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A. Mission: 

The mission of NH Made is to strengthen New Hampshire’s state economy by increasing the awareness and demand for New Hampshire-made products and services and providing the support programs local businesses need to grow. 

B. Vision Statement:

By 2014, NH Made will have doubled its membership to more than 2,000 enthusiastic, appreciative and successful members and member organizations who embrace NH Made as a vital marketing, networking and educational component of their businesses. Both in-state and out-of-state individual and business consumers recognize and seek out products and services that utilize the NH Made “brand” because of the authenticity and quality the brand represents. The Office of the Governor, members of the Executive Council, and all state governmental departments fully support NH Made in speech and in action. NH Made is a role model for a high-impact, fiscally-sound, member-driven, environmentally responsible organization. The success of NH Made is made possible by its talented, dedicated staff, the innovative leadership of its board of trustees, its major sponsors and funders, its vibrant website and technological applications, its cost-effective programs and, most importantly, by the members’ passion for living in New Hampshire and being able to sustain a successful business here. 
C. Strategic Goals
1. Increase Visibility & Awareness:
· Clarify NH Made brand and logo so “NH Made” message is 

consistent and all graphic materials are aligned.  
· Heighten visibility and awareness by increasing public relations efforts with “buy local” message. 

· Increase public trust in NH Made logo by maintaining clear standards for NH Made membership and brand “authenticity.” 
· Continue high visibility at major consumer shows such as the Made in NH Expo and the NH Farm and Forest Expo. 
· Increase support of state government to put words into actions, i.e. NH Made links on state sites, logo use, purchase of NH products at state-owned locations, etc 
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2. Provide Business Support:
· Provide educational and technical assistance programs and opportunities that help NH Made members grow and enhance their businesses. 
· Increase networking and mentoring opportunities for NH Made members. 
3. Increase Sales Opportunities:
· Re-design www.nhmade.com into a vibrant, user-friendly, shopping-oriented site that increases repeat visits and sales for both members and NH Made,  whether it’s from the site’s e-store or links directly to NH Made members. 

· Improve sales and diversify inventory at current I-95 NH Made Stores so more member products and services are represented.  

· Research opportunities for new retail stores and/or outlets i.e. 

I-93 Northbound, NH Made sections in existing retail locations, info center kiosks, franchise operations. 

· Research feasibility of tie-in partnerships with existing trade and consumer events, i.e. Boston Gift Show, NE Products Show, NE Specialty Food Wholesale Show, expansion of Deerfield Fair concept. 

· Increase opportunities for sales of NH-made products at state-owned venues. 

· Research the most cost-effective way to reach major corporations in the state with information about the ease and added value of purchasing and using NH-made products and services. 
· Research the most cost-effective way to reach schools, clubs and organizations with information about the ease and added value of using NH-made items in their fundraising efforts.
· Form relationships between wholesale distributors, individual sales reps and the businesses they serve including retail stores, lodging establishments and restaurants to help facilitate the purchase of NH-made products. 
· Continue production of the Guide to NH Product & Services to promote consumer sales. Discontinue hard copy production of the Directory, keeping fresh the web version which  is more current, environmentally responsible and cost-effective for wholesale sales. 

· Continue the weekly e-newsletter that informs members of sales  opportunities and provides profiles of service members that want to do business with NH Made members. 
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4. Re-Design Website and E-Store:

· Enhance the appearance and functionality of the www.nhmade.com web site to increase repeat visits by consumer shoppers, wholesale buyers, government agencies, corporate gift buyers, fundraising organizations,  current members, potential new members, and members of the media. 

· Create a more user friendly e-store by expanding offerings, incorporating up-sells and additional payment and shipping options, reducing the steps needed to fulfill orders, and enabling members to maintain their own pages making sales more cost-effective for both the members and the organization.

· Increase links and general visibility on other “like-minded” sites such as state agencies, media agencies, business organizations, and those that support the concepts of buying local and developing sustainable communities.   

· Integrate the “buy local” and green/environmentally supportive themes into the web site’s re-design with appropriate links.

· Incorporate cutting edge technologies to increase site traffic, i.e. improve search engine optimization, incorporate mobile phone formatting and video uploading, provide interactive maps for easy directions and finding local resources, create blogging capability and other networking tools.  

5. Increase Organizational & Financial Self-Sufficiency:

· Analyze and establish the cost-of-doing business for NH Made on an annual basis to ensure its preparedness for future sustainability.  

· Continue building financial self-sufficiency for the organization by increasing current revenue streams, i.e. membership fees, product sales, advertising sales, and corporate sponsorships, as well as exploring opportunities for additional self-generating income from the web site and other sources.  

· Increase organizational efficiency and effectiveness through the use of working task forces comprised of board members and invested NH Made members as well as contract labor for specific projects, interns from local colleges and business schools, and web site technology improvements to maximize staff time and effectiveness.  
· Continue developing board and staff leadership and organizational capacity to meet current and future needs of the organization. 
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