Without promotion something
terrible happens - nothing

p.t. barnum



» 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 you
Present your your commown.
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Target the Brand
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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 you
make to customers and ends with what

you do to It.

* Your packaging, logo, advertising, and
web collateral must this

* You must support that with all
your



Brands are....

the sum of your , ,
and

: treat them as such.
about , not transactions.

the , the , the stuff
and the stuff.

Your



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.
... hot just a logo or slogan.



Branding Rules

* Be who you
* Be vS. being shy.

 Be



Target the Audience

Find
downtown’s
MOosSt
customer




When you try to market to
everyone, you reach
no one.




Know your Target Market:
Size and Segments

Collect data relating to:

« Size of the market now

* Is it growing / stabilizing / declining?
« Where the market is projected to be in five years.

Collect data relating to:

« Geography

« Demographics

« Behavioral Patterns and Attitudes




Getting the Data:
Surveys and Focus Groups

Other groups:

« Downtown residents

« Employees of downtown businesses
« Students

« Church congregations

« Service clubs

« Social service agencies




Getting the Data:

 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
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Identify Market Segments

North City Empty Nester 20% 27% Entertainment, dining, upscale 5.3%
apparel
Central City Family 37% 32% Events; children’s stores 10%

Single downtown employee 15% 17% Bars; live music; electronics 7%




Assessment of Current Situation

 Review research
 Talk with customers
e Talk with stakeholders/merchants

 Determine need for additional
research (if any)

* |[dentify what the brand is not



ldentify Market Position

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

Know your differentiating benefit: What makes
you a better choice than your competitor.
Strengthen the downtown attributes that support
this differentiator.

Understand the emotional motivator for your
target customer.



Examples of National
Brands and Positioning

* Disneyland
“The Happiest Place on Earth”
“We Create Happiness”

« Westin Hotels

: “Modern Luxury” and “Heavenly
Hotel Experiences”

Design hospitality excellence into
every stay

 Frontier Airlines

“We Want to Be Your Favorite
Way to Fly”

Warm, Witty, Colorado



Marketing Position Template

Target Audience

Focused enough? Big enough? Can
you target it effectively? Do you know
who NOT to talk t0?

Brand Name

Memorable? Understandable?
Accurate?

Your competition

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

Competitive
Advantage

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

Emotional Hook

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




Try It!

Target Audience

Brand Name

Competition

Competitive
Advantage

Emotional Hook




Your Market Position

For

IS the

that provides

because of




Target the Message

Impacts the
bottom line

Increases sales/
Builds positive
market mindshare

Positions innovativ
organizations

as experts

Consistency builds
strong branding




Communicate Your Brand

Get a great
Write down your brand
your brand.

Create a for your downtown that
reflects your brand.

Design and create brand
for your marketing materials.

Be to your brand.
Be



Why a Messaging Platform?

Creates a strong

Keeps focus on top

Reminds target market what's

Fosters IN communications
Downtown promoters

Gives in marketing efforts



Keeping on Message

Top three

Most important & overarching

What you want people to of when
they think of Downtown

Makes right on audience

Use at least one message in
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 ldentity
Advertising

Media Partnerships
Public relations
Community relations

Sales promotions and
events

Customer Service
Online
Alternative and Buzz




Target the Method:

Advertising

Media Partnerships
Public relations
Community relations

Sales promotions and
events

Customer Service
Online
Alternative and Buzz




Visual Identity

DOWNTOWN
ﬁ“‘"’e" Boulder




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.



Brand Consistency

CHOICES

OCAL ART GALLERIES

CHOICES

160 UNIGUE RETAIL SHOPS

DOWNTOWN

Boulder

1942 Broadway Suite 301
Boulder, Colorado 80302
Ph 303.449.3774
Fax 303.449.1582

info@dbi.org

www.boulderdowntown.com

CHOICES

100 AWARD WINMHING RE

JUST STEPS AWAY
FROM WHERE
YOU STAY.

303.449.3774

BOULDERDOWHTOWH.COM

DOWNTOWN

Boulder

DOWNTOWN
Boulder

Boule

Community Exchange

Belvedere Belgian Chocolate Shop




Brand Consistency
Copper Square BID - Phoenix, Arizona

COPPER SOUARE

DOWNTOWN PHOENIX

LoGo HOME PAGE

SPORTS W THEATRES J o
G \II |
*, e |
-4 —

DASH - DOWNTOWN AREA SHUTTLE

M A
HISTORIC MURAL



Collaterals
Copper Square

MAP « DIRECTORY

& DINING GUIDE

90 blocks of urban lifestyle, attractions
and business in the heart of Phoenix

Vi (_UPPERS

Get the lowdown on downtown.

Looking for the happiest happy hour? The fastiest spot
for dinner? The best theater scene? Or the hottest venue

to rock ‘n roll all night? Just ask the Copper Square

Ambaossadors [CSA's). They've got street smarts about

what's going down, downtown. And they're easy to
rec

nize. Just look for the orange and khaki uniforms
with the C:{Jper Square logo. There's nothing like a
street-side guide to make your visit enjoyable.

o

COPPER SQUARE AMBASSADORS
602-495-1500

602-495-1500
COPPER SQUARE
BUSINESS DIRECTORY AMBASSADORS

www.coppersquare.com

STREET BANNER



Brand Consistency




Target the Method:

Visual ldentity

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

Boulder Stores

mrmmmmm Pezad o the Boulder Theater bo anjoy grest fime
lmﬁlﬂmlﬁmll Film Festival

6.

ELENA CICCOMNE

Eaban Lo & fre jeasiy

‘m 01 S0 SE J

EIDECORASIAN

Fosmy FED 1 vt Bty PO Vi

10%-60%

City Parking Garages
are FREE on | 1per I ."
SATURDAYS & SUNDAYS .
: 2 Free parking in Downtown
www.boulderdowntown.com - info@dbi.org - 303-449-3774

gnmgsmrsaw&sm



Newspaper campaign in the Daily Camera,
Boulder’s largest local newspaper

eHighlights Downtown Businesses

«Creates awareness of unique, local, services
available in Downtown Boulder

AT
CAMHERA




“Love the Local”

The Heart of Boulder... love the locad!

“Located on Walnut Street, we love being in the
Heart of Boulder. The tourists, the regulars,
the happy hour parties - we love the buzz of Boulder.” /L"’m“_'t
- AMANDA YOUNG, GENERAL MANAGER mﬂwn s

BoulderDowntown.com

-

-

= )
L

boulder chophouse | 921 walnut street | 303.443.1188

The Heart of Boulder... love the locad!

“Only in Boulder can you find the world’s largest
selection of NEW CROCS styles - on the beautiful,

Pearl Street Mall at The Pedestrian Shops.”
= RicHARD PoLk, PEDESTRIAN SHOPS

pedestrian shops | 1425 pearl street | 303.449.5260



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

You've got friends in
downtown Milwaukee.

hand, your downtown
infomercial, Milwaukee's
go-to-resource and so

question, need a sug,
or can't find your dest
stop our team in blue
They're here to make
visit a little easier, w
adding a friendly gre«
and warm smile.

414.220.4700
MilwaukeeDowntow
Mchange.org

much more. If you've ~=* -

They're called Public Service
Ambassadors, but really are
walking concierges, a helping

Downtown Milwaukee

do

so much WUCKS COACH Ty APOTterSHeNTUaAryNICKSE

Besides attending the next Bucks game at the BC, Milwaukee Bucks Coach Terry Porter recommends these downtown family events and attractions!

. sucl HISTORY MONTH * SMUCKER'S STARS ON ICE « “THEKING & I
UGH FEBRUARY 28 + DISCOVERY WORLD FEBRUARY 11 BRADLEY CENTER FEBRUARY 22 - 77 = THE MILWAUKEE THEATRE
P wwdiscorworidarg 4142764545 = wnw ticketmaster.com 4149085001 * mmlnnummmun
Discover the contribu o fgrs shates st and Enghshwoman Amna Leonowens attempts to
entreprenears, anginsers and have in all genres mmmnwtmmmmumﬁnmw

shaped ourworkd.
+ Milwaukee Bucks Baskethall

of today's masic.
= KEMP'S VALENTINE ICE CREAM SOCIAL

in this tala of leve and understanding,
= TRIPOLI SHRINE CIRCUS

FEERUARY 4 + BUCKS vs, LA CUPPERS FEBRUARY 12+ BETTY BRINN CHLOREN'S MUSEUM  FEBRUARY 24- 27 + US. CELLULAR MENA
FEERUMRY & - BUCKS v BUSTON CELTICS 4143905437 - warw bbcakids.org 41,908,501 * www.mihwaskeecircus.com
FEBRUARY 12 » BUCKS vs. ATLANTA HANKS smmmm play gaes and recsive Stunming new acts and classic fartes

FEBRUARY 23 » BUCKS vws. NEW JERSEY NETS ‘swast 0ps thivagheut the Museum. raturn to the ring for & performane of wender,

FEBRUARY 25 » BUCKS vs. TORONTO RAPTORS
FEBRUARY 27 » BUCKS vs. SEATTLE SUPERSONICS
4142764545 + wwwnba com/bucks.

Chesr the Mileaulas Bucks anto another home vidory.

« TTH ANNUAL FOOD & FROTH FEST
FEBRUARY 5 - MILWAUREE HIIW“ESELI
A42m28 -mw
Enjoy an il colcbeaton nllhhﬂ food, drisk.
mmmmmmhmmmmw

Stqlmmmhrﬂﬂmh Swootheart Dinner thiill and amazemnt.
* 7005 GREATER MILWAUKEE AUTO SHOW
FEBRUARY 26 - MARCH &
MIDWEST ARUINES CENTER
414.908.5001 « www.motortrendautoshows.com

« TALES & SCALES — “THE ARABIAN NIGHTS™
FEBRUARY 20+ MARCUS CENTER - ULEIN HALL
414.281.7605 - wow milwankeesymphoay org
M5O Sundays for Faniliss weawes 3 musical
adatation of “The Arabian Nights” sure fo spark
imaginations.

wrwadammcon
Checkout theLtest madels, coscepts and

from domestic and forign
ma nuf acturers.

® SLICE OF ICE
THROUGH FEBRUARY 2005 * RED ARROW PARK.
4142888781

© “CORAL REEF ADVENTURE™
11 - JUNE 2005
HUMPHREY IMAX DOME THEATER

Besides attending the next Wave game, Milwaukee Wave Coach Keith Tozer recommends these downtown events and attractions!
“DISNEY'S 100 YEARS OF MAGIC™

# DISNEY ON ICE -
JANUARY 27 - 30 = U 5. CELLULAR ARENA
4142764545 = www ticketmaster.com

414.273.7206 » wwmmarcuscenter.org

Baad o0 Vctor Huga's classic oovel, the epic

musical 3392 of ans man's struggh to sscape
Miwaukse.

4182917608 -mmwmpimul
Combise the intimate concert exparence with

Gl Wt W s g Ot
ummar | orte.
@ MILWAUKEE WAVE SOCCER
7+7:05 M= STLOUISSTEMMERS @ DON RICKLES
JHUARY 14 7.05 FM JANUBRY 17 - 18 ~ POTAWATOMI BINGO CASINO.
JAMUARY 22 .05 M« Fac:
U5 CELLULAR AREMA One of the most lowed aad rospocted taleats in

4142249283 + wew. milwatk sewave.com
In their 215t sarson, chess the Milw avkes
Wave onto yet anather home victery

entortainmant, Rickles takes the stage with his
witty humec

Free !-\Irlunnisislnd Tew's outdocr 4143184628 s Featuring the largest cast ever, Disney's captivating
rediigerats upto 100 for an and talife in this
ﬂﬂaahm lmwwswl dand and skate WWUHIIIMW’H’SWHI#W n Tribute te Wak Disney.
rentals available, underwater garden

© MILWAUKEE'S BIRTHDAY PARTY

@ “LES MISERABLES™ ® CLASSICAL CONNECTIONS - unlmlunmr JANUARY 27 « 5:30 - 8:30 PM « MARCUS CENTER

THROUGH JANUARY 9 = MARCUS CENTER JANUARY 13 - MARCUS CENTER - 414.588.9571  www mitwauk sepresscuborg.

Calebrate Mibw aulse’s 155th birthday and
i85 successes with civic and private
beadirs, and smoes Jehn MeGrverm.

« “THE UNDERPANTS"
JANRY 28 - MARCH 13
STIEMKE THERTER
SULIDUIM - sl sy som

Martin appkss his caic genus tn
.19mwvmammnmm
humiliation craates  city-wide scandal




Quarterly

Newsletter

Downtown Milwaukee
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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:

Visual ldentity
Advertising

Media Partnerships
Public relations
Community relations

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 ldeas

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
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Gift Card

DOWNTOWN

Boulder
gift card



Gift with purchase




Target the Method:

Visual ldentity
Advertising

Media Partnerships
Public relations
Community relations

Sales promotions and
events

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:

Visual ldentity
Advertising

Media Partnerships
Public relations
Community relations

Sales promotions and
events

Customer Service

Alternative and Buzz
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Using the
Internet |
on store site

- WEEKENMDS

Take home

a bumnpc;g card
and try jt




Online

E-zines GDG@

L
Chat rooms
Banner ads
Promotions
Surveys

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 4\ ét—{_
Make it a two way street i;;&/t |
Let them take it and run. H‘:r’;@?ﬁ
L NS

Contact e-mails are for contact.
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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 Emalil 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 Emalil Marketing

« 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

IN[OUCH

THE BDA'S NEWSLETTER FOR THE DOWNTOWN COMMUNTY

{m BELLEVUE DOWNTOWN

¥ ASSOCIATION

Tomatoes and the many fruits of summer

Leslie Lioyvd, BOY Preaicent

A huge summer of events winds down, butthe busy fall seasan awaits.
Welcome back, sun. read mare »

Who's behind the Downtown boom?

Warran Koons, 2007 BRA Chalr

Cranes, vacancy rates, geodraphy aside -- let's not farget the passion,
risk-taking and collabaration atwark in our growing city. read more =

Rockaraocke returns, Walk nears the finish

Mige Qgliore, Events Manager

[t's your last chance to get a free pedometer and enter to win fabulous
prizes. read more =

Get the dish on Downtown dining

Jennifer Flscher, Markating and Sponsorshin Manager

The Fall Issue of Befievue Downfown magazine will feature the 2003
Restaurant Guide and much more. read more =

Envisioning the City's waterfront

Patrick Bannon, Communications Manager

The City is several steps closer toward transforming the Meydenbauer Bay
weaterfront. Join fellowy BDA members for 2 special previews of draft
concepts. read more s

What makes a Great Stresat great?
Palrick Bannah, Commuhications Mahager

August 22, 2007

| GO

zearch back issues

Liwe gt Lunok egelar Yoshki, 3,
shunrs Bis Lego guitarn

City planners will present concepts for greener, ped-friendlier streets at the next Land Lise Forum. read more

Take the bite out of your fuel costs
TransManage Staff

Befare sumimer ends, give yourself and your employees a break from high gas prices. read maore »



CEZ

WP TOZ5-ETL-5T15 Fueyd
E3sibad 03 40 UOIREWLIo)
d04 'A3IAIRIE WnEEn]y
BYILE SaUADS BYI pUIyaqg,

e Bulpn|aul ‘unj uo-spuey
d0p Wooy AJIA0DEI]

B3 03 SpIY Y3 3yl 03 338040y
U0 AEP SIY3 53500 YIIyn
FAEIU0D 4O MY FY] ISIWED
UEISY Wolqiysa [eloads
YL IISIA Nod 3UNE 3HER
['s|emauad diysiaquiagy
Wnasnly o) 3 qeddde 3ou
Sl aunodsip) sdiysiaquiagy
wnasni pIm ||e

Aoy unodsip oi-uoowadd
diysdzquaw |g1oads

B pPUE pEAJSE SIUBUIYSEAE
Yals AEp || 2R44 39 |1t
uolssipy jAued Aepywig
Y4 AND 404 WRBEN 243

01 pERY PUB pURLLE gRIG

d Qois-tUdtE 00i0T
L00Z

‘g "130 "Aepanies
Aeq]

aad] pue uonREIqI|A]
Appuyjdig s, wunasnjy
|[EJ1I03S1IH B34y }3ljo[

WMNASNK
AYITHOLSIH 131100

A1vd IH1 JAYS

TR ] b IR L R R L P R N B N P o Ll RS PE T N

‘9aQ9-f4 L 5TE (|82 40 Juase Buwooadn wmau 3eadb
SI43 U0 UDEuLIojul Suol doy TI0d qnasplda AP memea N0 ¥2aYa asea|d juoos Buiwion

AN03 SY3 40 Uoie|dwog sy e WNIPE3S
SJaUIEYYIEL SU3 03 42Eq sjusded I3y} puUE spiy WINJad o} 3|qe|IBAR g [k A)0d] g

i=AlE SYNpE pUE Sy
J0 aunseald ayj 404 N0 pAPUEY S0 [[IM 5314000 SPELL A|YSau) adaym UayIHy U3 Jo nog
B pUE 433080 80UESSIEUSY AU} 38 youn| |2i0eds B Yy Spnjiouod |iw Aeq] AdeAaoasig syl

ij|gt se Ul ayediiped o3 spiy 4oy saued pue "sysaju0d

"saIAIlIR UNY O AlEUEs B ASYO0 (1M SU0I3EI0] AN0Y |R0ads 3yl ayg) Jo Yyaeg cusia

Anoy yaes Joj sanuil QZ-ST Ajerwixoddde axe] |im 3 pur syuaded pue spiy 52 J0 B30} E
ApnaUl |k AN03 JIE] *aA00R pAIS)| SUOIZEI0]| 30 AU} PUR UOIIELS 2Ui4 13100 AU O3 2pInD
Ano |erpads g il Duld|em ©juaded B AQ paiueduloddy usdp(iyD Jo sdnodb Y WInipels
saawuleyaer sy woay wibaq e dnol 2y rs3saquod Buiso)g wnbs|qqng pue dooy eny
Guipnjaul ualEpaiua [ 8q O5|E ||It alay] ‘aloul pue ‘slaxang 0zog ‘saseqg eyl aoey
apnjaul ik sawes Ayunpoddo o3oyd 3esab B oao) dawwer wody ysia B Guipnpm fwnpeys
sAaweXaer ayy e s0e|d Duryed saiaiae uny Jo Alaues & yum wbag s Aep ayl

‘|2t s dnoub abe Jey) spiemoy paaeab aq |k saIHAI0E

pue saweb Jayyo pue Uaup|Iyo J48)|BWSs 8y o) ddaeaqy aygy 3e eade buey fioys eoads e
aq ||im adayl rabe Jo saeal ZT 03 £ 2be wou) spix spaemay peaeab 51 jusas ay L rwunasnpy)
[EI0}5IH 321100 24} pUR J3juaD aduessieUlay ayy "Aaeaqr agqnd 321og ay3 'uonels

ad1d 39100 2y} "WnIpE}S sAawuleyyoer ey Duipnoul fsassaulsng umojumop |eoads

aLUas JO0 SAN0} SPRA[EUL Ik 3BYF JUSAS [B12ads B 350y (It QR0 SPIM A3 2002 9 420300
"AEQUNIES WO sAaquial qno spiM oy pauue|d usaq seq uaas  aJn., [S12ads o

ii121|0C UMO3UMO U
Juaag ‘map ‘ungd ‘jeidadsg

AJDUIPJODILXD YL JRAOISIQ
e 0} Apeay 329 * " 'auoia3aaj iy
wdy — weg

... — & m
£00¢Z "9 43q0100

bn.:.
“NON %__jjm Aeq AIaA02SIQ AnID S,P1A

Ty

L HELEEENE




Understand where we are now

Super Bowl draws about users

About people listened to a podcast thru
Libsyn in 2006

regular podcast users by 2010

Yahoo has users a day

McDonalds serves consumers a day

worldwide

Internet serves ad impressions aday
short videos a day on YouTube

ITunes has users

Source: Travel Spike



Not just for the young anymore

of users on MySpace are
of consumers watch online video.
of all users have forwarded video to a friend.
Americans viewed video online in July 2007.
« Half of the Podcasting Audience is

« Silver Surfers are those web users and they
account for almost .

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 /2% 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

Social Network Description Monthly
Uniques
My Space Largest and fastest growing social network. Targets a younger demographic 50 million

(18-34), however, the stats are continuing to climb with older segments,
particularly the Baby Boomers. Accept advertising and custom partnerships.

You Tube Video-sharing network is a free service and is accessed by an online 100 million
registration. YouTube does offer a travel channel for broadcast of private or video
public videos. Accepts advertising and custom programs. views/day

Facebook Facebook is the seventh-most trafficked site on the web and is the number one | 13 million

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.

Friendster Headquartered in the San Francisco Bay Area, Friendster is a social 40 million

network/community aimed at a younger demographic (teens, young adults — members
12- 24 and 15-30). Accepts advertising, custom partnerships and paid search
through Google.

Eons.com 50+ media company inspiring a generation of boomers and seniors to live the 1.5 million
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.




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

Discover Downtown Boulder
Blog spot

Announcements, information and event updates
for Downtown Boulder and the Pearl Street Mall.

FRIDAY, OCTOBER 12, 2007

The Shoot Out Boulder This Weekend i

HE

During this weekend The Shoot Out 24 Hour Filmmaking Festival Domow"

Boulder asks filmmakers, actors and artists, to trust their courage, BOUIder

imagination and determination by making a 7-minute fim in just 24

hours. The challenge and skill invaly ed bacarme s evident with the list of What Next

required technical, material, and timing 'rules’ for creating the films. | o
).

Get the Newsletter
ORI i -
g Email Downtown Boulder
£ FlLM MAKING — —
F EE : I3 Add to Google |

[ + D
[+ P |

Check the Event Calendar

i

Sign-up online at hitp:fesaewe the shootoutbo ulder.com or in person
starting at & PMin front of the Boulder County Court House on Friday, Downtown's Bloggers
Dctober 12, 2007 . The actual event kicks off at 9 P when the

filmmakers are gieen their ist of items. Support you local artists and ftand
come downtown to view their filmsl Lib
Jenn

The rest of the events this YWeekend in Downtown Boulder:
Click on a links below more info or to view the calendar

Search this blog;



Social Network Landscape

Social Network

Description

Monthly
Uniques

Tripadvisor.com

Travel 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.

20 million

Gusto.com

Gusto 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.

500,000

Travelistic.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.

Where Are You
Now
(WAYN.com)

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.

7 million
from 220
countries




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 1/4" of mobile web users
access the internet via an openwave
browser.



Mobile Media

The top mobile websites are
Yahoo! Malil

The Weather Channel
ESPN

Google Search

MSN Hotmail
MapQuest

AOL Malil

CNN

Yahoo! Weather
Yahoo! Search



Target the Method:

Visual ldentity

Advertising

Media Partnerships

Public relations

Community relations

Sales promotions and events
Customer Service

Online




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

» Users trust and
reviews more than expert reviews by a
factor of

of Internet users of
interested in user generated content

of users visit a site because of a
from a friend

Source: Center for Media Research
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Truck Magnets




CENTER YOURSELF.

_ $100s
Home prices Downtown begin in the $100,000s.
- There's something in every price range.

Coasters

VisiT LIVEDOWNTOWNDENVER.COM



ummer Concert Series
Magnet Mailer

Front

Downtown Boulder

ummer Concert Series

Back- postage side

kA (UL
Ry ¥ Rl
BANDS ON THE BRICKS | WEDNESDAYS 7-9PM
6/13 The Legendary Nikators 60s, 70s

6/20 17th Avenue Alistars & AOA R&B
6/27 Hazel Miller Funk & Soul
7/11 Onda Latin Groove —
| Daniels & The Kings Swing H I Er'ﬁ'i'

7/25 Soul School Funk DOWNTOWN

8/1 Wendy Woo Acoustic/ Pop Rock
8/8 Deja Blu Dance Band Boulder
8/15 Pearl Rock 1942 Broadway
8/22 Funkiphino Funk Suite 301
NOON TUNES | FRIDAYS Noon-1:30PM pidaciin bl
6/8 Soul Sacrifice Santana Tribute I
6/15 Mojomama Groove
2 Felonius Smith Acoustic Biues Wl N A $500
6/29 Lorrie Singer & Bradley Kopp Texan |
7/6 Faces of Eve Band Rootsy Folk G I Fr CAR D
7/13 Coles Whalen Pop Rock Sign-up or have a friend sign-up for
7/20 Beloved Invaders Surf Music Downtown Boulder's newsletter
7127 The Indulgers Celtic, Irish Rock and you will be entered in a drawing
8/3 Arthur Lee Land Band Afrograss, Folk to win a $500 Downtown Boulder
8/10 8traC Rock gift card.
8/17 Boulder Philharmonic Ciassical For details, visit
8/24 Jockamo Zydeco, Bluesiana boulderdowntown.com/band500
7
@) First National Bank I'M A MAGNET!
CiE SRS Put me on your fridge!

boulderdowntown.com

Sl Q@ Caner
DOWNTOWN

www.boulderdowntown.com | 303.449.3774

Boulder no pets, piease



Mini Summer Calendars

Downtown Milwaukee
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Target the Resources:

Assessment Revenue
Memberships

Sponsorships

~undraising (Events or other)
Partnership Opportunities
~ee 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
— Branding and Strategic Marketing Planning
— Full Service Agency
— Design Services (Agency, Design Firm, Freelancer)

— Online/Web
— Special project consultants
 Define your and be open about it

* Only work with resources you can



Target the Connections:



