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7ÈÙ )ÔȭÓ )ÍÐÏÒÔÁÎÔ 
ÅWe have the ability to: 

ïGrow revenue for more advanced 
downtown programming. 

 

ïGrow volunteers for downtown. 

 

ïAttract downtown local and visitor foot 
traffic. 

 

 

 



7ÈÙ )ÔȭÓ )ÍÐÏÒÔÁÎÔ 
ÅWe have the ability to: 

ïTo spur physical improvements to 
downtown buildings and public space. 

 

ïTo spur new businesses and investment. 

 

 7Å ÄÏÎȭÔ ÍÁËÅ ENOUGH of an effort to Ȱ4ÅÌÌ 
/ÕÒ #/-0,%4% 3ÔÏÒÙȱ for the benefit of 
downtown and our programs. 

 

 



7ÈÙ )ÔȭÓ )ÍÐÏÒÔÁÎÔ 

ÅTo control the message. 

Å)Æ ×Å ÄÏÎȭÔ ÃÏÎÔÒÏÌ ÉÔȟ ÔÈÅ ÍÅÄÉÁ ×ÉÌÌȢ 

 

Opportunity to: 

ÅChange the message depending on the 
audience. 

ÅDirect the message to target audience(s) for 
the desired IMPACT that we are hoping             
to achieve. 

 



7ÈÙ )ÔȭÓ )ÍÐÏÒÔÁÎÔ 
 άDƻƻŘ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ƛǎ 

just as stimulating as 
black coffee, and just as 
ƘŀǊŘ ǘƻ ǎƭŜŜǇ ŀŦǘŜǊΦέ 

 

 Anne Morrow Lindbergh 



Why Downtowns  
Use Different Techniques to 

Communicate 
ÅPeople learn different ways: 

ïVisually 

ïAurally 

ïNumerically 

VWe have to communicate the way that 
others learn, not the way that                      
we prefer to communicate. 

 



Determining How to 
Communicate 

ÅDetermine the Goals of the Communication 
Initiative and the desired measurable results 

ÅIdentify and Target the Audience 

ÅDevelop the Message 

ÅDetermine the Best Method of Communication 

ÅEvaluate the Process and make adjustments 
accordingly to achieve the highest impact. 

ÅMeasure the Impact of your effort 



Determine the Goals 
Possible Goals 

ÅRecruit more volunteers (how many more?) 

 ORGANIZATION 

 

ÅRaise more money (how much more?) 

 ORGANIZATION 

 

ÅAttract new businesses and investors to 
downtown (what kind of development?) 

 ECONOMIC RESTRUCTURING 



Determine the Goals 
Possible Goals 

ÅTo excite the community about the potential 
for visual improvements. (to spur more 
improvements? For what purpose?)  DESIGN 

 

ÅTo communicate the depth and variety            
of downtown (to combat negative 
comments?)  ORGANIZATION, DESIGN, 
PROMOTION AND ECONOMIC 
RESTRUCTURING 



13 Restaurants 26 Retailers 

3000 rack cards each 



Target Audiences 

ÅDifferent age groups and demographics learn 
and receive information differently 

ÅThe Greatest Generation (born 1901-1924) - 
rely on newspapers and television.  They hate 
ÃÅÌÌ ÐÈÏÎÅÓ ÁÎÄ ÍÏÓÔ ÁÒÅÎȭÔ ÐÁÒÔÉÃÕÌÁÒÌÙ 
computer savvy. 



Target Audiences 

ÅDifferent age groups and demographics learn 
and receive information differently 

ÅThe Silent Generation (born 1925-1945) - rely 
on newspapers, television, radio.  They have 
ÃÅÌÌ ÐÈÏÎÅÓȟ ÂÕÔ ÎÏÔ ÔÈÅÙ ÄÏÎȭÔ ÔÒÕÓÔ ÓÍÁÒÔ 
ÐÈÏÎÅÓ ÁÎÄ ÍÏÓÔ ÁÒÅÎȭÔ ÐÁÒÔÉÃÕÌÁÒÌÙ ÃÏÍÐÕÔÅÒ 
savvy. 



Target Audiences 
ÅDifferent age groups and demographics learn 

and receive information differently 

ÅBaby Boomers (born 1946-1964) - still read 
newspapers, may watch the news, but rely 
more on email and web.                      

   Older boomers like mail, fax ɀ hard copy. 

 Younger boomers like smart phones, web and 
are learning newer forms of technology                       
because of kids. 



Target Audiences 
ÅDifferent age groups and demographics learn 

and receive information differently 

Å'ÅÎÅÒÁÔÉÏÎ 8ȭÅÒÓɀ (born 1965 and 1980)ɀ This 
generation was raised on television, Atari 
ΨάΦΦȭÓ ÁÎÄ ÐÅÒÓÏÎÁÌ ÃÏÍÐÕÔÅÒÓȢ 4ÈÅÙ ÁÒÅ 
comfortable using PDAs, cell phones, e-mail, 
laptops, smart phones and other technology .  
They prefer to read online newspapers, and 
use smart phones and Facebook for 
communication. 



Target Audiences 

ÅDifferent age groups and demographics learn 
and receive information differently 
ÅGeneration Y ɀ The Millennials (born 1981-2001) 

 preferred learning environment combines teamwork 
and technology  

 - ÒÁÒÅÌÙ ÒÅÁÄÓ ÅÍÁÉÌ ÅØÃÅÐÔ ÆÏÒ ×ÏÒËȟ ÄÏÅÓÎȭÔ ÌÉÓÔÅÎ ÔÏ 
voice mail often, relies on web, text messaging,  smart 
phones, Facebook, YouTube  and Skype for          
everything and sometimes uses instant            
messaging. 



Target Audiences 

ÅDifferent age groups and demographics learn 
and receive information differently 

ÅGeneration Z ɀ (born 2002-present) 

 Lifelong use of technology for communication.  
They rely on the web, instant messaging, text 
messaging, cell phones, smart phones and 
YouTube FOR EVERYTHING. 



Target Audiences 

ÅElected Officials/Government Staff 

ÅMerchants/Business Owners 

ÅProperty Owners 

ÅCivic Group 

ÅDevelopers 

ÅResidents 

ÅSchool 

ÅEtc. 

 

 



Develop the Message 
Example ɀ A new Italian Restaurant is opening 

in downtown ANYTOWN.  

 

 
 



Develop the Message 
Example ɀ A new Italian Restaurant is opening 

downtown 

Goal: To communicate the impact of a new restaurant 
for downtown for increased foot traffic and to spur 
additional investment. 

ÅCommunications Strategy: 

ÅCoordinate a ribbon cutting event and take a 
photo (Promotion ɀ Image Building Campaign) 

 -ECONOMIC IMPACT:  

o Reinforces that downtown is a growth district.  
How many new businesses have               
opened? 

 



Develop the Message 
Communications Strategy Continued: 

ÅWrite a business brief about the opening 
(Promotion ɀ Image Building Campaign) 

 - ECONOMIC IMPACT:  

o Reinforces that downtown is attracting 
new businesses and new business owners.  
How many? 

 



Develop the Message 

Communications Strategy Continued: 

ÅWrite a brief press release about the history of the 
building and a brief bio of the new owners and the 
goods and services that will be offered. Include a 
quote  from the owners of why they want to be 
downtown. 

 - ECONOMIC IMPACT:  

o Reinforces historic preservation, 
rehabilitation and economic development 
through a personal touch. 

 



Develop the Message 
Communications Strategy Continued: 

ÅInclude in the press release, as appropriate, the 
dollar investment to the building and the use of 
incentives 

 - ECONOMIC IMPACT: 

o Demystifies the cost of rehabbing an older 
structure.  Was it cheaper than new 
construction?  By how much? 

 



Incorporate Ways of Learning  

Incorporate the ways that people learn 
into the message each time to reach a 
broader, yet targeted audience. 

ïVisual Components of the message 

ïAural Components of the message 

ïNumerical Components of the message 



Visual Ways of Communicating 
ÅMap  

ÅDevelop a Master Plan 

ÅDesign Charrettes 

ÅDesign Plans  

ÅBefore and After Photos 

ÅStorefront Windows  

ÅArtist Renderings 

ÅPosters/Postcards/T-shirts, etc. 

ÅPublic Art 







Before & After 



Streetscape Plan 



Using Photos 



Before & After 



Storefront Windows 


