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Full of life: Artisans in action













Street fairs | Art Market events

Jay falrs End markets ~ ’(f 2
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To get people’downtown at least 250 days a year

Doing this will:

Bring retailers back

Keep them open later in the evening when
the spending takes place

Make your downtown the heart and soul
of your community

Build a true sense of community

Attract young families back to town
Increase retail spending

Drive tourism & subsequent spending
Provide new business opportunities locally
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Creation of good first impressions:
Community gateways
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¢ |[ncreased perceived value

e Pride of ownership

e (Gets your attention

e Says something about the
community

" e Sclls the real estate faster
£ e At an increased value

All these reasons apply to

J‘ communities.

What to do

e Always put your gateway signs where you will
make the first, best impression.

¢ Rarely is that at a city limits.

e Use the opportunity to direct people to your

downtown.
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Design, fabrication & installation of a
Wayfinding System




W Wayfinding typically includes:
- Vehicular directional signs
- Pedestrian-oriented directional signage
- Visitor information kiosks
& - Gateways (community & downtowns)
& - Neighborhood and district identifiers
- Destination signage (Parks, public facilities)
- Pole banners
- Trall signage and trailhead markers
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> Parking
= City Hall
| = Library
| > Transit Center |

A Children's Museun | B4

A\ College Ave /iy
\_East

VWhat to do
¢ \ake this a top priority.

e [t's an investment - not an expense.
e Hire professionals.

® [his |S a science as much as an art.
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" Downtown
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The Mall

Center * Hotel

4 Conference
Center * Resort
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Navigation systems are NOT a substitute
or replacement for a wayfinding systems.
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IS an investment, not an expense

® Plays a role in your branding efforts
®* A major component in your marketing efforts
® Reinforces a positive experience
® Increases spending locally
® Educates visitors and locals about what
you have and where it's located
® Builds community pride
® |s as much a science as an art




A good first impression:
District gateways










Point

Downtown gateways create a “sense of place,”
and foster downtown partnerships.

(fhula Vista’s New View

How a gateway sign helped a town’s image.







An intimate setting:
A two-lane Main Street
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THESE ARE PUBLIC-SECTOR PROJECTS

Convenient, well orchestrated public parking
Public washrooms with visitor information
Gathering places

Community gateways with directions to downtown
A wayfinding system

Downtown gateways, district entrance points

Narrower Main Street (an intimate setting)

Part Ill:
VWhat downtown merchants need to do




:

20/20 signage equals $$%

What to do

e Use perpendicular
“blade” signs.

e \ake them
consistent height
and size.
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Carmel, California
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Suggestions for blade signs: |

No lower than 7" 5

No higher than 9’
No wider than 42"

==




Signage says a lot about you

Signage says a lot about you
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RESPASSING

VIOLATORS

WILL BE SHOT

SURVIVORS

WILL BE SHOT
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and finally...




B2 Always promote what it is
you're selling - the lure 1o
bring customers in...

before you promote the
name of the business.
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Outdoor dining

, North Carc
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Woltville, Nova Scotia
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They invested heavily in retail beautification




VWhat to do
Add street trees every 30" to 35" (10 meters)
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Fact
Curb appeal can account for up to

70% of first-time sales

at restaurants, golf courses, wineries,
retail shops and lodging facilities.
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, Wisconsin
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This is in Port Elgin, Ontario. December. Na excuses!
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Remembper

\Women account for 80% of all spending.




What to do
Think benches.
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Thmk bench\es |

Always at the facade, facing the street
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4. Artisans in action

Berea, Kentucky
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VWhat to do

Bring downtown to life! e
Start with Friday evenings, Saturday
and Sunday afternoons
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Downtown district(s) with a name
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Give downtown a name:

e \/ancouver: Gastown
e Seattle: Pioneer Square
e San Diego: Gaslamp Quarter
e Portland, OR: Pearl District
e Nelson, BC: Baker Street
e Barrie, ON: Uptown Barrie
e New Orleans: Bourbon Street, French Quarter
e \loodlands, TX: Marketplace
« ® San Antonio: The Riverwalk
1 e Hawthorne, NV: Patriot Square
e Denver, CO: Larimer Square
e Boulder, CO: Pearl Strest Mall
e Reading, OH: The Bridal District

VWNaieee

Naming aidowntown district makes it
a destination, not'just a'designation:




THESE ARE DRIVEN BY YOUR MERCHANTS
A good retall signage program
Outdoor dining
Retail beautification and seating areas
Activities and entertainment

Names for downtown districts (or the entire downtown)

For businesses

Local customers: Break even point
Tourism: The profit




The ingredients they ALL had

- A strong retail and activity focus

- Critical mass (clustering) 10+10+10

- Anchor tenants

- Pioneers with patient money

- A narrower Main Street (intimate setting)
- Retail blade signs

- Qutdoor patio/sidewalk dining

- Beautification: Facade and street side

Your perfect partner

THE RESURGENCE || THE RESURGENCEOF || THE RESURGENCE THE RESURGENCE

OF DOWNTOWNS - DOWNTOWNS - OF DOWNTOWNS: OF DOWNTOWNS:

THE STEP-BY-STEP PROCESS | | GETTING PEOPLE DOWNTOWN WHAT THEY DID
ERIUR!TI ii1 £ AND HOW THEY DID IT

MAKING THE |l
g mosToF |
S BiLLBOARD

MARKETING:




F AN Promoting Your
THE 20 INGREDIENTS 0 PromotingYour,
OUTSTANDING DOWNTOW i

presented by Roger Brooks

IS YOUR DOWNTOWN

THE POWER OF
PUBLIC PLAZAS

“E ART “F BRA“D|NG Gotting People to Stop: | RITFTTRI
T A COMMUNITY | s

presented by Roger Brooks

THE 70% RULE: CURB APPEAL HOW T0 BRING YOUR
MOTSUINREN S E | DOWNTOWN TO LIFE

YEAR-ROUND
PUBLIC MARKETS

AWAYFINDING . &
SYSTEM

DestinationDevelopmentAssociation.org

BIG SUCCESS STARTS RE-BRANDING
_ WITHA PLAN: SUCCESS STORIES
CREATING ot g

HOWTO
SUCCESSFULLY

T LRGN SELL TOURISM:

TOURISM | Eirmmttmtian

DestinationDevelopmentAssociation.org
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WORDS & The Power of

PHRASES Yiad] Photography to | p Selling Experiences
THAT WORK y Increase Sales § | s ONerPlaces.
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presented by Ro

THE TRUTH ABOUT ; FINDING YOUR UNIQUE ULTIMATE GUIDE
SOCIAL MEDIA S0 b SELLING PROPOSITION E:{BRMD
S el ESSAGING

& | THE ULTIMATE GUIDETO | &
LOGOS & SLOGANS

DestinationDevelopmentAssociation.org
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The 78-7 Rule

The /7 o8 e /rule

70% of first time sales can come from curb appeal
80% of all spending is by women
70% of retail spending takes place after 6:00 pm




Some of the best words of wisdom
can be found downtowns

L - ®
ALCOHOL MAY NoT

SOLYE YOUR PRCBLEMS.
BUT NEITHER WILL
__WATER O MILK




10 Buy a Bottle:

For MoM
MO'H’\EY‘.'S Doy

Sundaj 5/]3

Remember youtre

Yhe reason She
DRINKSY
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PUSH ;f ’

If That Doesn’t Work

PULL ??(

If That Doesn’t Work

ttp://go.funpic.hu

We Must Be Closed.
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The heart and seul of any c'ommunity,
besides its people, is its downtown.,




Downtowns are about people . deep connections to each other.

When you's dovvr\itOvvn:

You can for@et all yourttoubles, forget all your cares
SO go downtown. - things ikee great when you're
Downtown - ho finer place, for sure

Downtown - everything's waiting for you!




In economic development, tourism, and community development there is
absolutely, positively NOTHING that's more important than your downtown.

Downtowns-aredack!
Time,fomake your downiown just-awesenae!

Join the movement at
DestinationDevelopment.org

Destination
Development




