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INTRODUCTION

Main Street
The Florida Main Street Program is a part of the National Main Street Center of the

National Trust for Historic Preservation. Since 1980, the National Main Street Center

has been working with communities across the nation to revitalize their historic or

traditional commercial areas. The Main Street program is designed to improve all

aspects of the downtown. The Main Street approach has rekindled entrepreneurship,

downtown cooperation and civic concern. It has earned national recognition as

a practical means of utilizing and improving a community’s local resources and

conditions. Because it is a locally driven program, all of what is done stems from local

issues and concerns.

The City of Clearwater was designated a Florida Main Street Community in August

1998. The program utilizes the Main Street four-point approach using the Joint

Venture as its organizational branch. The Joint Venture is made up of a City Council

(formerly Commission) appointed member, the Executive Director of the Community

Redevelopment Agency (CRA), the Downtown Development Board (DDB) Chairperson,

co-chairpersons from the Design, Economic Development and Promotion committees

and the Main Street Program Coordinator. The Joint Venture meets quarterly.

Committees meet monthly to address issues and concerns that confront Clearwater’s

downtown and to accomplish tasks agreed to by the Joint Venture.

Community Redevelopment Agency
The Community Redevelopment Agency (CRA) referss toto aa publicpublic entityentity created by a city

or county to implement the community redeveloevelopment activities edoutlined under the

Florida Community Redevelopment Act ofof 11969 edcodified asa ChapterChapter 16163, rtPart III, Florida

Statutes and provides a vehicle wherebyby local mmunitiescomm may form a CRCRA, ndand further

create a redevelopment trust fund foror gfinancing improvements within a predeterminededeter

redevelopment target area. The CRARA was tablishedesta by thethe local vernmengovernment, ndan

functions within that local governnment. In Clearwater,C tthe yCity CCouncil membmembers serveserve

as the CRA board members.

This district was established byy City nmentgovern for tthe purppurpose of yingcarryi oout

redevelopment activities that includeinclude reducingredu or eliminatingminating blight, evitalizrevitalizing

older housingousing for all income leevels, improvingimprovin the tax base,base, creatingcreating and retretaining

emploployment portunities,oppo aand ncouragingencouraging public andnd ateprivate investminvestments in theth CRA

arrea.

TThe ommunityCommunity RedevelopmentRedevelopme Area’s curreent zesize is 488 acres. The boundariess

einclude CourtCourt andan ChestnutChestnu streets to the south,th, Drew andand Jonesones streets too ththe north,

CClearwater Harbor to theth west and Highland Avenueue to the east.
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Downtown Development Board
In July 1970, the Clearwater Downtown Development Board Act was established,

allowing the City of Clearwater to revitalize and preserve downtown property values,

prevent deterioration in its central business district and provide downtown property

owners the power to solve problems on the local level. The Act outlined the geographic

location of the downtown area, the powers created, the composition of the board and

the bylaws that govern it. In January 1971, the city adopted an ordinance providing

for a special referendum election for the purpose of permitting downtown property

owners to tax themselves, establishing a special taxing district.

The DDB has been given the power to levy one mill on all property owners in the special

taxing district with the exception of homestead properties.

The property owners of the downtown elect seven members to the Downtown

Development Board. Candidates for the DDB must own property in the district or have

their place of business in the district.

Two CRA board members serve as ex-officio members of the DDB.

Construction Toolkit
The Clearwater Main Street Program Promotion Committee and the Clearwater

Downtown Development Board are pleased to provide you with the Cleveland

Street Streetscape Tool Kit. We anticipate that this program will assist you during this

challenging and exciting project.

Please review the information we have provided you. Besides information about the

streetscape project, you will find a variety of optionsptions for you to review andan consider that

will benefit your business. Most important isis the sign-up heetsheet foufound on agepag 22 to be

completed as soon as possible and returnrned to the MainMa Street Programam dinatorCoord in

the City of Clearwater Economic Develoelopment andand Housing Department.

The Main Street Program is able too benefit romfro the expererience of the HistoricHistoric

Kissimmee Downtown Streetscappe tool kit created by tthe ssimmeKissimmee mmunCommunity

Redevelopment Agency. This is a tried dand true accomplishmenmplishment fof aa mprehensivecomprehensive

marketing program and we aree excited outabo offeringg uyou coomponents ofo thiss

successful process during the StreetscaStreetscape constructioconstruction rojecproject.
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With Appreciation…
A task like the “Tool Kit” could not be completed without a great deal of planning,

work and support. We would like to thank the following groups for helping to make

this program possible.

The Clearwater Downtown Development Board 

The Clearwater Main Street Promotion Committee

City of Clearwater Community Redevelopment Agency

Clearwater Cultural Affairs Division

City of Clearwater Economic Development and Housing Department
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PROJECT Information

Cleveland Street, once the center of a bustling downtown Clearwater, will soon begin

a transformation to restore that vitality. The revitalization will include a pedestrian-

friendly environment for retail, street festivals and small concerts. Construction will

begin on this project June in 2006. Once completed, Cleveland Street traffic will travel

one lane in each direction and have parallel parking on both sides of the street with

newly landscaped sidewalks, medians and areas for public art.

The $8.9 million project includes new benches, trash receptacles, bike racks and

decorative street lighting. Utility enhancements, new landscaping and mast arms

will also be included. The project will take 18 months to complete and will create the

atmosphere to bring new life to Clearwater’s downtown.
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Contacts
Cleveland Streetscape Project Information

Construction Manager, Perry Lopez . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 462-6126

Construction Services Inspector, Rick Bennett . . . . . . . . . . . . . . . . . . . . . . . . . . . 224-7518

Main Street Streetscape Liaison, Anne Fogarty. . . . . . . . . . . . . . . . . . . . . . . . . . . 562-4044

City of Clearwater Economic Development and Housing
Clearwater City Hall, 1st Floor

112 S. Osceola Ave.

Clearwater, FL 33756

Economic Development . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 562-4220

Economic Development Fax . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 562-4075

Housing. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 562-4030

Housing Fax . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 562-4037

Utilities - City of Clearwater

Public Utilities . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 562-4960

Public Works Administration/Public Services. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 562-4950

Water/Gas. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 562-4600

Development and Neighborhood Services

Municipal Services Building, 100 N. Myrtle Ave.

Development Services -2nd Floor / Neighborhood Services - 3rd Floor

Development Services . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . 562-4567

Fax. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . 62-4576562-

Community Response Team (code enforcemenent) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 720562-472

Community Response Team Fax. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . 562-473562-4735

Local Emergency Numbersrs

Clearwater Fire and Rescue Emergenncy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 9111

Clearwater Fire and Rescue (non-emmergency) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 2-433562-4334

Clearwater Police Department (non-emergency)n-emergen  . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . 62-424562-4242

CPD Downtown Sub-station (non-emergency)-emergency) . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . 462-63462-6352

* this numberer isis notn connected too an nsweringanswering

machine,ne, if there is non officer in tthe ub-station,sub-station,

the phphone willwill nnot ebe picked uup. is numb This number is

NOT for emergencies. For emergencies, call 911.T for emergencies. For emergencies, call 911.

Hoospital – MortonMorton PlantPlant MeaseMease. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . 461-8568565
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Streetscape Construction Phasing
Phase I
(South Side: approximately 6 weeks)

Reroute traffic to northern two lanes, with one lane in each direction.

Install an 8” water line in the south roadway from Osceola to Myrtle avenues.

Install asphalt patch for temporary roadway.

Phase II
(West End: approximately 6 weeks)

Close Cleveland Street from Osceola Avenue to Intracoastal Waterway.

Install a 54” storm pipe in middle of the roadway.

Phase III
(North Side: timeline TBA)

Reroute traffic to the two south lanes. Install a 12” water line and

perform storm drain work on the north side of Cleveland Street from

Osceola to Myrtle avenues.
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Hard Hat Meetings

Throughout the course of the streetscape construction, meetings will be held

to bring you up to date on the construction process, as well as to address your

questions and concerns. You will be notified of the date, time and place of the

meetings in advance so you can arrange to be there.

These meetings are geared to be short and informative so that you get a broader

understanding of the construction process and can pass along this information to

your customers.

Construction Updates
Throughout the construction of the Streetscape, you will be receiving

updated information in the form of a monthly newsletter from the city’s Public

Communications Department. You will also find information on the city’s website at

www.myclearwater.com/downtown
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Parking Locationsrking Locat

PARKING
Garden Avenue Parking Garage –
Located at 28 N. Garden Ave. (1/2 block north of Cleveland Street on Garden Avenue)

There will be 2 hours of complimentary customer parking available at the Garden

Avenue parking garage during the Cleveland streetscape.

Anyone who enters the garage with a daily ticket will automatically receive two hours of

free parking.
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A Garden Ave Parking Garage

 28A Garden Ave. N.;
 271 spaces, $.50/hour,
 $3.50/day, $48.15/month;
 Free after 7 p.m. Mon. – Fri.,
 and all day Sat., Sun. and some holidays; customer validation program

available from downtown merchants.

B Municipal Svcs. Complex Garage

640 Pierce St., 484 spaces,
 City of Clearwater employee parking only 6 a.m. – 5 p.m.,
 Mon. – Fri., Free to public after 5 p.m., Mon. – Fri.,
 and all day Sat., Sun. and some holidays

1 South of Main Library
36 N. Osceola Ave.;

 138 spaces; Free

2 Harborview Center
300 Cleveland St.,

 168 spaces; Free

4 N. Garden Avenue
35 Watterson Ave.;

 9 spaces;
 metered: $.50/hr.
 Mon. – Fri., 8 a.m. – 6 p.m.
 Free other times.

5 South of Coachman Park
101 Drew St.;

 261 spaces; Free.

10 City Hall
112 S. Osceola Ave.;

 51 spaces;
 metered: $.50/hr.,
 Mon. – Fri., 8 a.m. – 6 p.m.,
 Free other times.

11 Pierce Street
150 Pierce St.,

 45 spaces;
 metered: $.25/hr.
 Mon. – Fri., 8 a.m. – 6 p.m.,
 Free other times

13 Large Courthouse Lot
475 Oak Ave.; 36 spaces;
metered: $.50/hr.

 Mon. – Fri., 8 a.m. – 6 p.m.,
Free other times.

14 Drew Street Extension
100 Drew St.; 22 spaces;
metered: $.50/hr.

 Mon. – Fri., 8 a.m. – 6 p.m.;
 Free other times.

15 City Hall Overflow
220 Pierce St.;

 63 spaces; Free

16 Court St. & Garden,
318 Garden Ave.;

 7 spaces;
 Permit Only; $25/mo.;/mo.;
 no handicap

17 Court St. & Ft. HarrisonSt. & Ft. Harriso
351 S.. FFt. nHarrison Ave.;A

 20 spspaces;
 metetered: 0/hr.$.50/
 MMon. – Fri., 88 a.m. – 6 p.m.;m.;
 FFree other times.ti

19 & Osceola AvCourt St. & Osceola Ave.
311 S. eolaOsce Ave.;

 39 paspaces;
 meteremetered: .50/hr.$.
 Mon.Mon – Fri., 88 a.m. – 6 p.mm.;
 FreeFre othher mes.tim

21 County Parking Garage
310 Court St.;

 11 spaces;
 metered: $.50/hr.
 Mon. – Fri., 8 a.m. – 6 p.m.;
 Free other times

22 Oak Ave., –  West of 
Courthouse
450 Oak St.;

 124 spaces;
 metered: $.50/hr.
 Mon. – Fri., 8 a.m. – 6 p.m.;

Free other times.

23 Pierce/Park Street
620 Pierce St.;

 18 spaces;
 metered: me $.50/hr.
 Mon. – Fri.,Fri 8 a.m. – 6 p.m.;

Free other times.tim

24Chestnut Streetut Street
615 Court StSt.;

 3737 spaces;sp
Permit Permit Only;O $25/mo.,$25/m

 no icaphandic

2299 Ft. Harrison AvFt. Harrison Ave.
420 S. Ft. HarrisoHarrison AveAve.;

 26 s;spaces;
 metered: $.25metered: $.25/hr. – /hr.$.50/h
 Mon.Mon. –– Fri., 88 a.m. – 6 .m.;p.m

Free otherr ttimes.

12
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public relations & marketing
In Fiscal Year 2005-2006, the DDB set aside funds in their budget to address cooperative

advertising to assist the merchants during the 18 month streetscape construction. They

wanted to act as a liaison to help business during construction and provide the most

effective marketing campaign possible. The DDB decided that this was the perfect

opportunity to bring people in who are professionals and would provide a focus and

energy to professionally market downtown Clearwater in a systematic way.

The DDB sent out a Request for Proposals for Public Relations and Marketing firms

to provide a focused campaign for downtown marketing and advertising. Two firms

responded and Vaughn Wedeen, a State of Florida Main Street Consultant experienced

in Economic Development was selected. Vaughn Wedeen will be visiting Clearwater

on May 31 - June 1, 2006 to attend the Stakeholder meeting and hold meetings with

downtown business owners and property owners.

Vaughn Wedeen will evaluate current and past marketing efforts, assess the effect of the

various grants and programs and create a strategy, budget and message schedule. Once

this information has been accepted by the DDB, it will be rolled out to the merchants.

Expect more information on this creative process in the coming months
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Rack Cards
Rack cards will be printed and distributed to local hotels and tourist attractions.

A sample rack card
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shopping & Dining guide
The Shopping & Dining Guide was created in 2003, it is updated yearly each October.
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post cards
Post cards will be printed and provided to merchants. Merchants will be able to send out

to their mailing list when promoting sales and event information.
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Events
The Clearwater Main Street Program started producing monthly events in 2006.

These events are outlined on the attached pages and will help to bring people into

downtown and into the shops through sales promotion events.

All merchants are encouraged to participate by having special sales, special dishes

or other enticements. Participating merchants will be given a sign to hang in their

window on the day of the event to let downtown visitors know that you are a part of

the event.

When customers visit your stores, this is your chance to promote your business. Ask

them for contact information and send them information. Find out where they heard

about your shop or the event. Invite them back when they exit your shop.

June: Matinees at the Main:
Day: Saturday, June 10th starting at 2 p.m.

Location: Downtown Merchants and the Clearwater Main Library 

Description: This event promotes people to come downtown for “lunch and a movie.”

After dining at their favorite downtown restaurant, guests go to the Clearwater Main

Library for a big-screen screening of a blockbuster film. There is no cost and there

will be free popcorn. Drinks will be sold at the Bookworm Cafe in the Main Library.

Restaurants and shops that participate will be noted with a “Matinees at the Main

Participating Merchant” sign on their front door or window.

July: Matinee at the Main:
Day: Saturday, July 8th starting at 2 p.m.

Location: Downtown Merchants and the Clearwatewater Main Library

Description: To celebrate the spirit of America,a, there will bebe ana old-fashionhioned -creamice-c

social with an Elvis impersonator on hand toto dish tout Sundaes.Su This will be followedfollowed by

a 2 p.m. showing of the movie Grease att tthe waterClearwa Main Library.ary. TheT film iss free

and there will be free popcorn. Drinks wwill be dsold at the Bookwkworm Cafe inin the mmain

Library. Restaurants and shops that participateparticipate will be noteed with aa “Matinees“Matinee at tthe

Main” sign on their front door or winndow.

August: Matinees at the Maine Main:
Day: Saturday, August 12th starting at 2 ping at 2 p.m.

Location: Downtown Merchants and the Clearwater Main Library: Downtown Merchants and the Clearwater Main Librar

Descripiption: This nteven promotees oplepeop too ecome downtownwn for h“lunch and a vie.”movie

Afterr gdining at thheir avoritefa downtowndowntow restaurant,aurant, guestsg go too ththe Main LibraryLibrary for a

screreening of aa blockbusterblockb fifilm. RestaurantsRe andnd opsshops that participate will be notedd

wiith a mmer“Summer FilmFilm Seriries articipatingPart Merchantnt” sign onon their front door or winwindow.

The movies willwill b ibegin at 2 pm.p The film is free and therehere will be ffree oppopcorn. Drinks

will bebe sold at the kwormBookworm CafeCafe inin thethe MainMain Library.Library.
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September: Downtown Employee Appreciation Day
Day: Friday, September 8th, 10 a.m. – shop closingsh

Location: Participating shops and restaurants.

Description: In celebration of Labor Day, participating restaurants will give discounts

to people who work in downtown Clearwater. The salons, spas and boutiques will be

encouraged to put together special packages of services that can be purchased or

done on that day. All of these specials will be promoted to downtown workers and their

families (including county and city staff) through flyers distributed to the downtown

high rises and other offices in the downtown.

October: Trick or Treat on Cleveland Street!
Day: Friday, October 13th, 10 a.m. – shop closingsh

Location: Participating Shops and Restaurants

Description: As a warm up to Halloween, participating merchants and restaurants will

offer “spooktacular” deals. Main Street will provide trick or treat gift and candies, as well

as costumed volunteers to add that special Halloween ambiance.

November: Fall Art Stroll
Day: Saturday, November 18th, 12 – 6 p.m.

Location: Cleveland Street

Description: With the construction of the Cleveland Street Streetscape in full swing, our

downtown Arts Stroll will take on a different type of flair bringing artists, performers

and guests to downtown for several art happenings throughout the area. Stay tuned for

further updates on this exciting event.

2006-2007 Merchant events are currently being planned and will be brought to you in

the coming months. Watch for details in the Streetscape Updape Update and on

myclearwater.com/downtown
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Merchant Sign-Up Sheet
As a Main Street Merchant, you are key to making this program a success. There are

many promotional opportunities for you in the next year. Please review this list and

put your initial next to the events in which you would like to participate in. For a

more complete description of each marketing program or event, and what will be

expected of you, please refer to the page number as indicated.

On-going Programs:

______Merchant Coupon Program at the Merchant Events & Farmer’s Market, Here’s

the deal I’ll be offering: i.e., 10% off lunch or Buy One Get One Free

________________________________________________________________

________________________________________________________________

______I need Shopping and Dining Guides.

______My store’s entry in the Shopping and Dining needs to be updated to say:

________________________________________________________________

______I would like to offer discounts to downtown employees or others. The

discount I would offer is: __________________________________________

________________________________________________________________

Special Events: (see “Retail Events” starting on page 19)

______June: Summer Film Series

______July: Summer Film Series

______August: Summer Film Series

______September: Employee Appreciation Day

______October: Trick or Treat on Cleveland Street

______November: Fall Art Stroll

Business Name______________________________________________________________

Address: ______________________________________________________________________________________

Contact Person ___________________________________________________________________________________

Phone:_____________________________ ______________________Fax:__________________________

Email ___________________________ e: _____________________ Website: _______________________e:e:WebsiteWebsite ______________________________________________________________

I agree to be involved in the followwing veevents. I understaand thatthat iit is my esponsresponsibility

to meet the deadlinesdead outlined inn each project.project.

_______________________________________________________ ature)(signatur
Please return this form to:se return this form 
Annne arty,Fogarty, MMain StreetSt ProgramProgram Coordinatoor
Cityity of earwaterClearwater
Ecoconomic DevelopmenDevelopment & HousingHo Department
112 SS. Osceola Ave., arwater,Clearw FL 33756
Fax NuNumber (727) 0562-4075

22
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Farmer’s Market Coupon Program
The Downtown Clearwater Farmer’s Market is an excellent way to promote downtown

merchants. Held every Wednesday through the months of November to April, the

Farmer’s Market regularly holds special events that bring downtown office workers, city

and county staff and snowbirds to hear live music, enjoy ice cream or participate in a

chili cook-off.

At the information table at the market, sheets of coupons for downtown merchants

will be given out that give Farmer’s Market shoppers discounts or special deals from

downtown shops.

If you would like to participate in this, please fill out this section on the Merchant’s sign-

up sheet on page 22. Be sure to note what type of special offer you will be offering so

that this can be included on the coupons.
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Ideas for growing your business
Think outside of the box
If you don’t like the color of your house, waiting for it to change color on its own is

going to be pointless. No matter how much you complain about the color of your

house, it won’t change on its own. You yourself need to change the color.

It is the same with your shop. The fastest way to grow your business is to be willing to

change how you look at your business or how it is promoted. If your business is not

doing as well as you would like it to, then you need to be willing to look at your business

with fresh eyes.

What has been successful?
Look over your sales figures during the last year. When did you have peaks in your sales

or foot traffic into your store? What did you do just before that? Change your window

display? Have a special sale? Did you send out any post cards or promotion to your

customers? Advertise? Make a list of the things YOU did to create additional traffic into

your store, and work out how you can re-create this. Don’t list items like “it was the

winter season” or anything that you can’t have control over. Just list out what you have

successfully done and get those actions put back in.

Create and keep a mailing list
If you don’t already have one, a sign-in book next to register can give you the ability to

collect the names and addresses of those who are shopping at your store. You can then

use this to inform your customers of special sales and events that you are having.

Cross-marketing
This is a type of marketing that can double or triplee thethe number of erscustomers that you

are currently getting, and it will hardly cost a thinhing. Think outabout itit - youyou hhave a particularpa

type of customer that patronizes your store.e. WWhat erother goodsg or services dodoes uryou

customer want? Find a shop downtown ththat has sthis service and work with thatat ailerretai

to offer discounts to their customers andnd vice sa.vers You can doo thithis hwith morem thhan oneo

other retailer, and the variations on thihis are tedlimite only by yyour n.imagination Examplesmple

include:

 Each customer who purchassed hingsometh from yoour shopshop gets a ountdisco

 coupon to the other shop aand evice sa.vers

 Holdold a cialspecia after-hourss or nchtilunchtime eventev in conjunctionnjunction with thee oother

 rretailer or ilers.retai

 At thet cascash egister,register, hhave aa promotionall ttent cardcar that promotes a particular

m item or specialspec thahat ethe other shop is featurinring.
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Customer Service
  Offer free gift-wrapping – this is something that Tiffanys has been doing for years

and it has become a trademark for them – their bright blue box and white satin

ribbon are very distinctive. You don’t have to be that fancy, but you can add value

to a customer’s purchase with this service.

  If you have a waiting area for your customers, keep coffee, ice water and cookies

(or other simple refreshments) available for them and offer fresh reading material

that aligns with what services or goods you are selling.

  Create your own in-store events, include door prizes and give-aways

  Use the Streetscape postcard to send a thank you to your customers with an

incentive to return within a particular time frame.

  Send a direct mailer with coupons and special offers targeting your customer.

Sales
  Do sales that tie in to special calendar themes – the obvious ones are the major

holidays, but you can also do sales that tie in to local celebrations – Fun N Sun

Festival or Jazz Holiday for example.

  You can also create your own types of sales – hold a sale because it is your

birthday, your wedding anniversary or “I’m-Staying-Downtown-and-am-Happy-

About-it” sale or that you got a new shipment in and want the old stuff out.

 NOTE: Retail merchandising experts say that if you have sales all of the time,

your sales will pull less people as it is not a special event and it will not help

your sales in the long-term. Victoria’s Secret, for example, used to have sales

on a continual basis. The company started to loselose money and stomerscustom as the

idea of the sale is that it should be special.ial. If a sale is appe ghappening all the time,tim it

is no longer special and the customersers stopped coming.com They re-looooked tat theirt

marketing and now only have twoo major essales a year. These sales are HUHUGE anda

very successful. In between the sasales, rtheir customersc stilll shopshop, andan theirir rallover

sales have increased.
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Demonstrations
If you know that there is good walk-by traffic at a certain time during the day, schedule

some kind of demonstration that will interest people in your business and make them

want to come in. If your business does not lend itself to demonstrations, you can use

other ways to attract attention to your business, for example:

A real estate office or an attorney firm could hire a magician to stand outside

of their shop and do tricks. Post a sign above the magician’s head saying

something like “Buying a new home is not magic – let us show you how”

 Travel agents might arrange for a steel drum player to play Caribbean Music to

 get people to come in and find out about vacation specials

These are only two examples, let your imagination be your guide to finding a good

attention grabber for your business.

Additional questions you can ask yourself which will give you additional ideas for

promoting your business:

 1) What makes my business unique?

 2) What positive comments have my customers said?

 3) Has there been any negative comments from my customers specifically about

the store or their shopping experience? How can I change these?

 4) Do my display windows look inviting?

 5) What other businesses in the downtowown would complimentcom my business?business? (For(

example, a salon or day spa complimliment a othingcloth boutique)

 6) Walk outside your shop. Now wwalk back inin with the vieviewpoint that youyo aree a

brand new customer to your sstore. atWhat do you honestlyonestly thinkthink of uryou storre?

What do you like about it? WWhat would you changege outabo it?it?

Special Thanknks to

Kissimmee Main Streereet and

Panama City Main Street for thesePanama City Main Street for these ideas.
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 Use of the Logo

If you want to use the Clearwater Main Street logo for your promotions, you can have

access to this by contacting the Main Street office at 562-4044. To expedite this, please

fill out and fax in the following information to 562-4075 or e-mail to the Main Street

Program Coordinator at anne.fogarty@myclearwater.com

Name of Business: _____________________________ Contact: ________________

Address: ______________________________________________________________

Phone number: _______________________ Fax Number: ____________________

E-mail address: _______________________

I would like to use the Main Street logo for the following purpose: _______________

_____________________________________________________________________

________________________________________________________________________________________________

____________________________________________________________________________________________________

The date I need this by is: __________________________________________________

Please send me the logo: (check thoose that ply)app

 Electronically

o Black and White

o Coloro Color

d Hard copyy – pecifysp sizeze. izeSiz neededd: _______________

o BBlack anda whwhite

o Coloro Colo

2626



CL
EV

EL
AN

D 
ST

RE
ET

 S
TR

EE
TS

CA
PE

CL
EV

EL
AN

D 
ST

RE
ET

 S
TR

EE
TS

CA
PE

 A Green Sale

 Anniversary Sale

 Armed Forces Week Sale

 Back from the Beach Bargains

 Back to School

 Blood Donor Discount

 Cheaper by the Dozen

 Christmas in August

 Customer Appreciation Sale

 Daylight Savings Savings

 Discover Clearwater

 Dog Days of Summer

 Don’t Forget Father on Father’s Day

 Don’t Forget Mother on
 Mother’s Day

 Easter Egg Hunt Sale

 Election Day

 End of Summer Specials

 Fabulous Fall Buys

 Fall Close Outs…Winter PPreviews

 Founder’s Day

 4th of July in January

 Full Moon Sale

 Fun ‘N unSun Festival Saale

Get Get AcquaintedAcquai Salele

Get Get toto owKno Us SSale

Girls G DayDay Outut

 It’s Gotta Go

 Luck Of the Irish

 It’s Your Birthday – Celebrate with a
 (the person’s age) % off discount

 Marathon Sale

 March Madness

 Night Sale

 October Extravaganza

 Our New Year’s Resolution –
 Keep you happy as a customer

 Private Sales for Special Groups
 (a Red Hat Society Sale, Library
 Foundation sale, etc)

 Rainy Day Sale

 Red White and Blue Sale

 Salute to Senior Citizen’sCi Sale

alute Salute toto VeterVeterans

 Sell-A-Thon

 Stretch YourYour DollarD Salale

 Tricrick or Treat eSale

 WarmWarm UpU to OOur oldCo Daay peciaSpecials

 WelcomWelcome Jazz dayHolid

 WelcomWelcome rdsSnowbird

 WelcomeWelcome SpringSprin Trainaining

 WiWin countsDiscounts wiwith your
 Losinging Lottery sTickets

 Winter Preview

Winter W Close-OutsClo

27

Sales Themes
Unique marketing programs will be important to all businesses during the streetscape.

The following are some possible ideas for sales events.

Don’t forget cross promotions! These can offer you twice the advertising and

promotional value for half the money and can expand your market share by bringing

you new customers already accustomed to shopping downtown.
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American Holidays
The following is a list of unusual – but true – American holidays that you also can

organize sales events around.

January is . . . . . . National Hobby Month, National Soup Month and Hot Tea Month

January 2 is . . . . . . . . . Run Up the Flagpole and See if Anybody Salutes It Day

January 6 is . . . . . . . . . Bean Day

January 15 is . . . . . . . . Hat Day

January 17 is . . . . . . . . Blessing of the Animals at the Cathedral Day

January 19 is . . . . . . . . National Popcorn Day

January 23 is . . . . . . . . National Handwriting Day and National Pie Day

January 26 is . . . . . . . . Australia Day

February is . . . . . Black History Month, National Embroidery Month,

National Grapefruit Month, National Snack Food Month,

Responsible Pet Owner Month, Creative Romance Month,

International Twit Award Month, Canned Food Month

February 7 is . . . . . . . . Charles Dickens Day

February 10 is . . . . . . . Umbrella Day

February 15 is . . . . . . . National Gum Drop Day

February 23 is . . . . . . . International Dog Biscuit Appreciation Day

February 24 is . . . . . . . National Tortilla Chip Day

February 26 is . . . . . . . National Pistachio Day

February 27 is . . . . . . . International Polar Bearr DDay

February 29 . . . . . . . . . National Surf and Turfurf Day

March is . . . . . . . . . Foot Health Moonth, moristsHum Are AArtist Month,Month,

National Frozeen Food onth,Mo Nationnal NoodNoodle nMonth, anda

National Peannut Month

March 1 is . . . . . . . . . . .. . . . . . . . . National Peaeanut ButtButter over’sLov Day

March 33 iis . . . . . . . . . . . National AnthemAnthem Dayy (On thisth day, Presesident HooverHoover signed a billb

makingm ththe arStar Spanglegled annerBa our natioational )anthem.)

Marcch 11 sis . . . . . . . . . . JohnnyJohnny pleseedApple Day

Mararch 12 sis . . . . . . . . . .. . . Alfrefred tchcockHitc Day

Marcarch 15 is .. . . . . . . . . . EverythingEveryth You Think Is Wrong DaDay

Marchch 16 is . . . . . . . . . . verythingEverything You Do Is Rightg Dayy
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April is . . . . . . . . . . . Keep America Beautiful Month, National Humor Month,

National Welding Month and National Garden Month

April 2 is. . . . . . . . . . . . . National Peanut Butter and Jelly Day

April 5 is. . . . . . . . . . . . . Go For Broke Day

April 9 is. . . . . . . . . . . . . Winston Churchill Day

April 10 is . . . . . . . . . . . Golfers Day

April 14 is . . . . . . . . . . . National Pecan Day

April 17 is . . . . . . . . . . . National Cheeseball Day

April 19 is . . . . . . . . . . . Garlic Day

May is . . . . . . . . . . . . National Photo Month, National Salad Month,

National Egg Month, National Barbecue Month and

National Hamburger Month

May 5 is . . . . . . . . . . . . . National Hoagie Day

May 8 is . . . . . . . . . . . . . Have A Coke Day

May 14 is . . . . . . . . . . . . National Dance Like A Chicken Day

May 15 is . . . . . . . . . . . . National Chocolate Chip Day

May 21 is . . . . . . . . . . . . National Waitresses/Waiters Day

May 28 is . . . . . . . . . . . . National Hamburger Day

May 31 is . . . . . . . . . . . . National Macaroon Day

June is . . . . . . . . . . . Adopt-A-Shelter-Cat Month, Dairy Month,

National Fresh Fruit and Vegetable Month,

National Ice Tea Month and Zooo andand AAquarium MonthMont

June 2 is. . . . . . . . . . . . . National Rocky Road DayDay

June 6 is. . . . . . . . . . . . . Teacher’s Day

June 7 is. . . . . . . . . . . . . National Chocolatete Ice mCream Day

June 9 is. . . . . . . . . . . . . Donald Duck Dayay

June 17 is . . . . . . . . . . . Watergate Dayy

June 20 is . . . . . . . . . . . Ice Cream Sodda Day

June 22 is . . . . . . . . . . . National Choccolate irEclai Day

June 26 is . . . . . . . . . . . National Chocolateocolate dingPudd Day

June 28 is . . . . . . . . . . . Paul Bunyann Day
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July is . . . . . . . . . . . . National Baked Beans Month, National Ice Cream Month and

National Tennis Month

July 5 is . . . . . . . . . . . . . Workaholics Day

July 6 is . . . . . . . . . . . . . National Fried Chicken Day

July 7 is . . . . . . . . . . . . . National Strawberry Sundae Day

July 9 is . . . . . . . . . . . . . National Sugar Cookie Day

July 15 is . . . . . . . . . . . . Respect Canada Day

July 16 is . . . . . . . . . . . . International Juggling Day

July 17 is . . . . . . . . . . . . National Peach Ice Cream Day

July 23 is . . . . . . . . . . . . National Vanilla Ice Cream Day

July 24 is . . . . . . . . . . . . Amelia Earhart Day

July 28 is . . . . . . . . . . . . National Milk Chocolate Day

July 30 is . . . . . . . . . . . . National Cheesecake Day

July 31 is . . . . . . . . . . . . Parent’s Day

August is. . . . . . . . National Catfish Month, National Golf Month and Peach Month

August 1 is . . . . . . . . . . Friendship Day

August 2 is . . . . . . . . . . National Ice Cream Sandwich Day

August 3 is . . . . . . . . . . National Watermelon Day

August 4 is . . . . . . . . . . Twins Day Festival

August 8 is . . . . . . . . . . Sneak Some Zucchini Onto Your Neighbor’s Porch Night

August 14 is . . . . . . . . . National Creamsicle Day

August 15 is . . . . . . . . . National Relaxation Day

August 18 is . . . . . . . . . Bad Poetry Day

August 23 is . . . . . . . . . National Spongecake Day

August 26 is . . . . . . . . . National Cherry Popsicle Day

August 30 is . . . . . . . . . National Toasted Marshmallow Dayay

August 31 is . . . . . . . . . National Trail Mix Day

September is . . National Chicken Mononth, nalNationa Courtesy Month

National Honey MoMonth, onalNation Piano Month,nth,

National Rice Mononth, and ClassicalC Musicsic Month

September 10 is . . . . . Swap Ideas Dayy

September 12 is . . . . . National Choccolate shakeMilks Day

September 14 is . . . . . National Creaam-filled onutDo Day

September 16 is . . . . . Collect Rockss Day

September 17 is . . . . . National Apppple umplingDumpling Day

Septemberber 18 is . . .. . . National Play-dohlay-doh Dayay

Septemember 919 isis . . . . . NationalN ButterscotchButters PuddingPuddin Day

Septembertember 20 is .. . . . . NationalNational nchPunc Day

Septembereptember 266 is . . . .. . Natioional GoodGo Neighbor DaDay dand NationalN Pancake Day

Septembereptember 282 is. . . . .. . . . AsAsk A StupidStu Question Day

Septetember 30 is. . . . . ionalNatio Mud Pack Day
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October is . . . . . . Hispanic Heritage Month, Adopt-A-Dog Month,

National Clock Month, National Dessert Month

National Pickled Pepper Month, National Popcorn Poppin’ Month,

National Pretzel Month, National Seafood Month and

Vegetarian Awareness Month

October 1 is. . . . . . . . . World Vegetarian Day

October 4 is. . . . . . . . . National Golf Day

October 6 is. . . . . . . . . German-American Day

October 14 is . . . . . . . Be Bald and Free Day and National Dessert Day

October 16 is . . . . . . . Dictionary Day

October 24 is . . . . . . . National Bologna Day

October 30 is . . . . . . . National Candy Corn Day

November is . . International Drum Month and Peanut Butter Lover’s Month

November 2 is . . . . . . National Deviled Egg Day

November 3 is . . . . . . Sandwich Day

November 4 is . . . . . . Waiting For The Barbarians Day

November 6 is . . . . . . Saxophone Day

November 7 is . . . . . . National Bittersweet Chocolate With Almonds Day

November 12 is . . . . . National Pizza With The Works Except Anchovies Day

November 15 is . . . . . National Clean Out Your Refrigerator Day

November 22 is . . . . . Start Your Own Country Day

November 23 is . . . . . National Cashew Day

December is . . . Hi Neighbor Month and ReaRead A New okBook MonthMonth

December 1 is. . . . . . . National Pie Day

December 2 is. . . . . . . National Fritters DDay

December 6 is. . . . . . . National Gazpaccho Day

December 9 is. . . . . . . National Pastryy Day

December 15 is . . . . . National Lemoon eCupcake Day

December 16 is . . . . . National Chococolate eredCove Anythiing DayDay

December 17 is . . . . . National Mapple ruSyrup ayDa

December 199 isis . . . . . Oatmeal Muuffin DayDa

Decembeber 30 is . . . . . . Festival Off mousEnormous ngesChan At Thee Last MinuteMinu andand

National BicarbonateBicarbo OOf daSod Day
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Press Releases
Press releases can be an effective way to get free advertising for your business. In the

following pages you will find a sample format for a press release and a list of local

media. The information below will give you some ideas for press releases:

Are you or your associate the first, youngest, oldest or the only ones to be in the

type of business you’re in?

Who are your employees? Old school friends, family members, senior citizens,

the disabled, multi-lingual?

Is your company, or an employee celebrating an anniversary?

Did you recently receive an award for your work?

Are you doing something that relates to the current national or local headlines?

Is your business planning to do something for an upcoming holiday?

Have you had an unusual experience on a business trip that others can learn

from?

Have you or your business been involved in any behind-the-scenes activities at

local events or happenings?

On a personal note, do you have an unusual collection,llection, car, petpet oror hobby for

someone in your business?

Is yours a rags to riches story?

Have you found a better way too serve ethe community?y?

Are you involved in any largee national associationsassociations for youryour indusindustry?

Are you about to have yourr 100th oor 0001,0 th customer?mer?

32
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YOUR STORE

NAME OR

LOGO HERE!

FOR IMMEDIATE RELEASE

Contact: Your Name

Your Phone Number

<leave space here for editorial notes>

HEADLINE!!!

Downtown Clearwater, FL – Now your story goes here. You want to make sure that you

include the “Five W’s and the H” – Who, what, why, where, when and how. Once you are

done with the immediate topic, you can write about the history of your shop or any

other general data you want to include.

Don’t forget to include your shop’s address and hours of operation if you want.

# # #

(traditional ending for a news release)
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MOLLY’S

3434

Feedin’ Folks SinceS 1975

F O R I M M E D I AT E R E L E A S E

Contact: Owner

Molly Malone

(727) 562-4044

Molly’s Salutes Troops

With Free Apple Pie for Military

MERENGECHULA, FL: In celebration of Veteran’s Day, Molly’s Home Cooked Restaurant

is offering a free slice of apple pie a la mode to any military personnel, past or present,

who comes to the restaurant in uniform on Monday, the 11th of November.

“During the Korean War, I remember my brother craving home, mom and apple pie

– in that order,” says restaurant owner Molly Malone. “I remember the sacrifices that

he made, and I know that these were not experiences that only he had. I enjoy doing

something to show that I appreciate the military.”

This is the fifth year that Molly’s is offering thisis dgementacknowledgeme to ourr trtroops.

Malone says that the oldest soldier who eever took partp in the celebration was SergeantSergea

Ernie Kovaks of Brighton Mississippi, whwho tfought in World Warar III. The ngest,young 118 ar-yea

old Private John Smith, was fresh outt of boot ampca and beineing diereadied to ipship outt to

Iraq.

In thanks, the Private sent Malone a tophoto of himh with hiis atooplatoon, eating ppleap ppie at a

Thanksgiving dinner at their campp. The nonote ono the back edstate “NoNot as goodgoo ass yours,

but it’ll do.”o. TheThe picturepictu is now pinnned upu inn a placepla of hononor ehindbeh the cashh register.

Mollyly’s is ocatedlocated at 4754 Main StreetStreet and openens at 6am6 for breakfaakfast. Lunch sis servedser

fromm 11 ntilun 2.2.

# # #
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Fashions for the

Wickedly Hip

FRIEDA’S
FabbbbF

FashionsonsnssonFashhioioFashhiF sh o

FOR IMMEDIATE RELEASE

Contact:

Frieda Fahrfegnugen

(727) 444-5678

Frieda’s 1,000th Customer Wins New Wardrobe

IPSAPICKACOLA, FL: Marsha Jane Halverson thought that her shopping trip to Frieda’s

was going to be like all that she had experienced before.

“I love the service here,” said Marsha Jane. “There is always a fresh cappuccino waiting

for me as soon as I come in, and the sales staff always manage to find just what I need.”

On that day, Marsha Jane was looking for a new pair of black pants. “You can never

have too many pairs of black pants,” she joked.

When she got the register, the clerk, Ella May Brown called for Frieda herself to come

from checking in the new arrivals to take care of the transaction.

“I knew something was wrong when Ella May wouldn’tdn’t take my money,” aidsaid Marsha

Jane. Instead, Frieda congratulated Marsha Janene for being ethe store sstore’s 1,01,000th stomercust

and for her continued loyalty to the store rewewarded arshaMarsh Jane with neww sskirts, pantspa

and blouses worth exactly $1000.

“I was so surprised, I had no idea,” saidd Marsha ane.Ja “My husbsband thought thatth I wwas

trying to trick him or something – I hhad Frieda call him personallyersonally to teltell him that II

hadn’t maxed out the credit cards oor turned ntoin some kinnd fof kleptomaneptomaniac –– I diid

have to buy the black pants.”

Frieda’s Fashionshions has been a mainnstay ofof DowntownDownt Ipsapickacolapickaco forf nearly 33 years.

The shopop is located ata 431 Main Street,Street, righht xtnext to Helene’se’s useHouse ofof BeautBeauty.

# # ##
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Media to Send Releases to
Media Contact
There are many lists compiled by various sources and organizations. This list is only one.

It may not be complete; however it is a reasonable guide. If you have any questions about

specific media, please attempt to contact them directly to verify their information.

DAILY NEWSPAPERS

St. Petersburg Times Charlotte Sutton sutton@sptimes.com

Arts & Entertainment editor 893-8425

P.O. Box 1121, St. Petersburg 33731

Tampa Tribune P.O. Box 191, Tampa, 33601 813-259-7711

FAX: 259-7676

Clearwater Bureau 799-7413

Suite 100 FAX: 791-6826

2560 Gulf to Bay Blvd., Clearwater 33765

St. Petersburg Bureau 823-7732

Suite 100 FAX: 823-9163

 1033 9th St N, St. Petersburg, 33701

NON-DAILY NEWSPAPERS

Clearwater Gazette/ P.O. Box 3025, Clearwater Beach, 33767 446-6723

Beach Views  25 Causeway Blvd. FAX: 461-5659

Tampa Bay 10621 117th Dr., N., Largo, 33773773 397-5563

Newspaper, Inc. Dan Autry FAX: 397-590039

Beach Beacon

Seminole Beacon

Largo Leader

Belleair Bee

Clearwater Citizen Journal

C&N Publications Inc. 490 Alt. 19, PPalm or,Harbo 34683 789-89809-8980

Gulfport Gabber 1419 49th St. S., lfport,Gulfport, 33707 3221-6965

FAX: 327-7830327-7830

Jewishh PPress P.O.of Box 69970, ClearwaClearwater, 337583 -4400535-44

Pinellllas untyCoun X:FAX: 530-303953

Mononthly Media 151Media 151 1st St.St N.W, Largo, 33770  70  585-85-7388

Pinelllas O.News  P.O. Box 1507 St. Petersburg, 33731-11-1507 894-2411

    533 4th St., N. St. .Petersburg, 33701 FAX: 894-2522

3636
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Safety Harbor   1008 Barkwood Ct., Safety Harbor, 34695 669-5636

Journal

Senior Connection 220 W Brandon Blvd., Suite 203 813- 653 1988

(monthly)  Brandon, FL 33511 FAX 813- 651-1989

Senior Voice of Fla. 18860 U.S. Hwy. 19 N., Suite 151 536-1827

   Clearwater, 34624 FAX: 536-1721

Suncoast Beacon 300 S. Duncan Ave., Suite 285, Clearwater 33756 518-0538

FX: 449-0099

Sunbelt Newspapers 6214 U.S. Hwy 19, New Port Richey, 34652 727-849-7500

Suncoast News FX: 727-847-2902

West Pasco Press

Sunset Gazette 6983 Sunset Dr., S., St. Petersburg, 33707 384-0089

Tierra Verde News 2460 Heron Ter. E-104, Clearwater 33762 573-0005

The Flyer  18471 U.S. 19 N., Clearwater, 33764 507-0809

The Gazette  P.O. Box 15738, Tampa, 33684 813-689-7566

FX: 813-654-6995

The Tropical Breeze 630 2nd St., S., Safety Harbor, 34695 725-5345

FAX: 725 2220

Thrifty Nickel News 2715 W. Bay Dr., Belleair Bluffs,uffs, 33770 584-19235

Tampa Bay Review 408 East Madison St.. TTampa, 3602336 813-221-95053-221-9

FAXFA 813- 221-9403221-94

Weekly Challenger 2500 9th St. S., StSt. urg,Petersbu 33705 896-2922-292

(send all news releases to e-mail: tchallen@tampabay.rr.cohallen@tampabay.rr.com)

Weekly Planet  1310 E. 9th Avve. mTampa, 336053 3-248813-248-8888

XFAX 813-24813-248-9999

RADIO O STATIONS

WDAE   4002DAE   4002 GandyGandy Blvd., Tampa,a 33611-3410 (813)33611- 839-9393393

WFLA   (ClearChannelFLA   (ClearCha Radio stations)ns) FAX: 831-31-3299

WFLLZ
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(Clear Channel Radio stations, cont.)

WFSR

WHNZ

WXTB

WTBT

WMTZ

WBVM-FM  P.O. Box 18081, Tampa, 33679 (813) 289-8040

   3816 Morrison Ave., Tampa, 33629 FAX 282-3580

WBBY-FM  11300 4th St. N. 3rd Floor 576-1073

WSUN-FM  St. Petersburg, 33716   FAX: 576-8098

WWRM-FM        News Fax: 587-2477

WFTI-FM  360 Central Ave., Suite 1240 (Bob Banks) 823-1140

   St. Petersburg 33701     FAX 823-5753

WGUL-AM  35048 U.S. Hwy 19 N  849-2285

WGUL-FM  Palm Harbor, 34684 wgul@gul.net  FAX:t 781-4375

WKES-FM  P.O. Box 8888, St. Petersburg, 33783 397-6425

   5800 100th Way, N., St. Petersburg, 33708

WLVU-AM  6214 Springer Dr.  848-9150

WLVU-FM  Port Richey, 34668    News FAX: 848-1233

WLPJ-FM

WMNF-FM  1210 E. Martin Luther Kingg Blvd. (813)Blvd.   (813) 238-8001

   Tampa, 33603-9915 psa@wmnf.orgpsa@wmnf.org FAX FAX: 238-1802813-23

WPSO-AM  109 Bayview Blvd S.  S.  725-3500725-3

   Oldsmar, 34677 o@wpso.comwpso@ X:FAX: 813-855-4100813-855-4

WQBN-AM   5203 N. Armennia Ave. (Spanis (Spanish) 3)(813 871-13331-1333

   Tampa, 336033  News FX 3-876-133813-876-1333

WRBQ-FM  5510 Gray Stt., Ste. 130  130  (813)(8 2287-1047

WQYK   Tampa, 336609 NewsN FAX: 813-287-1833813-287-1833

WRMD-AM  2700MD-AM  2 W.. MartinMartin Luther KKing Blvd.,Blv 4th floor (813)r (813) 319-5757319-5757

   Tampa  Tampa, 6073360 (Spanish)(Spanis

3838



CL
EV

EL
AN

D 
ST

RE
ET

 S
TR

EE
TS

CA
PE

WRXB-AM  2060 1st Ave, N.   327-9792

   St. Petersburg , 33713 (news) wrxb@juno.com FAX: 321-

3025

WTIS-AM  311 112th Ave., NE, St. Petersburg, 33716 576-2234

          FAX: 577-3814

WTMP-AM  5207 Washington Blvd., Tampa, 33619 (813) 620-1300

          FAX: 628-0713

WUSF-FM  Univ. Of South Fla., WRB 219  (813) 974-4890

   4202 E. Fowler Ave., Tampa, 33620   FAX: 974-5016

WXTB-FM  4002 Gandy Blvd. Tampa 33611 (813) 823-1000

       FAX: 572-0935 & 573-2994

WLLD  9721 Executive Center Dr. N, Ste. 200 579-1925

WSJT   St. Petersburg , 33702   FAX: 579-8888

TELEVISION STATIONS

3-WEDU-TV  P.O. Box 4033, Tampa 33677-4033 (813) 254-9338

PBS   1300 North Blvd., Tampa, 33607   FAX:253-0826

www.wedu.org

8-WFLA-TV  P.O. Box 1410, Tampa, 33602-1410 (813) 228-8888

NBC   200 S. Parker St., Tampa, 33606   

Tmills@wfla.com     FX:225-2770   FX:2

9- Bay News  7901 66th St N., Pinellalas Park, FL 33781 33 2000437-2

          FAX  437-2034437-20

10-WTSP-TV  P.O. Box 10000, SSt. burg,Petersbu 33733-0000  557-1010-0000  557-101

CBS   11450 Gandy BBlvd. N., .St. Petersburg,g, 0233702 X:FAX: 576-6924-692

13-WTVT-TV  P.O. Box 31113, Tampa, 33631-311333631-3113 3-813- 461-1311-1313

FOX   3213 W. Kennnedy BlvBlvd., Tampa,T 33609 09 FAX 813-87813-871-3135

16-WUSF-TV  Univ.SF-TV  of Sououth orida   Florida  (813(813) 000974-400

Fl. PTV/PBS  4202PTV/PBS  4 E. Foowler Ave.,A TVB100VB100 FAX 74-4806813-:974-

   Tampa  Tampa 33620-680033620

18-TV   338-TV   333 hestnutChes St., Clearwater, 33756   4633756   464-4724

Pinnellas County ramsey@co.pinellas.fl.usmram FAX 464-4432

Gov’tv’t Access
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22-WCLF-TV  P.O. Box 6922, Clearwater 33758-6922  535-5622

Christian-TV  6922 142nd Ave. N., Largo 33771 FAX:531-2497

28-WFTS-TV  4045 N. Himes Ave., Tampa 33607 813-354-2828

ABC   News Fax 813-870-2828

32-WMOR-TV  7201 E. Hillsborough Ave.  813-442-3288

   Tampa 33610- 4126    626-3232

  FAX 813-626-1961

35-WSPF-TV 175 5th St. N., St. Petersburg, 33701  892-5450

   City of St. Petersburg   FAX: 892-5372

         Hotline 893-7775

38-WTTA-TV  7622 Bald Cypress Place, Tampa 33614-2417 813)894-3838

Independent     FAX: 289-0000

44-WTOG-TV  No News Dept.    576-4444

66-WXPX-TV  11300 4th St., N Ste. 180 578-0066

PAX   St..Petersburg 33716   FAX: 570-8206

FNC   Florida’s News Channel 

   Tampa Bureau     

   200 S. Parker Street, Tampa 33606-2308

MAGAZINES

Accent on Tampa Bay P.O. Box 20044, St. Petersburgburg 33742 577-5500577

FMO NEWS  4020 Portsmouth Rd.,d., Largo 3771  3377 530-7539530-75

FAX:F 535-942735-942

Florida Trend  P.O. Box 611, St.. rg 33731  Petersburg 33731  821-5800821-5800

   490 First Ave, SS. Suite 0800 FFAX: 822-5083822-5083

   St. Petersburgg 33701

Tampa Bay Business P.O. Box 241885, mpTampa 3623-4185 33623-4185 8773-8225

Journal  4350 W. Cypypress St.,St StSte. 00,400 Tampa 33607 FAX:33607 FAX: 9873-0219

   Editorial  E Advertising    Advertising    -1827876-18

Tammpa y  2531Bay  2531 LandmarkLandm Dr., Ste.101,01, Clr. 3376133 791-4800800

Magagazine
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Event Magazine  140 Island Way #298, Clearwater 33767 443-1500

        FAX: 443-1544

Prime Living Tampa Bay 11125 Park Blvd., Ste.104, Seminole 33772 657-6721

PROFESSIONAL ORGANIZATIONS
             

Tampa Bay Advertising Federation     813-879-8223

Florida Public Relations Assoc. Of America Sue Ellen Richardson 813-273-4049

Public Relations Society of America Diana Jones 813-289-1387

COMMUNITY-ACCESS  

 TIME WARNER COMMUNICATIONS

Clearwater 2530 Drew St., Clearwater 33765 797-1818

FAX: 797-9629

St. Petersburg 11500 M.L. King, 9th Street N. 579-8600

St. Petersburg 33716 579-4981

Pinellas Park 7901 66th St., N

Pinellas Park 33781 NA

CALENDARS OF EVENTS

SunCoast News 6214 U.S. 19, New Port Richey, 34652 815-1000

The Performing Artist P.O. Box 951, Safety Harbor, 34695695 925-1278

Conrad’s Cultural Calendar 7228 Mt. Jupiter DrivDrive N.E., 522-50085

St. Petersburg, 33702-604033702-6040

St. Petersburg City Events www.stpetete.org 7465893-7

P.O. Box 282842 FAX:F 892-5372892-5

St. Peterrsburg, FL 337313

Clearwater Events Calendar www.clearwater-fl.com/ClearwaterEventsCalendar.aspclearwater-fl.com/ClearwaterEventsCalendar.asp

56562-4681

Pinellas Arts Council’sCoun ARTSLINE (weekly)(weekly 60453-7860

xFax newsnews toto 727-453-7855727-453-78

…annd n’tdon’ forgeorget to send aa copycopy tot the Main StreetStreet Program Coordinator,ordinator who will

forwrward ouryo nnews toto thee FloridaFlorida State Main Streeeet ffice!Office
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Press Photos
Always try to send a photo and caption with your news stories – the editor may not

have room for the whole press release, but can sometimes squeeze in a photo and

caption, especially if the photo includes a local person of note. It is very important to

photograph any events that you have in your shop, not only for any press releases you

might send out, but also to keep track of and document what you do. If you would

like to have a photographer come to your next event, please contact the Main Street

Program Coordinator and she will arrange for one.
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resources for businesses
during construction

Banking Resources

Understanding that the Cleveland Street
Streetscape improvement project may cause
inconvenience, the city of Clearwater has com-
piled a list of banks offering resources that may
provide assistance during the construction. Not
all banks in the Clearwater area are listed. Please
consult with these or others banks that may of-ff
fer similar services.

AmSouth
Lisa Langan, Vice President
400 Cleveland Street
Clearwater, FL 33755
(727) 467-1001

Bank of America
Phil Diblasi, Small Business Banker
3451 US Highway North
Palm Harbor, FL 34684
(727) 789-7916

Liberty Bank
Gary Gray, Senior Vice President
1617 Gulf to Bay Boulevard
Clearwater, FL 33755
(727) 796-2700

Signature Bank
Robert Shaw, Senior Vice President
1465 South Ft. Harrison Avenue, Suite 10100
Clearwater, FL 33756
(727) 446-2742

SunTrust Bank
601 Cleveland Street
Clearwater, FL 33755
(727) 298-2205

Wachovia Bank
Chuck Colonair, Financial Specialist
130 Island Way
Clearwater, FL 33767
(727) 953-1460

Fifth Third Bank
Bob Rogers, Financial Center Manager
Island Estates, 100 Island Way
Clearwater, FL 33767
(727) 298-1221

BB&T
Leah Ebler, Business Banker
1235 S. Missouri Avenue
Clearwater, FL 33756
(727) 449-1448

Synovusovus BankBank fof TampaTampa Bay
LyLynn Johler, SBA Lending OfficerOffi
5801 49th treetStreet NorthNorth
St. etersburg,Peter FL 33709
727)(727 824-8726

i
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i
Business Assistance
Resources

The City of Clearwater, participating with other
local government and community organizations,
provide technical assistance and sound business
advice. The organizations listed below offer
company-specific comprehensive assessments
including marketing, finances, operations,
strategic plans and employee management to
those businesses affected by the construction of
the Cleveland Street Streetscape.

Business assistance resources are available and
professional business development coordinators
are ready to help.

The Service Corps of Retired Executives
(SCORE)
SCORE is a volunteer counseling organization
associated with the U.S. Small Business
Administration. SCORE offers free counseling for
small businesses.
Contact: Juan Fret, Chapter Chair
Location: 4707 140th Avenue, North Suite 311

Clearwater, FL 33762 or
 1130 Cleveland Street

Clearwater, FL 33755
Hours: 10 a.m. – 12 p.m. and 1 p.m. – 3 p.m.
 Mon., Tues., Thu., and Fri.
Phone: (727) 532-6800 or (727) 461-0011
 call for appt.
Website: www.score115.org

Business Assistance Partnership Program
The City of Clearwater, Pinellas County Economic
Development and Clearwater Regional
Chamber of Commerce partnership assists
existing businesses and provides an avenue for
businesses to flourish.
Contact: Jeanne Creech,
 Business Assistance Specialist
Location: 1130 Cleveland Street
 Clearwater, FL 33755
Hours: 8:30 a.m. – 5 p.m.
Phone: 727.461.0011, ext. 222
Website: www.ClearwaterFlorida.org

Pinellas County Business Developmment
Center (PCBDC)
The PCBDCC blendsblends businessbu expertisise,
customizemized training, echnologytec applicationspplicatio
and reaeal dworld experienceexperien to helpp your
entererprise succeedsucceed. etherWh youou are startingst
out,, ding,expanding, oor ntwant to improvemprove youry bottom
line,ne, the ntercen isis rfor you.y OffOffered area business
andnd oneducation trainingaining courses,courses, counseling
serviices, and a business ormationinform center with
referenence library.

Location: EpiCenter in the ICOT Business Park
 13805 58th Street N., Suite 1-200
 Clearwater, FL 33760
Hours: 8 a.m. – 5 p.m.
Phone: (727) 464-7332
Website: www.SiliconBay.org

Small Business Development Center and
Entrepreneurial Training (SBDC)
The University of South Florida’s SBDC is your
small-business partner and your resource for
business assistance. SBDC’s services include
FREE one-on-one confidential business
counseling, low-cost entrepreneurial training
and the Business Resource Center. SBDC offers
workshops and seminars that are taught
by industry experts and SBDC professional
counselors.
Contact: Eileen Rodriguez, Associate Director
Location: 1101 Channelside Drive, Suite 210,
 Tampa, FL 33602
 1130 Cleveland Street
 Clearwater, FL 33755
Hours: 8 a.m. – 5 p.m.
Phone: (813) 905-5800 or (727) 461-0011
 for appt
Website: www.sbdc.usf.edu

Clearwater Regional Chamber of Commerce
The Clearwater Regional Chamber of
Commerce’s Business Assistance Program
offers the general public, free individual
business counseling including referrals to
highly respected experts on a wide variety
of business topics. In addition, clients receive
a broad array of business information
through counseling and free classes with
representatives from SCORE and USF’s Small
Business Development Center on Tuesdays
and Thursdays at the Chamber. A computer is
available to the public for the development of
Business and Marketing Plans as well as to do
internet research. The Chamber offers business
professionals opportunities for leadership and
grassroots advocacy as well as interactions
with the Florida Legislature through its
Government Affairs Program. Finally, members
of the Chamberhamb has snumerous opportunportunities
for businness collalaboration dand netwtworking
through its manymany ssocial ents.even
Contact: JeanneJean Creech,eech
 BusinessBusiness Assistancence istSpecialist
Location: 113130 Cleveland Street

Clearwa Clearwater, FL 5533755
urs: 8:30Hour a.m. – 5:00 p.m.

e:Phone:  (727) 461-0011, ext. 222
WeWebsite: www.ClearwaterFloridawww.ClearwaterFlorida.org
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Background

Cleveland Street Streetscape Project is part of the city’s overall plan to create a more

pedestrian-friendly area downtown and to act as a catalyst for downtown redevelopment.

The $8.95 million project will redesign downtown’s main street between Myrtle Avenue

and the waterfront.

In the Downtown area, 1,800 new residential units are in the planning or construction

stages. To support this growth, the City has invested in upgrading the downtown

infrastructure with the following completed projects:

• $20.2 million, 90,000-square-foot Main Library

• $64.2 million high-span Memorial Causeway Bridge with extra lanes for

emergency vehicle and space for a future monorail

• $16.13 million worth of roadway and utility improvements to a new Alternate U.S.

19 through downtown

• Wayfinding signage to assist visitors

• Prospect Lake Park, a regional stormwater retention area in the downtown core,

which has been a catalyst for residential projects in the surrounding area

Currently, the city is building Glen Oaks Stormwater Retention and Recreation Park. This

32-acre, $7 million investment will help relieve flooding in the downtown core and will

provide soccer fields, trails, observation decks and a gazebo.

In the near future, Cleveland Street will be transformed into a pedestrian-friendly area,

adding landscaped sidewalks and medians with areas available for public art. The

project also includes new benches, trash cans, bike racks and decorative street lighting.

Improvements to Station Square Park will be made at a laterter timetime duedue toto the park being

used as a staging area for the Station Square residentential project. Other ancementsenhanc will

help to upgrade utility capacity for the more thathan 1,800 wnew residentialresidential uunits lannedplan for

downtown.

Downtown Clearwater currently offers 995,000 uaresqu feet of availavailable ClassClas A offffice

space with gulf views from executive ooffices. To encourage bbusinesses to elocaterelocate to heth

downtown, a tax refund program forr the ioncreatio of new jojobs sis availablavailable. To qualiqualify,

businesses must offer an average annnual ewage of $39,9499 to receivreceive an $8,500$8,500 reffund foror

each new job created. An additionaal $1,000 illwi be awardded fif thhe average nnualannual gwage is

$52,107 and will be increased by $$2,000 fofor nan average annualnnua wagage of 9,476.$69,476.

More thanan five onmillion overnightt rsvisitor coome oto Pinellas CountyCounty eacheac year,year, many of

whomm make ClearwaterClearwat Beach ttheir pointp ofof arturedepa for tripsips around the ion.region.

Wheen dingneeding a kbreak from ththe each,bea other aarea downtownsdo aree oftenoften theirtheir choice off

destination.estination Thhere sis currencurrently veryve little to do in tthe owntowndow core during the evenvenings

andnd there sis no moviemov theatertheater in Clearwater. Downtotown ecialtyspecialty storesstor havee aa regular

custoomer base and there isis a vibrant lunchtime crowd butbut there is little foot traffic in the

eveningngs.
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Situation Analysis

Cleveland Street Streetscape Project will take 18 months to complete, as one lane in each

direction will be maintained on Cleveland Street.

In 2005, representatives from Economic Development, the Main Street program and

Public Works went door to door to discuss the project with downtown businesses. The

purpose of these meetings was two-fold: to discuss the overall Streetscape project, and

to poll storeowners about their preference for a full or partial closure of Cleveland Street.

If Cleveland Street is shut down in both east and west directions, the project would take

approximately 12 months to complete. Phasing the project and keeping one lane of traffic

open would add an additional 6 months to the project, thus taking approximately 18

months to complete. The polling produced no clear consensus. Half the business owners

wanted to keep the street closed and half wanted to keep it open. The decision was made

to do the project in 18 months and keep traffic on the roadway.

In preparation for starting the project, the Public Communications Department, in

conjunction with Public Works and Economic Development, held a Stakeholder Meeting

and a Town Hall Meeting. The Stakeholder Meeting included representatives from

the private developments, Main Street Program, Downtown Partnership, Downtown

Development Board, Clearwater Regional Chamber of Commerce, Church of Scientology,

and nearby neighborhood associations. The general public, as well as the previously

listed stakeholders, were invited to a Town Hall Meeting where the project was discussed

and break out groups discussed issues and possible solutions. The primary areas of

concern centered around five areas: Business Support, Parking, Access and Wayfinding,

Communication and Housing. Following are some of the primary concerns:

Business Support

Most everyone agrees with the need to create an environvironment that owsallows downtownd

businesses to thrive. Because pedestrian traffic isis iimportant to businesses, any disruptiond

to that access must be closely coordinated witwith ssesbusinesses and limited. MerchantsMerchants and

their customers need to be provided withh ttimely, ngoingongo communications. DuringDuring the

project, businesses will lose access to thehe gparking spacess immediatelydiately inin front ofof irthei

storefront. As was learned from the MaMandalay venueAv and BeaBeach Walk jects,proje keepingkeepi

open lines of communication with thhe sses,business and providingoviding aa foruforum to shareshare aside

and concerns, are paramount to thee success fof the projecct dand to thethe viabilityviability of thesehese

businesses during construction.

A recent Downtown Market Studyy edshowed atthat downtowwn tailret opportunityopportuni iss driven yby

three keyy mamarket segments:seg workkers in downtown,downtow visitorss to learwater,Clea andnd tsresidents

in andd ssurrounding owntowndo withinwithin a broaoader tradet area. ThThe analysis makes earclear that

downwntown retailr has aa markett in aceplac that shouldhould allowa it to bee performingperforming muchmu betterer

thanan is rrentlycurrently the case.c

Whihile some businessesbusinesses are excitedex about the streetscascape jecproject, therethere areare otothers who

feel ththat it will be a rimentdetrim to their bottom line. In orderder to best support the esbusinesses
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during this construction phase, we plan to create resources and communication tools to

help them succeed.

Parking

While a 2002 parking study showed that there is ample parking in the downtown core, there

is a perception that parking is a major issue in the downtown area. The perception is that

there is not enough parking and that the parking that is present is not accessible. Some

storeowners want patrons to be able to park immediately in front of their establishments.

One goal of the streetscape project is to create an environment where people are

encouraged to walk and discover new stores, restaurants and gathering places. Additionally,

some have questioned the orientation of on-street parking along Cleveland Street,

encouraging angled parking instead of planned parallel parking. While the angled parking

solution works in areas where the streets are wider (St. Petersburg) or where the traffic lanes

are clearly divided (Dunedin), the width of Cleveland Street will not allow for this option.

New developments will be required to provide adequate parking for their structure and

the City is currently working with private developers to incorporate public parking into

new projects when feasible.

During construction, on-street parking will not be available on Cleveland Street. In

addition, contractor and private development vehicles would have to be addressed.

Communicating to residents and visitors about available parking options and the overall

goal of the project is part of this plan.

Access and Wayfinding

Like parking, downtown traffic is perceived as a major issue. Although major “thru” traffic

has been eliminated on Cleveland Street, Fort Harrison Avenue, Myrtle Avenue and

Osceola Avenue can have high volumes of heavy through traffic. The perception still exists

that to get to downtown Clearwater, drivers would haveave toto deal with highhigh volumesv of

beach and commuter traffic. With periods of heavyeavy traffic throughout owndowntow during

peak beach season and rush hour, maintaininging open mmunicationcommu withth entsresiden about

traffic issues is vital. Just as important is communicatingommunicatin these issues with ownwners whow

are trying to get to their businesses. Whilhile unicationcommun cannotot directlydirect alleviviate traffict

issues, it can help to educate businesss owners ndan drivers abobout vealternative routees ndan

establish expectations about parkingg ity.availabilit

Perceptions

There is a divergent mix of perceptioions in tthe downtownd aarea. Whhile some eare excitted

for the project, there are others whho fear ththat heth Streetscaape projectproject will otnot live up to

the expectationsctations ofof creatingc an environmennvironment herewhe businesssses cancan thrive. Thereere is also

the percerception that hereth needs tto be morem oof a mixm of peoplee who live, wowork and sitvisit

businnesses inin the ntowndown coore.

Thhese ceptionsperceptions canc ononly be addresseda throughh aactive involvementinvo of the commummunity and

contntinued ialogdialogue iwith akeholders.stak The Stakeholderer MeetingMeeting andand hethe TownTown Hall Meeting

are ononly the start of an ongoingongoing dialoguedialogue throughoutthroughout andand bebeyond the streetscape project.



CL
EV

EL
AN

D 
ST

RE
ET

 S
TR

EE
TS

CA
PE

5050

Audiences
There are five primary audiences and four secondary audiences that this plan is

concerned with:

Primary Audiences

- Downtown businesses/business owners

- Downtown employers/employees

- Residents in the affected downtown communities

- Visitors to downtown

- Downtown developers

Secondary Audiences

- Residents not living in the affected downtown communities

- Clearwater elected officials and employees

- News media

- Other government agencies (CVB, PSTA, FDOT, etc)

- Chambers of Commerce

Communication Tools
The city presently has several regular communications vehicles that may be used for this

campaign. Internal tools include Sunshine Lines, C-NEWS print advertising section in the

St. Petersburg Times, FITS Parks and Recreation magazine, C-VIEW 15, and the city’s Web

site, myclearwater.com. In addition, special-use publications may be used as part of the

overall strategy. We will also be using communications tools accessible to other outside

agencies that also have an interest in promoting downtown Clearwater. These distribution

partners would include the Downtown Partnership, Main Street Program, Downtown

Development Board, Chambers of Commerce, neighborhood associations, Building

Management Companies, downtown employers and downtownwntown developers.develope

Key Messages
While the overall message points will changege as the rojectproje progresses, thereere are everalse

key messages that should be maintained throughoutthroughout the project. These will helpelp aintainmai

a focus on the future and provide all stakeholdersakeholders with a consistenstent agemessag aboout

Cleveland Street Streetscape.

1)  The City of Clearwater and thhe torcontract are committedmitted too doingdoing rythineverything heythey

can to minimize effects on pparking and business access.acces PParking is lstill availableilable on

side streets and in various oother ocations.locatio

2) While constructioncon is goingg on, DowntownDowntow Clearwawater businessesbusinesses are stitill open orfor

busbusiness dand area accessiblble.

3) DowntowDowntown earwaterClea pplays anan imporortant roler in the vitavitality of the lloverall city.c

pondinResponding to the nationalational trendt to creeate walkable,wa uniqueue placesplaces thatth patronss

sire,des tthe StreetscaStreetscape projectpro will create aan vironmentenvir that will be attractivctive for

new shops,shops, restaurantsrestaurants and retail.

4) We ask for cepatience from our residents, businessesses and visitors during the

cconstruction project and look forward to continued dialogue and partnership.
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Objectives

There are six primary objectives within this plan. These objectives are based on

recommendations from city leadership, community leaders, residents and businesses.

These objectives are:

Objective 1: Maintain a positive message throughout construction, focusing on the

positives of the project and increasing pedestrian traffic in the downtown area.

Objective 2: Build knowledge of, and excitement for, the streetscape project throughout

the process with both businesses and residents in and out of downtown.

Objective 3: Clearly communicate parking and traffic situations and parking alternatives.

Objective 4: Ensure that key stakeholders have timely and easy access to information

on the project timeline and status, and foster and maintain positive relationships with

businesses and residents throughout construction.

Objective 5: Facilitate wayfinding signage and other directional materials to ensure

convenient access to businesses and other downtown locations.

Objective 6: Support the private efforts of the Downtown Development Board, the

Chambers of Commerce, the Main Street Program and the Downtown Partnership to

promote downtown.

Strategies

Objective 1j

Maintain a positive message throughout construction, focusing on the positives of the

project and increasing pedestrian traffic in the downtowntown area.

Intended outcomes

- Downtown businesses continue to bbe viable duringdur construction.

- Visitors understand and look forwward to ethe change, once complete.p

- Potential new visitors begin to pplan for sits.vis

- Local residents have pride in ththe future ofo the downtntown community.community

- Local residents understand thhe overall strategys forr wntowndowntown redevelopmredevelopment andd

how all the pieces fit togetheher.

Strategies

1.1 Createe aa singlesin web presennce thwit aall owntowndo anand treetscapestreetscape informmation.

IncInclude aile-mai subscriptioion, ojectproject ates,updat renderinrings, privateprivate developments,developments

etc.

2.2 CreateCrea a consistentconsis messagemessage about thee sformationtransfo of thehe downtowndownto that canan

be usedd roughouthroughout ethe constructionc prococess.

1.3 Consider3 Consi promopromotion andan advertising in locall marketsmarkets throughthrough partnershpartnership

with chamber, ainMain Street, Downtown Developmenpment Board, and Downtown

Partnership.
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1.4 Place a focus on the downtown itself in marketing, with a message that downtown

shops are still open for business.

1.5 Work with selected Downtown Development Board Public Relations or Marketing

agency to help support downtown businesses during the construction.

Associated Costs

Regional advertising:  $20,000*

*Economic Development has budgeted advertising funding to support the project.

Objective 2j

Build knowledge of, and excitement for, the streetscape project throughout the process

with businesses and residents in and outside of downtown.

Intended outcomes

- Minimize negative feedback and perceptions

- Create a local “buzz” about downtown Clearwater

- Build public ownership of the project

- Residents in all areas of Clearwater would understand the role downtown plays in

the overall picture

Strategies

1.1 See Strategy 1.1

1.2 Place renderings of the project in empty storefronts during

construction.

1.3 Place displays at strategic locations in downtown, including the

construction office and a central location.

1.4 Place displays in rec center and libraries outoutside of the downtown

area to clearly communicate the overalrall ystrategy forfor those outsidee

the downtown area.

1.5 Create a single Streetscape rackk card, churebroch or posterer forfor

distribution and display througugh owndownto businesssses and

chamber.

1.6 Partner with downtown devvelopers to include informationormation about

their projects on our websitte.

1.7 Get testimonials from supportiveportive downtowndown businessesnesse promotingomoting

thehe promise ofo the projectct for seus inn urefutur correspondenceondence and

catiopublications.

1.8 CreateCrea andand euse downtownntown logolo on wayfinding,yfinding construction andand

heroth signagesignage to crcreate brandb awareness fofor the project.pro

1.9 CreateCreate aa postcard hattha would have the finisheded pproject on it h tthat

vendors could personalizepersonalize andand sendsend toto regularregular custcustomers.
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1.10 Submit monthly newsletter articles for neighborhood association

newsletters. (Same as Strategy 4.10)

Associated Costs

Postcards:   $3,000   

$3,000

Renderings:   20 @ $60   $1,200

Rack card:  $3,000    $3,000

Displays  15 @ $50  $$ 750

        $7,950

Objective 3j

Clearly communicate parking and traffic situations and parking alternatives.

Intended outcomes

- Minimize traffic complaints.

- Encourage return visits by regular customers.

- Increase use of alternative parking locations.

Strategies

1.1 Promote existing traffic resources, such as 5-1-1, for current traffic conditions.

1.2 Continue to promote existing traffic resources and provide traffic information to

those resources so that our current information is updated.

1.3 Ensure that all marketing materials include information about available parking

locations.

1.4 Work with online direction resources (i.e. mapquest) that provide directions to make

sure the new alignment of the Memorial Causeway Bridge and ALT 19 designation

are included.

1.5 Communicate the opening of Myrtle Avenuenue in April. Include ormationinform about

the new Alt 19 designation/route in allall our unicationcommunication tooltools nwhen projectp is

complete.

Associated Costs

Signage & VMB:   UndeterminedUnde

Objective 4j

Ensure that key stakeholders have ytimely and easye accesss to inforinformation on the pproject

timeline and status, and foster andd ntamaintain ositivepo relationshipstionships withwith businesbusinesses and

residentss throughoutthroughout constructioon.

Intended outcomnded outcomes

- EnsureEnsure ququick responsresponse to businessb and citizencitizen concernsc during construction.

- IncreaseIncrease understandingunderstanding of key timelines andnd ectproject components.po e

- Build ownershiownership thinwith the community for thehe pproject.

- Focus ndiscussion onon thethe ultimateultimate outcomeoutcome andand succsuccess of the project.
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Strategies

1.1 See Strategy 1.1

1.2 Hold periodic hard-hat meetings during construction to provide status information

and hear public concerns.

1.3 Create a monthly Streetscape update newsletter to distribute throughout the area

and via e-mail.

1.4 Create a business assistance publication.

1.5 Create a telephone hotline with regularly updated recordings and allow for

response through voicemail. Promote hotline on-site and through publications.

1.6 Provide e-mail updates to those who want to be included on a downtown list

serve, including those who attended the Town Hall and Stakeholder meetings,

affected Clearwater homeowner associations.

1.7 Incorporate Streetscape information and updates into existing C-View

programming.

1.8 Provide local media with a regular “Streetscape Update” throughout construction.

1.9 Include Streetscape information in existing printed materials as appropriate

(Sunshine Lines, C-News, and CIP Update)

1.10 Promote a central point of communication for the Streetscape project.

1.11 Create newsletter articles for publications for neighborhood associations,

Chamber, high-rise management companies, and major downtown employers.

(See Strategy 2.9)

1.12 Use rack cards (Strategy 2.4) and displays to distribute through city facilities,

Chambers and other resident- and business-oriented outlets.

Associated Costs

Newsletter:   18 @ $500 (incl. distribution)  $9,000

Objective 5j

Coordinate the placement and design of appropriateappropriate wayfindingw and other directionaldirectio

signage to ensure convenient access to businessesbusinesses and other downtownntow locatioions.

Intended outcomes

- Minimize traffic & access commplaints.

- Maintain traffic to downtowwn es.business

- Reinforce branding of Cleveeland StreetStreet through designesig ofof signage.

Strategieses

1.1 IInclude towndownt logo/brandingo/brand onon mporarytemp wayfiyfinding, business rance,entran

dand projecproject formationinformation nage.signa

1.2 Look2 Loo att feasibilityfeasibi ofof usingusing temporary constructiononstruct signage.

Associated Costociated Costs

Signage:   undeterminedage:   undetermined
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Objective 6j

Support the private efforts of the Downtown Development Board, the Regional Chamber

of Commerce, the Main Street Program and the Downtown Partnership to promote

downtown.

Intended outcomes

- Develop stronger partnerships with those who have an interest in promoting the

downtown.

- Create a uniformity of message and logo.

Strategies

1.1 Support the strategies and coordinate efforts to unify the messages being sent to

businesses, customers and residents.

1.2 Provide Streetscape logo to unify look and feel of outreach efforts.

1.3 Begin regular meetings with all the groups who have an interest in promoting

downtown Clearwater.

1.4 Work with the DDB to hire a firm to promote the downtown businesses.

Budget
The total cost for this communication strategy is $35-40,000 over the life of the project. In

addition, these initiatives will require the reallocation of staff time and resources in order

to ensure that the products meet the expectation of quality that defines Clearwater’s

communications initiatives.

Some of this may be absorbed within this year’s existing budget from a combination of

Economic Development and Public Communications with the possibility of funding from

other sources with a downtown interest. Most of the budgetaryy impact is in the printing,

promotional materials, mail services and professionalal serservices s.categories.


