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The 20 ingredients of an outstanding downtown
with Roger Brooks

1 of the 7 Deadly Sins 
of Community Marketing

City of Edmonds

We’re drowning in marketing overload Billions of dollars are spent each year marketing 
communities



Chambers of commerce
Destination marketing organizations

Economic development agencies
Cities, downtowns, counties, districts

Regions, states & provinces

The challenge?

We are drowning in
marketing & advertising overload We are now exposed to 5,000

marketing messages a day



This has created a situation where... 97%
of community-based marketing is 

ine!ective. 

Your brochures
Websites & Internet advertising

Fliers & posters
Radio & television ads

Print ads
Billboards & outdoor advertising

This includes

Trying to be all things to all people
Deadly sin #1
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Because we "lter out everything not 
directly appealing to us. 

Why is this important?

And just about everyone is saying the very same thing. 
We tune it out.

Avoid these words & phrases:
• Explore
• Discover
• Outdoor recreation
• Unlike anywhere else
• So much to see and do
• The four season destination
• Where the seasons come to life
• Historic downtown
• Center of it all
• Best kept secret
• We have it all
• Experience...
• Visit (name of town)
• Beauty & heritage
• Naturally fun
• Gateway

• Close to everywhere
• Right around the corner
• Your playground
• So much history
• Purely natural
• The place for all ages
• ...and so much more!
• Home away from home
• A slice of heaven
• It’s all right here
• Recreation unlimited
• The perfect getaway
• The place for families
• Start your vacation here
• Recreational paradise
• Take a look!

Tell your tourism organizations to avoid these words!

Have you ever gone anywhere because they had
“something for everyone”?



Competition has never been more !erce.
The challenge:

Communities and businesses 
have been forced to specialize...

yet most are still stuck in the mire of...

...the “group hug mentality” 
Or worse...

...the “membership mentality.”



you simply cannot be all things to all people
and win in this 

new age of community marketing.

In this age of di"erentiation you must 

To win you must narrow your focus

Put yourself in the shoes of the people you’re hoping to attract 
and ask this one question:

What do we have 
that they can’t get or do

closer to home?



The world is at our !ngertips - in seconds.

So what sets you apart from everyone else?

Why should I invest in your community?
Why should I establish a business there?

Why should I move there?
Why should I visit you?

Whatever it is that makes you 
di!erent or clearly better* -

you MUST hang your hat on that.

* by third party endorsement

You MUST jettison the generic

“Discover the wide-open spaces, gracious people, and picturesque landscapes that 
characterizes Darrington, Washington. Each season holds the promise of a new adventure 
and an incredible memory. Come join us in Darrington and discover the scenic and 
recreational opportunities that await you.”



Geography is one of our strong suits. In [our county] you can enjoy a wide range of natural 
settings, from Puget Sound to Mt. Rainier. While nature has worked hard to create an 
unsurpassed location, we’ve done the same to develop a strong, diverse economy, a highly 
educated workforce and a supportive business environment.

Our county is home to numerous national companies and thousands of thriving small 
businesses. From healthcare to agriculture, !nancial services to manufacturing, and 
construction to importing, we have what it takes to compete in the regional, national and 
global markets.

Thanks to our sustainable economic development programs, our dedication to technology 
and higher education, and city leadership that balances business interests with a high 
quality of life, there is no better place to do business.

You MUST jettison the generic

Look at your taglines & logos.
Look at your brochures & website.

Read your introductory text.
If it can "t anyone...



toss it and start over. The most overused words in the world of 
community promotion:

1) Explore

2) Discover

3) Unique

4) Experience

5) Opportunity

Don’t be all things to all people.
Promote your primary advantage.

Find your niche and promote it like crazy.

The rule

The narrower the focus, 
the stronger your success will be



Stew Leonards in Connecticut:

Sta" dressed as cows and chickens

• Farmyard zoo
• Displays that go “moo”
• Free ice cream if you spend $100 or more
• “Pro!t is the applause of happy customers”



Highest per square foot retail sales of any grocery store on 
earth

Stew Leonard’s now has !ve stores

Farm fresh produce & dairy, fresh baked goodsThe Brand

Result

You MUST 
jettison the generic

Something for everyone will result in mediocrity & 
ultimate failure.

Memberships can kill your marketing e!orts.



You MUST 
jettison the generic

If your brand - that one thing that sets you apart - stand for everything,
then you stand for nothing.

YOU MUST 
JETTISON THE 

GENERIC

Zeeland, Michigan’s marketing pitch:

• Close knit community
• Historical homes
• Small home-town feel
• Short walk to downtown
• Neighbors look out for one another
• Merchants know you
• We ride our bikes as a family
• Enjoy going to local parks
• Playing in the back yard
• Children like the Zeeland Bakery - the cookies
• Great community to raise a family and spend time in

Could this be Edmonds?



Zeeland, Michigan’s marketing pitch:

• We love Zeeland
• A great community
• Smallness and closeness
• A great school system
• There’s a lot happening here
• Visitor’s feel the excitement - “Feel the Zeel”

Could this be Edmonds?

The rule

It is far better to be a big !sh in a small pond 
(and then increase the size of the pond) 

than to be a small !sh in a big pond.

“I can’t give you a sure!re formula for success, 
but I can give you a formula for failure: 

try to please everybody all the time.”
- Herbert Bayard Swope, !rst recipient of the Pulitzer Prize

You MUST 
narrow your focus

if you hope to compete & win.



Using focus groups
Deadly sin #1.5

1

1. The 6th slogan in ten years
2. Focus groups are never the way to build a brand
3. Creative services usually don’t get it
4. Cute and/or clever rarely work

This is the sound of jaws dropping.

Discover Washington State at experiencewa.com or call 1.800.544.1800 ©2006 Washington State Tourism Office

This is the noise happy muscles make.

Discover Washington State at experiencewa.com or call 1.800.544.1800 ©2006 Washington State Tourism Office



Discover Washington State at  experiencewa.com or call 1.800.544.1800
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This is the last thing a trodden grape hears.

You NEVER do branding by 
public consent. Period.

Keep it simple



You cannot narrow your focus through 
public consent.

You build your brand on feasibility, 
not just local sentiment.

If this was easy, everyone would be doing it.

The 20 ingredients of an outstanding downtown
Edmonds, Washington D
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Downtown - no "ner place, for sure
Downtown - everything’s waiting for you. What the heck happened?

1960’s

Then came the suburban mall



The big retailers went to the malls in droves

1970’s

and the proliferation of strip malls



And the death of downtowns began.

Sad fact:
There are more than twice as many vacancies in downtowns

than in neighborhood retail areas.

But there’s a new shift to 
taking place across North America.

As we begin moving to the European standard...



• More pedestrian-friendly
• Central gathering places
• Plazas w/ water, art
• Sidewalk cafes
• Street vendors, artisans, music
• Open well into evening hours

Destination resorts took the lead & succeeded

Then came Downtown Disney



And now? Downtowns are back! So, how do you turn your downtown a thriving destination?

The 20 most common ingredients for success.

Thinking that beauti!cation and streetscapes will 
revitalize a downtown. You’re only half done and are 
doing it backwards.

400 successful downtowns and downtown districts
in the U.S. and Canada.

Survey

Found

Biggest challenge

We set out to "nd out
Community "rst, visitors will follow

The heart and soul of every community, besides its 
people, is its downtown.

If locals won’t “hang out” in your downtown, 
neither will visitors

The number one complimentary activity of 
visitors is shopping, dining and entertainment in a 
pedestrian-friendly, intimate setting.

This is where 80% of visitor spending takes place.



Tourism organizations & downtowns should be joined at the hip

Nearly all began with a plan

1

Branding (what is it you want to be known for?)
Development (what you need to do to “own” the brand)
& Marketing (how to tell the world)
Action Plan (the to-do list)

Always start with a plan

No more strategic plans!



T Vehicular way!nding

T Pedestrian way!nding

T Business mix in downtown districts

T Community gateways

T Downtown gateways

T Crosswalks

T Pedestrian accessibility

T Business operating hours

T Customer service (retail)

T Retail signage

T Exterior retail displays

T Sandwich boards

T Temporary/portable signs

T Streetscapes

T Water features

T Public art

T Gathering places (public/private)

T Outdoor dining

T Internet accessibility

T Billboards/outdoor marketing

T Retail beauti!cation

T Critical mass/clustering

T Attractions mix

T Seasonality

T Recreational activities

T Supporting vendors

T Evening activities

T Visitor information availability

T Cross-selling ability

T Diversionary activities

T Primary draw/opportunities

T Historical attractions/museums

T Cultural activities/facilities

T Parking (time limits, availability)

T Pedestrian accessibility

T Parks and public spaces (outdoor)

T Public assembly spaces (indoor)

T Facades and architecture

T Linkages: Activities and amenities

T Supporting services/amenities

T Overall quality (retail, business mix)

T Brands and perceptions

T Curb appeal

T Community maintenance

T Beauti!cation (public access areas)

T Pole banners

T Anchor businesses

T Hidden gems

T Continuity 

T Visual cues, !rst impressions

T Residential neighborhoods

T Entry point impressions

T Access and egress from highways

T Transportation (rail, ferry, public)

T Industrial areas

T Community arts programs

T Safety factors – day, night

T Invitations vs. rejections (retail)

T Use of technology

T Lodging facilities

Sixty Key Elements Reviewed in an 

Opportunity Assessment

Copyright © 2010 Destination Development International. All rights reserved. No part of this material may be reproduced, stored 

in a retrieval system, or transmitted in any form or by any means, electronic, mechanical, photocopying, micro!lming, recording, or 

otherwise without written permission from Destination Development International

Strategic plans vs. Action Plans

Strategies, goals, objectives: no more than 10 pages.

An Action Plan is a “to do list.”
- A description of the recommendation
- Who’s charged with implementation
- How much will it cost?
- Where will the money come from?
- When would it be done?
- The rationale for doing it.

To win you need your key players 
on the same page

pulling in the same direction.



They de"ned a strong brand and retail focus

2

Case History: St. Albert, Alberta

60,000

Highest taxes in Alberta

Being more than a bedroom community

High end bedroom community

Population

Claim to fame

The brand

Challenge



The botanic arts city





Cultivate your  
own masterpiece.

Lorem ipsum dolor sit amet, consectetuer to a adipiscing elit. To 
erat urna, tempor ultricies, is imperdiet ut, commodo nec, elitert 
Sed non purus. Nam eu erat. Quisque condimentum eith other is 
vestibulum odio. Curabitur eu urna blandit lacu or in a and there 
should be aniperint to stay for apmoerist or a many condm for a 
more examples of  a lent, go to www.StAlbert.net

Cultivate the  
musician in you.

Lorem ipsum dolor sit amet, consectetuer to a adipiscing elit. To 
erat urna, tempor ultricies, is imperdiet ut, commodo nec, elitert 
Sed non purus. Nam eu erat. Quisque condimentum eith other is 
vestibulum odio. Curabitur eu urna blandit lacu or in a and there 
should be aniperint to stay for apmoerist or a many condm for a 
more examples of  a lent, go to www.StAlbert.net

Cultivate the  
chef in you.

Lorem ipsum dolor sit amet, consectetuer to a adipiscing elit. To 
erat urna, tempor ultricies, is imperdiet ut, commodo nec, elitert 
Sed non purus. Nam eu erat. Quisque condimentum eith other is 
vestibulum odio. Curabitur eu urna blandit lacu or in a and there 
should be aniperint to stay for apmoerist or a many condm for a 
more examples of  a lent, go to www.StAlbert.net

Cultivate the  
athlete in you.

Lorem ipsum dolor sit amet, consectetuer to a adipiscing elit. To 
erat urna, tempor ultricies, is imperdiet ut, commodo nec, elitert 
Sed non purus. Nam eu erat. Quisque condimentum eith other is 
vestibulum odio. Curabitur eu urna blandit lacu or in a and there 
should be aniperint to stay for apmoerist or a many condm for a 
more examples of  a lent, go to www.StAlbert.net



Cultivate the 
kid in you.

Lorem ipsum dolor sit amet, consectetuer to a adipiscing elit. To 
erat urna, tempor ultricies, is imperdiet ut, commodo nec, elitert 
Sed non purus. Nam eu erat. Quisque condimentum eith other is 
vestibulum odio. Curabitur eu urna blandit lacu or in a and there 
should be aniperint to stay for apmoerist or a many condm for a 
more examples of  a lent, go to www.StAlbert.net

Cultivate the  
gardener in you.

Lorem ipsum dolor sit amet, consectetuer to a adipiscing elit. To 
erat urna, tempor ultricies, is imperdiet ut, commodo nec, elitert 
Sed non purus. Nam eu erat. Quisque condimentum eith other is 
vestibulum odio. Curabitur eu urna blandit lacu or in a and there 
should be aniperint to stay for apmoerist or a many condm for a 
more examples of  a lent, go to www.StAlbert.net

Nulla tincidunt mi non mi. Maecenas ac felis sit amet to a 
massa euismod pretium. Pellentesque pellentesque. Nunct 
euismod, leo a malesuada porttitor, lacus eros convallis ate 
velo. ullamcorper felis purus non ligula. Aenean nec nisit. 
Maecenas lacinia euismod enim. Donec eget nulla. Duise 
elementum molestie libero. 
Nulla tincidunt mi non mi. Maecenas ac felis sit amet to a massa euiod 
pretium. Pellentesque pellentesque. Nunct euismod, leok a male suada 
porttitor, lacus eros convallis ate velo. ullamcorper felis purus non liga. 
Aenean nec nisiti.  www.StAlbert.net

Cultivate your dreams.

Nulla tincidunt mi non mi. Maecenas ac felis sit amet to a 
massa euismod pretium. Pellentesque pellentesque. Nunct 
euismod, leo a malesuada porttitor, lacus eros convallis ate 
velo. ullamcorper felis purus non ligula. Aenean nec nisit. 
Maecenas lacinia euismod enim. Donec eget nulla. Duise 
elementum molestie libero. 

Cultivate 
your dreams.





Downtown 
BEAUTIFICATION

grant program

includes:

•   beautifi
cation

•   perpen
dicular  sig

nage

•   street  fu
rniture

•   bike  rac
ks

Application Process

The program will be available to any merchant located 

within the current DARP (downtown area redevelopment 

plan) that has a store front. 

 
The  applic

ations  will
  be  taken  

on  a  first  c
ome,  first  

serve  

basis.  A  b
usiness  m

ay  put  in  m
ultiple  app

lications.  
However,

  

the applications will be processed in the order they are 

received and there are limited funds allocated to this project. 

The  progr
am  is  gran

t  based,  w
ith  each  m

erchant  b
eing  able  

to apply for funding for 50% of the cost of approved program 

elements,
  up  to  a  m

aximum  o
f  $2500.0

0  per  bus
iness.  

Applicatio
n  Deadlin

e:  Novem
ber  15,  20

10  or  unti
l  all  monie

s  

are  expen
ded.

The  beau
tification  p

rogram  w
ill  be  adm

inistered  j
ointly  

between the Business & Tourism Development Department 

and the Planning & Engineering Department. 

Permits  w
ill  be  requ

ired  for  pe
rpendicula

r  signs,  st
reet  

furniture and bike racks. Any questions in regards to 

permits should be directed to Planning and Engineering 

at  780.45
9.1642.  B

ike  rack  d
esigns  sh

ould  be  se
nt  to  

jbarber@st-albert.net for preapproval before a permit is 

obtained.  
Once  the  

beautifica
tion  is  com

plete  the   

funding  ap
plications

,  along  wi
th  receipts

  and  phot
os   

should  be
  directed  t

o  Joan  Ba
rber,  780.

459.1725
  or  

jbarber@st-albert.net.

The  Down
town  Bea

utification
  Program  

applicatio
n  is  

available for download at www.stalbert.ca/business.  If you 

would prefer a hard copy or have any questions about the 

program  p
lease  con

tact  Joan,
  contact information above.







Je"erson, Texas

Antique Capital of Texas

125 antique dealers

City

Population

Brand

Foundation

2,500

Results Now the B&B Capital of Texas

Jackson, Wyoming

The home of Western Living

110 galleries & western living 
shops

City

Population

Brand

Foundation

12,000

Results Nearly 4 million visitors a year

Leavenworth, Washington

Washington’s Bavarian Village

Key to authenticity, artisans

City

Population

Brand

Foundation

2,500

Results 2.5 million visitors a year



Well-branded Northwest towns & downtowns

- Leavenworth - The NW Bavarian village
- Poulsbo- Little Norway
- Port Townsend - Victorian seaport village
- Capitol Hill in Seattle - Edgy, young, home to the gay community
- Bellevue - Upscale, urban shopping destination
- Victoria - The world’s garden city
- Wesport - Washington’s deep sea !shing destination
- Moses Lake - The lake sports destination

(Ok, they’re working on it!)

Seattle metro-area haves & have-nots

THE HAVES:
- Bellevue
- Kirkland
- Redmond
- Issaquah
- Woodinville
- Edmonds
- Mukilteo
- Newcastle
- Mill Creek
- Mercer Island

THE HAVE NOTS:
- Burien
- Kent
- Auburn
- Federal Way
- SeaTac
- Renton
- White Center
- Lynnwood
- Bothell
- Des Moines

UP & COMING:
- Ballard
- West Seattle
- Shoreline
- Everett

STRUGGLING
- Pioneer Square
- North Bend
- Kenmore

They orchestrated recruitment of “critical mass”
or “clustering.”
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places that sell food: Soda fountain, co"ee shop, bistro, cafe, sit-
down restaurant, wine store, deli, confectionary. 

Minimum in three lineal blocksArea

Ten

Ten

The Ten+Ten+Ten Rule

Ten destination retail shops: Galleries, antiques (not second hand stores), 
collectibles, books, clothing, home accents, out!tters, brand-speci!c 
businesses, garden specialties, kitchen stores, cigars, etc.

places open after 6:00: Entertainment, theater (movies, 
performing arts), bars & bistros, specialty shops, dining, open air 
markets, etc.

Open late into the evening hours

Consistent hours and daysOpen hours

Evenings

Anchors

The “mall mentality”

Clustering Like businesses grouped together: clustering

Recruit and promote the anchor tenants

Place A central gathering place

Think
Antique malls - 10x the business when together

Think
Auto malls - 7x the sales when together



Think
Corner gas stations and fast food

Lifestyle retail centers
Food courts

Think food courts, corner gas, lifestyle retail centers

Case History: Halifax’s Argyle Street

300,000

Lot’s of vacancies, hodge-podge mix

Why leave the waterfront?

Up the hill, why bother?

Population

Claim to fame

The brand

Challenge







22 restaurants in 2.5 blocks

A major gathering spot rivaling the waterfront

The place to hang out - a “third place”

Restaurants all doing very, very well

Convention center is on the way!

Halifax’s Argyle Street dining district The Brand

Result Point
Sometimes you have to orchestrate the e!ort.

Start with property owners, not tenants.
It only takes a one-third buy-in.



They each have “anchor tenants”

4



People are drawn to experiences - not cities or counties

10

THE BEST OF 

10 of the best hidden 

gems for dining, shopping, 

and entertainment

An Anchor Tenant is a business that you would 

go out of your way to visit, speci!cally.

To win, you must have at least one or two 

anchor tenants.

Think Orlando.



Lease agreements include de"ned 
operating hours and days

5



70% of all consumer retail spending takes place after 6:00 pm
Are you open?

70% of all consumer retail spending
takes place after 6:00 pm

People living and/or staying downtown:
Hotels, condos, loft apartments

6



Creativity Unleashed
PENNSYLVANIA

The burgeoning industrial art and design community here is 

attracting creative professionals from around the globe. What 

can we do to help you unleash your creativity in historic York?

www.yorkwebaddress.com
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The brand poster

America’s industrial art and design capital.
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Market District

Sovereign Bank Stadium

Central Market

Visitor Information

Parking

Way!nding system









Uptown Barrie, Ontario
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Pioneers with patient money
were convinced to invest.
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Downtown El Dorado, Arkansas







They started with just one block -
a “demonstration project”
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THE DECISION OF WHERE TO START
• Just one or two blocks.

• Pick the blocks where the property owners are most 
willing to play WITH the City/Downtown, Inc.

• Concentrate the critical mass in those blocks.

• Timeline: three years.

• Guaranteed: the next block will start organically & 
will be driven by the market.

THESE ARE ALL DRIVEN BY YOUR PROPERTY OWNERS
Branding, Development & Marketing Action Plan (public project)

Finding a strong focus (your brand) - by district

Orchestrating the critical mass of like businesses (clustering)

Finding, recruiting or developing your Anchor Tenants

Working lease agreements: common operating hours and days

Recruit lodging or downtown residential (not street-level)

Find or recruit pioneers with patient money

Start with a one-block demonstration project
The 20 ingredients of an outstanding downtown
Part II: The public sector list



Solving the parking dilemma

9

Point
Two hour parking dramatically reduces

spending & repeat visits



What to do
Consider sponsorship programs



What to do
If you insist on two-hour parking, tell me 

WHERE 
I can "nd 4-hour or all-day parking.
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NOTE:
Angle-in parking increases spending by more than 20%
and increases the number of parking spaces by a third. Public washrooms

10

Toilets attract more than #ies: The “gotta go” rule



Point
Washrooms attract more than flies

Put them where people can spend money
Relieved visitors spend more money

Gig Harbor, WA



Gig Harbor, WA

Development of gathering places
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We are slowly moving to the European standard
Plaza areas alive with music, street artisans and vendors





















What to do
Don’t close o! streets until you’re so

busy it just makes sense.

What to do
Turn your downtown parks into plazas.

Add water. Make it interactive.
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Main Street Square
Rapid City, South Dakota















“I love the Square and as someone who works downtown I have seen the di!erence it has made. I see so 
many more locals coming down here to just hang out and have fun, and I come back downtown on the 
evenings and weekends now, which I never did before.

I love seeing my friends, colleagues, and everyone from my cashier at the grocery store to my hairdresser 
to the mayor hanging around events at the Square.

It gives a sense of community that we only had at Summer Nights before. I am so glad we have it.”

What to do
Narrow the streets. 

Create wider sidewalks.
Create better crosswalks.
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What to do
Add street trees every 30’ to 35’ (10 metres)



Creation of good "rst impressions:
Community gateways
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Sets an increased perceived value
Creates pride of ownership
Gets your attention
Says something about the community
Sells the real estate faster
At an increased value
All these reasons apply to communities.

What to do
Always put your gateway signs where you 

will make the "rst, best impression.

Rarely is that at a city limits.
Use the opportunity to direct people to your downtown.



What to do
Make your gateway signs directional signs 

to your “showcase” area of town.

Design, fabrication & installation of a
Way"nding System

13



Pittsburg, California

Community Services

Visitor Attractions/Amenities



What to do
Make this a priority. 

It’s an investment - not an expense.

Hire professionals. This is a science as much as an art.



Don’t make this mistake. Always use a dark background and contrasting colors.

That’s better. 
Note that the district has a name.
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What to do

Every community should develop and implement a 
way"nding system plan & program:

     • Gateways & entries
     • Attractions
     • Amenities
     • Billboards and marketing displays

NOTE
Less than 5% of visitors stop at visitor 

information centers - IF they can "nd that!

Way"nding is an investment, 
not an expense

Plays a role in your branding e"orts

A major component in your marketing e"orts

Reinforces a positive experience

Increases spending locally

Educates visitors and locals about what you have and 
where it’s located

Builds community pride

Is as much a science as an art



What to do
Work with your auxiliary organizations 

on their gateway location signs.

[Gig Harbor auxiliary signs]

Take the first step toward a life of memories
Nam mollis ultrices justo. Sed tempor. Sed vitae tellus. Etiam sem arcu, eleifend sit 

amet, gravida eget, porta at, wisi. Nam non lacus vitae ipsum viverra pretium. 
Phasellus massa. Fusce magna sem, gravida in, feugiat ac, molestie eget, wisi. Fusce 
consectetuer luctus ipsum. Vestibulum nunc. est ipsum, pretium quis, dapibus sed, 
varius non, lectus. Proin a quam. Praesent lacinia, eros quis aliquam porttitor, urna 

lacus volutpat urna, ut fermentum neque mi egestas dolor.

Where Life Meets
at the River

B O T H E L L ,  W A

3

A. The Bothell Landing logotype is derived from the 
� ������	��������������������
��������������������
 arched baseline.

B. The green curved underline represents three 
 elements found in Bothell Landing. It’s arched 
 curve echoes the shape of the wooden foot 
 bridge which is a central icon used in the City 
 logo. It also represents the river’s edge which 
 is a literal representation of the “Landing”. It 
 subtly suggests a green horizon- a promise of 
 good living within reach.

C. The light blue glow represents clean air– a place 
 where one can breath, replenish and 
 decompress. It also represents water meeting the 
 shore.

C

A

B
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Pantone CMYK RGB HEXColor

660 C C = 90
M = 57
Y = 0
K = 0

R = 5
������
B = 182

5960A8Blue

347 C C = 100
M = 0
Y = 86
K = 3

R = 0
������
B = 96

009E60�,!!)

2975 C C = 30
M = 0
Y = 5
K = 0

R = 173
���		

B = 237

BAE0E2Light Blue

Three colors make up the primary color palette: blue, 
green and light blue. 

The graph above displays formulas used to reproduce 
.$!��*'*,-�"*,�-+!�%3��(! %���

��).*)!���.�$%)#��2-.!(�������%-�/-! �"*,�*""�-!.�
spot color printing. It is also used as reference when 
custom mixing paint and ink.

�������2�)����#!).����!''*0��) ��'��&��%-���"*,(/'��
used when printing four color process.

������! ���,!!)��) ��'��&��%-�.$!��*((*)�"*,(/'��
used in digital media.

�����$!1�.,%+'!.��%-���-%1� %#%.��.$,!!��2.!�$!1� !�%(�'�
)/(�!,�/-! �%)������������������) �*.$!,�
computing applications.
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Pantone CMYK RGB HEXColor

- C=0
M=0
Y=0
K=100

R=0
���
B=0

FFFFFFBlack

- C=0
M=0
Y=0
K=0

R=100
�����
B=100

000000White

- - - -Dark Putty
MP03181 
��
�������	
���

The logo may also be reproduced in one of three 
secondary colors: black against a light background, 
white against a dark background or dark putty for 
dimensional signage.
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An important tool of Bothell Landing marketing is photography. Not only is a picture worth a thousand words, the 
right ones will add tremendous message strength to the words used in marketing communications. Photo imagery 
should be professionally photographed.  

Photography should depict Bothell Landing’s attributes. Images of people should represent the strategic target 
audience. If a potential visitor can visualize themselves in the environment, there is a greater chance they will come. 

15

Photo images should depict the best activities, featured attractions and the sensory delights of Bothell Landing. They 
should represent healthy living, outdoor activities, nature, family life, culinary diversity, entertainment, shopping and 
other amenities.

16

Brochures should have large, professionally 
photographed images with emphasis on the waters 
edge. 

Background Images should bleed off the page with 
one edge cropped with a curved echoing the arch in 
the logo. 

�������
����
�����
��������
�������������������
curve box.  To help highlight the spot images, a drop 

w w w. e x p l o re b o t h e l l . c o m

shadow can be added. 

The Explore Bothell URL should be included with the 
 �
����
�����������������������
�������������������
���
��
����� ���

	�����
�
�������������������������
�������
�����
��
������������������������������
���������
may be used for special captions but only sparingly.
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w w w. e x p l o re b o t h e l l . c o m

w w w. e x p l o re b o t h e l l . c o m w w w. e x p l o re b o t h e l l . c o m

Ads should be simple, clean and elegant. Large 
images should bleed on three sides of the visible 
panel, the remaining edge cropped with a curve to 
�	���������	������������������������������
����
used minimally, if at all. 

����������
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�������������	�
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�������������	�
�������������������
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For vertical ads, the Bothell Landing logo is placed, 
on center, above the Explore Bothell URL which is 
�������
���������	��
����
�

�����	��������������
�������
��������
�������
������
����
���
���������	�������������	������������
may be used for special captions but sparingly.
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w w w. e x p l o re b o t h e l l . c o m

w w w. e x p l o re b o t h e l l . c o m

w w w. e x p l o re b o t h e l l . c o m

Promotional mailers are most effective when sent out in a series, no more than a week apart. Oversized mailers get 
better visibility than the traditional 7” x 5” versions which usually get lost among other mail. 

The graphic and photographic style used for the mailers should be similar to the brochures and ads to reinforce 
brand recognition. 

19

�����#(��  ���"��"��+�,."��"��','(�!��"� )��'�.*����'���'��"�(,$�'�����&���&��(+#���(�+�,�� �!�"('�����+�����
�"� )������"(�(��'��(�(����"(&�"���(#�(����(,��"���#(��  ���"��"������&���&��*����) �&���&��(�#"� '�����+������"� )���
(�&���'�-�'��#&�'$���.�� ����� �(,�&�%)�&�!�"('���!#"��(���*����) �&���&��(�#"� '��&����#"���$�&��"����&��(�#"� '�+�����
'��&��'��"�$# �'��"��!#)"(�"��')�'(&�(�'�����&���&��$���'(&��"���&��(�#"� '�����+������''�'(�$���'(&��"�(&��.��
��(+��"��#(��  ���"��"���"��(�����!$)'��&��'����"�  ,��(��&���&��(+#�(,$�'�#����#'�'�������� �&���*�&'�#"��"� )��'�
a canopy, brochure dispenser, area map/directory and a lockable display case. The smaller version is intended for 
 �''�(&�*� ����"*�&#"!�"('��"��#" ,��"� )��'���!�$���&��(#&,��"���� #���� ����'$ �,���'�����(&��(���""�&'������&��
��'��"���+�(�������"���� ��$#&(�#"��#&�'��'#"� �#&�'$���.���*�"(�&� �(���!�''���'��
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nature
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The city gateway monument announces entry into Bothell. It features a back-lit city logomark and dimensional 
logotype, pin-mounted against a curved, textured wall. 
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The monument sits in a curved planter. The left wing of the planter is optional only when space is available.
������������������������
����������	
���	����������	�����������
�����������������
��������
������

9"
4'-

3"

9 "

11
"

6'-5"

9'-
0 "

5'-
6 "

1'-
6"

8"

R 7'-2 1/4"

R 22'-7 1/2"
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General Drawing Line - .5 pt.

Minor Detail Line - .25 pt.

Grade / Mounting Surface Line - 2 pt.

Ghost Line - .25 pt.

Perimeter / Section / Emphasis Line - 1 pt.

Project: DD1036 Rock Springs
Sign Type: G1
Description: Elevation and Side View
Scale: 1/2”=1’-0”
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6"

The Bothell Landing gateway signs are located at primary entrances to Bothell Landing. The monuments are 
integrated with medians and existing hardscape elements. 
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General Drawing Line - .5 pt.

Minor Detail Line - .25 pt.

Grade / Mounting Surface Line - 2 pt.

Ghost Line - .25 pt.

Perimeter / Section / Emphasis Line - 1 pt.

Project: DD1036 Rock Springs
Sign Type: G1
Description: Elevation and Side View
Scale: 1/2”=1’-0”
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Lexan. The logo consists of push-through acrylic with illuminated edges that create a halo effect at night. 
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The large kiosk includes an area map, brochure dispensers, lockable display cabinet and a glass canopy.
These are located in prime pedestrian crossroads and gathering areas. 
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Each large kiosk features an area map and a 
locator legend. The map and the legend are digitally 
������������������
�������	��
��
���	������
protective properties. 

The map includes a an X/Y grid. Each listing is paired 
with its unique map coordinate. This allows changes 
to be made to the legend without having to redo the 
map graphic. 
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SHOPPING
Destination Listing 24-GG
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 

DINING
Destination Listing 24-GG 
Destination Listing 24-GG
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 

Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG

LODGING
Destination Listing 24-GG 
Destination Listing 24-GG
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG

ATTRACTIONS
Destination Listing 24-GG 
Destination Listing 24-GG
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG

PARKS
Destination Listing 24-GG 

Destination Listing 24-GG
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 

CIVIC SERVICES
Destination Listing 24-GG
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 
Destination Listing 24-GG 

CHURCHES
Destination Listing 24-GG 
Destination Listing 24-GG
Destination Listing 24-GG 
Destination Listing 24-GG 

You Are Here

Restrooms

Accessible Restrooms

Public Parking

Walking Route to UBW & CCC

Medical Facility
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The anchor sign types of the Bothell Landing 
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Landing and to its destinations.
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The signs are mounted to existing light poles or 
dedicated poles. The mounting height is determined 
by D.O.T. signage or other pole-mounted elements.
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The two-sided type P2 pedestrian signs mark the route between Bothell Landing and the Campus areas. 
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INFORMATION

Scan this QR Code with 

your SmartPhone for 

information on the artist.

INFORMATION

Scan this QR Code with 

your SmartPhone for 

information on the artist.

INFORMATION

Scan this QR Code with 

your SmartPhone for 

information on the artist.

A good "rst impression:
District gateways

14





Point
Downtown gateways create a “sense of place” 

and downtown partnerships.
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Kalamazoo, Michigan



Burien, WA

Hamilton, California
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Appleton, WI

THESE ARE PUBLIC-SECTOR PROJECTS
Convenient, well orchestrated public parking

Public washrooms with visitor information

Gathering places

Community gateways with directions to downtown

A way!nding system

Downtown gateways, district entrance points

The 20 ingredients of an outstanding downtown
Part III: The merchant list

20/20 signage equals $$$

15



What to do
Use perpendicular “blade” signs.

Make them consistent height and size.

Nantucket, Massachusetts
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Lethbridge, Alberta

Always promote what it is you’re selling - 
the lure to bring customers in...

before you promote the name of the 
business.



Suggestions for retail signage:
No lower than 7’
No higher than 9’ 
No wider than 42”

Develop a Gateway, Signage & Way!nding 
Plan that will address outdoor retail, A-
boards, retail signage, etc.



Sidewalk cafes & outdoor dining
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Oxnard, California
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Nelson, British Columbia



Nelson, British Columbia

Wolfville, Nova Scotia

Wolfville, Nova Scotia Wolfville, Nova Scotia



Lodi, California
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They invested heavily in retail beauti"cation
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Mahone Bay, Nova Scotia

Mahone Bay, Nova Scotia

Mahone Bay, Nova Scotia

The Scarecrow Festival lasts all of October. 
The town is packed with visitors.
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Fact
Curb appeal can account for up to 

70% of !rst-time sales 
at restaurants, golf courses, wineries, 

retail shops and lodging facilities.

Neenah, Wisconsin
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Newport Beach, California

Newport Beach

Newport Beach

Remember
Women account for 80% of all consumer spending.



What to do
Think benches.



Activities & entertainment
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Greenville, South Carolina
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Asheville, North Carolina

What to do
Bring downtown to life!

Start with Friday evenings, Saturday, and Sunday afternoons
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Sisters, Oregon

Berea, Kentucky
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Downtown district(s) with a name
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The Pearl District in Portland, OR

Give downtown a name:
• Vancouver: Gastown

• Seattle: Pioneer Square 

• San Diego: Gaslamp Quarter

• Portland: Pearl District

• Nelson, BC: Baker Street

• Barrie, ON: Uptown Barrie

• New Orleans: Bourbon Street, French Quarter

• Woodlands, TX: Marketplace

• San Antonio: The Riverwalk

• Hawthorne, NV: Patriot Square

• Denver, CO: Larimer Square

• Boulder, CO: Pearl Street Mall

• Reading, OH: The Bridal District



What to do
Naming a downtown district makes it 

a destination, not just a place.
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Experiential marketing

20
Sell a feeling - not a place

HOW PERCEPTIONS CREATE A BRAND:

1.Visual cues.

2.The people and attitudes.

3.Word of mouth.

4.Publicity, social media, peer reviews.



Case History: Asheville, North Carolina

70,000

Along the Blue Ridge Parkway

The Parkway is 500 miles long

“Where altitude a"ects attitude”

Population

Claim to fame

The brand

Challenge





THE destination along the Blue Ridge Parkway

National attention as a hip arts community

Nightlife drawing people from 100 miles away

Tourism $1.7 billion in just the county

Frommer’s Travel Guide: One of the 12 global must see 
destinations

The hippest place to be in North Carolina - “Unscripted”The Brand

Result

• Chile
• Curacao
• Stockholm
• Amal! Coast
• Copenhagen
• Mozambique
• New York City





Discover America’s best places to live

Asheville, NC
In earthy Asheville, food is so elemental that the locals have coined their own word for the city: 
Foodtopia. A thriving farm-to-table scene, a #ourishing network of family farms and farmers 
markets and a growing roster of award-winning chefs combine to create the ideal food climate in 
Asheville. Year-round local food tours lead visitors to locally roasted co"ee, gourmet shops and 
chocolatiers, artisan bakeries, specialty shops and breweries. Along with its 135 restaurants, 11 
annual food festivals and 17 farmers markets, Asheville has a dozen microbreweries and !ve annual 
beer festivals – numbers that propelled travel blog Gadling.com to name Asheville one of the best 
cities in the world for drinking beer.







THESE ARE DRIVEN BY YOUR MERCHANTS
A good retail signage program

Outdoor dining

Retail beauti!cation and seating areas

Activities and entertainment

Names for downtown districts (or the entire downtown)

Experiential marketing
The 20 Ingredients of an 
Outstanding Downtown

DISC 3: MERCHANTS

Copyright © 2012 Destination 
Development International.  
All rights reserved. 

The 20 Ingredients of an 
Outstanding Downtown

DISC 2: THE PUBLIC SECTOR

Copyright © 2012 Destination 
Development International.  
All rights reserved. 

The 20 Ingredients of an 
Outstanding Downtown

DISC 1: PROPERTY OWNERS

Copyright © 2012 Destination 
Development International.  
All rights reserved. 

The 20 Ingredients of an 
Outstanding Downtown

DISC 1:  PROPERTY OWNERS
DISC 2:  THE PUBLIC SECTOR
DISC 3:  MERCHANTS

The 20 Ingredients is 
available as a 3-part 
video series.

DDIStore.com



www.DestinationDevelopment.com

For daily tips, tricks & ideas, 
subscribe to Rogers Rules at

www.RogerBrooks.org/Rogers-Rules

Downtowns are back! Make yours just awesome!


