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Sponsorships are not
“money for nothing.”
You are offering publicity
and access to a specific
audience so your
partnership with a sponsor

should reflect parallel goals.
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How to Sell More Sponsorships

Sylvia Allen

Sponsorship is no longer a linear rela-
tionship as it was in the 1960s and “70s,
when a corporation gladly gave money
in exchange for tickets to a perfor-
mance or banner exposure. And no
longer are charitable “donations” made
in large sums. Today's sponsor is
highly sophisticated and recognizes
that sponsorship of sports, community
events, arts, and entertainment is just
another media component of his/her
marketing mix. As a result, sponsor-
ships must have a variety of compo-

nents, including media, cross-market-
ing opportunities, partnership recom-
mendations, and event extensions to
get the greatest return on investment.

First. a definition of sponsor-
ship—and this is thanks to John Barr,
formerly the sponsorship guru for
Eastman Kodak in Rochester, N.Y.:
“An investment in cash and/or in
kind, in refurn for access to ex-
ploitable business potential asso-
ciated with a highly publicized
event or entity.”

Continued on page 2
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IOSH BLOOM

Established in 1995 as the first citywide
Main Street program in the United States,
Boston Main Streets has pioneered a
unique sponsorship concept to provide
participating neighborhoods with
additional funding and resources. Each of
the Main Street districts is paired up with
a Corporate Buddy. Not only do these
“buddies” provide money for their Main
Street parters; they are also expected to
seyve on the local Main Street board and
to provide access to company resources
to help the commercial district on the
road to self-sufficiency. Among the
corporations partnering with the 15
Boston Main Streets communities are
BankBoston, Star Market, Boston Edison,
and Gillette Company.
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The key words here are invest-
ment, access to exploituble business po-
tential, and highly publicized. Each of
these words or phrases has a powerful
meaning to an organization that will be
involved in sponsorship.

First, let’s look at investrment. This
implies a payback, value received or
ROI (Return on Investment). When
selling sponsorships, it is important to
demonstrate that the value of the spon-
sorship will be greater than the value
of time and money invested.

Second 1s access to exploitable
business potential. What opportunities
does your event offer a business or cor-
poration? How can the business take
advantage of the relationship and ex-
ploit (a positive word!) it? Possibili-
ties mclude enhancing the business’s
existing advertising campaign; offer-
ing hospitality to the trade, its employ-
ees, or its customers; or one of a vari-
ety of other benefits that can lead to
increased business.

Third, and last. is highly publi-
cized. You must be able to offer great
exposure to your sponsors through your
media partners and extensive public
relations and promotional activities.

Before we discuss the steps to
sponsorship success, it 1s important to
know where sponsors are investing
their money and how much they are
spending. According to [EG. in 1998,
nearly seven billion dollars will be
spenton sponsorship fees alone. Of that
money, approximately 65 percent will
£0 to sports; 10 percent each on enter-
tainment/tours, fairs/festivals, and
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causes, with the balance of 5 percent
going to the arts. Considering the di-
versity of sponsorship offerings in
many Main Street communities, you
can begin to see that the opportunities
for selling sponsorships are plentiful,

Getting Started

How do you get started selling spon-

sorships? The following is a quick

overview of the process, after which
we’ll take an in-depth look at 12 steps
to sponsorship success:

 Take an inventory of your
property—what do you have to
sell?

= Solicit and secure media sponsors
through barter by making them
sponsors of the event.

* Incorporate media components
into the sponsorships offerings.

* Develop a one-page “sell” fact
sheet.

* Determine the various levels of
participation that you will make
available, based on the inventory.
These are often assembled into
“packages™ that are sent to

potential sponsors.
¢ Solicit sponsorships by
- Researching your sponsors
through annual reports, on-line
data searches, etc..

- Calling and pre-qualifying at the
highest level;

- Sending a one-page fax sheet;

- Following up with a call to set
up an appointment;

- Meeting with prospective
sponsors to determine levels of
commitment;

- Working with sponsors to
integrate your sponsorship
opportunity into their current
marketing efforts;

- Getting a commitment and
signing a contract;

- Getting an initial down
payment;

Working with sponsors on
participation;

- Attending the event and
managing the sponsorship;

- Sending a post-event report; and
Following up to obtain renewal
for next year.

Sounds simple doesn’t it! After
you’ve done it for a while, it will
become simple—and fun. If you
follow some simple rules before,
during, and after your sponsorship
sales, you will enjoy much better
results. The following section pro-
vides a more in-depth look at how

to sell sponsorships.

Top 20 Sponsors for Any Event
Sometimes it's hard to know whete to start when soliciting sponsorships.
To help you get started, here’s a list of the top 20 potential sponsors you

can approach for almost any event:

1. Local electronics retailer

. Local beer bottler

. Laocal soft drink bottler
Local banks (The Commu-
nity Reinvestment Act
requires banks to ‘‘give
back” to the community.)

. Local restaurant association
Local retailers’ association
Car dealers

. Automobile dealers
Long-distance carriers

10. Mobile telephone companies
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11. Network marketing
companies (Amway,
Nu Skin, Mary Kaye, etc.)

12. Craftspeople

13. Antique dealers

14. Fresh produce dealers
(mini-farmer’s markets)

15. Local radio

16. Local cable

17. Local newspapers

18. Food vendors

19. T-shirt vendors

20. Flea market vendors
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Twelve Steps to Success

Before making an etfort to sell spon-
sorships, take the time to thoroughly
examine what you have to offer and to
understand the potential sponsors for
your activities. Use of that background.,
combined with a polished presentation
and detail-oniented tollow up, will make
all the difference in the success of your
sponsorship campaign. Here are a
dozen steps to help ensure success in
each of the three phases of sponsorship
sales:

Before You Sell

1.  Know your property and what
you can sell. Before you approach your
first prospective sponsors, ask vourself
sormne basic questions. Whois your au-
dience? What benefits can you

offer a sponsor? What are

your objectives? Do A
vou have your media ¢
partnerships  in '

place? Be sure you
know all the ben-
efits available as
an incentive for
the sponsor to par-
ticipate. Can you
otfer banners? Post-
ers? Flyers? Bill in-
serts? On-site booth
space for sampling or
product sale? Have vou in-

cluded media in your ofterings? Are
there opportunities for trade, customer,
or employee hospitality?

Where is your event being held?
What are the restrictions on that loca-
tion/facility? One overzealous sponsor-
ship novice oftered a new sponsor its
choice of banner locations at an event.
The facility where the event was being
held, however, did not permit banners
in some of the Jocations the sponsor
chose. The resuit: an unhappy sponsor,
an embarrassed salesperson, and a lost
opportunity for the following year.

2. Target sponsors with similar
goals and audiences. Your prospects
will generally be more receptive if you
can show that your sponsorship oppor-
tunity offers exposure to the people they

are trying to reach or for a cause that
they support. It would be inappropri-
ate, for instance, o target a wbacco
company if your organization 1s in-
volved in working with health con-
cerns. That same opportunity may be
perfect, however, for an athletic shoe
manufacturer, health food store, oran-
other company that promotes personal
well-being. Take the time to learn
about your sponsor’s business and you
will be more likely to get an appoint-
ment to demonstrate how the
company’s investment will have a
positive business payback.
3. Offer more than the value of
the sponsorship. After you evaluate
what you have to sell, examine all the
opportunities ot exposure for the
sponsor and assign a real-
istic value to each.
. For instance, if you
are advertising a
facility or an
event, offer
YOUr Sponsor a
logo oramen-
tion in your
ad. Then, de-
termine what it
would have cost
the sponsor to get
its message 1o the
people rcached by
those ads. From those val-
ues, put together a sponsorship offer-
ing that reflects 130 10 200 percent of
the value of the sponsorship.
Remember that sponsorships are
not “money for nothing.” All success-
ful sponsorships are win-win situa-
tions. Your partnership with a sponsor
should reflect parallel goals and audi-
ences as well as a strong potential for
reaching both.
4.  Pre-qualify your sponsors.
Don’t rely on outdated lists or
“hunches” to determine the contact in
each target company. Make sure you
don’t waste your time speaking with
someone who is not the decision
maker. Not all companies have spe-
cific sponsorship departments; in
many businesses, sponsorships

Continued on page 12

The Frankfort Fighting Hot Dogs

The opportunities for selling sponsorships are only
as limited as your imagination. Take Frankfort, Ind.,
for example, a town with a great sense of pride and
an even greater sense of humor. The local high
school, with tongue
firmly planted in
cheek, dubbed its
sports teams the
Frankfort Fighting
Hot Dogs. Taking ad-

vantage of the com-
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munity spirit gener-
ated by the Fighting Hot Dogs, Main Street orga-
nizers put together a downtown festival that played
on the “hot dog” theme. The one-day festival in-
cluded an obstacle course for dogs, a Wiener Clas-
sic basketball tournament, a four-mile Bun Run, a
Dog Days of Summer merchants” sale, a Puppy Park
full of kids’ activities, entertainment from the bands
Dog Talk and Frank and the Furters.... and loads of
national sponsors! Frankfort's ingenuity and will-
ingness to poke fun at itself brought Pepsi, Frito-
Lay, and the Oscar Meyer Wienermobile and its
Talent Search Contest to town as sponsors for the
event. The result: statewide mediacoverage, 15,000
visitors, and the start of an annual festival that cel-

ebrates a community’s pride and resourcefulness.




The Role of the

Main Street Executive Director

The executive director of a Main Street program is the central coordinator of the organization’s
activities. The director oversees the program’s daily operations, provides the hands-on involvement
critical to success, and serves as liaison for all the committees, ensuring that activities in all four
points are synchronized. Like a shopping mall manager, the director initiates and coordinates a wide
range of projects, from supervising promotional activities to assembling market information. Most
important, though, is the director’s role as a full-time advocate for the downtown and as an authority
and single source for information, resources, and activities related to the revitalization initiative.

As is true of the board’s responsibilities, the director’s duties evolve as the program’s goals and
opportunities change, but two characteristics remain constant: the director is a full-time coordinator

whose only focus is the downtown or commercial district.

The Director’s Broad Tasks
Thetasks of aMain Streetdirectorare
many, but limitations should be set on
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what the componenis of the position
are. In broad terms, the following are
the tasks of the Main Street director:

01

* Develop downtown strategies
based on the Main Street Approach
with the board of directors. Iden-
,‘;ﬁ_fjﬁwd tse the community’s human

and economic resources, partners and

nterest groups thavare-directly or in-
_ directly involved with théCommercial
Ed H ’ district. Assigf/the board of directors
e 1] commitfels in developing a work
plan based on pregram goals and ob-
Jjectives and the Main Street Four Point
ach. then assist the board and
es len enting that plan.

ctivities of the Main
. Ensure that com-

« Manage the administration of the
Main Street organization. This re-
sponsibility includes purchasing, record
keeping, budgeting, and personnel su-
pervision, Preparing reports to state and
national programs. and assisting in

reports to funding agencies.

* Develop and conduct ongoing pub-
lic awareness and education pro-
grams designed to create appreciation
and awareness of the downtown dis-
trict and its architecture, and to foster
awareness and understanding of the
Main Street program’s goals and ob-
jectives.

» Assess and develop capacity of
downtown businesses, institutions
and groups to carry out joint im-
provement activities, such as uniform
store hours, good business practices,
promotional events, advertising cam-
paigns. parking management, and busi-
ness recruitment. Provide advice and
information about successful down-
town management. Encourage devel-
opment of a cooperative climate be-
tween downtown interests and local
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» Help build strong, productive
working relationships with and be-
tween partners, such as local and state
public agencies, chambers of com-
merce, merchants associations, schools,
local nonprofits, civic groups, the me-

dia and others.

* Develop and maintain systems to
track the progress of the Main Street
program. To prove the economic and
intangible success of the initiative, me-
ticulous records must be kept on rental
rates, dollars invested by building own-
ers and the city, and the number

and businesses created. Photographic
documentation of all physical changes

downtown is essential as well.

The Director and Volunteers
Full-time program management is es-
sential to a successful revitalization pro-
gram. Keep in mind, however, that the
director cannot — and should not —
take the place of volunteers in the orga-
nization. Main Street programs rely on
4 fhgﬂ;[_)qhﬂjzation of an army of volun-
.feers m all parts of the community.
Thus, the director's major role is 1o ex-
pand and develop volunteer capacity

and ensure that committee activity is
moving smoothly. The director should
serve as a facilitator, coordinating

people and resources, to help volunteers
work efficiently and productively. &

" By Amanda B. West, with material
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Building Profile

The Gage Building is located at

227 W. Travis in downtown La
Grange, Tex. A town of 3.900
people, LLa Grange has been 2 Main
Street town since 1996, Owned by
Cliff and Susan Gage, the Gage
Building now houses a branch of
the Edward Jones financial ser-

vices firm and The Book Nook.

Building History

Built in 1885, the Gage Building
was originally home to the Lange
Saddlery Company. The wooden
building was torn down and re-

placed by a concrete block struc-
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ture around 1910. Locally
produced concrete block was used
in Texas around the turn of the cen-
tury to simulate stone. The new
building housed a furniture and
hardware store. In the 1940s, the
facade was “modernized” by
changing the display windows to
create an inset entrance and a small
office to one side of the building
front. In recent years, the retail half
of the building housed a number
of businesses, including a shoe

store and an antiques shop.

Date of Rehabilitation
September 1996 to January 1997

Cost of Rehabilitation
$100,000

Scope of Rehabilitation
In 1996, Susan and Clift Gage pur-
chased the building with the inten-
tion of rehabbing it to house an Ed-
ward Jones office. The Gages de-
cided to eliminate the remodeled
display windows and office and re-
store the front of the building to
its original design. Acting on the
advice of the Texas Main Street
architect, the new owners recon-
structed the original concrete
block columns, rebuilt the

transom windows to let light

inside, and restored the storefront
to the original wood and glass de-
sign. After looking at several color
schemes proposed by the state ar-
chitect, the Gages decided to retain
the original flat canopy instead of
replacing it with an awning that
would hide the transom windows.

On the interior, Texas Main
Street recommended that the own-
ers divide the building in half to cre-
ate room for another business since
they did not need all the space for
the Edward Jones office. The Gages
restored the pressed-metal ceiling,
salvaged the wooden floor, and re-
stored the plaster walls. Main Street
La Grange was able to recruit a new
business for the additional space.
Today. the Gage Building houses
The Book Nook, a coffee bar and
book store, as well as the Edward

Jones office.



Significance of the Project
The rehab of the Gage Building

contributed significantly to revital-
ization efforts in downtown La
Grange. First, it demonstrated the
commitment of a property owner
who recognized the need for addi-

tional retail space downtown and

was willing to invest in
the district’s future.
Secondly, it encom-
passed the entire range
of revitalization activi-
tics—from rehabbing and adapting
a building for mixed-use to recruit-
ing a new business. And, last but
not least, because of its high-vis-
ibility location, the building has
dramatically improved the image
of the south side of the downtown
square. &

Contact:
Cliff Gage (409) 968-9494

by Scott Byler, with additional
material provided by Texas Main
Street Architect Dick Ryan

Building owners Ciff and
Susan Gage divided the
iterior of the bulding (left)
in half to house not ondy an
Edward Jones office but also

a book store.
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Chippewa Falls gets
discovered by the movies

Eversince its mention in the block-
" buster film Tiranic as the home of

k. the main character, Jack Dawson
(Leonardo DiCaprio), Chippewa
Falls has become a familiar name
1o people around the globe. Capi-
talizing on its newfound fame,
b-Chippewa Falls Main Street
%hcld a Leonardo DiCaprio look-
{ialike contest in conjunction
i-with its regularly scheduled
Boat, Camping, and Fishing
Swap Meet.

The winner of the contest, Andy
Heinlewn, was interviewed on Discover

H

Wisconsin Radio, which airs over 42
radio stations and reaches 300,000 lis-
teners. Andy also will be featured this
January in Discover Wisconsin Maga-
zine: the article will show him posing in
front of 12 historic stuctures that were
standing in Chippewa Falls at the ime of

4\

Titanic’s maiden voyage.
Chippewa Falls Main Street man-
ager Jim Schuth can tell vou all about the

NETWORK NOTES

Silms impact onthe commumity. Give him
acall ar(715) 723-6601.

Tennessee’s First Lady

speaks out for Main Street

The Tennessee Main Strect Association
has announced that Martha Sundquist,
Tennessee’s First Lady. has accepled the
1ole of spokesperson for the Tennessee
Main Street Association. Mrs. Sundguist
will act as the oflicial representative of
the Association and its efforts to spear-
head the revitalization of downtowns
throughout the state.

“Tam so excited to be a part of this
worthwhile organization,” says Mrs.
Sundquist. “Saving our historic down-
towns and communities is vitally impor-

tant to our future.

MICHAEL SCOTT EVANS

Preservation and economiic development
does indeed beginat home, and together
we can invite our children, our friends,
and our neighbors to come back .. 0
main street.”

For further information, contuct
Cate Hamilton or Fay Fisher Jones of
the Tennessee Main Street Associution
ar{613) 591-9091.

Rite Aid Respects Downtown Plymouth
Main Street Plymouth (N.H.) was re-
cently awarded a $3000 grant from the
Rite Aid Corporation. This contribution,
pledged over three years, will help
Plymouth’s efforts to reinvigorate the
downtown business district by improv-
ing the community’s facilities and land-
scaping. Also, Rite Aid is helping revi-
lalize South Main Street by constuct-
ing a new anchor store that will be aes-
thetically appealing tothe New England
downtown.

“We are proud to continue our part-
nership with the people of Plymouth by
participating in the town’s thoughtful re-
vitalization efforts,” says Suzanne Mead,
Rite Aid vice president for corporate
“We hope our in-
volvement will serve as acatalyst foroth-
ers 1o become actively involved in sup-
porting this worthwhile organization.”

Tor learn move about Rite Aid s col-
laboration with Plvmouth Main Street,
call program manager Rob Riley at
(603) 536-27).

communications.

Made in llinois

Prairie State Mercantile recently opened
indowntown Genoa, Il The store, which
sells only products made in llinos, is
the brainchild of Rich and Maria
Mamoser, who drove all over the state
in search of Tlinois goods. Currently,
the store cames 23 different categories
of merchandise. including food, wine.
baskets, ironwork, and woolens; two
product items are added each week to
keep the selection expanding.

“Weare really pleased withour first
two months in Genoa,” says Maria
Mamoser. “There has been a lot of in-
terest and support for new businesses in
town. Food and wine sales are doing
especially well, and we want to expand
our literature and music lines, We are
now shipping anywhere 1n the United
States to improve our customer service.”

To ger a line on selling products
wnique 1o VOur town or state, give Ms.

Mamoser a call at (815) 784-4540.

Greetings from Virginia Main Street
The Virginia Main Street Program
(VMSP) has created two posteards high-
lighting the nine National Main Street
Communities among the state™s 20 des-
1gnated Main Street programs. Eachcard
features landmark buildings, architec-
tural details, special events, and colorful
street scenes from the selected towns:
Bedford, Culpeper, Elkton, Franklin,
Lexington, Manassas, Marion, Mar-
tinsville, and Staunton.

“We wanled 1o do something spe-
cial to recognize the efforts of the Na-
tional Main Street Communities in our
state and also provide our contact infor-
mation to people interested in Main
Street,” explains Assistant State Coordi-
nator Amy Yarcich, “Ttis a kind of call-
ing card for Virginia Main Street. When
we have our display at conferences we
can give away the cards as souvenirs:
then people can get in touch with us to
find out more information about who we
are and what we do. We can also use the
posteards as follow-up notes to people
we’ve spoken 1o about Main Street.”

The posteards also dovetail nicely
with a long-term goal of having each
community professionally photo-
graphed. Several of the images on the
postcards were shot by a professional
photographer, and in the next year the
remaining VMSPcommmunities will also
be professionally photographed. The
pictures will be archived for future
projects, including Virginia Main Street
brochures, and will be made available
to the communities and the state tour-
ism office.

Interested in getting your Main
Street message out to awider audience?
Contact Amy Yarcichfor details at (804)
371-7030.



Oklahoma holds hands-on
rehab training
Oklahoma recently held its first Hands-
On Rehab training in Perry, Okla. Ap-
proximately 45 downtown managers,
state Main Street staff, and volunteers
worked on five building rehabilitation
projects downtown. Volunteers removed
aluminum slipcovers from two buildings,
chemically stripped another of paint, and
painted two others in appropriate colors.
“The impact the rehab projects had
on Peiry was incredible, and we got great
[media) coverage,” says Melody Kellogg,
state coordinator for the Oklahoma Main
Street Program. “The Perry Main Street
volunteers were incredibly orga-
nized, and most of the
equipment and sup-
plies were donated.
Building owners «
agreed to complete
the project within 30
days after we left, and
the building owners were ec-
static with what was accomplished. Perry
is already seeing the snowball effect!”
Oklahoma Main Street architect
Barry Williamson, who organized the
training, would be happy to discuss what
worked and what they plan to improve
Jor next time at (405) 815-5115.

Eureka! TV! and other media
Eureka (Calif.) Main Street tumed to tele-
| vision to promote its 97 holiday season,
'| launching a campaign that targeted TV,
print, and electronic

media. The theme, Make history this
holiday season in Downtown and Old
Town, Eureka. Ir’s all right here!, incor-
porated Eureka’s history by combining
images from the town’s past with a rec-
ognizable design format. The television
ads were offered to business owners at
two price levels. The print ads promoted
the whole district through the use of 15
business categories, and Eureka Main
Street paid to run the ads in the local pa-
per and in The North Coast Journal, a
local magazine about people, places, and
the arts, from December 8 through the
22, Electronic media was used to pro-
mote individual stores.

Amerchant's survey indicated a fa-
vorable response to the image/advertis-
ing campaign, which will now be contin-
ued vear-round.

10 leam more about putting your
town's history o work, contact Mary
Smith at (707) 442-9054.

A Brighter, Cleaner Brighton
Brighton (Mass.) Main
Streets is working to
clean up the busi-
ness district by
kicking off the
Brighton Main
Anti-Litter
Campaign. Asmall “pa-
rade” of Brighton activists and business
owners took to the streets last March: they
pushed a barrel full of brooms down the
district’s main thoroughfare, passing out
brooms to business owners as they went.
A total of 70 brooms were handed out to
area merchants.

The anti-littercampaign is multifac-
eted, targeting business owners through
the broom distribution, people on the street
through the parade, and school children
through a “Don’t be a Litter Bug! Keep
Brighton Clean!” art contest. The clean-
up ended with a Saturday Street Sweep.
Regular street sweeping now takes
place throughout the vear to keep the
business district cleaner.

Fortips onstarting your own clean-

Streets

up campaign, give program manager
Ann Griffin a call at (617) 779-9200.

Datlington adapts to flood plain
Darlington, Wis., was hit hard four years
ago by aflood, and itis still recovering.
Instead of abandoning downtown for
higher ground, however, the town re-
built it and took steps to prepare for the
next flood by retrofitting the buildings
N two ways.

The first
strategy allows J
some flood water
to flow in on the _
ground level, but
not into the main
showrooms, The
were removed
and reconstructed
atanew height, above the 100-year flood
level. Display windows, on the other
hand, remain at the old level in the front
of the store. Stairs or a ramp provides
access to the new retail floor above.
However, there is one restriction: the
store must have a highenough ceiling to
allow the floor 10 be raised about five
feet.

If that option is not feasible, some
retailers have chosen to build anew con-
crete floor at the onginal grade and in-
stall waterproof finishes inside the build-
ing. The interior walls are made of wa-
terproof drywall with baseboards that can
easily be removed so air can flow be-
hind the walls and dry them out. Mold-
ing in the middle of the wall and along
the ceiling can be removed to let more
air flow behind the walls. All utilities,
including electrical outlets, are installed
above the flood level.

For a flood of constructive ideas,
contact Todd Barnam, Darlington

basements were
filled with gravel
and the first floors

Main Street’s program manager,
at (608) 776-3067.

“Network Notes™ is compiled and
written monthly by Bill McLeod, If
Youhave interesting projectsor ideas
youwould like others o read about,

give Bill a call ar 202/588-6219.
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BACK FROM THE EDGE

new life for downtown

Cities Back from the Edge -
New Life for Downtown

Roberta Brandes Gratz with

Norman Mintz
Preservation Press,

John Wiley & Sons, 1998
360 pages, index
ISBN-0-471-14417-7

“It’s about time!” For years L have read
articles and publications touting the
rebirth of America’s cities and down-
towns and yet did not get the sense that
the writers had a clue about why cer-
tain cities have been successful while
others still spend lots of money for little
results. Finally, two people who un-
derstand the real problems, issues, and
needs of downtowns — Roberta
Brandes Gratz, author of The Living
Ciry, and Norman Mintz, from New
York City’s Grand Central Partnership
and a pioneer in the Main Street move-
ment—have combined to produce a
“must read” volume on the underly-
ng reasons for downtown’s nitial de-
cline and what it takes to bring cities
back.

The book begins with an all-too-
familiar story of downtown Mansfield,
Ohio, and its decline. The descriptions
ofthe ills of this city’s downtown could
have been written about hundreds of
cities. The innovative renewal of
Manstield’s downtown offers object
lessons about innovation, volunteers,
and the incremental nature of revital-
ization. From this case study. the au-
thors shed light on national trends and
policies.

From transportation planning,
America’s love affair with the “Big
Project,” sprawl, and pedestrian-ori-
ented urban spaces, Gratz and Mintz
explain the causes and effects of de-
cades of decisions about urban devel-
opment. Their message is clear —

people, and the market, prefer authen-
tic places that are designed on a human
scale. Transportation, development. and
land-use policy should be developed to
support the growth of civie, and civil,
spaces. Using examples ranging from
major urban centers to small, rural Main
Streets, the authors show that there is
no specific “answer” to the problem,
no formula. Instead, they demonstrate
how local citizens working together can
achieve what the “experts” designing
the “*big tix” cannot.

Although the authors engage in
interesting philosophical arguments,
don’t think them impractical. The book
acknowledges the role of a competitive
marketplace. Gratz and Mintz exam-
ine the impact discount mega-stores
have had on downtowns and the devel-
opment of our cities. They also provide
examples where smart business people
have incorporated the unique qualities
of downtown into their business con-
cepts and met with success.

[ often hear downtown revitaliza-
tion directors asking for “good argu-
ments” for downtown. Well, look no
turther. This book has plenty of argu-
ments, anecdotes and some sound,
common-sense philosophy. Inspira-
tional as well as practical, the book gives
heart and vision, as well as practical
examples. to those laboring in down-
town. It has information for the down-
town practitioner as well as local offi-
cials and citizens. Here’s a suggestion—
get two copies of Ciries Back from the
Fdge. One for yourself and one for a
key community leader or decision
maker (Mayor, councilmember, plan-
ner, editor, or banker). You’ll be inspired
and he/she may be converted. &
—Reviewed by R. McDuffie Nichols,
senior program manager, NMSC



New from the National Trust

The National Trust recently published the following titles in its ongoing
series of Information booklets.

Public Relations Strategies for Historic Sites and Communities:

Offering a Press Tour

Press tours for groups of journalists are an effective way to provide regional
and national coverage for historic sites and tounist destinations. This booklet
explains how to organize a press tour and suggests ways to evaluate its suc-
cess. How do you determmne if your town is a good candidate for a press tour?
When should vou schedule a tour? How many writers should you invite?
Who should be involved at the local level? Get the answers to these and many
other questions. Also included a sample media tour timeline, press tour “do’s
and don’ts”, and other nseful check lists. #2127

Rescuing Historic Resources:

How to Respond to a Preservation Emergency

Your historic courthouse is about to be torn down and replaced by a nonde-
script office building. A parcel on the edge of town is about to be converted
to a parking lot for a new big-box retailer. At some point, every commuuity
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Small Business 2000 Hits
the Airwaves and the Web

Small Business 2000 is a syndicated,
public television show that has gained
attention over the past two years for its
quality profiles of enterprising small
businesses. A great educational tool for
anyone involved in Main Street, Small
Business 2000 provides information on
what makes these businesses success-
ful, such as location, market analysis,
capitalization strategies, marketing, and
planning. It profiles a wide variety of

show’s creators
pride themselves on the fact that every-
one involved in Sirall Business 2000 —
on air and off — is a small business
owner. The result is a program that looks
and feels different.

*Thisis nota traditional public tele-
vision production,” they proclaim
proudly. *You will find no journalists,
no academics, and no gurus sitting
around conference tables. The focus of
every program is a smafl business owner
filmed in the setting of his or her own
business.”

faces a threat to a historic site. This booklet covers the basic steps 1o take
when faced with a preservation crisis and reviews the tactics and strategies
used by several organizations to tackle a preservation controversy. #2151

Fund-Raising ldeas for Your Preservation Organization

Asevery nonprofit organization knows, money doesn’t grow on trees. With
the right planning, however, it can come from special events, products, tours,
and auctions. Funds can also come from members, foundations, corpora-
tions, and individuals. Most organizations rely on a combination of these
money sources {0 operate. Learn from other preservation and nonprofit or-
ganizations about innovative fund-raising events, products, and programs.

#2180

The cost of each Information booklet is $6.00. Order from: Information
Series, National Trust for Historic Preservation, 1785 Massachusetts Av-
enve, N.W., Washington, DC 20036. For a complete catalog listing of other
preservation titles, please call 202/588-6296 or visit the National Trust web

site at www.infoseries.com.

Small Business 2000’ web site, lo-
cated at hitp://www.sb2000.com, has
become an extension of the show, de-
livering information presented in the se-
ries, with the same up-front, no-nonsense
approach. It contains an index of topics
of past episodes; names of all the busi-
nesses profiled (including contact infor-
mation), along with their mission state-
ments; and updates since the episode first
aired. The site also lists small business
assistance resources, such as a mentor
program that can partrier new entrepre-
neurs with successful business owners,
SCORE members or Small Business
Development Centers.

One gets the impression, however,
that the site is much more than a mar-
keting strategy for the television show;
itis a personal message from series cre-
ators Bruce Camber and Hattie Bryant
who are determined to impart their
knowledge about successtul small busi-
ness development to all prospective and
current small business owners. The site
includes a quiz to help you determine
what your priorities should be before
entbarking on vour own business, tips
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on identifying “your own personal
magic,” and mission statements about
“being small.” lt also offers advice about
determining what business you should
be in, (ifat all), as well as eight steps for
starting your own business, from the
initial idea to strategizing for long-term
growth. The site also has a number of
interactive features: Camber and Bryant
solicit suggestions of successful busi-
nesses to profile in upcoming shows,
even offering their selection criteria.
They also request feedback on past
shows from viewers and offer to respond
to viewers” questions about getting a
business started.

Along with pragmatic advice, the
site includes wspirational bits for pro-
spective entrepreneurs, including such
mantra as “We profoundly believe in
business. And we profoundly believe
that we all have an idea for a business.
We take the risk, believing that this idea
will work.” But they also offer other
pearts of wisdom drawn from experni-
ence, such as, “Start your business on
anethical foundation. Have integrity. You
will have more energy and a free mind.”
By Amanda B. West

OCTOBER 1998



What Goes into a Sponsorship Proposal
Placing sponsorship dollars is a business decision.
The CEO of acompany still exerts influence on spon-
sorship involvement but no longer are these deci-
sions made emotionally. They are business decisions
that have measurable objectives. Nor are they made
on the spur of the moment. Depending on the dollar
amounts involved, a sponsorship decision can take
years and can involve a number of different people
at different levels of the company, each assuming
responsibility for a specific part of the process. Each
of these people will want to study your sponsorship
proposal to determine what elements, if any, affect
his/her department’s goals.

When selling sponsorships, keep in mund that
the prime objective of the proposal is to whet the
sponsor’s appetite. Before putting together a spon-
sorship package, be sure to contact the potential spon-
sor and discuss the company’s needs, then send a
brief summary of the proposal, highlighting issues
previously discussed and emphasizing how the vari-
ous marketing/sales/promotional opportunities dove-
tail with their cumrent strategies in these areas. Fi-
nally, make an appointment with the sponsor to dis-
cuss, in detail, how your program works and what
sponsorship opportunities it offers.

When putting together your sponsorship pack-
age, be sure to include the following.

I.  Media exposure—dollar value; ratings;
readership, etc.;

2. Marketing, merchandising, and sales
opportunities;

3. Hospitality rights, including tickets,
VIP parking, efc.;

4. Productexclusivity;

5.  Signs,on-site exposure—audio billboards,
banners, etc.;

6. Listing of other participating sponsors:

7. Brief history of the event/sport/venue/
facility; and

8. Testimonial letters from previous sponsors.

The proposal should be typed, double-spaced,
and no longer than eight pages. Remember, the per-
son receiving vour proposal gets hundreds, if not thou-
sands, of these proposals annually. The time spent
on each one will be minimal, so your proposal must
stand out if it is to be noticed. If it is brief and well
written, with the sponsor’s objectives in mind, you
will quickly get to the next step.... meeting and dis-
cussion.
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may be the responsibility of the pub-
lic relations, advertising, marketing, or
human resources department, to men-
tion just a few.

Because each company is differ-
ent, you need to pick

should include a cover letter that con-
cisely communicates key advantages
of the sponsorship, a fact sheet with a
range of sponsorship possibilities and
target audience information; potential
reach within the sponsor’s market; and
contact information.

Don’t overwhelm the sponsor.
Be sure to include just enough infor-
mation to interest the company and
generate & further dialogue. Don’t sup-
ply too much information; it bogs them
down. Your package should be type-
wiitten or laser-printed, neat, and free
of typographical errors. And, make
sure you don’t misspell your contact’s
or the company’s name. There is no
faster way to get tossed into the round
file! Also, don’t send material unso-
licited; always call first and pre-qualify
the account.
6. Get there early. When you
speak to the decision maker, try to find
out what time of year the company al-
locates sponsorship dollars and be sure
to get your proposal in at least a few
months before the budget is set. Call
the decision maker to ensure that the
package was received. Continue to fol-
low up on a regular basis, including at
budget allocation time. Your chances
of being considered decrease dramati-
cally if you send your proposal just be-

fore the deadling—

up the phone and call
your target companies
tofind out who handles
sponsorships for that

With the trend toward many will have gotten
grassroots marketing, there before you.
many major corporations 7~ Keep in touch.

oreanization. Talk to are looking for local Don’t expect great re-
th,g <on before v opportunities to enhance  sultsif yousimply send

% Eemson be o you their national the package and then
scn(.j your proposa_l © sponsorship strategy. drop out of sight. Send
make sure you are deal-

your target sponsor in-

ing with the right per-
son. On the local level, you will prob-
ably deal with a store or restaurant
owner, general manager, or field rep-
resentative. And don’t underestimate
the value of your Main Street spon-
sorship; with the trend toward
grassroots marketing, many major cor-
porations are looking for local oppor-
tunities to enhance their national spon-
sorship strategy.

Selling the Strategy
5. Put together an offering with
the right information. Your package

formation and newspa-
per clippings about the event, and up-
dates on appropriate projects in
progress. Include a hand-written note
to the prospect. Communication
throughout the year will apprise the
sponsor of the advantages of being
linked with your event. Pick up the
telephone once in a while and keep
the prospect involved in all of your
Main Street activities.
8.  Askfor the sale. One of the pri-
mary rules of sale is to always ask for
the sale at the end of your presenta-
tion. Once you have done your home-



Where to Place Sponsorship Dollars

When developing your sponsorship proposals, keep the sponsor in mind.
Understanding the company and the questions it will ask will pave the way
for a more effective, and more successful, sponsorship presentation. Here
are nine questions that companies will be asking to determine where to place
sponsorship dollars. Asking these questions about each prospective sponsor
will help you decide which companies to approach:

LRIl
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work, found the sponsor, and presented
everything vou have to otfer, ask for
the sale! Some salespeople use an
assumptive approach, such as “I'll re-
serve the cocktail hour sponsorship for
you.” Others use a value-added ap-
proach to create a sense of urgency,
suich as “If you reserve your sponsor-
ship now, we can include you in the
upcoming advertising campaign.”
There are many ways to close a sale;
and, as you develop your personal sell-
ing style, yvow’ll discover the approach
that works best for vou and learn how
to evaluate the right close for each
customer.

9. Put it in writing. Once the sale
has been closed, formalize
it with a letter of agreement
and contract. The contract
should specifically docu-

ment all of the activities that

will take place, the sponsor’s
responsibilities,

Will the sponsorship drive sales?

Will it enhance or reinforce brand image?

Will it increase awareness of the company’s product, brand, or service?
Will it provide retail and trade tie-ins?

Will it drive volume and long-term profitability?

Will it increase share of the market?

Will it provide a vehicle for entertaining clients?

your organization’s responsibilities,
and any agreements that were dis-
cussed as part of the sponsorship. The
more accurate and pre-

8.  Can it differentiate the product or brand from a competitor’s?

9. Willit give the company a competitive edge, i.e.. exposure in a market

the competition isn't reaching?

Once these questions have been answered, screen and grade the choices to

select the companies you will approach by asking the following:

208 208 il

Is the objective corporate or brand specific?

Is it a one-time event or a long-term commitment?
Do the locations and dates fit company needs?
How many attendees can be expected

(total exposure of brand/product)?

Will there be co-sponsors?

emgn

Will the company be lost in a crowd of other sponsors?

7. What s the cost relative to the expected return?

Bringing Them Back

11. Follow-up is the key. You have
done all of vour homework and sold
the sponsorship. That’s

cise the contract, the less
chance for “misunder-

Most sponsorship sales are

Just half the work.
Now, you must make

standing” before, dur-  made after the fifth “no”  sure that everything
g, and after the event., .50 just keep asking you promised the spon-
Both parties should re- and sooner or fater sortakes place, On-site
ceive signed copies of you will succeed. management of spon-

the document. Keep in

sorships 1s critical to

mind that changes to the

agreement should be added as addenda
and signed by both parties.

10. Be flexible. Sponsors come in
many forms, and not all are title spon-
sors. Consider the benefits of partial
sponsorships or barter arrangements,
Don’t take an “all or nothing™ ap-
proach. For instance, a local restaurant
may not be interested in paying for a
title sponsorship, but may otfer to pro-
vide catering services for a preview
party or luncheon. Also, a sponsor may
want 1o buy some promotional oppor-
tunities, but not ¢l of them.

Work with the sponsor as much
as you can, but be sure you are still
achieving the goals you established in
the beginning. Often, when someone
has consistently said no to involvement
with vour events, you can sell them
onavery small involvement—-banner
display or an on-site booth, for in-
stance—to get them started. 1f the
event is a success, you will be able to
involve them at a higher level the fol-
lowing year.

happy sponsors. Make
sure banners are hung in the right lo-
cation, that logos appear in ads, and
that all of the other pieces are in place.
Do everything vou can to help the
sponsor reach its goal and, m tum the
sponsorship will help your reach your
goals. Dropping the ball now could
mean losing the sponsor forever.
12. Report your results. At the end
of the project. or at periodic intervais
during long-term sponsorships, submit
a wrap-up or update report. Spell out
the goals you set, how those goals were
achieved or are being achieved, and ac-
tivities that took place. Include survey
information, news clippings, etc. Is-
sue the report within 30 days after the
event or at predetermined quarterly or
monthly dates during long-term spon-
sorships. Follow up with sponsor to
make sure that the report was clear and
to get feedback. When sponsors feel
uninformed, they may begin to ques-
tion their investment. Make sure they

Continued on page 14
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Sponsorships come in many forms.
Some companies may not be interested
in paying to spensor an event but may

donate equipment or services instead.
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know how important their sponsor-
ship is!

The keys to success in sponsor-

ship sales are toresearch your prospects
well and thoroughly understand what
you have to offer. Be thorough, in-
formed, and flexible and vou have the
potential to make virtually anything
happen. Keep in mind that many spon-
sorships can take a long time to develop
and that most good salespeople are suc-
cessful because they are tenacious; they
don’t give up. Most sales are made af~
ter the fifth “no.” so don’t be discour-
aged if a company doesn’t say “'ves'
rightaway. Just keep asking and sooner
or later you will succeed. &
Svlvia Allen is presi-
dent of Allen Consult-
ing, Inc., located in
Holmdel, N.]J. She
has taught sponsor-
ships at New York Uni-
versity for the last decade, has helped
many Main Street programs develop
successful sponsorship programs,
has offered her sponsorship strate-
gies at the last five National Town
Meeting on Main Street™ confer-
ences (to rave reviews) and publishes
The Sponsorship Newsletter.
Ms. Allen can be reached at
732/946-2711 or via e-mail at
sylvia@allenconsulting.com.

R

JOB
ANNOUNCEMENTS

Main Street Manager

The Borough of West Reading, Pa., located
in the heart of outlet country is seeking un
individual to direct a newly established Main
Street program. Responsibilities include busi-
ness recruitment, marketing and promotion,
nonprofit/volunteer management, and project
coordination. Self-motivated applicants must
be able to work independently and coopera-
tively with business people and volunteers.
Excellent verbal and communication skills
and grant writing experience a must. Appli-
cants should have related experience and dem-
onstrated leadership abilities in a like posi-
tion. Send resume, letter of interest, profes-
sional requirements, and salary requirements
by Navember 15, 1998 to: West Reading Main
Street Foundation, ¢/o West Reading Borough
Hall, 500 Chestnut Street, West Reading, PA
19611.
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For More Information
Periodicals

Advertising Age, Crain Communications, Inc., 740 North Rush Street,

Chicago, IL. (312) 649- 5200.

Outwalk’s Brand Week, A/S/IM Communications. Inc., 49 East 21st Street,
12th Floor, New York, NY. (212)529-5500.

Amusement Business, BPI Communications, Inc., Box 24970, 49 Music Square
West, Nashville, NT 37203, (800) 999-3322.

CableVision, International Thomson Communications, Inc..
825 Seventh Avenue, 6th Floor, New York, NY 10019. (212) 887-8400.

Electronic Media, Crain Communications, Inc.. 740 North Rush Street, Chi-

cago, IL 60611. (312) 649-5200.

Entertainment Marketing Letter; 160 Mercer St., 3rd Floor, New York, NY

10012. (212) 941- 0099.

Promo, 11 River Bend Drive South, PO. Box 4225, Stamford,

CT 06907-0225. (203) 358-99(X).

Sponsorship Report, IEG, 213 West Institute Place, Suite 303, Chicago, L

60610. (312) 944- 1727.

The Sponsorship Newsletter, The Sponsorship Newsletter, Inc.. 89 Middletown
Road, Holmdel, NJ. 07733. (732) 946-2711.

The Sponsorship Report, 555 Richmond Street West, Suite 504, Toronto,

Canada M5V 3B1. (416) 360-3894,

The Sports Marketing Newsletter;, 1771 Post Road East, Suite 180, Westport,

CT 06880. (203) 255-1787.
Books

Allen, Sylvia. How fo Be Successful at Sponsorship Sales.
Available through Allen Consulting, (732) 946-2711.

Association of National Advertisers. Event Marketing: A Management Guide.

Emst & Young. The Complete Guide to Special Event Management.

John Wiley and Sons, Inc.

Schreiber. Alfred Lifestyle and Event Marketing. McGraw-Hill.

Executive Director

The Historic Salisbury (N.C.) Foundation, a
26-year-old historic preservation organization,
is seeking an executive director. Candidates
must have three years’ minimum experience
in preservation advocacy and leadership, re-
volving funds management, fund raising (both
direct solicitations and grants), and property
management (the foundation owns two his-
toric museums, a community events center,
and rental propertics). The director supervises
four full-time staff members and works with
an active board and volunteers. Those inter-
ested should submit a resume, three references,
and salary requirements by October 31, 1998
to: Patricia Rickard, Search Committee, His-
toric Salisbury Foundation, Box 4221,
Salisbury, NC 2814

Economic Development Specialist

Lower Merion, Pa., {pop. 60.000) an aftlu-
ent. first-ring suburb of Philadelphia, is seek-
ing an experienced professional to plan and
implement business enhancement programs
for six distinct commercial districts, based on

1968

1

local resources, needs, goals, and market op-
portunities. Position requires degree in urban
planning, economic development, or arelated
ficld, and experience in the development of
older commercial districts. Advanced degree/
certification preferred. Must also have strong
communication, interpersonal, presentation,
planning, and computer skills. Salary poQ,
plus excellent benefits. Position open until
filled. sos/M/ED/V, Send resume 10: Town-
ship Manager, 75 E. Lancaster Avenue,
Ardmore, PA 19003

Job announcements should not
exceed 150 words and should be
mailed or faxed to the editor of Main
Street News by the 5th of the month
for the next month’s issue (i.e,
November 5Sth for December issue).
Muail to Editor, Main Street News,
National Main Street Center, 1785
Massachusetts Ave., N.W.,
Washington, DC 20036 or fax to
(202) 588-6050.

MainStreet/Vews
Muain Street News is published [
times a year as a benefit of member-
ship in the National Main Street Net-
work, an organizational membership
program of the National Main Street
Center®, National Trust for Historic
Preservation, 1785 Massachusetts
Avenue, N.W. . Washington. DC 20036.
Tel: 202/588-6219
Fax: 202/588-6050
E-mail: mainst@nthp.org
Website: http//www.mainst.org
Annual dues are $195.
© 1998 National Trust for
Historic Preservation
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Paradigm Lost

[ met a community development guy
at a conference recently who told me
that he thought the reason so many
communities let developers build new
malls and discount stores is that it’s
just too hard to revitalize an existing
main street. It’s easier, he said, to just
start from scratch.

HELLO?Is this the state of com-
munity development these days? Like,
does this guy think that if communi-
ties just ignore their main streets and
build malls and discount centers to take
their place, theyll just pack up their
buildings and head out of town or
something?

I think this weird paradigm un-
der which some of these wacko com-
munity development folks are operat-
ing has something to do with having a
property development, not & conuni-
nity development, orientation.

It’s no wonder they think like this,
since the federal govemnment has fo-
cused so heavily on property develop-
ment programs for so long, although
it has consistently called them “com-
munity development” programs. In the
1950s and "60s, for example, the fed-
eral govemment gave our communi-
ties lots of “urban renewal” money —
money which, basically, paid for the

Sheri Gordon, Perkins, Oklahoma

demolition of tens of thousands of his-
toric buildings, but which didn’t do
much to renew communities. In the
1960s and "70s, the feds gave us a
whole slew of programs that made it
easier for developers to finance shop-
ping mall construction. The “acceler-
ated depreciation” tax benefit, for ex-
ample, meant that mall developers
could write off a huge chunk of the
value of their malls over the course of
just a few years and oftset what would
otherwise be tax liability on income
carned from other sources (like, say,
their day jobs). It stimulated the devel-
opment of malls in communities, but [
wouldntexactly call that “community
development.”

“Community development™ has,
unfortunately, become more a term of
convenience than a term that reflects
what one might think the term implies.
Nowhere is the danger inherent 1n this
(mis)interpretation more obvious than
in the revitalization of main street dis-
tricts, where investing too much money
in property development before busi-
nesses have figured out how to increase
their sales can drive up the rent struc-
ture beyond their reach.

The hardest work in revitalizing
a commercial district isn't necessarily

the property development (although it,
of course, has its challenges) — it’s
coaxing the district into a higher level
of economic performance, which can
in turn support higher rent levels, which
1n turn supports the redevelopment of
the district’s buildings (or the develop-
ment of new ones, if the district is in
the enviable position of complete oc-
cupancy and needs more space). But
very few federal, state, or local com-
munity development programs recog-
nize this sequence and. instead, offer
financing and financial incentives right
at the point where they’re likely to do
the most harm.

One would think that communiry
development would take into account
all the factors that make up a
community’s viability — which is cer-
tainly more than just the buildings. If
we're going to call it conununiry devel-
opment, let’s dump the old paradigm
and make sure that the program really
fits the phrase.

freamin &

Kennedy Smith, Director
National Main Street Center

The first time I met Sheri Gordon, it was obvious she was
going to be a good program manager. She just had that “it”
factor: an inherent talent for and understanding of Main Street
that promised great things from her in the near future.

What wasn’t so apparent at first, but what T quickly came
to know, was what an impact Sheri already had — and still has
— 10 her community of Perkins, Okla. Long before her title of
Main Street program manager came along, Sherd served on
her local school board, was a leader in the local educational
foundation, and was an integral part of the life of Perkins. Her
quiet nature was coupled with strength, depth, and dedication.

Though Sheri is gone, the victim of a tragic car accident,
her influence remains. In the days following Sher’s death, her
board chairman wrote a letter to her Main Street triends. In that
letter, he promised, “We fully intend to make Sheri’s dreams
(for Main Street) come true.” So. for years to come, Sheri Gor-
don will stilt be making aditference. That's the way she’d wantit.
— Beverly White, Woodward, Okla., and NMSC

Michzel LaDouceur; Egleston Square, Boston Main Streets
Mike LaDouceur, program manager for Egleston Square Main
Streets in Boston, died of a heart attack in September, three
weeks shy of his fortieth birthday. His sudden death was a loss
to numerous communities, most profoundly to the Egleston
neighborhood where he had lived for many years. Although he
was trained as a lawyer, Mike's focus was primarily on social
change and justice. He was a community activist in addition to
working for the Main Streets program and had recently run for
state representative. He was alsoinvolved in work with the home-
less and with his local church.

“Mike was one of those people you call when you feel
most discouraged about your district,”” noted one of his col-
leagues. “He was always sympathetic and supportive, and he
was an inspiring, vet very humble, role model of someone de-
voted to revitalization over the long haul. He was one of the
quiet people in life who make a difference.”

The annual “Hands Around Egleston™ festival will be
dedicated to his memory.

— Jennifer Rose, Allston Village Main Streets
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Safer Main Streets:

Reducing Real and Perceived Crime in Your Commercial District

What are the most successful and cost-effective techniques for controlling crime?

How do you deal with persistent negative public impressions?

Who must be involved to solve the crime issue?

These questions have become increas-
ingly important issues {0 managers in
both small-town downtowns and large-
city commercial districts. As you fo-
cus on improving main street’s image
as a center for shopping and commu-
nity life, the increasingly negative ef-
fect of crime statistics, street people,
and vacant buildings work to under-
mine the positive downtown you have
strived to build. This innovative two-
day workshop uses the streets of Phila-
delphia as a learming laboratory for ef-
fective crime prevention strategies that
are ideal for both revitalization profes-
sionals and mu-
nicipal leaders.

National Main Street Center
National Trust for Historic Preservation
1785 Massachusetts Avenue, N.W.
Washington, DC 20036

The lead faculty are Stacy Irving, Crime
Prevention Services Director and Paul
Levy, Executive Director of Phila-
delphia’s Center City District. Present-
ers will include such noted authorities
as Jack Greene. Dept. Of Criminal Jus-
tice, Temple University; Thomas
Seamon, Vice President, University of
Pennsylvania Police Department and
former Deputy Police Commissioner
Philadelphia Police Department: Rob-
ert Teir, Esquire, Center for Livable Cit-
ies; Bill Hughes, Director, Community
Service Representatives; Rob Rabena,
Vice President, SpectraGuard and a
Police and Crime Reporter,
Philadelphia Inquirer/
Daily News.

LINDA GLISSON

These experts will offer information
and insight on the following topics:

Wednesday, November 4, 1998

Making Main Streets Safe,
Clean and Antractive

ldentifying Crime and Safety Issues
Partnerships in Crime Prevention
Preventing Retail Crime

Thursday, November 5, 1998

Managing the Public Environment
Through Ordinances

Crime Prevention Through
Environmental Design

CCTV and Security Technology
Safety Teams (Panel of Public and
Private Citizens)

Media Relations and Crime
Prevention

Strategies for Promoting Safer
Main Streets

The registration fee is $195.00 (mem-
bers)/$260.00 (non-members). Lodg-
ing reservations can be made at the
Clarion Suites in downtown Philadel-
phia (seminar site) by calling (215)
922-1730.

Calendar of Events

et 8-9, 1998

Tennessee Main Street Association, Annual
Conference, Franklin. Tenn.

(615) 391-9091

Oct. 8-9, 1998

NMSC, Revitalizing Main Street
Roanoke, Va.

(202) 588-6219

Oct.12-14, 1998

Scenic Byways Coalition,
America’s Scenic Byways ‘98
Monterey, Calif.

(202) 682-9530

Qct. 15, 1998

California Main Street, Revitalizing Main
Street, Fresno, Calif.

(916) 322-3536

Oct. 15-16, 1998

NMSC, Advanced Fund Raising
Washington, D.C.

(202) 588-6219

Oct. 19-2], 1998

S.C. Downtown Development Association.
Lovable Communities Conference,
Charleston, S.C.

{803) 933-1231

Oct. 20-25, 1998

NTHP, 52nd National Preservation
Conference, Savannah. Ga.

(202) 588-6100

Oct. 29-30, 1998

NMSC, Main Street Study Tour
Georgetown, Tex.

(202) 588-6140

Nov. 4-5, 1998

NMSC, Safer Main Streets
Philadelphia, Pa.

(202) 588-6219

Nov. 5-7, 1998

Maryland Downtown Development
Association, Annual Conference
Annapolis, Md.

(410) 514-7264

Nov, 12-13, 1998

Great American Main Street Showcase
Itinois Main Street, St. Charles, TiL.
(217) 557-1274

Nowv, 12-14, 1998

Waterfront Center, Urban Watertronts 16
Toronto, Canada

(202) 337-0356

Feb. 8-12, 1998

NMSC, Certification Institute in
Professional Downtown Management™
Washington, DC

(202) 588-6140

“Calendar entnes of state, regional, and national
interest may be submitted in writing by the ist of
each manth for the following month’s newsleter.
We reserve the right 1o cdit alf entries based on
appropriateness and space.

Nonprofit Org.
U.S. Postage
PAID
Washington, DC
Permit No. 8803



The Role of the

Main Street Executive Director

The executive director of a Main Street program is the central coordinator of the organization’s
activities. The director oversees the program’s daily operations, provides the hands-on involvement
critical to success, and serves as liaison for all the committees, ensuring that activities in all four
points are synchronized. Like a shopping mall manager, the director initiates and coordinates a wide
range of projects, from supervising promotional activities to assembling market information. Most
important, though, is the director’s role as a full-time advocate for the downtown and as an authority
and single source for information, resources, and activities related to the revitalization initiative.

As is true of the board’s responsibilities, the director's duties evolve as the program’s goals and
opportunities change, but two characteristics remain constant: the director is a full-time coordinator

whose only focus is the downtown or commercial district.

The Director’s Broad Tasks
Thetasks of a Main Stweet director are

many, but limitations should be set on

A
MAIN SFREET

what the components of the position

01

are. In broad terms, the following are
the tasks of the Main Street director:

« Develop downtown strategies
based on the Main Street Approach
with the board of directors. Iden-
::-"f/ufumd use the community’s human

— s

-Aﬁ and economic resources, partners and
interest groups thav are dircetly or in-

directly involved with the commercial
[ H ’ district. Assiy/ the board of directors
el cmﬂ@ in developing a work
plan based n pragram goals and ob-

e

e — ] N
jectives and the Main Street Four Point

proach, then assist the board and

sinimplementing that plan.

activities of the Main
ittees, Ensure that com-
EtWEET COMMIEEs is con-

« Manage the administration of the
Main Street organization. This re-
sponsibility includes purchasing, record
keeping, budgeting. and personnel su-
pervision. Preparing reports to state and
national programs, and assisting in

reports to funding agencies.

« Develop and conduct ongoing pub-
lic awareness and education pro-
grams designed (o create appreciation
and awareness of the downtown dis-
trict and its architecture, and to foster
awareness and understanding of the
Main Street program’s goals and ob-

jectives.

= Assess and develop capacity of
downtown businesses, institutions
and groups to carry out joint im-
provement activities, such as uniform
store hours, good business practices,
promotional events, advertising cam-
paigns. parking management, and busi-
ness recruitment. Provide advice and
information about successful down-
town management. Encourage devel-
opment of a cooperative climate be-
tween downiown interests and local
public officials.



* Help build strong, productive
working relationships with and be-
tween partners, such as local and state
public agencies, chambers of com-
mercee, merchants associations, schools,
focal nonprofits, civic groups, the me-

dia and others.

* Develop and maintain systems to
track the progress of the Main Street
program. To prove the economic and
intangible success of the initiative, me-
ticulous records must be kept on rental
rates, dollars invested by building own-
ers and the city, and the number of jobs
and businesses created. Photographic
documentation of all physical changes

downtown is essential as well.

The Director and Volunteers
Full-time program management is es-
sential to a successtul revitalization pro-
gram. Keep in mind, however. that the
director cannot — and should not -
take the place of volunteers in the orga-
nization. Main Street programs rely on
the mobilization of an army of volun-
teers from all parts of the community.
Thus, the director’s major role is o ex-
pand and develop volunteer capacity
and ensure that committee activity is
moving smoothly. The director should
serve as a facilitator, coordinating
people and resources, to help volunteers
work efficiently and productively. %
By Amanda B. West, with material
from The Board Members Hand-
book

JAMES L BALLARD

The Director’s
Skills — as opposed to qualifications, such as experience and education — are the intangible assets
of a director. They can be acquired from past experiences, or may simply be the individual’s natural

talents. Past educational and job experiences are important to the performance of a director, but the
following skills are tools the director will use everyday:

« Self-Initiative — being able to work in independent situations. Directing a Main Street organization:
can be a self-starter’s dream, but in some cases, the director may be left hanging to make decisions or
initiate activity if the board is lax or focusing on other activities. The director must becapable of and
comfortable working independently.

« Diplomacy — being able to work well with a wide variety of people and situations. Directors will
always have to deal with cranky business owners, territorial chambers, pompous mayors, pessimistic
bankers, absentee landlords, and clueless volunteers, even in the best, most successful Main Street
programs. These are the players i the field of downtown revitalization, so diplomacy and careful-
long-term relationship building will always be necessary.

« Communication — being skilled in verbal and written communication. As a central figurchead for
the Main Sweet program, directors will be approached by everyone forinformation and answers. Devel-
oping relationships with individuals is the key to success. Presentations (o groups are essential to dis-
seminate information and clear up misconceptions about program goals, Writing proposals, newsletter
articles, press releases. and annual reports are equally vital. Fortunately, communication skills can be
learned, developed, and improved upon through formal and informal training and practice.

» Flexibility — being able to adapt to different situations. This is one of the most important skills a
director needs: he or she may be blowing up balloons for an event in the moming and meeting witha
banker about an incentive program in the atternoon. Schedules and project goals have a tendency to
shifi, so going with the flow will cause a lot less stress and a lot more productivity if the director can
respond to changing situations. Dealing with a huge vanety of tasks and situations 18 a hallmark of
being a Main Street director. so inflexible persons who distike change need not apply.

* Organization — being able to coordinate many projects and people. Going hand-in-hand with
flexibility, organization is paramount. That doesn’t mean your desk has to be clean, but juggling
multiple projects. deadlines, people, and activities means you've got to keep on top of things, and
keep tasks moving along in order to accomplish goals. Remember, the director’s jobis not to do all the
activities in a work plan. but make sure they get done.

« Confidence — being able to *'stick to your guns.” The director must be capable of moving forward
in thought, word. and deed without hesitating or secking to be liked by everyone. Main Street direc-
tors will face many situations in which they may be in the minority: while presenting new ideas. for
example, approaching naysayers, or working on an unpopular project. Although the director’s activi-
ties should always have the backing of the board, uncomfortable situattons will arise

and the director must be able to deal with them.

¢ Being Superman or Wonder Woman — Not really. of course, but Main
Street directors sometimes feel they should be wearing abig *S” ontheirchests,
Many boards will openly expect the director 1o wear it as part of the job,and, at
times, he or she may have to. The pressure 1o be everything 1o everyone and
complete every task oneself will be great and:will come from many directions —
from the board, from business owners, and from the public. The successful Main
Street director will resist the temptation, and delegate — that's what volunteers are
there for. Remember, one gains power by actually giving it away.
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OFF THE SHELF

BACK FROM THE EDGE

new life for downtown

Cities Back from the Edge -
New Life for Downtown

Roberta Brandes Gratz with

Norman Mintz
Preservation Press,

John Wiley & Sons, 1998
360 pages. index
ISBN-0-471-14417-7

“Ir’s about time!” For years Thave read
articles and publications touting the
rebirth of America’s cities and down-
towns and yet did not get the sense that
the writers had a clue about why cer-
tain cities have been successful while
others still spend lots of money forlittle
results. Finally, two people who un-
derstand the real problems, issues, and
needs of downtowns — Roberta
Brandes Gratz, author of The Living
Cirv, and Norman Mintz, from New
York City’s Grand Central Partnership
and a pioneer in the Main Street move-
ment—have combined to produce a
“must read” volume on the underly-
ing reasons for downtown’s initial de-
cline and what it takes to bring cities
back.

The book begins with an all-too-
familiar story of downtown Manstield,
Ohio, and its decline. The descriptions
of the ills of this city’s downtown could
have been written about hundreds of
cities. The innovative renewal of
Mansfield’s downtown offers object
lessons about innovation, volunteers,
and the incremental nature of revital-
ization. From this case study, the au-
thors shed light on national trends and
policies.

From transportation planning,
America’s love affair with the “Big
Project,” sprawl, and pedestrian-ori-
ented urban spaces, Gratz and Mintz
explain the causes and effects of de-
cades of decisions about urban devel-
opment. Their message is clear —

people, and the market, prefer authen-
tic places that are designed on a human
scale. Transportation, development, and
land-use policy should be developed
support the growth of civie, and eivil,
spaces. Using examples ranging from
major urban centers to small, rural Mam
Streets, the authors show that there is
1o specific “answer” to the problem,
no formula, Instead, they demonstrate
how local citizens working together can
achieve what the “expents” designing
the “big fix” cannot..

Although the authors engage in
interesting philosophical arguments,
don’t think them impractical. The book
acknowledges the role of a competitive
marketplace. Gratz and Mintz exam-
ine the impact discount mega-stores:
have had on downtowns and the devel-
opment of our cities. They also provide
examples where smart business people
have incorporated the unique qualities
of downtown into their business con-
cepts and met with success.

[ often hear downtown revitaliza-
tion directors asking for “good argu-
ments” for downtown. Well, look no
further. This book has plenty of argu-
ments, anecdotes and ‘some sound,
common-sense philosophy. Inspira-
tional as well as practical, the book gives
heart and vision, as well as practical
examples, to those laboring in down-
town. It has information for the down-
town practiioner as well as focal-offi-
cials and citizens. Here’s a suggestion—
get two copies of Cities Back from the
Edge. One for yourself and one for a
key community leader or decision
maker (Mayor, councilmember, plan-
ner, editor, or banker). You’ll be inspired
and he/she may be converted. 4
—Reviewed by R. McDuffie Nichols,
senior program manager, NMSC



