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Purposep



Purpose of promotion committeePurpose of promotion committee

OneOne

sell a positive image of the downtown

Two

encourage consumers and investors to

live, work, shop, play and investlive, work, shop, play and invest

in the Main Street district.
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Three major focusesThree major focuses

1. Main Street business/retail promotion1. Main Street business/retail promotion
– Shop “NOW” Buy “NOW”

2 Special events2. Special events
– Generate traffic
– Create a “buzz” and activityCreate a  buzz  and activity
– Put a smile on the audience’s face

3. Downtown image3. Downtown image
– Build on the positive
– Bury the negativeBury the negative



Perception of downtown imagePerception of downtown image

What’s positive p
– Unique building stock
– Optimum amount of public 
spacespace

– Mix of service, retail, and 
government/groups

– Limited vacancies
– Safe and friendly
– People can work shop livePeople can work, shop, live, 
play and invest in the 
downtown
Diversity of activities– Diversity of activities



Perception of downtown imagePerception of downtown image

What’s negativeWhat s negative
– Dilapidated building(s)
– Limited parking and public p g p
areas

– Limited variety of business 
types

– Visually identifiable 
vacanciesvacancies

– Loiterers or crime activity
– Limited activities– Limited activities



Image Campaign
Launch Sequence



Identify downtown assetsIdentify downtown assets

• Reach out to the Design Committee
– Identify unique and desirable buildingsy q g

• Notable shops

• Unique/well attended social gathering spots• Unique/well attended social gathering spots

• Inventory current events



Marketplace inventoryMarketplace inventory

• Reach out to the Economic Restructuring 
Committee
– Identify the business mix

– Identify their market potentialy p

– What are shopper’s attitudes



Analyze available dataAnalyze available data

• Can any negative attitudes be changed?

• What positive attitudes can be expanded?What positive attitudes can be expanded?

• Where are the niches?
Can the downtown support these without major– Can the downtown support these without major 
overhaul?



Match assets with market 
hniches

• Shopper targeting

• List downtown assets that support theseList downtown assets that support these 
niches

• What will be needed to promote to these• What will be needed to promote to these 
shoppers?



Write a
positioning statement

• Based upon the PERCEPTION of the public, 
“How should the district be positioned?”

• The statement should be grounded in reliable 
market data and community values…market data and community values…

….not a guess or a wish



Develop a MS marketing 
strategy

• Use the position statement as the guiding lightUse the position statement as the guiding light 
and support it with:
– Activities– Activities

– Campaigns

Events– Events



Design a logoDesign a logo

• Graphical signature

• Media, media, mediaMedia, media, media
– Print

– Web– Web

– Social Networks

Newspapers– Newspapers

– Signs

Fl b– Flyers, banners



Retail PromotionRetail Promotion
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Engage businesses 
in the processin the process



Co‐op PromotionCo op Promotion

• Business cluster promotionBusiness cluster promotion



Cross‐retail PromotionCross retail Promotion

• Complimentary business promotionComplimentary business promotion



Niche PromotionNiche Promotion



Individual business promotion 
controversy

• Some get it other’s don’tSome get it…..other s don t

• Promote to your strengths…others will follow



Special EventsSpecial Events



Community Heritage EventsCommunity Heritage Events



Special holidaysSpecial holidays



Social EventsSocial Events



Media tools of the tradeMedia tools of the trade

• Newspaper ad’s vs. press releasesp p p
– Press releases get read almost 5:1 more times than ads
– Under 35 audience rarely….IF EVER…reads the newspaper

• Radio, TV, Cable
– Debate whether or not they reach your targeted audience

• Website• Website
– Make it a  virtual visit
– Keep it updated frequentlyp p q y

• Social networks (Facebook, Twitter, etc.)
– Get creative and update frequently



Social MediaSocial Media



Promotion CommitteePromotion Committee

Roles & Responsibilitiesp



Roles of the promotion committeeRoles of the promotion committee

• Understand the changing market
– Target market has options.  What are their buying habits?

• Identify downtown assets
– People, building, heritage and marketplace 
l• Hold meetings

– Analyze data, develop strategies, brainstorm ideas and plan events
• Visit business people

G h i id li i h i d h i k l– Get their ideas, solicit their support and engage them in work plans
• Organize projects
• Create NEW image campaigns

R il i d i l– Retail promotions and special events

Lure people back into the downtown



Committee members should…Committee members should…

• Commit to at least one year of service
• Meet with committee once a month
• Volunteer 3‐5 hours a month (sometimes more)
Att d t i i i• Attend training sessions

• Read orientation and committee materials
• Learn the Main Street Four Point Approach®Learn the Main Street Four Point Approach  
• Recruit and orient new members 
• Participate in projects
• Report all volunteer hours to the Main Street office
• Cooperatively draft an annual work plan



Who “typically” serves on the 
promotion committee?

• Downtown merchants
• Chamber of Commerce members
• Civic groups involved in the arts 
M k ti / d ti i f i l• Marketing/advertising professionals

• Teachers 
• Staff from local tourism officesStaff  from local tourism offices 
• Reporters and editors
• Graphic designers and artists
• Young adults
• Or, anyone passionate about your MAIN STREET



ChairpersonChairperson

Roles QualitiesRoles

• Recruiting members

• Running meetings

Qualities

• Understands the Main 
Street ApproachRunning meetings

• Organizing work plans

• Managing consensus

• Likes to lead

• Adequate organizational 
k ll• Clarifying board mission and 

policy

W k l l ith t ff

skills

• Facilitator/mediator

• Communicates well• Work closely with staff

• Manage/run events

• Shuffle the paperwork

• Communicates well

• Finish what they start

Shuffle the paperwork



Why do a work planWhy do a work plan

• Motivates volunteers to achieve goalsMotivates volunteers to achieve goals

• Provides benchmarks for success

d i ifi j• Attracts donations to specific projects

• Improves success rate of projects

• Reduces confusion and resolves conflict









Many a small thing has been made y g
large by the right kind of advertising.”

Mark Twain
A Connecticut Yankee in King Arthur’s Court

Q i ?Questions?

Todd TracyTodd Tracy

todd@inalliance.biz

i lli biwww.inalliance.biz


