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Looking for new customers?
W t t d tWant to expand your customer 
base? Get noticed in the media? 

Join the crowd….

First	Things	First



Fi dKnow enough 
to know that 

Find 
something 

Repeat after 
meyou don’t 

know                 
authentic 
you can 

me…
“yes we can 

do that”(you need 
help)

y
build on.

do that

Throw away 
the box and

Create win-
winthe box and 

get creative. 
win 

partnerships





G ill M k tiGuerrilla Marketing

Takes consumers by surprise, makes an 
indelible impression and pops up where and whenindelible impression, and pops up where and when 
people least expect it. 

This form of marketing is desired because it often has 
a high ROI. Guerrilla marketers are able to make a 
lasting impression without spending a lot of theirlasting impression without spending a lot of their 
marketing budget. By being a little cleverer and more 
unpredictable, you challenge consumers who desire 
some fun in their productssome fun in their products.



Advertising 101:Advertising 101: 

Ad ti i id f i iAdvertising uses paid for space in various 
media outlets to motivate people to buy 

d t d i h th iproducts and services or change their 
attitudes.



















Unincorporated Castroville, CAUnincorporated Castroville, CA



Giant artichoke at local restaurantGiant artichoke at local restaurant



B di kB di kBranding worksBranding works
This small town lies in the heart of California's Central Coast farm country 
less than 100 miles from San Francisco and less than three miles from the 
P ifi O d bli b h P i l d l h 3 il f hPacific Ocean and public beaches. Prime land less than 3 miles from the 
beach and 10 miles from Salinas in Monterey County is blessed with the 
perfect climate for growing artichokes. For over 50 years, this "Artichoke 
Capital of the World" has celebrated harvests of their number one cropCapital of the World has celebrated harvests of their number one crop 
with an Artichoke Festival held usually in May.







An overall marketing strategy provides specific goals and 
should:should:

•Define your business
•Define target audience
•Define your brand or personality
Define the unique positioning of your company compared•Define the unique positioning of your company compared 
to your competitors
•Price strategies
•Marketing spending strategy
•Possible research and development
Market research expenditures•Market research expenditures



Marketing strategy is an explanation of the goals. Your 
business goals and marketing strategy go hand-in-hand.

Your marketing plan is how you are going to achieve 
those goals.g

Objective: Gain broader market adoption
M k ti t t I t d i t k t tMarketing strategy: Introduce into new market segments
Marketing plan: Develop marketing campaign that reaches 
out, identifies with and focuses on that specific segment., p g



1.Define who your company (community, restaurant, 
hotel, etc) is including the products and services it 

idprovides.

2.Define your target market.2.Define your target market.

3.Write down the benefits of your products or services.

4.Describe how you will position your products or 
services.services. 

5.Define your marketing methods. Will you advertise, use 
I t t k ti di t k ti bli l ti ?Internet marketing, direct marketing, or public relations?



6. Determine whether your company will be a market6. Determine whether your company will be a market 
category leader, follower, or niche player.

7 D fi h h i i ill b b b l7. Define whether your pricing will be above, below or at 
parity with competitors.

8. Define the image or personality of your company.

St t t t A bl ti blStrategy test: Are your answers measurable, actionable 
and work to differentiate your company from the 
competition, you are on the right track.



Now the real fun begins. Yes, fun.

“If you are working in the tourism  
industry and you aren’t having funindustry and you aren t having fun, 

you are in the wrong business.” 

S. Sternitzke to my staff on Day 1.



Yuma what a long strange trip it’s been
And I quote:

“That's hardly the picture painted recently by the likes

Yuma…what a long, strange trip it s been…

That s hardly the picture painted recently by the likes 
of Sunset Magazine and other media, both local and 

national (see the AZ Highways, LA Times and Chicago 
Tribune coverage).” g )

Suddenly, inexplicably, Yuma is the It City, instead of 
the armpit we've known only from the comfort of our 
i di i d i i d f Sair-conditioned car as we zip past it, to and from San 
Diego. The local paper, the Yuma Daily Sun, even 

wrote an entire article earlier this month about all the 
positive press Yuma has gotten latelypositive press Yuma has gotten lately. 

March, 2011





In January 2010, Arizona State Parks In January 2010, Arizona State Parks 
announced plans to close the Yuma announced plans to close the Yuma pp

Territorial Prison State Historic Park due to Territorial Prison State Historic Park due to 
state budget cutstate budget cut--backs. By March 2010, backs. By March 2010, 

th h th ff t f th "Ch i G " thth h th ff t f th "Ch i G " ththrough the efforts of the "Chain Gangs", the through the efforts of the "Chain Gangs", the 
Yuma community rallied to raise $70,000 in Yuma community rallied to raise $70,000 in 

donations to keep the park open anddonations to keep the park open anddonations to keep the park open and donations to keep the park open and 
operating. operating. 



Glutton for Punishment
July, 2010  Yes, July in Yuma

Repeat after p
me…

“yes we canyes we can 
do that”



Find 
somethingsomething 
authentic 
you can 
build on.





Know 
enough to g
know that 
you don’tyou don t 

know

Create win-Create win-
win 

partnershipspartnerships



Sold out every tour at $40 per person!Sold out every tour at $40 per person!



Taste the AuthenticityTaste the Authenticity

lAgritourism meets Culinary tourism







Yuma Lettuce Days 30,000 
visitors



Embrace partnerships for a better 
YYuma



Free board every 
day the sun doesn’t 

shineshine.
Started August 1, 
20112011

Cash investment 
$2 700$2,700

Media attention Throw awayvalued at over 
$800,000

Throw away 
the box and 
get creativeget creative. 



As of December 2011 11 4%As of December, 2011 11.4% 
increase in hotel occupancy p y

over previous years. 
Brand awareness•Brand awareness

•City buy-iny y
•Community ownership







Budget,Budget, ShmudgetShmudgetBudget, Budget, ShmudgetShmudget



3 am wake-up call3 am wake up call



Positive public relations campaign.

Attended National Tour Association, 
American Bus Association and Go West

Positive public relations campaign. 

American Bus Association and Go West 
Summit travel expos.



Owners Susan Sternitzke and Kristan Sheppeard
susan@limelightcreativegroup.com

In our own wordsIn our own words

g g p
928-246-9255 

Agri-culinary festival Squirrel!
In our own wordsIn our own words

Halfhazard Love Wall

Yes we do thatYes, we do that.
Have fun.





 Population 35,000
 Situated off major highway
 Biggest industries: broomcorn manufacturer
 Has an Amish community
 Birthplace of Raggedy Ann and Andy

Bi t l l h t i hi i d B b Biggest local character is a hippie named Bob 
who collects hippie “stuff” 



Create marketing strategy for town

Create 5 marketing plans to reach overall 
strategy One needs to use Guerrillastrategy. One needs to use Guerrilla 
Marketing- think outside the box!

Present to group.



http // orldfamo sla nrangers blogspot com/http://worldfamouslawnrangers.blogspot.com/





It’s all about meIt’s all about meIt s all about me.It s all about me.

Not me, you.Not me, you.Not me, you.Not me, you.


