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New marketing campaign developed for metro area

HETROIT /PRNcwswire/ -
The Metrupohtnn Detroit Con-
vention & Visitors Bureau

{ (MPCVB) has completed the

du\clapmcm of a new maorkoting
megsage for metropolitan Detroit

j,,\n of a long-term brund iden-
tity <trategy that will be used to

! mirket and aell the region

worldwide us a travel destina-
tionand business investment.
The positioning focuses on
carhmunicnting positive change
hoppening in the Detroit arca
and is summed up in the theme
* ling:*It’s o great time in Detroit,”
hich is intended to help estab-
ligh f}m city and region us'a rovi-
talized aren offering much of
what travelers nnd mthoru
dcslrc
he Bureau is still vmrkm;, on
nfarketing materials, including a
gruphlc design for the theme
lin¢.. But bureau president and
CEQD). Rick Binford nmphns!zo
Lh»,t the theme line “It's a great
time, in Detroit” is only a short-
har dcscnmmn of u very well
thayght-out plo
¢ brand idcntity was devel-
using the results of multi-
pl¢ résearch efforta that indient-
ed'it best represents the feeling
that the area is undergoing

: meendnus positive change,” he

suid,

‘Tho project began in 1996 with
the goal of developing a commu-
nity-wide marketing strategy for
the entive Detroit fegion, one
that could be endorsed and
udopted by many stakeholders,
Plog Research, Inc., one of the
truve) industry’ s top rcsvurch
and brand

and urban problema in Detroit is
widoeprend among potontial
i

great time in Detroit™ contained
the messages and pnumomng

travelers, a numbor,
25 percent, believe the city is on
the comeback trail. A similor
survey also conducted for the
Burcau by EPIC-MRA in Lans-
ing showed that among residents
of Wu)nu, Qakland 2nd Macomb

ed o nationwidoe survey of poten-
tial visitors on behalf of the
Bureau,

More than 3,500 consumer and
1,000 mecting planners were
asked how they viewed metro
Detroit as a destination to visit,
what visitors seck in a tourism
destination, and how Detroit
compared with other cities.

According to Binford, theo
research findings indicated that
metropalitan Detroit pffers much
of what travelers look for in z
destination but thoso tourism
asaete ure largely unkndwn to
potential visitors.

“The strongest areas of inter-
¢st by travelers were found to be
nightlife, culture and recreation,
asseta that are abundant in
Detroit,” Binford said. “However,
awnreness that Detroit offera
these vpportunities is very low
among potentinl visitors.”

The research also found that
while the perception of social

74 percent snid Detroit
is & “good” destination for travel
and tourism. .

Most importantly, the Plog
study found that perceived social
problems such as crime and
drugs do not keep tourists nway
if the city has enough positive
nttributes te offer. For example,
survey respondents character-
ized Chicago as having many
social problems but also tremena
dous tourism appeal because of
its vast array of culture, enter-
toinment and other visftor
optians.

“We aro telling the wnrld d\ut

with the obj of

creating a perception that metre
Detroit is undergoing tromen-

.dous positive change, and, as a

resuit, is becoming an incroas-
ingly more desirable place to
live, work and do business.

Fitzgerald added that the new
brand message will provide
members of our community with
a common understanding snd
framo of reference for communi-
cating a consistent messngoe
about what metro Detroit has to
offer visitors and investors alike.

“This new brand positioning is
far more than a slogan or an
adverting campaign,” sho &aid.
“It offers a consistent communi-
cations mesacge and tone that
we can all use in doing business
with the outside world. It allows
us to dovelop an emotional con-
nection with visitors. Its success

Detroit is o aur

cated community of hnrd'wnrk-
ing, fun-loving people who aro
excited nbout the present and
optimistic about the future,” snid
burcou vice president of market-
ing Kim Fitzgerald.

Potential positioning lines
were tested in the marketplace.
The results indicated that *It's a

Boyne offers ski passes to 10-year-olds

BQYNE FALLS, Mich. -

. Bayne USA Resarts announced

that for the 1997-1998 ski sea-
son. a cumplimentary gold sea-
son pass will be extended to
every 10-year-old child. This
sm(mn pass affords the children
ufifimited skiing or snowboard.
mknt both Bayne Mountain and

Boyne Highlands Resorts, .
To start the kids off on the
right foot, n specialized “learn to
ski” program hos been imple-
mented, 10-year-olds will receive
three one hour on hill ski or
snowboard lessons, and rental
cquipment for just $19 per les-
son. Alse, ski and snowboard

dﬂ!EA‘l’ ESCAPES

(m'at Escapus features various
!rohl netes ftems, Sead news
lelds to Hugh Gallogher, assis-
m:w managing vditor, Observer
eentrie Newspapers Inc.,
851 Sehooleraft, Livonia
8IS0, or fax them to (3130
7:’1

7.

. ONI DAY SHBPPING

amilton, Miller, Hudson &
Fayne Travel in Southfield i
offering two holiday scason one-
dﬁ_\gs]lopping trips. The 10th
bptal New York City Day Trip
infgludes air travel from Detroit
othm bus transfers from the
nrr.purl to Manhattan, n canvus
tofjxbay with your first purchase
of $25 ar more at Macy's. Prices
atefrom $164.90. The fourth
apnttal Mall of America Day Trip
will take tourists to Minneapolis'
famous mall and includes n
coupon book worth more than
$1000 in value. a Mall of Ameri-
cdlishopping bag und more.
Prides begin at $142.80. To book
aprHMHF tour, travelers can
ealliany local travel agent.

WIKTER GETAWAYS
Travel writer Mary Quinley
isgusses Tampa Treasures at

Livonia's Alfred hnbh Ixhr.m.
10 7.an. Monday, Nov.

»aerivelcha

Trml thamr

@ fully farnished home with g pool
for e fittle as:

DISNEY AREA $12,800
-B.W GULF COAST $11,900

November lm-‘ 10th, 1007

m!onmlpmAme-dpm

Mucmlllan .
World Atlas &

! omarset Cllaction (349 6437470

e

equipment can be purchased for
a discount of 20 percent, then
returned the following year (pro-
vided it ntill is oquipment that
can be used) for 650 percent. The
actunl Secason Pnss will be
mailed directly to the child. Call
800-GO-BOYNE or 616-549-6816
for more details.

For infermation and to regis-
ter, call {3131421-6600.

BACH FESTIVAL

Guitarist and composer Allen
Krantz has written a new com-
positipn which will receive its
world premiere at the 1997 Vil
lage Bach Festival, 8:16 p.m.
Saturday. Nov, 29 at the First
Pruhyurinn Church in Cass
City.

For tickets, call 1-517-872-
3309,

FLORIDA HOLIDAY

The Palm Const Resort on cen-
tral Floridu's East Coast is offer-
i s @ Sunshine State
o complete with mild
winter temperatures, several
sports options and access the
Christmas Extravaganza in St.
Augustine with a Holiday Get-
away Packege starting at $109 a
night, through Dec. 30,

The package includes water-
front accommodations, a Christ.
muas buffet for two, and two
coupons for golf, kids camp, bike
rentals, fishing ved rentals and
court fee, Far more information,
call (8001654-6538,

WINTER BACKPACKING

MITCH ALBOM

Detrot Free Freso
dl

The SOLAR Cluh is offering a
winter backpacking class begin-
ning in December. The five class-
¢s are held 6-9 p.m. Dce. 3 and
Jan. 7,14, 21 and 28 in Farm-
ington Hills. Two overnight trips
are planned to the Waterloo
Recreation Area on Jan. 17-18
and Pigeon River State Forest on
Jun. 31 to Feb. 1. Techniques for
keeping warm and dry in cold
temperatures, cross country eki-
ing and snowshoeing with a
backpack and building snow
shelters will be discussed. For
more information, call Douglas.
Lanyk ot (248)834-4551,

TRAVEL FEE

Kirhy ‘Travel Services, Michi-
gan's oldest travel agency, has
instituted a fee for some of the,
services it pravides to curporuw
and individual clients, offective
immedintely.

The fees ore the result of com-
mission cuts, decreasing air
fares and inercasing business
costa,

Flllp Khan said service fees
are not a new concept in the
travel industry or even at Kirby,
which was founded in 1919,

Kirby Travel is in the lobby of
Once Kennedy Square Building in
downtown Detroit.

will be 1 over timo as
more and more organizations

and i d in our

developed by the Bureau nnd in
public- and private-sector orga-
nizations throughout Wayne,
Onklond and Macomb countics.
‘The Bureau is currently working
to securc partners among the
corporate community and area
governments, Their support will
include commitments to use the
brand identity in their own com-
munications and advertising
efforts.

The Bureau plans o -pubic
unveiling of the brand identity
crentive materials, including
loge, advertisements and first-
phase communication plans at a
briefing for community partnera
and media Nov, 18

Christina Lovio-George, chair-
mon of the MDCVB  Board of
Dircctors, said the brand identi-
ty program will expand cach

service und hospitality, to the
selection of attractions available,
to the appearance of our strects
and highweys. Our research
tefls us that potential visiters
and our own community are all
ready to help Detroit complete
its comeback story.”

Motro Detroit's now brand
identity strategy was developed
by the Burenu in conjunction
with a team of research, market-
ing and communications experts
whoue experience includes extens
sive destination branding,
tourism industry marketing and
public relations experionee.

Plog Rescarch of Reaeda,
Calif,, a leading travel industry
consulting firm, conducted the
primary rescarch and analysis,
Irmo S, Monn, Strategic Market-
|ng Inc,, a Bnnmn based market-

year to include more 3

and marketing partners as

Detroit's'development continues.
*Obviously, this must be a

community-wide effort,” Lovio-

ty commit toit.”
The entire brand duvnlopment
phase, with costs

George hasized. “Our hope
is that the brand identity mes-
sage w:ll be suppnrled nnd

$400,000, has been funded by
the MDCVB.

The new brand identity will be
used in atl marketing materials

ments nnd residenta nhku But
we are very much aware that we
have to continue to improve our
product - from the quality of our

ing firm lizing in destina-
tion marketing and brand identi-
ty programs, develo the pos
tioning line and creative exvcu-
tions, Margo E. Williams and
Associates, a Detroit public rela-
tions firm, ia coordinating the
community awareness and sup-
port effort for the launch. In
addition, acveral Detroit-area
suppliers will be tapped to assiat
in the development of brand
identity materials and programs.

boots. You're off to lush, tropical
Casta Rica where Travel Charter
International offers 7 and 14 day
vacations at a wide choice of

Our resort vacations center in
the Pacific Northwest region,
where long, deserted beaches

steaming volcanoes and breath-
of exciting daytrips are offered.

volcanoes. Raft a river lined by
howler monkeys, mot mots and
egrets. Hike among geysers, cra-
ters, monkeys and sloths.
Or travel the extents of the

a gutded adventure to the rich
biodiversity of the Costa Rican

fascinating lodges. .
finish at a seaside resort.
Does Costa Rica cost a lot? Not

tions. These air and hotel pack-
ages range from moderate to

baggage handling, hotel tax and
service charges. We also offer sev-
eral all-Inclusive vacations,

CostaRica.
YOU CAN REST UNDER A
RAINFOREST CANOPY AND A
SEASIDE CANOPY ON THE
SAME DAY.

Pack your bikinl and your hiking

beautiful beachfront resort hotels.

nuzzle against forested mountains,
taking countryside. Here all kinds
Visit lakes, natural hot springs, and

And more.
countryside and be swept away on

landscape with overnight stops at
.and a restful

with Travel Charter’s resort vaca-

luxury and include round trip air
from Detroit via ATA, transfers and

—
Trapel Charter

INTERNATIONAL

See your Travel Agent for Complete Details!

GARY A, QUICK

Ford Motar Co. Exesutive Director,

LT. GOYERNOR
CONNIE BINSFELD
State of Michiaan

ALAN B. GRUSKIN, MO

W. FRANK FOUNTAIN
Chrysler Corporation
Vics Fresldent of
Government Affars

Children's Hoopital of

Kicnigan

2’
DAYID SIMON

Vehicte Frocurement Operations

PAUL W, SMITH
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Franklin Bank N.A

rman

3 TN

_ J;-,.

\“- Y§¢~ "G“ "h%[
77k v_)u'////f”ﬂ/ J?(/(//y .

. Comrhmcnm

THE SOMERSET COLLECTION, TROY

November 22, 1997
7:00 to 11:00 pm
o Strolling Dinner
Wine and Beer
ashion Show by SFA
* Live Entertainment
$45 per person in advance
$50 per person at the door
For Reservatlons Please Cal)
Elizabcth Lec at
(248) 624-3126
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