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Promotion Philosophy 

 Promotion takes many forms, but the 
goal is to create a positive image that 
will rekindle community pride and 
improve consumer and investor 
confidence in your commercial 
district. 

http://www.preservationnation.org/main-street/about-main-street/the-approach 



Promotion Philosophy 
 Promotion communicates your 
commercial district's unique 
characteristics, business 
establishments and activities to 
shoppers, investors, potential 
business and property owners 
and visitors. 

http://www.preservationnation.org/main-street/about-main-street/the-approach 



Promotion 
•     Promotion is communicating to the public 
in an attempt to influence the purchase or 
buying your products and/or services. 

•     The word  promotion is also used 
specifically to refer to a particular activity that 
is intended to promote the business, product 
or service. 



Promotion 
•      Promotion is a broader, all inclusive term 
than marketing or advertising. 

• Advertising is just one specific action you 
could take to promote your product or 
service.  

•     Promotion includes all the ways available 
to make a product and/or service known with 
the goal of increased revenues or positive   
economic impact. 



We Promote an Image with        
our Actions and our Inactions 

This 

Not THIS 

Charlottesville, VA 



We Promote an Image with 
the Choices that we Make 

Welcome Image  

Not So Welcome Image 



Three Keys to Promotion 

• Authentic  
• Creative 
• Market Driven 

Sundial Project in Burnsville, 
N.C. 



Promotion 
3 Basic Areas of Focus: 

• Image Building 
Campaigns 

• Retail Promotion 
• Special Event 

Development 



Image Building Campaigns 
•  Create the Brand 

-  Colors 
-  Graphics, Slogans 

& Taglines 
- Wayfinding, etc. 

•  Communicate the 
Brand 

     - Advertising 
     - Collateral Materials 

 - Media Kits 
 - Image Building 
Events 



Develop the Brand 



Develop the Brand 

Badin, N.C. 



Communicate the Brand 
•  Develop Image 

Advertising 
– Use traditional and 

nontraditional means of 
advertising to get the 
message out. 

•  Create Collateral 
Materials 
– Repeat the logo/graphics on 

printed materials and public 
signs 



Communicate the Brand 
•  Produce Media Kits  

– Promote your success to the 
media through press 
releases, interviews, etc. 

•  Plan Image Building 
Events 
– Develop Public Displays and 

Special Events to reinforce 
your message. 



Communicate the Brand 

Window murals that promote opportunity 



Communicate the Brand 

West Jefferson, N.C. cows promote the cheese 
production. 



Retail Promotion 

•  Getting Customers in the Doors and Encouraging the 
Cash Registers to Ring 
–  Joint Advertising Campaigns 

•  Traditional Forms and Web Based Advertising 
–  Sidewalk Sales and Shopping Campaigns 
–  Marketing and Education about the depth of the    

goods and services that are available. 



Successful Retail Promotions 
•  Planned with merchants in mind (and 

hopefully participating in the planning) 
•  Retail events avoid discounting in favor of 

unique downtown features such as:  
– Convenience 
– Service  
– Variety 
– Familiarity 
– Exclusiveness 



3 Types of Retail Promotions 
Cooperative Promotion 
Cluster and promote stores 

in the same category to 
grow downtown as a 
destination. 

Examples of Cooperative 
Promotion: 
  Spring Fashion Show 
  “Taste of Downtown” 
Restaurant Guide 
  A Wedding Industry 
Promotion 
  Coop Ads 



Cooperative Promotion 



Cooperative Promotion 
Additional Examples of Cooperative 
Promotion: 

  Art Crawls 
  Destination Downtown 
Activities 



Cooperative Promotion 



Cooperative Retail Promotion 

All Restaurants are IRISH on St. Patty’s Day in this 
town 



3 Types of Retail Promotions 

Cross Promotion 
Groups businesses with complementary 
goods into one retail event or into 
coordinated displays. 



Cross Promotion 
Examples of Cross Promotion: 

 A coffee shop sells select baked goods 
from downtown bakery & vice versa  

+ 



Cross Promotion 
Examples: 

   An upholsterer who displays a bolt of 
fabric in his store window promoting a 
local fabric store. 

   A downtown business hosts a 
photographer or artist’s show by 
providing “gallery space” for displaying 
the art work on the business’ walls.  



Cross Promotion 
  Product companies have been doing cross 

promotion for years. 
  Schools are heavily engaged in cross 

promotion now: 
  Ball game tickets have a discount coupon on 

the ticket from sports retailer. 

 Why not downtown? 
 Truth is – this is a missed 
opportunity for most 
downtowns. 



3 Types of Retail Promotions 
Niche Promotion 
Focuses attention not 
on the product mix, but 
on the specific 
consumer group 
targeted through 
specially distributed 
flyers, coupons, 
posters, and/or media 
ads. 

•  Targets a very 
specific audience 



Niche Promotion 
  Children 
  Teachers 
  Govt. 

Employees 
  College 

Students 
  Or maybe 

football 
game 
attendees
… 



Niche Promotion 
Examples of Niche 
Promotion: 

  “Appreciation 
Days” for seniors  
  Employee 
coupons for area 
workers 
  “Celebrate youth 
day,” etc. 
  or a “Friends of 
Uptown group” 



Special Events 

•  Community Heritage 
Events 

•  Special Holiday Events 
•  Social Events 

Special Events create reasons 
for people to come downtown 



Community Heritage Events 
•  These events 

enhance the unique 
cultures of the 
community, such as 
music, foods, dance, 
art, indigenous 
animals, etc. 

•  They extend the 
downtown vision and 
the downtown brand. 



Community Heritage Events 

MerleFest in Wilkesboro 

Pickin’ on the Pamlico in 
Washington 



Special Holiday Promotion 
•  The most common is Christmas or a  Winter 

holiday promotion.  Most communities at a 
minimum are engaged in this type of a special 
event. 

•  Holiday celebrations 
  could be a national, 
 state, or local holiday 

  or celebration –  
 traditional or  
 non-traditional. 



Special Holiday Promotion 
•  They may take the form of parades 

 Open House events, festivals, music & food 
            celebrations. 

            Example:  
             
 Covington, VA            
 Labor Day Festival           
 in celebration of           
 the industrial             
 workforce. 



Special Holiday Promotion 



Special Holiday Events 

Look for opportunities to 
celebrate things that represent 
the values of your downtown 
revitalization program – such as 
National Preservation Month. 



Special Holiday Promotion 

Sometimes it’s not about creating 
something new, but enhancing an 
existing event with something 
special – small additions that add 
big impact. 



Social Events 
•  Social events create reasons for the 

community or the region to come 
downtown and be together. 

•  Downtown is the 
venue to ”meet 
the neighbors”. 



Social Events 
They may take the form  
of a Farmers Market, a 
music event, a car show, a 
cook-off, etc. 



3 Keys to Successful Events 
1.  Music 
2.  Food 
3.  Activities for all ages – especially 

children 

Sprinkler Fun 
Days in 
Goldsboro 

Center Street Jam in 
Goldsboro 



Measure the Impact of Your 
Promotion 

Develop Measurements for your 
Activities: 
•      Attendance at an Event 
•  Increase in Retail Sales 
• Number of Returning/Repeat Customers 
• Number of New Customers  
• Increase in Travel Writer Interest 
• Number of Tourists Visiting 
• Volunteer Hours and Value 

 http://independentsector.org/volunteer_time 

• Additional Activity Spurred from Promotion 



DESIGN 
Improving the physical  
aspects of downtown. 

PROMOTION 
Selling a positive image of  

downtown based on the authentic,  
 creative assets of the community. 

ECONOMIC RESTRUCTURING 
Strengthening the  

existing economic assets; 
 expanding and  
diversifying the  
economic base. 

ORGANIZATION 
Building Human and Financial  

Resources, through public/private  
Partnerships, to achieve a common vision.  

Main Street Four Point Approach 



How To Get Started 
1. Assess your Community Assets. 
2. Assess your Downtown Business 

Mix, Goods & Services. 
3. Assess the Existing Calendar of 

Activities. 
4. Develop a Manageable Promotion 

Plan based on Image Promotion, 
Retail Sales Activities  & Special 
Events. 

5. Measure the Results. 



Questions? 

Pigs in the City in Lexington, N.C.  


