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Downtown and the Expectation 
Management Business

• 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.
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Don’t just promote your downtown, 
Present your experience

• Experiential 
– person to person 

contact 

• Accessibility (not 
affordability)
– It’s not what the 

market will bear – it’s 
what the market will 
value.
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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
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Brand-Aid
• Image 

Development
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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.
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IMAGE
• controllable or changeable versus fixed

• need not be  highly visual: may include attitudinal 
or emotional aspects

• may or may not reflect present day reality

• emphasize and build on positive image

• address the issues that influence negative public 
perception

• Change through marketing is likely to be a 
gradual process

• must be closely linked to the overall community 
vision
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A Brand is a PROMISE
• Branding is a chain that begins with the 

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

• Your packaging, logo, advertising, web 
collateral, even your annual report must 
communicate this promise.

• You make that promise in your 
communications, but you must support it 
with all your actions.
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The Brand Development Process:
Step One: Develop the brand team

Step Two:  Assessment of current situation
Determine how the brand is perceived today by targeted customers. Identify 
what the brand is NOT.

Step Three: Develop the brand promise
Know your competitive advantage - Who you are and what makes you 
different

Step Four: Create the brand communications plan
Develop Logo, color palette, messaging

Step Five: Build and sustain the brand for the 
stakeholders
Be consistent.
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Step Three: Develop the brand promise

What is your current brand name?

What business are you in?  
Approach from your downtown organization perspective

What do you provide?
Make a list of really cool things about your downtown

What differentiates your product from the competition?
Make sure you identify the competition and know what they do.

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

What is your emotional hook?
People support what they believe in.
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Positioning Template

Do they support by brand promise?  Are 
they credible?

Reasons to 
Believe

Is it:  A motivating benefit to my target?  
Truly differentiating?  Does it connect 
on an emotional level?

Differentiating 
Benefit

What does your downtown replace in 
the market?

Frame of 
Reference

Is it:  Ownable?   Memorable? Linked to 
my core benefits?

Brand Name

Is it:  Focused enough?  Big enough?  
Can I target it effectively?  Do I know 
who NOT to talk to?

Target Audience
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YOU TRY IT!

For (TARGET AUDIENCE)_________________________

(BRAND NAME) ______________________________________________ is the

(FRAME OF REFERENCE) _________________________

that provides (DIFFERENTIATING BENEFIT) _______________________

_____________________________ because of (REASONS TO BELIEVE) 

___________________________________________________________________.



13

Branding Rules

• Be who you are

• Be bold vs. being shy

• Be consistent.
– Look
– Messaging
– Timeless
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Buy Your Way In
• Advertising
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Advantages of Advertising Partnerships

• Most cost effective way for individual businesses 
to promote themselves to the target market.

• Enables the organization to promote whatever 
image, brand or identity may have been 
developed for the downtown as the ‘umbrella© 
under which individual businesses are 
promoted. 

• Creates the image in the mind of the potential 
shopper or service user that there is a wide 
variety of retail and services available in the 
downtown.
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Develop an Advertising Partnership

• Solicit initial interest
• Determine possibilities 
• Determine pricing
• Solicit broad interest
• Design the ad (or the program)
• Place the ad (or implement the program)
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Examples of Advertising Partnerships

• Packaging
– Accommodation – attraction – dining –

transportation
– Product based – discounts for other businesses

• Gift Certificates
• Downtown Web Sites
• Co-op media advertising



18

Hit the Headlines
• Communications and 

PR
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Publicity – the OLD way

• “Ink”
• Stunts – sham productions
• Marketing and advertising
• Surveys and free samples
• Big expensive agency
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Public Relations - 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
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Creating a PR plan
• Think through your audiences.

– Individuals or groups that have an interest or a stake.

– Audiences have the power to communicate about YOU!

• Develop a PR plan
– Objectives – what do you want to accomplish?
– Positioning – How do you want to be perceived?

– Key Messages – What are the important facts?

• Develop a relationship with and use the   
local media.
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Inquiring Minds Want to Know…

Know
Offer
Produce
Compile
Interpret

Provide
Market
Analyze
Understand 
Or do….

Better than anyone else?

Someone, somewhere wants to know!

What do you…..
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Public Relations:  Credibility

• Don’t rely on advertising to tell your story
• For best results, hire a professional on a contract
• Develop a media list

– Check with other organizations that seek publicity

• Learn to write a press release 
• 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

• Develop a strategy consistent with your brand
• Importance of downtown people = familiar faces
• Beware of Press Conferences!  

– You can’t always control them
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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!!
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Y’all Come Down!
• Traffic Building Events 
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Events that draw a crowd.

• Parades
• Concerts
• Ethnic 

Celebrations
• Holiday Events
• Festivals
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Festival Themes

• Unique community attributes

• Music or Art

• Food

• Ethnic

• Time of Year
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That Thing You Do!

• Creating an 
Event Matrix
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Event Objectives for 
Downtown Boulder
• Community
• Ambiance
• Fundraising
• Traffic Generating
• Retail
• Boundary Extension
• Restaurant
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Downtown Event Calendar

On-Going

Bands on the Bricks, Friday Noon Tunes, Lunch 
Time Gigs on the Plaza, First Friday Jazz on the 
Plaza, Farmers’ Market, Ice Rink at One 
Boulder Plaza

December

Lights of December Parade
St. Nicks on the Bricks

November

Switch on the Holidays

October

Munchkin Masquerade

September

Pride Fest

Home Town Fair

Fall Festival

August

Asian Festival

Pearl St. Mile

July

Romanian Festival

ArtFair

West End 3K

June

International Dance Festival

Boulder Jewish Festival

May

Bolder Boulder Sports Expo

Boulder Creek Festival

April

Kinetics Parade

March of Dimes Walk

Tulip Fairy & Elf Parade



31

2006 Strategic Changes

No ChangesDecember 2Lights of December

No ChangesOctober 31Munchkin 
Masquerade

No changes.August 4-6Summer Sidewalk 
Sale

Thurs. change didn’ t work, those that close still 
closed.  Restaurants felt that Wed. had given them 
another strong night as Thursday were already 
strong.  Survey of attendees also supported this 
move.

10 concerts on Wednesdays 
beginning June 14 through 
August 16

Bands on the Bricks

Name is more descriptive.  Last year’s Friday 
concerts were well attended.

11 concerts on Fridays 
beginning June 9 through 
August 18

Noon Tunes

No more retail event.  The timing is not right for a 
sidewalk sale.   People love to come downtown for 
the Tulips, best to capitalize on reminding them 
that they are in bloom.

Sunday, April 30 at 2:00 
p.m. 

Tulip Fairy & Elf 
Parade Celebration

Timing will better coincide with retail sales.To be held Presidents’
Weekend--Save Some 
President’s Sale.

1st Qtr Retail Event

ReasonsDates/Times/SuggestionsEvent
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Target 
marketEvent

Event Matrix Template

objective
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Cha Ching!
• Retail Events



35



36

Step ONE:  Purpose of a retail event 
• Create activity
• Stimulate business
• Create image of 

downtown as a 
“happening” place

• Get rid of old 
merchandise

• Make room for new 
merchandise

• Market to new area

• Market to a new group 
of people

• Add names to data 
base

• Need some cash
• Celebrate a change
• Capitalize on an event 

taking place in town
• Camaraderie:  bringing 

people together
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Step TWO:  What to avoid
• Mark up – mark down
• Percent off sale
• Weak offer (Valentine’s Day?  So what?)
• Don’t let merchants get sentimental about 

merchandise.
• Don’t let yourself get sentimental about the 

promotion.
• Don’t have too many – loses impact.
• Build in a closing period.
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Step THREE:  Plan your event
• Why are you having an event?
• What is the target market for this event?
• What is

– Going on sale?
– Being promoted?
– The impact?
– The offer?
– The entertainment?

• When are you going to have it?
• What is the focal point in downtown going 

to be?
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Step FOUR:  Promotion and 
Advertising

• Most effective:  Direct Mail
• Second most effective:  telemarketing (leave 

phone message.)
• Most neglected form of advertising:  signage
• Not as effective as it used to be:  

newspapers
• Use press releases – find the angle.
• Don’t forget employee buy in, education, 

and marketing power.
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Step FIVE:  Present!
• Bold interior and exterior signage.

– Quirky can work – and capture attention 
– Not just information – but feel and image

• Strong impact at the storefront.
• Encourage merchants to price everything 

and use special promotion price tags. (can 
increase sales by 18%!)

• Planned confusion – buying frenzy.
• Make it fun!
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Retail Promotion Idea Brainstorm

• Individual and Group Business Promotions
– Milestone dates
– Live Entertainment
– Product based

• Market Downtown Collectively
– Seasonal promotions
– Social events
– Own something (orange = Florida)
– More consistent marketing
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By the Numbers:  Purchase Triggers

• 85%: The share of purchase decisions 
reached in stores
• 3 seconds: The time it takes for a 
product to make an impression on a shopper
• 80%: The portion of purchase decisions 
made in 4 seconds
• 95%: The percentage of purchases 
driven by a person’s emotions
• 6: The average number of brands for 
which a person feels loyalty beyond reason

Source: Women’s Wear Daily
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Get Human!

Customer Service as a Marketing Strategy
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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
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Businesses Should….
• Understand the customer laws outlined in the previous slide
• Get acquainted with your customer

– Particularly through personal contact 

• Identify a target customer by use of demographics 
– Such as age, sex, income level, location of residence and buying 

habits 

• Know what your customer wants to buy 
• Know why your customer wants to buy 
• Know when your customer wants to buy 
• Know where people like to shop 
• Study the competition 
• Learn from your peers 
• Gather good ideas from everyone

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
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Characteristics of a 
Customer Service Focus

• Service awareness is the top priority for every employee in 
the organization 

• Staff members listen and respond to the constantly evolving 
needs and expectations of customers

• A clear definition of "service" is developed and 
communicated to employees at every level

• Standards of excellence are established and adhered to
• The organization has a clear commitment to employee 

training and invests considerable resources in it
• The organization encourages feedback from customers: it 

regards complaints as an opportunity to improve service, 
rather than a negative aspect of business

Source:  Training for Everyone, Canadian Training Handbook, Vol. 5, 1999, CCH Canadian Limited, North York, Ontario.
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