Wakofiold Main Sirests’ misslon
as wall a8 promoting local busi-
faises o Kidcasso Art Studio
mivdl tha Public Kitchan
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MASSACHUSETTS

About Wakefield Boards & Committees Online Payments COVID-19 Info Get Town News
Changes to Public Hours at Town Hall Read more »

News & Events

Timothy Martin, 23 of Manchester, NH, has been placed under arrest and

charged with murder and three counts of assault... m Upcoming Meetings
B“““E School-Committee-Finance-and-Facili-
1 2

ties-Subcommittee-2021-01-21

Ongoing Investigation After Apparent Homicide on Otis Street »

Investigation being conducted by the Middlesex District Attorney's Office, Mass- 3 4 5 & 7 B 9 January 21, 2021 - 8:00am
achusetts State Police, and Wakefield... 0 11 12 13 14 15 16
17 18 18 20 31 22 23  Retirement Board
Reminders About Monday's Holiday » ﬁ 45 26 27 28 29 30 january 21,2021 - 8:00am
Virtual MLK celebration will take place Monday; trash and recycling pickup will Youth Council Communications Out-
be delayed. All upcoming public meetings reach Subcommittee

January 21, 2021 - 1:00pm

+ VIEW ALL R . N
Public Participation Form Permanent Building Committee Public

Safety Building Advisory Working Group
January 21, 2021 - 2:00pm




TOWN OF
WAKEFIELD

With safety a top priority for Town Hall employees and guests,
residents are strongly encouraged to conduct their Town

transactions virtua.lhr Pamems can be made online at

""""" kefield ma usfonline :rits for many services, including
tanes water bllls whrte—g:nuds stldcers refuse bags, cemetery servicas,
and mara. Many forms and a-p-pllcatmns can also be accessed on the
Town's website v, vakefield maus

Town Hall has installed new drop boxes to make submitting documents
to staff quick and easy. These boxes are clearly marked and located
near the accessible parking spaces and sidewalk ramp, to the left of
the Town Hall entrance.

DATES TO NOTE
Tax Collector

Third-quarter actual real estate bill due:
February 1, 2021

Third-guarter actual personal property bill due:
February 1, 2021

2021 motor vehicle excise bill commitment #1

lssued February 4, 2021 | Due March 8, 2021

Assessing Department
Abatement applications due:
February 1, 2021

Statutory exemptions due:
April 1, 2021

e

= In 2015, Wakefield lifted its
Decemberto-April on-street
parking ban and now enforces
parking limtations on an
amergency basis.

——2a
.d;q When preparing for a snow
event, the Town often initiates a

temparary restriction of on-street
parking. This allows plowing crews and public safety
wehicles to safely access the roads and perform
qurb-to-curk cleanup. Parking ban announcements
and other emergency notifications are made via our
CodeRED e-alert system.

All parked cars must be removed from the roadways
during a parking ban. If your residence does not have a
driveway, connect with your landlord for parking options
or coordinate with a neighbor whao has extra driveway
space. Yehicles that interfere with snow operations or
emergency-vehicle access may be towed.

1 Lafayette Street Wakefield, MA 01880 | waketfield ma.us
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I— Compose

Inbox 12
Snoozed
Important
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Categories
Social 8

B« New meeting
E  Join a meeting

Hangouts

5 Mark - +
=g

Evan
5/ Missed video call

M FP

You: You must be fe3eling well.

-
=y Emmett Burson

Q,_ Search mail - @ @ i
< g 0 8 ® & BE 2 70f30563 ¢ >
Town of Wakefield Specs Inbox x & B
Erin Kokinda <ekokinda@wakefield.ma.us> 12:30 PM (3 hours ago)  ¥7 4
W tame -
Mark,

Good afternoon! | was referred to you by Bob Malhoit from Wakefield Main Streets and | am looking for the specs for our town's kiosks for a grant application
| am putting togsther. If you could provide me with that information | would greatly appreciate it.

Thank youl
Erin

Erin Kokinda

Community and Economic Development Director, Town of Wakefield
1 Lafayette Street, Wakefield, MA 01880

Ph. 781-246-6397

Em. EKokinda@wakefield.ma.us

Web: www.wakefield. ma.us

TOWN OF WAKEFIELD

Here you go. Can you help with this? will

do.

& Reply B Forward
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Case Study #1: City of Worcester
Wayfinding

2005 - 2015
Budget $75K

Community Engagement
Wayfinding Audit
Circulation Analysis
District Identity

City-wide Logo

Wayfinding System
Placemaking Opportunities

Master Plan

Highlights:

* |dentity has staying power —
still being implemented

 Prototype helped create
support for larger project

* Opportunities for Public Art

e Foundation for future
growth
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Washington Square District

Districts and Ways - Abstracted

Salisbury District
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Case Study #2: City of Melrose
Wayfinding & Creative Placemaking Master

Plan

March — Nov 2021
$35,000

Community Engagement
Wayfinding Audit
Circulation Analysis
Placemaking Opportunities
Master Plan Document
Call for Public Art

Art Program Brand

Highlights:

e Completed during the
Covid-19 pandemic

 The City’s first call-for-art
resulted in 10 new art
installations including:

* Murals

* Utility Boxes

* Poetry

e Temporary Installations



Circulation Analysis

Car
Commuter Rail
Bike
Pedestrian

Parking

MBTA

Decision Point




Potential Art Locations

Location 1 - City Hall Lawn

Location 8 - Other Suggested by Artist

Location 7 - Melrose High School
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Engagement Summary

* Over 700 participants

* 10 Individual Interviews
* 4 Committee Meetings
* 3 Focus Groups

e 639 Survey responses - far
exceeding our goal of 150!

* 61 Community Meeting attendees

CiviC
Space

COLLABORATIVE

Framing a vision for the future of Melrose
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Key Findings —
Wayfinding

Survey results helped identify priorities and preferences of the community.

* 96% said a walkable downtown
was a top characteristic that
makes Melrose unique.

* 44% of respondents noted that
Trail Signage should be a high
priority.

e Pedestrian, Interpretive, Bike, 1 G
and Vehicular Signage was also . ateway
requested by 35 - 39% a

2. Vehicular

A8
e 89% of respondents said 5
Downtown was one of the most .
important places to direct o~
residents and visitors to with ! waTcH For =
signage L BIKES ‘

A HictArv




Live Polling on Design Preferences

CONCEPT 1 - MUNICIPAL

DOWNTOWN
i~ MELROSE

(EXISTING DESIGN)

o
m
=
Q
&
b
;
“

(ENLARGED)
LANDMARK GATEWAY DIRECTIONAL

CONCEPT 2 - MODERN CONCEPT 3 - VICTORIAN

DBWNTO\_'\!;[-\I
MELROSE
+ 1
MILE

MELRGSE

+THE CITY OF -
MELROSE
[ENLARGED) (ENLARGED}

LANDMARK GATEWAY DIRECTIONAL LANDMARK GATEWAY DIRECTIONAL

Host is sharing poll results

1. Which concept to do you prefer?

Concept 1: Muncipal
A0 THE CITY OF QK

 MELROSE
(ZETEORTZEN)

Concept 2: Modern

Concept 3: Victorian

Landmark Sign A Gateway ID @ Traffic Directional




Key Findings —
Art & Amenities

Survey results helped identify priorities and preferences of the community.

e Community Events and Murals
are the two most favored types of
art.

e Sculpture, pop up installations,
and performance were also highly

i
rated. I "” |

» Trash/recycling bins and benches
are the two most desired types of
amenities.

s
13

» Sports/play areas and pet waste
dispensers the 3rd & 4th most
desired amenities.

5. Furniture

4. em porary




Call-for-art Summary City of Melrose Open to all MA artists
Deadline extended

Call for Artists Due June 28

* Part of a long-range plan to
engage to create public art and
improve the overall experience
of residents and visitors

* Phase 1 projects are grant
funded

* Total budget may be $1,000 to
$10,000

e Planned to commission 3—-5
projects for install

e 10 projects were selected
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Melrose Makes Art Even




Identity and Event

from Me
health ruggles

o uiility bOX ‘
Porter St. AN Main St &G

designs of he utility box

llaboration wit

artist in €0 .
d details from her life story.

[ikeness an
In Jakubec Duggu|’s signature puinﬁng style—her eyes
are hidden, representing the unseen nature of living
it mental health siruggles. The sparkling blooms
represent he strength and resilience that can stem

from living and coping with mental health issues.

I a l ' X | Website: www.apriliakub
é g é é L d‘ |n5?09rqm: @Oprﬂ:g;zu ec.com
MELROS

t

Mayor Pay| i
- C ul Brodeur is proud 1o present M
s if oration with Folloy Yoelro/ie
] \ ur Art




Art Locations

In partnership with local arts org
Follow Your Art

b
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building creative community

Melrose Makes Art Walk

o Mural, Melrose HS, Silvia Lépez Chavez
e Painted Utility Box, Sheila Billings
Painted Ultility Box, April Jakubec Duggal
e Walking Poetry Installation, Adria and Jessie
e Dragon Sculpture, John Pegoraro
e Painted Utility Box, David Winkler
Miniature Art Gallery, Catie Nasser
Mural, Sagie Vangelina
Painted Utility Box, David Winkler
e Painted Ultility Box, April Jakubec Duggal

Location TBD, The Green Man Project, Lisa Tiemann

e
o
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Branding in the context of LRRP:

1. Work with a community to update/recontextualize its brand

2. Develop or reinvigorate a branding approach for the district,
or a site within the district™

3. Branding for a specific program or project*®



WHAT IS BRANDING?

All the things that go into a
Red Sox game at Fenway =
the brand experience

Brands help us forge an understanding about place —and if
the ideas resonates - a relationship to that place.

* Branding is about sharing your values and is ongoing.

A logo or tagline carries the brand.

* Good branding conveys possibility and potential.

* Good branding gives the audience a role m the story.




CASE STUDY #1: ISLAND CREEK OYSTERS

Manifest brand values through master

. : . We grow the
planning of a 12-acre former marine science finest oysters
research campus to create the Island Creek .

" iH in the world
Oysters farm and HQ. and have a
damn good

time doing it.

s “ LOADING SUPPORT
& ,4  (PERMEABLESURFACEL: .. - . e
) A S (G oo FARM 13 [ IR ~————
gk 7S | escal IGEAR WAT1E% .--""""'--.
RESIDENTIAL / o & (NECTAR) w PUMP | FARM ACCESS
¥ OFFICE/ ® G /TOURS
¥ HOSPITALITY. - \ ““BARN”+
M " OFEICE sk - ‘ RETAIL :
. . . . . I ¥y = e F i
Write a set of guiding principles, e SO,  * RAW BAR + PICNIC/
inn: ik = -r-'wF’%%%;%% S, | X OUTDOOR .
general enough to allow for evolution: : T g ‘ (it 3. GATHERING |
EX == Y o w /
] 1 — S e SR S e T 5 b M /
. £ 4 CATERING' | 2 f
Ex: primacy Of the bay 5] ? 4 @ % © ¢ STORAGE Y HA'-I'CHERY+ { ,-"‘/
% I RESIDENTIAL/ , — BRSO OFFICES § /
. . 1 OFFICE/ i B A 4 PUBLIC |
* Restore views & native landscape S 1 HOSPITALTY o | @4 | ACCESSTQ
g 8 Ej " OPERATIONS SO’ O YSMECERONT
* Keep signage & tech out of the way . - O B w0 Uf Qe FFOSE IS
. ' GARDEN = : ST {
e Showcase all aspects of shellfish ’. N 4 .‘;

o AQUACULTURE DEMO

farming

o

-
---.--_._.-
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The ICO Mission:

Through Innovation and Education,
We Create Opportunities to
Connect People With Boundary-
Pushing Seafood Products.

The ICO-Farm Mission: =
Our aim is to create an authentic,
homegrown hospitality destination
that showcases the product, people,
place, process and purpose of
Island Creek Oysters.

Education = value creation

Shed even more light on the work of
the ICO Hatchery + ICO’s role as a
lynchpin in the New England
commercial seafood industry



We Grow Thriving
Coastal Communities.

Our farm provides visitors--guests,
growers, chefs, experts--a glimpse
into what life is like in a thriving
21st century coastal community.
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DRAFT

UPLAND X ROW 770 SOUR
PEACH LAMBIC

NITE LITE LAGER
TRILLIUM ATHE SAKE OF THESEA 1201

OANS
TRVE COSMO GRY PT FARMHOUSE
KENT FALLS HELLES LAGER
CONE HEAD IPA

DD BDAP DD g OO

SANKATY LIGHT

HERMIT THRUSH CR SIPA
ALLAGASH

CHAMPAGNE VELVET PLSNER
JUICED INTINE 1PA

WINE
HASK FOR SUFER SECRLT BTL LSTH
ﬁo;r INE R iz

CANNED OOCKTAILS
SPARKLING CLEMENTINE & VOOX
ODKA SODA GRAPEFRUN

SN A TL
TEQUILA PALOMA

Covid pivot on site:  social + distancing = new
offerings

Covid pivot off -site: amp up ecommerce / direct
to-consumer programs to replace restaurant sales

Messaging pivots: change in tone + more
consumer drivenrcontent: this week’s
#shuckdown



=,

LoviNG
| HOW

Reawaken your branding:
« Tap the place knowledge and creativity of your constituency for content

/CO tells the stories of other shellfish farmers whose
products they sell, such a&erian Fennelly of
Weslport Sea Farms, and what is unique or
Interesting about their farming practices.

« Look for shared values, not perfect alignment

« Amplify the stories ofnejghboringbusinesses in your district — a district’s brand is
demonstrated by how businesses support each other



Case Study #2: TASTE FALL RIVER

Manifest brand values through a program / event

Make It Here

« 2017: Fall River launches the new brand, “Make it
Here.”

« 2019: New TDI partnership to focus on revitalization
of Main Street, just as negative headlines were
starting to emerge about FR leadership

« Taste Fall Rivelaunched to strengthen the
partnership and direct attention to positive
narratives.

DTaste
Fall Rwer

A VIBRANT CELEBRATION OF
FALL RIVER CUISINE AND CULTURE,
WITH SPECIAL MENUS AND PRICING
OFFERED BY PARTICIPATING
FALL RIVER RESTAURANTS

WHEN

Wednesday April 24:

“TASTE FALL RIVER”

a 1-day kickoff event

from 5pm-9pm

$25 = tasting at participating restaurants,
two drink tickets & evening trolley service

Monday April 29 - Sunday May 5:
“RESTAURANT WEEK”

Special Menus/Promotions

TICKETS

www.tastefallriver.com

& at participating restaurants,
Rockland Trust (Fall River branches),
Bristol County Chamber of Commmerce




=~  tastefallriver Make it a date night
o~ Make it a girls’ night

Make it a family feast

Join us for Taste Fall River and Fall
River Restaurant Week. =
#FRMakeltHere
#TasteFallRiver
www.tastefallriver.com

]
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Liked by peopleincorporated and
8 others

APRIL 5, 2019
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2

Restaurant Legend H

e Fall River Restaurant Walk
2 - St. James Irish Pub

3 - Tequila Lime Cantina

4 - The Pink Bean Coffee
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XO the Girls New England Shirt Company Matouk

Fall River’s manufacturing and related industries include an emphasis on American made high end niche products. A growing number
are leading the bridal and event industries.

Make it Here, the city’s new brand, builds on Fall River’s legacy as a

world center of textile production. It’s a fitting phrase for a city being
reinvigorated by creative thinkers and new technology in a myriad of
industries. Fall River’s location on the Massachusetts South Coast, its labor
force, and its extraordinary stock of adaptable historic architecture offers a
wide range of new possibilities.

« The kit put Main Street opportunity in the context of Fall River’'s strengths.

« We drew a map to show how Fall River sits at the center of key markets.

« Simple website + Eventbrite = branding + online sales + feedback simultaneously

‘REHOBOTH

DIGHTON "

- B v
Fall River. Industrllai FarJ‘('. Reh S5
; Fallﬂl'ver".Cnmi'netce Paric_ o 1
. ~'South Coast Life Science & Tech
Al : ~

®
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Freotown-Fall River
,State Forest

North
Watuppa
L Pond
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1 UMass, .

Buy Taste Tickets Restaurant List

TASTERFALL RIVER: APRIERY. 4
SPM ~ 9PM*
SRESTAURANTANEEK: APRIL 29 =
w |
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“MAKE IT” MEANS ... YOU!

=

1

BRISTEL COUN
OV TN CEREMONY
Q’Z&S'MTZW J

A Flavor of Hospitality True to its Roots

Drawing passionately from its Portuguese and Azorean roots, Fall River’s
restaurants offer ready access to old world service and classic dishes.
On a stroll down Main Street you'll find menu specials such as Chourico
a Bombeiro, Polvo Guisado and Camarao a Mocambique. But that’s just
the beginning -- the city’s bakery and diner offerings run the gamut from
Portuguese sweet bread and zeppole to handmade Lebanese & Syrian
meat pies and hummus, as well as outstanding Polish perogies. The
city’s food culture reflects not only its access to fresh seafood as well as
meat, cheese and produce from local farms, but also an emerging hybrid
cuisine as new immigrants contribute to the cultural diversity of the city.

Festivals and Foodies

Fall River’s long tradition of cultural and religious festivals have set the
stage for newer events such as Block-a-palooza, the Fall River Food Truck
Festival and the newly launched Taste Fall River and Fall River Restaurant
Week. Complementing these is the destination music venue, The
Narrows, which also organizes the The Spindle City Fest. The Creative
Arts Network (C.A.N.) initiates new cultural programming and runs a
website that serves as an information portal for local cultural offerings -
from vineyard and brewery tours to interactive performances.

Making More of Maritime & Coastal Tourism

Battleship Cove, long important as a receiving point of the Quequechan
River’s waters, today also functions as a site of naval heritage -- hosting
the largest collection of World War Il naval warships in the country, the
Maritime Museum, and other beloved sites. The Borden Flats Light House
offers guests the chance to stay the night and experience the life of a
lighthouse keeper. Or take the Block Island Ferry from Fall River as part
of your coastal excursion. As Main Street and the Waterfront are being
brought back together physically, culturally, and economically - a whole
new set of experiences is in the making. We invite you to explore what’s
underway and we hope you’'ll have a hand in shaping Fall River’s future.
We invite you to Make It Here.

Interested in learning more?

For questions about site development opportunities and downtown
incentives/programs:

City of Fall River, Office of Community Development

Mike Dion

Tel: 508.679.0131

Email: mdion@fallriverma.org

For questions related to business programs/relocation:
Bristol County Chamber of Commerce

Michael O’Sullivan, President and CEO

Tel: 508.676.8226

Email: mosullivan@bristolcountychamber.org

From top: Troy City Brewery is one of two
breweries found between Main Street and
the Waterfront. The Borden Flats Light
House overnight program, started by

Nick Korstad and now operated by Kevin
Ferias, offers an unforgettable maritime
experience. Events such as Taste Fall
River are creating new way discover and
enjoy the range of Fall River’s culinary
culture.

Fall River, MA - Main Street Real Estate Listings and Contacts (updated 2019.04.24)
This list focuses primarily on properties available between 300 North Main and 690 South Main Street.

Address

Status

Contact

Website

Cutsheet

10 North Main Street For lease First Bristol Corporation www.firstbristol.com loopnet
Class A James Karam
3 spaces: 545- 508-679-1180
10,500 SF James@firstbristol.com
99 South Main St For lease First Bristol Corporation www.firstbristol.com loopnet
(“Travelers Insurance | Class A Alyssa Karam
Building”) 4 spaces: 508-679-1180
2,500-9,034 SF Alyssa@firstbristol.com
Collins Commercial Real Estate | www.collinscommercialre.com
Kelley Collins
508.676-8500
205 South Main Street | For sale - pending Michael Alfonso http//wwwe.culturalcenterfallriver. see
(“The Cultural Center”) | 45,000 SF Alfonso Realty Co com website
MLS# 72373940 Commercial 508.207.0268
$875,000
226 South Main St. For sale Bay Market Real Estate https://www. MLS
Unit 8 2000 SF Barbara Monize baymarketrealestate.net
(“The Rebinsen Office 508.679.1090
Building") $179,000 BarbaraBayMarket@gmail.com
MLS# 72482562
218 South Main For lease 508.965.9350 N/A
(“Center Place") Class A 774.930.4448
650 SF - 9,5000 SF
285-299 South Main For lease Christopher J Paiva http//www.paivarealestate.com loopnet;
St. 13,860 SF Paiva Real Estate Services website
Class B 508.970.5612
333-335 South Main For sale Henry Alfonso loopnet
St. (“Facchiano’s Class B Alfonso Realty Co
location”) 319 SF 508.207.0152
$250,000
Other Properties:
18-30 3rd Street For lease Collins Commercial Real Estate www.collinscommercialre.com loopnet
6,000 SF Kelley Collins
Class B 508676-8500
28 Anawan Street For lease / for sale Amanda Stamelos loopnet
75,000 SF Megaron Properties
light manufacturing | 847.205.0450
85-111 Anawan Street | For lease Seth Shapiro loopnet
55,000 SF United Appraisal Services
light manufacturing | 508.676.8247
104 Anawan Street For sale Bill Dellea hitps://www. yes
MLS# 71883998 205,000 SF Coldwell Banker, Boston coldwellbankerhomes.com/ma/
$2.895 million 617.424.6244 boston/agent/william-dellea/
light manufacturing | Bill. Dellea@NEMoves.com aid_5598/
81 Commerce Drive For lease Dan Cregan wwwv.cbre.com yes
(Fall River Industrial office CBRE, Providence
Park) +/- 30,000 SF dan.cregan@cbre.com
401.621.4340
www.cbre.com
Sanchez,
Taqueria El




ANALYTICS

eak O1:
182pviews/day Weekly v
(press + other peak 02:
social media) 152 views/day
(event day)

end of
Restaurant
Week

website launch 3/27

Geography

v E1 United States

*  Massachusetts
Fall River
Boston
Attleboro
Head of Westport

New Bedford

Quincy

- Visits
210

1,403

Logical Distribution: 569
Visitors coming from
nearby communities (and
the Boston area). 99
Shows an interest
(demand) for cultural
offerings. 60
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Taste Fall River
= April 24,2019 - @

That's a good looking crew hanging out at
Berta's!

O 13 1 Comment 4 Shares

o Like () Comment 2> Share g"

Most Relevant «

5 & Author

Taste Fall River
Look at all those happy faces!
O

Like - Reply - 2y

@ Write a comment... © @

Find influencers with shared interests who can help you
reach relevant audiences. (Thank you @FallRiverFoodie!)




Financial ROI:

Taste Fall River: Impact

e Room for improvement? Absolutely! Did we do enough to
demonstrate what is possible and start new conversations?

Yes!

400+ tickets sold

Covered cost of event +
more

Revenue + new
customers for district
businesses

Set wheels in motion for
an annual event adjusted
last year to a multi-day
October event due to
Covid.

Social ROI:

e Huge turnout — fun night!

e Confidence boost for the
community, allowing local
partners to commit to the
next step in the full TDI
program and for
MassDevelopment to
support it.

* New content and
storytelling ideas
generated about FR’s food
culture.

A FACEBOOK POST FROM AFTER FALL RIV
Patrick Jordan is feeling proud.

[ had an awesome time at the Ist ever taste of
Fall River. It was an eye opening event for me.
I've lived i this city my whole life and never seen
the city in the light I seen tonight.

I'd like to thank everyone who helped put together
the event. The city really needed something like
this the trollies driving around, the incredible
food that we have that I've never been apart of]
and the people walking the streets excited for
this. I went with my girl to all these places talking
and meeting with business owners of bigger

restaurants and the go getters with there
businesses just opening up the door. I really had
a good time and I got to talk with politicians of all
sorts. Seriously I had a blast.

Thank you Fall River!

R:



https://www.facebook.com/patrick.jordan.376?__tn__=%2CdlC-R-R&eid=ARAUnJHQNYqbvQKset09kQgIZzqJpdfo7L8AzNF5H45IJF5fEF_TRys0kl-CqS2XpiA3rA0l4KMY1R5l&hc_ref=ARRAfemoACICsNoUDFzYWu3V7yuLAeJOwXJFoFbGdt04IAp39q3889ddk3soY4Dqd1A
https://www.facebook.com/patrick.jordan.376?__tn__=%2CdlC-R-R&eid=ARAUnJHQNYqbvQKset09kQgIZzqJpdfo7L8AzNF5H45IJF5fEF_TRys0kl-CqS2XpiA3rA0l4KMY1R5l&hc_ref=ARRAfemoACICsNoUDFzYWu3V7yuLAeJOwXJFoFbGdt04IAp39q3889ddk3soY4Dqd1A

Branding takeaways:

1. Dream big / start small. Branding makes an impact
incrementally, which means you have a wide array of

channels at your disposal.
2. There is no perfect brand, or brand campaign adherence.

3. Now is a GREAT time to reflect and reinvigorate your brand.




Thank You!

Mark Favermann

Favermann Design sl SELBERT
%‘ PERKINS @
Jessica Finch ] DESIGN

FAVERMANN DESIGN w

Selbert Perkins Design

Laurie A. Zapalac, PhD

_ A
Zapalac Advisors dhcd

Massachusetts

RAPID RECOVERY PLANS
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