
Without promotion something 
terrible happens - nothing

p.t. barnum



Expectation Management
• Tell us your name, what town you 

represent and (if applicable) how long 
you have been a downtown manager.

• What are your expectations from this 
workshop?

• Describe your downtown in ten 
seconds. 



Downtown Promotions 
Attract and Keep Your Customers

• Image Development 
– Reverse negative perceptions

• Advertising
– The traditional communications tool

• Communications and Public 
Relations
– The rising star

• Festivals, Events and Promotions
– Generate sales – now and later



Don’t just promote your downtown, 
Present your experience



Target the Brand

Discover
why 
identity
is important.



im· age n.
– The opinion or concept of something that is 

held by the public. 

– The character projected to the public, as by a 
person or institution, especially as interpreted 
by the mass media.

The American Heritage® Dictionary of the English Language, Fourth Edition
Copyright © 2000 by Houghton Mifflin Company.

Published by Houghton Mifflin Company. All rights reserved.



“Differentiate or die”
Jack Trout, author of The New 
Positioning:  The Latest on the 
World’s #1 Business Strategy

“Be distinct or be extinct”
Tom Peters, author of In Search 
of Excellence



What is your definition of a brand?
“Who you are, what you promise and your ability 
and willingness to deliver on that promise.”

- Joe Calloway, author

“A brand is a mark that identifies a property, and it 
is also a promise of quality, of style, and a way of 
doing business.”

- James A. Mammarella, branding consultant

“A promise – two words, eight letters – is all it 
takes.  Don’t make it complicated, black box, or 
mysterious.”

- Dan Roselli, president, Jambrose Marketing



A Brand is a PROMISE
• Branding begins with the promise you 

make to customers and ends with what 
you do to fulfill it.

• Your packaging, logo, advertising, and 
web collateral must communicate this 
promise.

• You must support that promise with all 
your actions.



Brands are….
• the sum of your purpose, personality, 

position and promise.

• assets; treat them as such.

• about relationships, not transactions.

• the tangible, the intangible, the big stuff 
and the little stuff.

• Your reputation.



A Destination Brand Is….

• … what someone else thinks of you, not 
what you say you are.

• … obvious and pervasive throughout the 
community.

• … a feeling.  In this case a feeling that 
makes you want to go there.

• ... about product more than marketing.
• … not just a logo or slogan.



Branding Rules

• Be who you are.

• Be bold vs. being shy.

• Be consistent.



Target the Audience

Find 
downtown’s 
most valuable
customer



When you try to market to 
everyone, you reach 

no one.



Know your Target Market: 
Size and Segments

Collect size data relating to:
• Size of the market now
• Is it growing / stabilizing / declining?
• Where the market is projected to be in five years.

Collect segment data relating to:
• Geography
• Demographics
• Behavioral Patterns and Attitudes



Getting the Data:  
Surveys and Focus Groups

The BIG THREE: 
• Residents, Shoppers, Businesses

Other groups:
• Downtown residents 
• Employees of downtown businesses 
• Students  
• Church congregations 
• Service clubs 
• Social service agencies



Getting the Data:  
Sources
• City Planning Department
• Chamber of Commerce
• County Assessment Data
• Census Tract Data
• Local Economic Development 

Corporations
• Shopping Centers or Malls
• Larger businesses that may have 

done their own market research







:

7%Bars; live music; electronics17%15%Single downtown employee

10%Events; children’s stores32%37%Central City Family

5.3% Entertainment, dining, upscale 
apparel

27%20%North City Empty Nester

Estimated 
Share of the 
Market that 
Downtown 
Currently 

'Gets' 

Products and Services that 
Downtown Provides to the 

Market 

Size of 
Market 

Five Years 
from Now 

Size of 
Market 
Now 

Market Segments
List key market segments that the downtown 

currently serves

Identify Market Segments



Assessment of Current Situation
Determine how the brand is perceived 

today by targeted customers

• Review research 
• Talk with customers
• Talk with stakeholders/merchants
• Determine need for additional 

research (if any)
• Identify what the brand is not

.



Identify Market Position
Know your competitive advantage

1. Identify your REAL competition:  the commercial 
district you replace in the market.

2. Know your differentiating benefit:  What makes 
you a better choice than your competitor.

3. Strengthen the downtown attributes that support 
this differentiator.

4. Understand the emotional motivator for your 
target customer.



Examples of National
Brands and Positioning

• Disneyland
– Consumer Promise: “The Happiest Place on Earth”
– Internal Mission: “We Create Happiness”

• Westin Hotels
– Consumer Promise: “Modern Luxury” and “Heavenly 

Hotel Experiences”
– Internal Guideline: Design hospitality excellence into 

every stay

• Frontier Airlines
– Consumer Promise: “We Want to Be Your Favorite 

Way to Fly”
– Internal Brand Platforms: Warm, Witty, Colorado



Marketing Position Template

Connect on an emotional level. Be 
credible and motivating to your target. 

Emotional Hook

What do you deliver in a superior 
manner?  Know what you do well.

Competitive 
Advantage

If your downtown didn’t exist – what is 
a comparable experience?

Your competition

Memorable? Understandable?  
Accurate?

Brand Name

Focused enough?  Big enough?  Can 
you target it effectively?  Do you know 
who NOT to talk to?

Target Audience



Try It!
What is your…..

Emotional Hook

Competitive 
Advantage

Competition

Brand Name

Target Audience



Your Market Position

For (TARGET AUDIENCE)_________________________

(BRAND NAME) ______________________________________________ is the

(COMPETITOR) _________________________

that provides (COMPETITIVE ADVANGAGE) ______________________

_____________________________ because of (EMOTIONAL HOOK)

___________________________________________________________________.



Consistency builds 
strong branding

Positions innovative
organizations

as experts

Builds positive
market mindshare

Increases sales

Impacts the
bottom line

Target the Message

Why Focus on 
Communications?



Communicate Your Brand
• Get a great logo.
• Write down your brand messaging.
• Integrate your brand. 
• Create a "voice" for your downtown that 

reflects your brand.
• Design templates and create brand 

standards for your marketing materials. 
• Be true to your brand. 
• Be consistent. 



Why a Messaging Platform?

• Creates a strong foundation
• Keeps focus on top themes
• Reminds target market what’s important
• Fosters consistency in communications
• Equips Downtown promoters
• Gives guidance in marketing efforts



Keeping on Message 
What is a Messaging Platform?

• Top three themes
• Most important & overarching ideas
• What you want people to think of when 

they think of Downtown 
• Makes right impressions on audience

Use at least one message in every
marketing effort



Downtown Boulder
Messaging Platform

1. Downtown is the heart of Boulder.
2. Downtown runs on high energy.
3. Downtown is homegrown. Love the local!



Target the Method:  

• Visual Identity
• Advertising
• Media Partnerships
• Public relations
• Community relations
• Sales promotions and 

events
• Customer Service
• Online
• Alternative and Buzz

Use the 
right tools



Target the Method:  
Use the right tools

• Visual Identity
• Advertising
• Media Partnerships
• Public relations
• Community relations
• Sales promotions and 

events
• Customer Service
• Online
• Alternative and Buzz



Visual Identity
Downtown Boulder Logo Evolution



Logo Evolution
Milwaukee Downtown, BID #21



Importance of Brand Consistency

• Helps the customer “know” it is you.
• Creates impact.
• Provides continuity in look/feel.
• Creates efficiency – once a style is 

created, other elements flow.

Remember….a “voice” can have 
many variations!



Brand Consistency



Brand Consistency
Copper Square BID - Phoenix, Arizona



Collaterals
Copper Square



Brand Consistency



Target the Method:  
Use the right tools

• Visual Identity

• Advertising
• Media Partnerships
• Public relations
• Community relations
• Sales promotions and events
• Customer Service
• Online
• Alternative and Buzz



Old Rules of Marketing

• Marketing simply meant advertising.
• Advertising needed to appeal to the 

masses.
• Advertising relied on interrupting people.
• Advertising was one-way:  company to 

consumer.



New Rules of Marketing

• Marketing is more than just advertising.
• People want authenticity, not spin.
• People want participation, not 

propaganda.
• Two way dialogue.
• Blogs, podcasts and other forms of online 

content allow communication directly with 
customers.



Advertising

• Do it right, or don’t do 
it at all

• Be honest
• Create dialogue
• Controllable:  You…

– Pick the audience
– Prepare the message
– Decide on the 

frequency



Fresh and creative ad ideas
• Use an unusual shape
• Run the ad upside down
• Spotlight a great client or 

employee
• Incorporate a game
• Write your message in a new 

way (tattoo, ice sculpture etc.)
• Add humor or suspense
• Use unexpected testimonials



Media Partnerships
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“Love the Local”



Public Relations:  Old Rules

• Only way to get “Ink” was through the 
media.

• Nobody saw a press release except 
reporters and editors.

• Only way customers would learn 
about a press release was if the 
media wrote about it.



Public Relations:  New Rules

• For more than just a mainstream media 
audience.  

• Public – not just focused on the media
• You are what you publish.
• Authenticity, not spin.
• Participation, not propaganda.



Basic PR How-tos
• Don’t rely on advertising to tell your story 
• Learn to write a press release 
• Develop a media list

– Check with other organizations that seek publicity
• Find out how your local media wants to get 

information
– MOST media are looking for stories

• Position yourself as the “GO TO” downtown contact 
for emerging stories

• Importance of downtown people = familiar faces
• For best results, hire a professional on a contract



Basic PR How-tos

• All publicity is not good publicity.
• Create a creative press kit. (online)
• Proactively pitch news angle and photo 

ops.  (Don’t forget “evergreen”.)
• Take advantage of current events
• Create new spin on an already hot story.
• Monitor your coverage and leverage what 

you can.  



Public Service Announcements

Downtown Milwaukee



Quarterly Newsletter
Downtown Milwaukee



Publicity - NOW
Accurate, consistent and timely 

communications that convey the right 
message to the right audience.

Includes:
• Community participation
• Bylined articles
• Public speaking
• Media commentary
• Relationships
• Good professional citizenship



Community Relations

• Sponsor events
• Serve on boards
• Organize a volunteer pool
• Produce or contribute to 

fundraisers
• Set up customer 

purchase program to 
benefit a cause.



Target the Method:  
Use the right tools

• Visual Identity
• Advertising
• Media Partnerships
• Public relations
• Community relations

• Sales promotions 
and events

• Customer Service
• Online
• Alternative and Buzz



Sales Promotions and Events
Start with a BIG IDEA
Include opportunities for partners
Create multi-channel communication plan
Keep it simple.



Promotion Ideas
• Contests and Raffles
• Loyalty Programs
• Gift certificates and 

branded giveaways
• Scratch off, balloon 

discounts and prizes
• In store demonstrations
• Complimentary 

services and samples
• Events, tours, exhibits







Gift Card



Gift with purchase



Target the Method:  
Use the right tools

• Visual Identity
• Advertising
• Media Partnerships
• Public relations
• Community relations
• Sales promotions and 

events

• Customer Service
• Online
• Alternative and Buzz



Customer Service
• The customer is the 

REAL boss.
• Training, training, 

training
• Frontline service
• Phone systems
• Website
• Keep your promises!



Three Customer Laws:

• Customers always go where they get good 
value. 

• Customers always go where they are 
treated well. 

• Where the value isn't obvious or when the 
level of service slips, the customer slips 
away.

Source: Up Against the Wal-Marts: How Your Business Can Prosper in the Shadow of the Retail Giants, 
American Management Association, 1994, Don Taylor and Jeanne Smalling Archer



Target the Method:  
Use the right tools

• Visual Identity
• Advertising
• Media Partnerships
• Public relations
• Community relations
• Sales promotions and 

events
• Customer Service

• Online
• Alternative and Buzz



Using the
Internet 
on store site



Online
• Websites
• E-newsletters
• E-mails
• E-zines
• Blogs – RSS
• Chat rooms
• Banner ads
• Promotions 
• Surveys
• Podcasting
• Social networking
• Search engines



Website Rules

• Emotion first, logic follows.
• Show your personality.
• Different strokes. Different folks. Different site.
• Make the experience fun
• Don’t present conflicting images
• Make it a two way street
• Let them take it and run.
• Contact e-mails are for contact.





Email Marketing
• The best practices of email marketing are constantly 

changing. What was considered a best practice six 
months ago, is not necessarily a best practice today.

• Spammers are smart and they catch on to best practices 
quickly-- making a best practice, not a best practice.  For 
example, remember when “good” email marketers 
inserted your name in the subject line? It was considered 
“personalization.”

• Well, take a look at your inbox today--I bet 9 out 10 
subject lines that include your name are Spam!



Best Practices of Email Marketing

• The “from field” is very important
• Keep the body copy short
• Call-to-action above the fold
• Follow CAN-SPAM: have an opt out and physical 

mailing address
• Don’t use one huge jpg
• Don’t use multiple colors, fonts, sizes
• Triple check spelling, grammar
• How are you collecting leads? Is your database 

clean?



Best Practices of Email Marketing  
Subject lines

• Keep your subject line under 35 characters
• Brand your subject line
• Snappy subject line -- attention grabbing
• Descriptive (non-deceiving) subject line
• Avoid special characters ($,#, %) in subject 

line
• Do not use “Free” or ALL CAPS
• Test your subject lines



E-Newsletter





Understand where we are now

• Super Bowl draws about 80 million users
• About 200 million people listened to a podcast thru 

Libsyn in 2006
• 60 million regular podcast users by 2010
• Yahoo has 180 million users a day
• McDonalds serves 48 million consumers a day 

worldwide
• Internet serves 4 billion ad impressions aday
• 100 million short videos a day on YouTube
• iTunes has 250 million users

Source:  Travel Spike



Not just for the young anymore

• 70% of users on MySpace are OVER age 25.

• 69% of consumers OVER age 35 watch online video.

• 42% of all users have forwarded video to a friend.

• 134 million Americans viewed video online in July 2007.

• Half of the Podcasting Audience is 35-54.

• Silver Surfers are those web users over age 55 and they
account for almost 1/3 of all time spent online.

Source: Center for Media Research



Podcasting
• More than 9.2 million web users, or 6.6% of 

U.S. have downloaded an audio podcast in 
the last 30 days.

• 5.6 million online adults (4%) have 
downloaded a video podcast in the last 30 
days.

• Current growth trends project almost 20 
million weekly podcast listeners by 2010.



Podcasting
• Web users between the ages 18 and 24 

are 72% more likely than the average web 
user to listen to audio podcasts and 47% 
more likely to view video podcasts.

• Studies show that approximately 20% of 
users who have ever downloaded and 
listened to a podcast do so on a weekly 
basis.



Social Network Landscape 
General “Social” Networks

1.5 million50+ media company inspiring a generation of boomers and seniors to live the 
biggest life possible. Launched in July 2006.  This site is a social community for 
the 50+ market including content relating to travel, life, health, community, love, 
money, etc.  

Eons.com

40 million 
members

Headquartered in the San Francisco Bay Area, Friendster is a social  
network/community aimed at a younger demographic (teens, young adults –
12- 24 and 15-30).  Accepts advertising, custom partnerships and paid search 
through Google. 

Friendster

13 millionFacebook is the seventh-most trafficked site on the web and is the number one 
photo-sharing site.  Originally targeting the college community, this network 
now has registered users across over 40,000 regional, work, college and high 
school networks. Accept targeted advertising and custom partnerships.

Facebook

100 million 
video 
views/day

Video-sharing network is a free service and is accessed by an online 
registration.  YouTube does offer a travel channel for broadcast of private or 
public videos. Accepts advertising and custom programs. 

You Tube

50 millionLargest and fastest growing social network.  Targets a younger demographic 
(18-34), however, the stats are continuing to climb with older segments, 
particularly the Baby Boomers. Accept advertising and custom partnerships.

My Space

Monthly 
Uniques

DescriptionSocial Network



Capitalizing on Social Networks
•Social networks and user-generated content sites comprise 
five out of the top 10 fastest-growing Web Brands -
NielsenNet Ratings

•eMarketer predicts brands and marketers to spend $1.8 
billion on social network sites by 2010

•In 2006 in the U.S. the estimated spend on social networking 
sites was $280 million

•eMarketer is predicting a 600% increase in spend over the 
next three years 

•Marketers are doing much more than “creating a presence”, 
they are creating relevance with the social networks and with 
consumers



Downtown Boulder
Blog spot



Social Network Landscape 
Travel “Social” Networks

7 million 
from 220 
countries

Where are you now (WAYN.com) is a global-branded travel site comprised of 
mostly international visitors age 18-25, and strong in the 35-45 age bracket.  
Wayn.com is not a free site, members have to pay for community access to trip 
planners, photo sharing, map, blogging, etc.  

Where Are You 
Now 
(WAYN.com)

This site hosts all kinds of travel videos, including user uploads, professional 
content, and tourist board videos. Accepts video streaming advertising and 
allows you to post unique content and “tag” a specific destination, area or place.

Travelistic.com

500,000Gusto is a Travel network giving the consumer tools to experience better 
travel through better information.  Read and write reviews and blogs, upload 
and 
store photos and check out others' photos, and use the Gusto! Grabber to 
bookmark Gusto content and other Web sites.  Accepts advertising, 
partnerships 
and upload of unique content.

Gusto.com

20 millionTravel intermediary and community network with more than 5 million unbiased 
reviews and opinions, covering 250,000+ hotels and attractions. Accepts 
performance-based and display advertising programs, partnerships and the 
ability to post unique content.

Tripadvisor.com

Monthly 
Uniques

DescriptionSocial Network



Mobile Media

• There are an estimated 249.3 million 
mobile media users

• The projected number of mobile media 
users in 2008 is 269.2 million.

• More than 1/4th of mobile web users 
access the internet via an openwave
browser.



Mobile Media
• The top mobile websites are 
• Yahoo! Mail
• The Weather Channel
• ESPN
• Google Search
• MSN Hotmail
• MapQuest
• AOL Mail
• CNN
• Yahoo! Weather
• Yahoo! Search



Target the Method:  
Use the right tools

• Visual Identity
• Advertising
• Media Partnerships
• Public relations
• Community relations
• Sales promotions and events
• Customer Service
• Online

• Alternative and Buzz



Alternative and Buzzzzzzz

• No rules.
• No set price or range: 

depends on scale.
• One great buzz idea 

can generate millions 
in ROI.

• One bad buzz can 
severely damage a 
brand.



People prefer “to hear it from the 
horse’s mouth”

• Users trust user generated content and 
reviews more than expert reviews by a 
factor of 6 to 1

• 51% of Internet users of all ages
interested in user generated content

• 82% of users visit a site because of a 
recommendation from a friend

Source: Center for Media Research









CU Flyers



Tear Off Maps



Truck Magnets



Coasters



Summer Concert Series 
Magnet Mailer

Front

Back- postage side



Mini Summer Calendars
Downtown Milwaukee



Target the Resources:  
Increase your promotions budget

• Assessment Revenue
• Memberships
• Sponsorships
• Fundraising (Events or other)
• Partnership Opportunities
• Fee for service



Communications with
Downtown Businesses

– Newsletters
– Personal visits 
– E-Mails
– Must be constant and on-going
– Tell them what you are doing for them
– Find out what they want you to do for them
– Tell them how they can support your efforts
– Educate them on how to get MAXIMUM advantage 

from an event or promotion
– LISTEN!!



Professional Marketing Resources

• Define the service you need
– Branding and Strategic Marketing Planning
– Full Service Agency
– Design Services (Agency, Design Firm, Freelancer)
– Online/Web
– Special project consultants

• Define your budget and be open about it
• Only work with resources you can trust



Target the Connections:  
Putting the Pieces Together


