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The small town r et
ONobody knows the trou

For the past 50 years, retailers in The behavior of the retail customer
small communities have struggled to has changed dramatically in the same
compete with larger, urban time period:
counterparts. Major competitive
trends impacting retail business [ Unbanizationanaobilitpility i
include: Stoughtonites (and others in
adjacent municipalities) shop for
[ 10%6’0i 6Rése of the Shopping essentials in Madison & Janesville
Centers & Strip Malls [ Eleatronicimediadéxpospresure i ads
[ 19T DLO)H’s & Prdiferatisn of promote urban stores, not small
Shopping Malls town retailers
[ 1099’08 s0’s & Grovahtokthe Big I Marekhowledgeableble
Box Stores consumeaks s 1 not limited to what is

available locally

[ Small, local retail products primarily
disaretionafiyi & nonessentialstials .
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Prior Studies Make Five Recommendations

A Feornmassecialiorisns
[ Economies of scale achieved when smaller, independent businesses band together for the benefit of the group
A Becomedmarereustomem e r-centricic
[ The customer should ALWAYS be at the center of any marketing decision or activity
A Offerdiffetentiated produetsit senices rvices
[ AzMeo prodoaks (those similar to what others offer) are successful in only 5 percent of cases
[ Differentiation absolutely required for long term survival. Competing on price is not the answer
A Teamupwithidtheinearhysimall conimunities unities
[ Unique, interesting offerings can be created by nearby communities joining forces in marketing efforts
[ Examplei The Crooked Road in Virginia (established 2003)
A Transitieivintora mene experiential esondmyonomy
[ Through fairs, festivals, & other events that drive traffic to downtown retail districts

[ The focus of this study $
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Stoughton has tried to implement
many of these recommendations

A Multiple associations involved in
economic development & event planning

A Retailers offer unique, differentiated
products & services

A Runs a plethora of fairs & festivals

The answer doesndc
straightforward as it first appears!
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Objectives of the Study

This study has been designed to achieve four primary objectives

1.

Determine the impact fairs & festivals have on Stoughton retailers

1 Overall sales, net profit, store traffic (new visitors, conversion to new
customers, existing customers), overall business

Determine level of retailer satisfaction with

1 Pre-event planning, advertising, & media selection, day of event
responsiveness, overall satisfaction

Uncover attitudes about events in general
1 Is there value beyond the cash register in the eyes of retailers?
ldentify how event sponsorship affects satisfaction



R,
Methodology

A Longitudinal study
[ 2@077: BaselineT Survey retailers. No feedback

[ 20088: (Y1) Survey retailers. Share results at first Historic Stoughton Marketing
Conference

[ 20099: (Y2) Event organizers use findings from previous years to modify elements of
events. Survey retailers. Interpret & share results.

1 Anticipated external factors that may impact results include leadership changes in the
Chamber of Commerce & Mayor o6s office

1 If Preserve America grant is secured, this will impact budget available for marketing purposes
1 Unknown how national/global economic conditions will impact Stoughton fairs & festivals

[ 2@1@): (Y3) Event organizers use findings from previous years to modify elements of
events. Survey retailers. Interpret & share results

1 Given all the uncertain environmental factors that may impact results, very difficult to isolate
additional perameters that may come into play
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The Biggest Uncertainties

A One possible result of revealing findings at this point is called the Hawthorne Effect

[ Those being studied modify their responses not because of actual changes in attitude or
behavi or, but because they are aware they

A Will event organization change as a result of the lessons learned through this
project?

[ How will event organizers respond to the findings?

A Will survey results change due to retailer knowledge & possible expectation
changes?

[ How will retailers respond to the findings?

AResults are being shared to enhance
opinions about the impact of fairs & festivals

[ Change, however it is brought about, is needed

[ Knowledge may lead to informed decisions about future fairs and festivals



Stoughton, Wisconsin

A Population of the City under 13,000

A Population of surrounding areas, including townships & rural area
about 25,000

A Founded in 1846 (Englishman Luke Stoughton)
A Settled by Norwegian wagon makers in 1865

A Closest metropolitan areas
[ Madison (220,000) 15 miles
[ Milwaukee (1 million) 75 miles

[ Chicago (3 million) 140 miles
ASt oughton i s a







