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• Step One: Set goals for our marketing effort
• Step Two: Do the homework
• Step Three: Write the marketing plan
• Step Four: Put the plan into action and revise as needed

Roadmap for Promotion: 
Marketing our Byway

Presenter
Presentation Notes
We continue to look for ways to encourage byway visitation and realize the economic benefits of byway tourism to our local communities.  By developing a roadmap—a strategic marketing plan—we can define a clear path to build awareness with target audiences, and to educate our current and potential partners. The approach to developing a marketing plan we’ll discuss today will help define the market, identify the partners and plan an approach moving forward.
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Step One: Setting the Goals

• Communicating the importance and benefit of 
the local byway to key stakeholders, including 
municipalities, elected officials, governmental 
partners and other decision makers.

• Expanding the base of byway partners including 
schools, businesses, and other organizations.

• Maximizing limited resources for outreach, paid 
media placement and other tactical marketing 
approaches.

• Leveraging new technologies to market the 
byway, including social marketing on Facebook 
and Twitter.

• Understanding and reaching potential markets 
for byways travel, cost- and time-efficiently.

Presenter
Presentation Notes
We’re going to focus our work on specific goals in order to maximize the outcomes.

First, we’ll look at how to leverage our current relationships with byway stakeholders, and we’ll talk about how to identify new stakeholders.  It will be important to gain their support, and we can best do this by demonstrating to them the benefit of the byway to the local economy.  

We’ll talk more about how to go about this in a moment.

We’re all working on shoestrings these days, and it is important to identify approaches to maximizing our resources, and finding low cost tactics for promoting the byway.  In developing the plan, we’ll explore ways to use our limited resources efficiently, including using new technologies, such as social marketing on outlets like Facebook and Twitter.

We are not alone. DOTs, and state and federal agencies around the country all face the same obstacles that we are. Funding is increasingly harder to secure, travelers are staying closer to home and local school districts are slashing budgets to accommodate the basic necessities in the classroom. These are affecting how we can effectively reach a wider audience, boost visitation and secure necessary funding. 
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Step Two: Do the Homework

• Who are we? Who are our neighbors? Who are our partners? 
• Can we expand our base of partners to include schools, businesses and 

other organizations? 
• Who are other beneficiaries—real estate brokers, campgrounds, 

restaurants, etc?
• Why is the byway important to our key stakeholders, including 

municipalities, elected officials, governmental partners and other decision 
makers?

• How can we present our benefits, and engage them in our marketing 
effort?

Presenter
Presentation Notes
Before we know where we’re going, we need to know where we are.  That means we have some homework to do before we write a plan for the future.  

By analyzing what steps we have taken thus far, and through the development of a focused marketing plan, we can face these challenges head on and ensure that our byways continue to grow. And our partners and stakeholders can play a pivotal role in the success of our byway and meeting those challenges.

In this important “homework” step, we’ll make lists of our current partners, and our potential partners.  We’ll then identify all of the benefits of the byways—like increasing awareness of our region, drawing travelers to local attractions, increasing business for local restaurants and gas stations, and more.  And then we’ll talk about what we hope to gain from the partnership.

Last, we’ll make a plan for how to present those benefits to current and prospective partners, and develop an outreach approach for presentations, or perhaps email messages and other low-cost promotions.

If available, describe how a partner (or stakeholder) helped get the word out regarding your byway or a recent byway event (whether through traditional means or social media)
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More Homework

Attracting new markets:

• Develop a detailed profile of current and 
potential travelers as the foundation of a 
targeted marketing campaign

• Assess current outreach tools
• Identify partnering opportunities for promotion
• Identify public and/or funding sources to 

implement the CMP

Presenter
Presentation Notes
Of course our ultimate goal is to develop our byway as a destination for tourists and travelers, and to increase access to attractions along the byway corridor.

In this homework step, we’ll collect any information or research available on our current and potential travelers.  We’ll look to our own files, and ask attractions in the corridor to share their information.  We’ll also tap external resources, like NJ Tourism and the National Scenic Byways Program.  With that information in hand, we’ll develop a profile of who our travelers are now, and who else we’d like to be targeting for visits to the byway.

We’ll talk about how best to reach them—and look at the resources we currently have available.  Is our website up to snuff?  Could it be more interactive?  What is our social marketing profile?  Do we have a presence on all of our partners’ websites?

(Byways presenter) Describe steps taken so far to showcase their byway; if available, show image of website homepage, event photos or marketing materials 
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Step Three: Write the Plan

Identify specific marketing objectives to provide a focus for messaging and 
tactics. These might include:

• Develop our byway as a destination for tourists/travelers visiting the area, 
including access to attractions in the byway corridor

• Develop our detailed profile of current and potential travelers as the 
foundation of a targeted marketing campaign

• Develop our interactive website to stimulate byway visits

• Identify public and/or funding sources to implement the CMP

Presenter
Presentation Notes
Homework finished, we’re ready to write.  But before we jump to tactics and events and graphics, we need to get very clear on our specific objectives.  Without objectives, we can run the risk of creating a collection of tactics that may not add up to achieving our goal.

The objectives identified here are a beginning to crafting our own.  






7

NJ Scenic Byways Program Marketing Your Byway

Identify Tactics

Great campaigns start with a marketing plan 
to focus tactics on the most effective ways to 
reach the target audience.  It should include:

• Overarching message, including brand, 
tagline and headlines, consistent with 
the mission “roads build communities.”

• Audience-focused tactics (for example, a 
collaborative effort with AARP to reach 
older travelers, byway marketing toolkits 
for attractions, hand-outs at gas stations, 
cooperative arrangements with partners 
for links to your website, etc.) 

• A budget 
• A timeline and marketing calendar

Presenter
Presentation Notes
Our plan will be the backbone of an effective and successful marketing effort. Critical elements, such as messaging and tactics, a budget and timeline, create a well-balanced, thorough approach to furthering our mission of expanding awareness of our byway and boosting visitation. 

We now know who our partners are, who we want as partners, who are our current travelers and what new markets we would like to target.

With that information, we can begin to craft or enhance our brand with messaging that will resonate with our partners and travelers and tactics delivered via communication channels that will reach them.
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Addressing the Challenges: 
Identifying Stakeholders

Developing a stakeholder identification process can be as simple and straight 
forward  as asking groups or individuals some of the following questions:

• Have you heard of ABC byway?  Do you know where it is?
• Have you ever visited ABC byway?  Why did you visit?
• Would you recommend visiting the byway to a friend or a group?  Why or 

why not?
• For you, what is or would be the most compelling reason to support ABC 

byway? Are there any reasons not to?
• Have you visited ABC byway’s website?  How many times?  Did you find the 

information you needed?
• Do you use Facebook?  Twitter? YouTube?

Presenter
Presentation Notes
Through the research we have conducted, last year we had (insert number of visitors) to our byway. (If number is applicable, highlight how much that has increased over the previous year.) Meanwhile, it is often our own neighbors and governing bodies that have limited knowledge or understanding of our mission. Our marketing plan aims to identify those stakeholders and potential partners, and communicating with them in a clear, focused manner so that our goal is understood.

Interviews, surveys and other information-gathering means has proven useful to our byways. We have been able to collect and assess responses from stakeholders, acquiring information such as:

 Description and characteristics of byway stakeholders 
 What they know and need to know
 Value of the byway
 Preferred communication channels or touchpoints
 Potential barriers to byway support
 Potential opportunities for partnerships and support

With this information  in hand, our byway was able to move forward in how we could effectively communicate our goals with stakeholders.
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Identify Tactics to Reach 
Partners

Utilize customizable tools for 
meetings, public outreach 
and interactions with the 
media, including:

• Press release examples
• PowerPoint examples
• Hand-Out examples
• Live-Read Radio 

Announcements

Presenter
Presentation Notes
How can we make sure our partners know about our byway, and the important benefits it brings to the community?  In the plan, we will detail tactics to reach our partners, and to engage them in the bigger effort to promote the byway.  Some materials that will be beneficial for our outreach have already been provided, and they include example press releases, power points like this one, hand-outs for meetings—even live-read radio announcements.

What else can we be developing?

Add image of the byways logo and template or completed release (when available)
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Use Social Media to Reach New 
Markets

Social media are online tools for exchanging information, ideas and 
resources—social networking is the use of social media to connect with 
partners, stakeholders and visitors. The use of social media offers:

• Low cost outreach
• Unlimited access to stakeholders
• Simplicity and flexibility 
• A means to build relationships that can easily be integrated into a byway 

marketing effort  

Presenter
Presentation Notes
Social media and social networking have become the fastest growing methods of communication in history. This form of technology knows no limits when it comes to age, experience or even location. Thanks to sites such as Facebook and Twitter, millions of people around the world can receive the same message in nearly the blink of an eye. It’s low cost and ease of use make it one of the most viable means to communicate our byways message.

By exploring some questions, we’ll be able to develop an easy-to-follow, easy-to-implement plan for social marketing:

 What are you going to do?
 Who’s going to do it?
 Where is it being done?
 How are we going to do it?
 When are we going to do it?
 
Feature an image of local Facebook page, if applicable
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Leverage Free Resources to 
Expand our Market

A variety of local and nationwide resources is available to help with marketing and 
promotion to current and potential stakeholders and byway travelers, including:

• New Jersey Tourism
• New Jersey Destination Management Organization
• New Jersey Visitors Network  
• Federal Highway Administration’s National Scenic Byways Program
• AAA Travel
• TripAdvisor

Presenter
Presentation Notes
We don’t have to go this alone—and that’s a good thing, since marketing can become an expensive project.

There are lots of free resources available to us.  Some as close as New Jersey—New Jersey tourism has many marketing programs and materials we can use—as well as current research into the travel market right here.  

We can also look to the Federal Highway Administration’s National Scenic Byways Programs for research, guidance and materials like maps and handouts.

All of that available material—and our own ingenuity and enthusiasm—can help ensure our marketing effort is a success.
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How to Contact Us

Scenic Byways Program
New Jersey Department of Transportation
P.O. Box 600
Trenton, NJ 08625-0600

609-530-5676
www.state.nj.us/transportation/community/scenic/

Marketing Your Byway
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