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Our Purpose: 

What is Hampton Roads’ reputation in the world? Do people know who we are? Do they know where 
we are? For those who know us, what do they think about us? Does our reputation help or hurt us in 
attracting visitors, new residents, and new business investment?  

Moreover, do we agree on who we are and how we talk about our region? Does Hampton Roads have 
a clear market position among our peer regions and a communications strategy that clearly 
advances this position?   

Questions like these have been batted around for years. We are now coming together as a region to 
address them in a thoughtful, thorough, and collaborative way through the Envision 2020 Regional 
Branding Initiative.  

This initiative will include representatives from the region’s leading organizations, government 
agencies, businesses, nonprofit organizations, educational institutions, and other critical community 
stakeholders from across Hampton Roads’ 17 local governments and more than 1.7 million 
people. The collaboration will be supported by a comprehensive research effort and will culminate 
with a positioning strategy, communications framework, and naming architecture to more seamlessly 
advance our region as a remarkable place to live, work, play, learn, and visit. 

This document presents a brief overview of the steps leading up to this initiative, our goals and 
approach, management and input, and the initiative’s timeline and deliverables.  

Inspiration Behind the Envision 2020 Regional Branding Initiative: 

In 2017, Reinvent Hampton Roads established a steering committee on tourism and recreation to 
explore ways to grow and expand the Hampton Roads tourism industry. The committee’s report 
identified the lack of a cohesive regional tourism identity and marketing effort as one of the major 
obstacles to expanding tourism opportunities and growing tourism. The report also stated that the 
lack of a regional identity was inhibiting the ability of the region’s economic development leaders to 
successfully market the region. Furthermore, the name “Hampton Roads” was cited as a major 
challenge due to low recognition and perhaps even a liability for the region’s future success. 

Building on this work, the Hampton Roads Business Roundtable organized a regional branding 
committee in 2018, which included members of the Business Roundtable, representatives from 
each of the area’s chambers of commerce, members of the original steering committee, local 
universities, the Port of Virginia, and well-known branding and marketing professionals in the area. 
The committee’s charge was to assess the situation related to Hampton Roads’ brand and make 
recommendations on the appropriate next steps.  

The regional branding committee affirmed that more and more cities and regions across the country 
are embracing placemaking and place marketing to attract and retain the talent needed to support 
and grow their economies. Placemaking includes intentional actions to make a place more appealing 
to live, work, play, learn, and visit. Place marketing focuses on identifying, packaging, and sharing a 
location’s unique and differentiating story. This most often includes an overall communications 
strategy and associated naming architecture, imagery, and messaging. 
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The regional branding committee identified the need for a research-driven assessment of Hampton 
Roads’ current identity and related placemaking and place marketing challenges and opportunities. 
The committee recommended hiring SIR, formerly known as the Southeastern Institute of Research 
(www.sirhq.com and www.institutefortomorrow.com), to conduct this assessment. SIR is a 55-year-old 
national market research and communications consultancy with experience supporting 
governments, organizations, and businesses located around the Hampton Roads region.  

Reinvent Hampton Roads, the Hampton Roads Business Roundtable, and the Hampton Roads 
Chamber approved the committee’s recommendations.  

The initiative officially started in mid-March 2019. The Hampton Roads Chamber and Reinvent 
Hampton Roads are serving as the initial conveners to jump start the Envision 2020 Regional 
Branding Initiative. The Hampton Roads Chamber is providing overall administrative leadership and 
staff. Reinvent Hampton Roads successfully led the project’s fundraising efforts. SIR was hired to 
provide research and strategy development support over the initiative’s nine-month planning 
process.   

Envision 2020 Regional Brand Initiative’s Goals and Approach: 

The Envision 2020 Regional Branding Initiative has two interrelated goals: 

1. Understand Hampton Roads’ current brand identity, perceptions, and misperceptions. This 
includes what currently differentiates Hampton Roads from other regions and cities, and how 
“Hampton Roads” as a place brand can be strengthened. It also includes how key audiences 
perceive various naming considerations. 

2. Develop recommendations for our region’s unique market positioning and communications 
strategy, related messaging, and naming architecture. 

The Envision 2020 Regional Branding Initiative’s approach will include: 

• A regionwide collaboration among diverse stakeholders: 

o A fundamental principle of this effort will be the engagement of government, 
business, nonprofit, education, and other critical community stakeholders from 
across Hampton Roads. This will include perspectives from Hampton Roads’ urban, 
suburban, and rural communities, as well as input from diverse stakeholders who 
represent a wide range of geographic and demographic perspectives.  

o To ensure a regionwide perspective, key regional organizations such as the Hampton 
Roads Planning District Commission and Peninsula Chamber of Commerce will be 
invited to engage in this effort, and dozens of additional organizations are expected 
to join and support Envision 2020.  

o To ensure that the region’s young professionals have a valued voice in this initiative, 
Envision 2020 will engage the 17 young professional groups across the Hampton 
Roads region. 

• A comprehensive, research-based assessment guided by the following tenets:  

o Organize the entire project with a broad marketing perspective that first answers key 
questions about how the Hampton Roads market should be positioned and marketed 
as a region.  
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o Fully appreciate that a place positioning and communications strategy must first be 
identified before effectively addressing a region’s name.  

o Inventory and review existing communications efforts and social media to understand 
how Hampton Roads’ reputation is being shaped and advanced today. 

o Share national best practices, and mine existing relevant research.  

o Survey Hampton Roads’ residents, potential visitors, and national key economic 
development industry audiences to identify the region’s current perceptions and 
misperceptions, as well as test the relative appeal of naming considerations. 

• Strategic recommendations:  

o Recommend a place marketing communications strategy to market the region to 
potential visitors, future residents, and expanding or relocating businesses. This 
includes a recommendation on overall market position, marketing communications 
strategy, vision, messaging, and naming architecture for the region. 

o Deliver additional value to the region beyond place marketing recommendations by 
including placemaking insights and recommendations.  

o Through the work of the Envision 2020 Regional Branding Initiative, build pride and a 
positive buzz about the region and its future. Share the project’s purpose, insights, 
findings, and recommendations in a way that builds positive momentum.  

Project Management and Input 

Two key groups are now being recruited to manage and provide direct input into the Envision 2020 
Regional Branding Initiative — the Project Task Force and Community Stakeholders Group.  

The Project Task Force will be responsible for leading the initiative, managing SIR, sharing the 
findings and insights, and making the final recommendations. The Project Task Force will be 
comprised of 27 to 30 members, representing a diverse cross-section of people, perspectives, 
experiences, and organizations. As the initial project organizers, Reinvent Hampton Roads and the 
Hampton Roads Chamber will have representation on this Project Task Force. 

The Community Stakeholders Group will serve as advisors to the Project Task Force. This group will 
include more than 100 individuals, organizations, and associations that reflect the Hampton Roads 
community. The Community Stakeholders Group will meet three times over the course of the project. 
In the first meeting, stakeholders will help design the planned research and identify issues and 
hypotheses to test. In the second meeting, the group will review initial research findings and discuss 
the related implications. In the third and final meeting, stakeholders will review the remaining 
research findings and Project Task Force recommendations.  

The Envision 2020 Regional Branding Initiative process will be transparent. Customized Facebook 
and Instagram accounts will inform the community, and a project website will house the relevant 
research reports. In addition, the local media will be fully briefed at the onset of this initiative and at 
each major project milestone. 

Timeline with Key Steps: 
The Envision 2020 Regional Branding Initiative includes the following key steps, timing, and 
deliverables: 
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• March–April:  
o Recruit the Project Task Force members.   
o Develop the needed project support infrastructure, including a project website.                               
o Identify an initial list of Community Stakeholders Group members. 

• May:  
o Gather insights from existing research. 
o Identify peer cities. Gather best practices in regional branding. 
o Inventory current Hampton Roads-centric marketing efforts. 
o Conduct a national social media sentiment audit. 
o Brief the local media. 

• June–September:  
o Engage Hampton Roads’ 17 young professional (YP) groups. 
o Hold the first Community Stakeholders Group meeting. 
o Conduct Hampton Roads residents survey — scientific sample. 
o Engage the public through social media and convenience sample survey. 
o Conduct Hampton Roads visitors survey. 
o Conduct surveys among corporate real estate professionals.  
o Conduct interviews with site selection consultants. 
o Hold the second Community Stakeholders Group meeting. 

• October–December:  
o Arrive at the optimal regional positioning strategy, communications framework, and 

naming architecture and/or tagline recommendations. 
o Hold the third Community Stakeholders Group meeting to share recommendations. 
o Share the overall research findings and recommendations with the community. 

What’s Next: 

Questions have been raised for decades regarding how the Hampton Roads region is currently 
perceived and how the region should be marketed as a unique and attractive place. The entire 
region is now coming together to answer these questions through the Envision 2020 Regional 
Branding Initiative. This nine-month, comprehensive research-based planning process will be led by a 
Project Task Force, supported by a national strategic consultancy (SIR), advised by a Community 
Stakeholders Group, and informed by input from thousands of Hampton Roads’ residents, potential 
visitors, and potential business investors.  

While this overall effort is quite complex, it will culminate with a clear understanding of Hampton 
Roads’ current brand reputation and what we must do to more successfully package and share our 
story with prospective tourists, new residents, and companies and organizations interested in visiting 
and locating here. 

The Envision 2020 Regional Branding Initiative will afford the opportunity for everyone to work 
together to better understand, package, and share our story in a way that advances our region as a 
truly remarkable place to call home. 
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