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A We have the ability to:

I Grow revenue for more advanced
downtown programming.

I Grow volunteers for downtown.

I Attract downtown local and visitor foot
traffic.
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A We have the ability to:

I To spur physical improvements to
downtown buildings and public space.

I To spur new businesses and investment.
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downtown and our programs. NORTH
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A To control the message.
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Opportunity to:

A Change the message depending on the
audience.

A Direct the message to target audience(s) for
the desired IMPACT that we are hopagm
to achieve. CAROLINA
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Why Downtowns
Use Different Technigues to

Communicate

A People learn different ways:
I Visually
I Aurally
I Numerically

VWe have to communicate thway that

others learn not the way that pud
we preferto communicate. CAROLINA
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Determining How to
Communicate

Determine theGoals of the Communication
nitiative and thedesired measurable results

dentify andTarget the Audience
Develop theMessage

Determine theBest Method of Communication

A Evaluate the Procesand make adjustments

accordingly to achieve the highest impact.
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A Measure the Impaobf your effort T
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Determine the Goals
Possible Goals

A Recruit morevolunteers(how many more?)
ORGANIZATION

A Raise moranoney(how much more?)
ORGANIZATION

A Attract newbusinesses and investots
downtown (what kind of developmen2)-

ECONOMIC RESTRUCTURING  <AfeH™A




Determine the Goals

Possible Goals

A To excite the community about the potential
for visual Iimprovements(to spur more
Improvements? For what purpose?) DESIGN

A To communicate thelepth and variety
of downtown(to combat negative
comments?) ORGANIZATION, DESIGN,
PROMOTION AND ECONOMIC
RESTRUCTURING - NORTH

CAROLINA
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Target Audiences

A Different age groups and demographitesarn

and receive informatiomlifferently
AThe Greatest Generation (born 190924)-
rely on newspapers and televisioil hey hate

AAIl PEIiTAO AT A 100
computer savvy.




Target Audiences

A Different age groups and demographics lear
and receive information differently
AThe Silent Generation (born 192945 - rely
on newspapers, television, radid hey have
AAT1T DPEIT AOh AOCO 110
PEITTAO AT A 1100 AOATE
savvy.




Target Audiences

A Different age groups and demographics learn
and receive information differently

ABaby Boomers (born 1948964)- still read

newspapers, may watch the news, but rely
more on emaill and web.

Older boomers like mail, faghard copy

Younger boomers like smart phones, web and

are learning newer forms of technology. . .

: - NORTH
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Target Audiences

A Different age groups and demographics learn

and receive information differently

A AT A OA OFboin 1955 ahd1089T his
generation was raised on television, Atari
Waddo O AT A DAOOIT Al Al
comfortable using PDAs, cell phonespall,
laptops, smart phones and other technology .
They prefer to read online newspapers, and
use smart phones and Facebook forr =xrv:

»NORTH
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Target Audiences

A Different age groups and demographics lea
and receive information differently

AGeneration Yz The Millennials (born 1982001)

preferred learning environment combines teamwork
and technology

-OAOAT U OAAAO Al AEI AQAR
voice mail often, relies on web, text messaging, smé
phones, Facebook, YouTube and Skype for

everything and sometimes uses instant = # = v:

messaging. CAROLINA




Target Audiences

A Different age groups and demographics lea
and receive information differently

AGeneration Z (born 2002present)

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




Target Audiences

A Elected Officials/Government Staff
A Merchants/Business Owners

A Property Owners

A Civic Group

A Developers

A Residents

A School

A Etc.




Develop the Message

Examplez A new Italilan Restaurant is opening
In downtown ANYTOWN.
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Develop the Message

Examplez 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.

A Communications Strategy:

A Coordinate aibbon cutting event and take a
photo (Promotionz Image Building Campaign)
-ECONOMIAMPACT:

0 Reinforces that downtown is a growth district.
*NORTH

How many new businesses have CAROLINA
opened?



Develop the Message

Communications Strategy Continued:

A Write abusiness briefibout the opening
(Promotionz Image Building Campaign)
- ECONOMIC IMPACT:

0 Reinforces that downtown is attracting

new businesses and new business owne
How many?




Develop the Message

Communications Strategy Continued:

A Write abrief press releasabout the history of the
building and a brief bio of the new owners and the
goods and services that will be offered. Include a
guote from the owners of why they want to be
downtown.

- ECONOMIC IMPACT:

0 Reinforces historic preservation,
rehabilitation and economic development

through a personal touch. e
CAROLINA



Develop the Message

Communications Strategy Continued:

Alnclude 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?
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Incorporate Ways of Learning

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

I Visual Components of the message
I Aural Components of the message
I Numerical Components of the message
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Visual Ways of Communicating

A Map

A Develop a Master Plan
A Design Charrettes

A Design Plans

A Before and After Photos
A Storefront Windows

A Artist Renderings

A Posters/PostcardsfEhirts, etc. o et

A Public Art SAROLINA




North Carolina

Main Street
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Designation Year & Community

1980

1 New Bern
2 Salisbury

3 Shelby

4 Tarboro

5 Washington

1993
34 Albemarle
35 Boone
36 Brevard
37 Lexington

1982

6 Clinton
7 Motganton
8 Statesville

9 Rocky Mount

10 Wilson

1995
38 Farmville
39 Lincolnton
40 Roxboro
41 Sylva

1984
11 Goldsboro
12 Lenoir
13 Reidsville
14 Sanford
15 Wadesboro

1998
42 Elkin
43 Monroe
44 Oxford
45 Sparta

D
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1986 1988 1990
16 Henderson 21 Burlington 26 Concord
17 Hendersonville 22 Elizabeth City 27 Newton
18 Kinston 23 Lumberton 28 Rutherfordton
19 Smithfield 24 Mooresville 29 Aberdeen (N-A)
20 Waynesville 25 Mount Airy (N-A) 30 Franklin
2000 2003 2006
46 Belmont (N-A) 50 Eden 54 Clayton
47 Hertford 51 Edenton 55 Fuquay-Varina
48 Morehead City 52 Forest City 56 Hickory
49 North Wilkesboro 53 Marion 57 Wake Forest

@® Main Street Community
(N-A) indicates community is ‘not active’ in the program.

1991
31 Mocksville
32 Southport
33 Spruce Pine

2009

58 Davidson

59 Garner

60 Kings Mountain
61 Roanoke Rapids



Morth Carolina
Main Street

North Carolina Main Street
and Small Town Main Street Communities

Designation Year & Community

1980
1 Memwr Bern
2 Salishury
3 Shelby
4 Tarlsaro
5 "E":\i.'hingmn

1993
34 AThemarle
35 Boone
36 Brevard
AT T..f_r!c'inE't\qrn

2007
11 Angler
12 Badin
13 Buzpear
14 Tryon
15 Wear Jeffereon
16 Windzos

1982
G s
b Mgrg‘tnlq&n
H Breatesrcille
aq R{s—cl-;:.r Mloanr
A0 Wilacn

1995
34 Farmwille
39 Lincelnton
4 Bowzoma
41 S:Il']ﬂ

M
17 Beneon
18 Busnsville

19 Granhe Falls
Z0 Harnlzr (IN-Aj

Z1 haxion
Z2 Boacboso

1084
11 Gaoldeharo
12 Tenair
13 Reidawilles
14 Sanfard
15 Waclcelore

1986
14 Henederro
17 Henddereoyille
18 Kingtan
19 Sreairth Fcld
an ‘ﬁ'ﬂ.}m.:uri'llr:

1008 2000
42 BElkir 45 Belmeone $N-A)
43 Monroe 47 Herfod
Ad Oreford 43 Maorshead Cinr
45 Sparta 49 Morch Wilkeshoro
20049
53 Dravideon G Klngs Moonrain
59 Gatace £l Roanoke Rapids
23 La Crrangs i Helma
24 i hr'rq.' A7 Waxhaor

23 Eorhhins

ZH Wlkeshioro

21 Biazl Tt

21 Hlizakserth Ciny
23 Toarnbereon
24 M ooreaville
25 B ovumnic J’l.if}' [:N--’l._]

2003

50 Eden

51 BEdenton

1 Chadbauorn (M-A)
2 Mount OlHve

2044
29 Carawha
30 Highlands
31 burfecedbaors
32 Plymouth
33 Seatlend MNeck
34 Trav

27 Mewran

23 Rutherfordon

245 Cancord

1941
3] Mackewills
iz S—n‘:ﬂ\I\nrr
33 Spruce Fine

29 Aberdeen [TN-A)

30 Franklin
200
52 Farest City 5 Spring Hope
53 Marinn & Pebulon (N-A)
3 Weldon
4 Wi lliamston 2[:"]5
T Wralnat Coss
M1
35 Beazcmer Cloy
i Lillengrtony
37 Phomabvowo

38 Troauman
¥ Watrenton

2006

54 Claymn
A5 Fuquay-Yarina
& Myden

9 Fairmont

56 Hickary
57 Wake Forest
110 Mount (lead

@ Main Stzect Commuanity [ S3mall Townn Main Stresr Commmunior
(™ -A)} indicares communicy @ ‘et actlve® in the program.



Before & After




Streetscape Plan

CONCEPTUAL STREETSCAPE MASTERPLAN FOR FALLS ROAD CONCEPTUAL STREETSCAPES PERSPECTIVE

TowN OF BADIN CONCEPTUAL MASTERPLAN SEPTEMBER 2008 SMALL TOWN MAIN STREET




Using Photos
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Before & After




Storefront Windows




