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When you look into your bag of tricks, you should 
consider all options and how they will integrate as well
as support each other:
• Paid advertising (print, broadcast, online)
• Public Relations
• Events and Promotions

There’s a time and a place for each marketing component!

Advertising is one of several effective
marketing tools
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● You have something specific to offer

● You have a compelling reason people NEED your product

● You have to use advertising to make one or two key points

● You want to create or maintain an image

Advertising works best when . . . 
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For advertising to be effective . . .

Your downtown needs to have a

BRAND!
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Think of your downtown as a product! 

• How would you describe your downtown?

• What are its attributes?

• How would you define it?

• What words would you use to describe it today?

• What words would you like to use 5 years from now?
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• A quaint step back in time (gas lights, cobblestones)
• The Arts District (a Mecca for local artists)
• THE place for local cuisine
• The Green District (trees and parks)
• Where entertaining happens (weekly concerts, etc.)
• Where collectors find treasures (lots of antique shops)

Our downtown is . . . Or, we’d like to
position our downtown as . . .
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And that includes your downtown!

When you are able to define – to brand – your downtown, you 
can develop strong, specific messaging and imagines that will:

• Give people a clear picture of YOUR downtown
• Position its offerings in the most advantageous way
• Give people a solid, clear reason to come!

No product can be all things to all people
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With a strong brand in place, 
where should you advertise?

• Television 
• Radio
• On-line
• Outdoor (posters)
• Direct Mail
• Print Advertising

But, enough of this branding business!

8



9

Television is the most memorable AND the most expensive!

Television is the best for:

• Providing a strong visual image (which can attract or repel)
• Translating a brand into sights and sounds
• Using testimonials from locals citizens

Can also create a 22-second image spot and re-tag for special events

Television advertising—image 
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Television advertising—image 

http://www.downtowndevelopment.com/pdf/keegan%
20watertown%20spot%201.wmv

http://www.youtube.com/watch?v=K-9i1Zm75go&NR=1

http://www.youtube.com/watch?v=daVpkacFRAI&NR=1

http://www.downtowndevelopment.com/pdf/keegan%20watertown%20spot%201.wmv
http://www.downtowndevelopment.com/pdf/keegan%20watertown%20spot%201.wmv
http://www.youtube.com/watch?v=K-9i1Zm75go&NR=1
http://www.youtube.com/watch?v=daVpkacFRAI&NR=1


11

Television advertising – co-op

1.  Two companies per commercial
2.  Image commercial (22 seconds) with 8 second tag

listing participating companies

PROS:
• Provides cash for production and placement
• Creates valuable partnerships

CONS:
• Can alienate smaller businesses
• Can seem too commercial to viewers and detract from your 

primary message



12

Lots of good reasons to consider radio:

• More time (:60) to get your message across, 
or for co-op inclusion

• Good for driving traffic to events
• Radio is “theater of the mind”, so you can be 

over-the-top creatively
• Cheaper than TV to produce well

Radio advertising
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Radio advertising

http://www.downtowndevelopment.com/pdf/City%20of%20Ottawa
%20-%20Shop%20Downtown%2030%20REV%20-%20101509.mp3

http://www.downtowndevelopment.com/pdf/City%20of%20Ottawa%20-%20Shop%20Downtown%2030%20REV%20-%20101509.mp3
http://www.downtowndevelopment.com/pdf/City%20of%20Ottawa%20-%20Shop%20Downtown%2030%20REV%20-%20101509.mp3
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There are many options – from banner ads on local 
news / entertainment sites to Facebook ads to the purchase of 
Google Ad Words.

PROS:

• Easy to control / contain costs
• Easy to target very specific audiences
• Easy (and inexpensive to produce)

On-line advertising
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On-line advertising
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Outdoor / transit advertising

Although billboards are outlawed in Maine, transit signage
and a co-op program with merchants to display oversized 
posters might do the trick!

• Highly visible
• Creates a sense of being “everywhere”
• Posters can be part of a series or story that can be carried

from merchant to merchant all across town
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Outdoor / transit advertising
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Outdoor / transit advertising
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Direct mail

Direct mail can put your targeted message directly in the 
hands of your intended audience, but . . . 

• It can be expensive to develop, print and mail

• It needs a BIG offer to be truly effective (two for one 
dinners at participating restaurants, entry into a drawing for a 
free weekend, free art, etc.)

• It needs to be really interesting and compelling
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Direct mail
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Direct mail
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Direct mail
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Local newspapers are tried and true vehicles to reach 
certain target audiences

● Look to papers for advertising events, posting offers, etc.

● Make your local paper a partner!

Print advertising
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Print advertising
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● It’s NOT the medium

● Don’t start with “what’s the best for promotion a

downtown – radio, TV or print?”

Start with your objective!

Get creative!
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● Why should people come to our downtown?

● Who do we want to come?

● What do we want them to do went they get here?

● Where is THAT group of people getting its information?

Then . . . Let’s advertise our message there!

The real question is . . . 
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Finally . . . Focus your limited resources

If you have limited dollars:

• Focus your spending on one or two complementary advertising 
outlets (don’t spread $10,000 over 9-10 mini-projects)

• Concentrate advertising efforts in one or two major promotions. 
(Don’t try to spread $10,000 over a 12 month period. You won’t 
get enough reach and frequency to be effective.)

• If you can demonstrate effectiveness with a well-planned 
campaign, you are in a better position to obtain future funding.
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It’s not so much about the tools of advertising . . . It’s about 
the message!

In the end . . . 
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Thank You!

Questions
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