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6.3 THE ACTION PLAN

NEXT STEPS6.3.1

The following are recommended actions 
in delivery of the brand strategy for the 
new Pier District through to its planned 
opening in fall 2018. Figure 14 summarizes a 
suggested timeline.

1. Brand Strategy launch

 We suggest this brand strategy 
document, or “playbook” — which 
describes the game plan for delivery and 
management of the new Pier District 
— be made available to all. Treat it like 
“open source” code. Encourage people to 
use it, come back with their take. This is 
all about leveraging the public and private 
sector, plus the community investment in 
the new Pier District.
 
Host workshops with people who will 
be actively involved in the development, 
management and operations of the new 
Pier District.

2. Business Planning & Development

 Undertake visitor forecasting for the new 
Pier District destination. Through market 
research, project how many visitors 
might come per annum (or month) from 
identified markets and ask: What does 
this mean in terms of an “operational 
P&L” for the new Pier District and its key 
individual components?
 
Prepare audience development plans 
for individual destination components, 
whether recreation, educational, 
entertainment, artistic or cultural.
 
Set out the Key Performance Indicators 
(KPIs) by which the new Pier District will 
be measured.

Start to promote the emerging destination 
with potential partners in the public and 
(especially) the private sectors. Build up 
appetite and start to develop competitive 
tension among potential operators and 
occupiers.

3. Brand Partnership

 Colliers International, currently in 
negotiations to manage the new Pier 
District, has chosen Paradise Advertising 
& Marketing of St. Petersburg to handle 
marketing for the facility. The agency 

will work with a team from the city 
and the private sector to ensure the 
new Pier District is developed and 
operated “on brand,” and that its 
wider economic development role 
is optimized.

Investigate ideal brand partners  
and sponsors.

4. Creative Brand Execution

 At the appropriate time, Paradise 
will flesh out the value propositions 
and messages for key audiences, 
plus develop the color pallet, font(s), 
taglines, identity and logos.
 
Establish and fine-tune the touch-
point branding to be used throughout 
the new Pier District. 
 
Marketing, PR and Media Plan

Set out the Public Relations and 
media plan for target audiences. 
Paradise’s PR department, in its 
subcontractor relationship with 
Colliers International, is set up  
to lead in this role.
 

Start to discuss the new Pier District 
with national and international travel 
trade organizations. They often work 
several years in advance. Set out how 
The Pier District is further adding to 
downtown St. Pete as well as adding 
a richer mix that complements the 
Gulf Beaches and the theme park 
offer of Orlando.

5. Brand Monitoring and Refinement

At agreed times, review the brand 
strategy and messages, consider how 
they are being received by audiences, 
how any changes to the new Pier 
District and/or wider context need  
to be reflected.
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Figure 14: The Action Plan

Date 2016 2017 2018 2019

Quarter Q4 Q1  Q2  Q3  Q4 Q1  Q2  Q3  Q4 Q1  Q2   Q3   Q4

Tasks Design &  
Construction

1  Brand Strategy Launch

2  Business Planning

3  Brand Partnership        ONGOING

4  Creative Brand Execution 

5  Marketing &  
    Commmunications

6  Monitoring & Refinement
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