
Local elected officials 
City, town and county management 
Destination Marketing Organizations 
Economic Development professionals 
Downtown Associations 
Chambers of Commerce 
Historical societies 
Planning departments 
Public works departments 
Parks departments 
Garden clubs 
Downtown merchants 
Attractions 
Visitor information services 
Schools & other boards 
Auxiliary organizations 
Scenic byways 
Regional tourism organizations



Weekly video blogs: Downtowns | Tourism | Finding money | Branding | Marketing | New ideas



Monthly webinars: All topics coming from member requests

Video library: More than 40 how-to videos, with new updated content added each month





Build your own plan: Branding, Development & Marketing Action Plans

The 20 Ingredients of an Outstanding Downtown

Razor sharp focus 
Food, art, entertainment, antiques, 
wine, nightlife...

The Action Plan 
Your to-do list from A to Z. It takes a 
whole community to win.

Critical mass 
10 eateries, 10 retail shops, 10 
open after 6, in three blocks.

Anchor tenants 
Shops, restaurants, activities 
people will travel for.

Consistent hours 
Businesses open common days  
and hours.

Living, staying downtown 
Condos, loft apartments, hotels,  
and inns.

Pioneers with vision 
And patient money, who take the 
chance and make the investment.

Just one block 
Concentrate on creating one awesome 
block. Your demonstration project.

Four hour parking 
Better yet, all-day parking within 
two blocks.

Public restrooms 
Relieved shoppers and visitors 
spend more. Open after 5:00!

A Programmed Plaza 
250 days of activity a year. Retailers 
will follow - in droves.

Community gateways 
First impressions are critical. Add 
directions to downtown.

Wayfinding system 
Vehicular & pedestrian wayfinding, 
pole banners, visitor info kiosks.

Downtown gateways 
Create a sense of place and sense of 
arrival. You’re here!

An Intimate setting 
Just one traffic lane each direction 
and crosswalks every half block.

Blade signs 
Retail signs perpendicular to traffic. 
Consistent height and width.

Sidewalk cafe dining 
Beautification, umbrellas, lighting = 
incredible ambiance.

Curb appeal 
70% of first-time sales come from 
curb appeal. Beautification pays!

Constant activity 
Activities and entertainment. Bring 
downtown to life!

Give downtown a name 
A name makes it a destination, not 
a geographic designation.
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The 1st time a man looks at an advertisement, he does not see it.

The 2nd time he does not notice it.

The 3rd time he is simply conscious of it.

The 4th time he faintly remember having seen something of the kind before.

The 5th time he half reads it.

The 6th time he turns up his nose at it.

The 7th time he reads it through and says “Pshaw!”

The 8th time he yells “here’s that confounded thing again!”

The 9th time he wonders if there’s anything to it.

The 10th time he thinks it might possibly suit someone else.

The 11th time he will ask his neighbor if he has tried it or knows anything about it.

The 12th time he wonders how the advertiser can make it pay.

The 13th time he rather thinks it must be a good thing.

The 14th time he appears to think it is what he has wanted for a long time.

The 15th time he resolves to try to try it as soon as he can afford it.

The 16th time he examines the address carefully and makes a memorandum of it.

The 17th time he thinks he will ask his wife about it.

The 18th time he is painfully reminded how much he needs that particular item.

The 19th time he counts his money to see how much he would have left if he bought it.

The 20th time he frantically rushes, in a fit of desperation, and buys it.

Sitting in his London den in 1885, Thomas Smith wrote a guide entitled “Successful 
Advertising,” which is still used by advertising experts today. While perhaps a slight 
exaggeration, it really is true that repetition gets results. Creativity is very important, 
but nothing is as important as repetition if you hope to get your message to stick. The 
old adage, “you tell them one, tell them twice, and then again” still remains true today.

REPETITION GETS RESULTS

www.RogerBrooksInternational.com

Posters: To help build support and further your efforts



The Power of Public Plazas
The 13 ingredients for a perfect plaza

- HANDOUT -

The Power of Public Plazas  |  Handout

www.RogerBrooksInternational.com
Copyright © 2013 Roger Brooks International.  All rights reserved. 

INTRODUCTION

The investment in a public, programmed plaza is one 

of the best ways to attract private development to a 

downtown. The DDI team researched more than 100 

public gathering areas to find out their costs, and 

what the result of the project was. We also uncovered 

the 13 ingredients that should be part of any plaza 

development project. They are shown here in order of 

importance.

North America is slowly moving to the European 

standard: We are eating and shopping later and later 

into the evening hours; we want out of our cars so we 

can enjoy a pedestrian-friendly, walkable downtown; 

and we want “Third Places”: places to hang out where 

there is lots of activity – particularly during the 

evening hours. Even public and farmers markets are 

moving to the evening hours.

The Power of Public Plazas  |  Handout
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Ingredient #1:  Location is Important
You plaza should be in the “heart” of your downtown. 
Not out on the outskirts. It is your hub and everything 
will emanate from around it for several blocks. It 
can be an alleyway closed off to make a plaza, or a 
street closed to vehicular traffic (but ONLY when it’s 
so busy it just makes sense). It can be a corner lot, 
but most commonly, plazas are developed where 
existing parking lots currently are. Yes, there is always 
local consternation about the loss of parking, but we 
surveyed dozens of plazas that were developed in 
parking areas, and in every case, the loss of parking 
was not an issue. In fact, plazas are actually worth a 
walk of a block or two.

CASE HISTORY: 
Market Square in Pittsburgh, Pennsylvania

 Population: 307,500

over”

million

Notes: Totally revitalized downtown Pittsburgh

- Tested outdoor dining for two years, first. It worked!

- Businesses increased hours, robust evenings

- “After four tries they finally got it right” – local merchant

The Power of Public Plazas  |  Handout
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Ingredient #2:  Turn your downtown 
parks into plaza
If you already have downtown parks, convert them 
to activity spaces, not just pretty places. Remove 
lawn areas and replace them with paver stones and 
decorative surfaces (no asphalt, please) that can 
accommodate vendor booths, artisans, tables and 
chairs, entertainment, etc. You’ll save a fortune on 
maintenance, and the plaza becomes a year round 
usable space.

but the ideal size is typically an acre to an acre and 
a half. If you’re in a larger city, consider developing 
additional neighborhood plaza areas. Plazas are 
meant to be intimate gathering spaces. Nearly every 

two acres.

CASE HISTORY: 
Oxnard, California

The three buildings you see on the left in the photo (above) 
would be removed to make room for a year round public 
market. The park across the street would be converted to 
a  plaza center (top right and right) with an amphitheater, 
stage area, a drop-down water feature with flush-mounted 
fountains that could be shut off to host art shows and other 
exhibitions. The upper right area would remain a lawn area 
with a veterans memorial, already there.

Turning parks into plazas make them less expensive to 
maintain, and make them much more usable for dining, 
seating, for entertainment and vendors. Even if nothing is 
going on, just the steps to the amphitheater or fountain create 
seating areas.

The Power of Public Plazas  |  Handout
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Ingredient #3:  All successful plazas 
are programmed
Programming a plaza does not necessarily mean 
organizing big events, although they are important. 
Programming means making sure there is always 
“something going on” in the plaza. This can include 
buskers (street musicians, artisans, performers), 
weekly or daily public market events, vendors (food, 
art, local crafts), concerts, music, dance or live theater. 

guilds, classic car and motorcycle shows, chainsaw 

the Bricks” – movies shown on a large screen in the 
plaza. Keeping it programmed is the number one 
priority for any plaza and that means you may need to 
have a person (or two or three) dedicated to keeping 
it an active center of the city or town.

CASE HISTORY: Third Street Promenade 
Santa Monica, California

  Population: 90,000

Top Center:  Bronson Park - Kalamazoo, MI

Top Right:  Main Street Square - Rapid City, SD

The Power of Public Plazas  |  Handout
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Ingredient #4:  It must be a year 
round activity center

months of the year, and at least 15 days of each 
month – not just weekends. This keeps the plaza 
from becoming a hangout for undesirable activity. 
The big trend now is creating ice skating rinks in the 
winter months. You can use real ice, or in some locales 
where that’s not going to work, you can now rent or 
purchase synthetic ice. Interactive water features are 
a popular way to create an “activity center” without 
having actual entertainment or events taking place. 
But make sure you have, at the very least, 15 days 
a month of activity at the plaza. If you have an 
interactive water feature, piped in music, skating 
during the winter, there’s no reason why you can’t end 

year. Just change the focus by season.

CASE HISTORY: Main Street Square 
Rapid City, South Dakota

  Population: 70,000

without the granite structures)

million from the city.

paid through a business improvement district levy and lots 
of sponsors and partners.

The Power of Public Plazas  |  Handout
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Ingredient #5:  Add music and 
lighting (the latter 24 hours a day)
It doesn’t have to be live music, although that’s 
always preferable. In one place we worked they had 
undesirable activity taking place during the night. 
With piped in music they started playing classical 
music and the activity instantly disappeared. 
Music creates ambiance and sets the mood of the 
plaza. Lighting is absolutely critical. You can now 
get incredible LED lighting that can change color 
depending on the event, time of day, or ambiance, 
which is very energy efficient, and can have light 
bulbs that will last for more than 30,000 hours. 

during the evening hours.

CASE HISTORY: 16th Street Mall 
Denver, Colorado

local taxes.

 
(Business Improvement District) 

Notes:  Always evolving

Nearly a dozen artistically painted upright pianos are placed 

year.

The Power of Public Plazas  |  Handout
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Ingredient #6:  Public restrooms  
are a must
You plaza is a public gathering spot. That means you 
want people to hang out, spending hours on the 

cafés, or food vendors, and wherever you serve food 

friends) are important. Make sure they are multi-stall 
facilities. In some of the communities we surveyed 
that had independent private lockable restrooms, it 
created a private space for illegal activity. They should 
also be heated. Porta-potties do not count! You can 
always add these for large-scale events, but spend 
the money to have permanent, year round restroom 
facilities.

Top Left:  Caras Park in Missoula, MT. Word to the wise: Heat your 
restrooms!

Top Center:  Rapid City’s Main Street Square. Restrooms are located in the 
bottom level of the parking structure, facing the square.

Top Right:  Pioneer Courthouse square in Portland, OR. Restrooms are in 
the Visitors Center.

Lower Right:  Market Square in Pittsburgh, PA. If your plaza attracts 
people for more than two hours, public restrooms are a must. 

The Power of Public Plazas  |  Handout
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Ingredient #7:  Provide ample vendor 
space
Plazas are economic development tools used to spur 
private development around them, and to create 
spending places for local residents and visitors. You 
want to encourage local vendors: food, artisans, 
music, and crafts. These will change by event or time 
of year, but are critical to the success of any plaza area. 
The vendor space can be used for additional tables 
and chairs when there are fewer vendors, food trucks, 
entertainment, or even shows: artisans in action, 
entertainment, etc.

CASE HISTORY: Caras Park 
Missoula, Montana

efforts.

The city owns it and maintains it.

 Next up: A three-phase project to create better weather 
protection, replace the pavilion cover. They recently 
covered the amphitheater seating area.

 Hosts more than 500,000 people a year and more than 40 
annual events.

The Power of Public Plazas  |  Handout
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Ingredient #8:  Beautification is 
essential
Without beautification a plaza is just another concrete 
jungle with no soul. Every plaza should include trees 
(preferably deciduous. They create shade, a lighting 
platform, and a welcoming feeling), raised planters, 
large potted plants (and trees), and borders for annual 
color. Most of the beautification should include 
evergreen shrubs and plantings, enhanced with 
perennials and seasonal color. There is no one that 
doesn’t like hanging out in a beautifully landscaped 
place, and plazas are no exception.

CASE HISTORY: Pearl Street Mall 
Boulder, Colorado

 Population: 100,000

Downtown Management of the city programs it.

revenues. 

15,000 tulips imported from Holland every year

Public restrooms, staffed visitor information, ambassadors

One of America’s best retail plaza areas

The Power of Public Plazas  |  Handout
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Ingredient #9:  Close to or part of a 
public market
Plazas and public markets should be joined at the hip. 
If you have a pop-up market (once a week for several 
hours), your plaza is the perfect location. Better yet, 
build a permanent year-round public market and 
set it next to your plaza and you will end up with a 
downtown that’s vibrant, and an attraction in itself. 
This way the plaza never competes with the market – 
they both enhance each other.

CASE HISTORY: Market Square 
Fallbrook, California

 Population: 30,500

The Power of Public Plazas  |  Handout
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Ingredient #10:  Make sure you 
include water
Water is the number one draw for people in the world. 
It can be as simple as a fountain where we can hear 
the running water, or it can be a splash-pad (flush 
mounted fountains that can be turned off when the 
space is occupied for other uses). Water features will 
be the most expensive item in your plaza, and cost 
the most to maintain, but create “activity days” just 
by being there. Kids can play in the water during the 
summer months, and having seating areas around 
the water make it a desirable place to talk, visit, eat, 
and spend time. Do NOT skimp because of price. Most 
cities bemoan the initial cost, but we haven’t found 
a single plaza that would get rid of it. In fact, most 
would expand it if they could. The more interactive 
it is, the better. Having ice in the winter, by the way, 
is part of having water in the plaza. It doesn’t always 
have to be running water.

CASE HISTORY: Campus Martius Park 
Detroit, Michigan

 

Notes: Was previously overwhelmed by heavy vehicular traffic

has been stolen.

Hosts more than a million people a year, including 500,000 ice 
skaters during the winter months.

development projects.

Top Left:  Navy Pier - Chicago, IL
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Ingredient #11:  Include a permanent 
stage
Entertainment is a key part of any plaza, be it music, 
dance or theater. This includes proper lighting, power, 
and a roof – a permanent stage. It doesn’t have to be 

But it should be raised (typically 3’ from the ground) 

meters) in size. Lighting and accommodation for 
sound should be built into the stage area. Make sure 
there is access to the stage by vehicle since many 

accommodate marching bands, performances other 
than music, and larger events.

CASE HISTORY: Arcadia Creek Festival Place 
Kalamazoo, Michigan

 Population: 75,000

Printable guides: For every video in the library



An amazing, affordable resource

The ONE organization that unifies ALL  
community-based organizations: 
- Private LinkedIn place to share ideas and ask the 

most perplexing questions and get real answers 
- Photographic examples for retailers, local 

businesses, tourism-industry providers 
- Links to other free resources 
- Sample ordinances | by-laws 
- Annual regional conferences 
- More than 150 years of experience (our experts)



I promise this will be one of the  
best investments  
you’ve ever made.

The 20 Ingredients of an Outstanding Downtown

Razor sharp focus 
Food, art, entertainment, antiques, 
wine, nightlife...

The Action Plan 
Your to-do list from A to Z. It takes a 
whole community to win.

Critical mass 
10 eateries, 10 retail shops, 10 
open after 6, in three blocks.

Anchor tenants 
Shops, restaurants, activities 
people will travel for.

Consistent hours 
Businesses open common days  
and hours.

Living, staying downtown 
Condos, loft apartments, hotels,  
and inns.

Pioneers with vision 
And patient money, who take the 
chance and make the investment.

Just one block 
Concentrate on creating one awesome 
block. Your demonstration project.

Four hour parking 
Better yet, all-day parking within 
two blocks.

Public restrooms 
Relieved shoppers and visitors 
spend more. Open after 5:00!

A Programmed Plaza 
250 days of activity a year. Retailers 
will follow - in droves.

Community gateways 
First impressions are critical. Add 
directions to downtown.

Wayfinding system 
Vehicular & pedestrian wayfinding, 
pole banners, visitor info kiosks.

Downtown gateways 
Create a sense of place and sense of 
arrival. You’re here!

An Intimate setting 
Just one traffic lane each direction 
and crosswalks every half block.

Blade signs 
Retail signs perpendicular to traffic. 
Consistent height and width.

Sidewalk cafe dining 
Beautification, umbrellas, lighting = 
incredible ambiance.

Curb appeal 
70% of first-time sales come from 
curb appeal. Beautification pays!

Constant activity 
Activities and entertainment. Bring 
downtown to life!

Give downtown a name 
A name makes it a destination, not 
a geographic designation.

www.RogerBrooksInternational.com QR code to watch the video
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The 1st time a man looks at an advertisement, he does not see it.

The 2nd time he does not notice it.

The 3rd time he is simply conscious of it.

The 4th time he faintly remember having seen something of the kind before.

The 5th time he half reads it.

The 6th time he turns up his nose at it.

The 7th time he reads it through and says “Pshaw!”

The 8th time he yells “here’s that confounded thing again!”

The 9th time he wonders if there’s anything to it.

The 10th time he thinks it might possibly suit someone else.

The 11th time he will ask his neighbor if he has tried it or knows anything about it.

The 12th time he wonders how the advertiser can make it pay.

The 13th time he rather thinks it must be a good thing.

The 14th time he appears to think it is what he has wanted for a long time.

The 15th time he resolves to try to try it as soon as he can afford it.

The 16th time he examines the address carefully and makes a memorandum of it.

The 17th time he thinks he will ask his wife about it.

The 18th time he is painfully reminded how much he needs that particular item.

The 19th time he counts his money to see how much he would have left if he bought it.

The 20th time he frantically rushes, in a fit of desperation, and buys it.

Sitting in his London den in 1885, Thomas Smith wrote a guide entitled “Successful 
Advertising,” which is still used by advertising experts today. While perhaps a slight 
exaggeration, it really is true that repetition gets results. Creativity is very important, 
but nothing is as important as repetition if you hope to get your message to stick. The 
old adage, “you tell them one, tell them twice, and then again” still remains true today.

REPETITION GETS RESULTS
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YOUR TOWN
The 25 Immutable Rules 

of Successful Tourism

Roger A. Brooks & Maury Forman

AN AMAZING DESTINATION

Please join us by 
Friday, August18th 
DestinationDevelopment.com



Why & what How to How to How they did it



The seven steps 

downtown back & making it better than ever
to bringing your 7

The 9 steps to bringing your downtown back 

Get your elected officials on board

Activate downtown 250+ days a year

Concentrate on the evening hours

Find your focus: Entertainment, shopping, kids & family, food, art, antiques…

Work with your property owners

Start with one block - that’s all it takes

Orchestrate the business mix

Find and promote your anchor tenants

Make it look good: inviting, comfortable, relaxed & safe

1
2
3
4
5
6
7
8
9
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Find your champion(s) who will work to 
get your elected officials on board.1

Cindy Ogle 
City Manager 
Gatlinburg, TN 
Population: 4,200







Craig Phillips 
Planning &  
Redevelopment 
Michigan City, IN 
Population: 31,000

Central Park Plaza - Valparaiso, Indiana



Rich Murphy 
Controller

Ron Meer 
Mayor



Kurt Young 
Pres. Lodging Assoc. 
Topeka, KS 
Population: 127,000





Marc Maxwell 
City Manager 
Sulphur Springs, TX 
Population: 16,000





Bottom line

It starts with one or two tireless pioneers 
- Able to get city officials and/or council on board 
- They will take a lot of hits along the way 
- They are the pied pipers, always selling it 
- They are respected 
- They never take “no” for an answer 
- They are the squeaky wheels 
- They are doers, not directors



Find your focus. Art, music, food, 
Legos, kids & family, water, antiques…2



Concentrate on the evening hours

70% of all consumer  
bricks-and-mortar spending takes place 

after 6:00 pm



Wittenberg, Wisconsin 
Population: 1,000











Bottom line

Wittenberg, Wisconsin 
- What if visual art and artisans in action were the focus? 
- Evenings are perfect! 
- Can we light up the art? Downtown? 
- Art events 30 weekends of the year? 
- Glass blowers, potters, painters, sculpture artists… 
- Do we have the local champion(s)?



Get creative! Let your imagination fly. 
Create a spectacle we have to experience!3











Tio’s Tacos 
Riverside, California 
bit.ly/TiosTacos



Bottom line

- It doesn’t have to be expensive 
- But it does have to get attention! 
- Create your “We may be crazy team”  
- Google images to get ideas 
- Make sure it’s interactive! (Water, lights, music) 
- Artisans in action  
- Hash tag it, encourage selfies & social media posts 
- Make it fun!     





Where’s Waldo?



Paint by numbers murals.

Start with your property owners 
& one lineal block.4



Leather Works 
The Oregon Store 
Antique Mall (real antiques) 
Book Store 
The Jewel





Wow Gallery  
& Art Park

2

4
4

3

3

1

1



Bottom line

- Make a list of property owners (public and private) 
- Meet with them one-on-one 
- Pick the block where they will play with you 
- It’s about MONEY, not community 
- Tell them you’ll do the “heavy lifting” for them 
- IF they invest, you’ll bring them a tenant 
- Lease agreement will include operating hours & days 
- It takes “patient money”   

Orchestrate the business mix. 
Get your "anchor tenant.”5



Find and promote your “anchor tenants.”

Wow Gallery  
& Art Park

2

4
4

3

3

1

1

Audience 
- Locals first, visitors follow 
- Women first (always) 

Business mix 
- Bike shop | outfitter 
- Two coffee shops 
- Bakery 
- Micro-brew 
- Cool (funky) diner 
- Art restaurant 
- Co-op gallery 
- Artisans in action x 6 
- Gallery in Town Hall 
- Gallery in fire station 
- Upper story loft living 
- Art supply store 
- Nueske’s Meats 
- Gallery (home accents, 

garden art) 

One or two of these need to 
be “anchor tenants.”





Your anchor tenants MUST be open into the evening hours, and be open five or six days a week 
(especially weekends - closed perhaps Monday & Tuesday).

Wausau 
35 minute drive 
Population: 135,000

Shawano 
30 minute drive 
Pop. 15,000

Green Bay 
1 hour drive 

Pop. 300,000

Wittenberg



Bottom line

- Break even with the locals. Visitors = profit 
- Raise the lease rate over time while you build the 

“critical mass” of downtown businesses - 5 years 
- Always promote your anchor businesses - that 

support your focus - specifically 
- Provide hand-holding assistance the first two 

years. Be there for them. Promote them. 
- Have them be social media mavens & newsworthy

Work on “activating” downtown 
250+ days a year.6



Where people are - consistently - merchants will follow. 
And they will be open the hours people are there.

The key

Water features with lights & music



Chainsaw carver



Ceramic art | potters wheel | Glazing | Raku

Quilt shows



Portable ice rink | synthetic ice



Bottom line

- 100 people in your downtown several evenings a 
week is enough to revitalize a downtown. 

- “Activity”- not just “special events” or “festivals” 
- Invite clubs and organizations to host their events 

in your downtown. 
- Start with Thursdays, Fridays, and Saturdays. 
- But make it year round. That’s 150 days.

Make it inviting & welcoming. 
Make it beautiful.7



Don’t think that beautification and facade improvements will “fix” 
a downtown. It’s what’s in the buildings that makes you a draw.1

RULE

Stunning. One of the most beautiful streetscapes we have EVER seen. Fantastic!



City did their part. Merchants didn’t play. Result: Beautiful but dead - in the peak season.



Facade side beautification is more important that curbside beautification. 
Cities & towns: Curbside beautification | Merchants: Facade-side beautification.2

RULE

Benches should always be against the facade and flanked with container 
pots or planters3

RULE







Extend window displays to exterior spaces.

4
RULE





Banff, Alberta

Great

Awesome

Bad

Avoid the garage-sale look. If you wouldn’t put it in a display window, then 
you don’t put it outside in your “display space.”5

RULE



Fantastic

Bad

Bad

Bad
Awful

Never more than 4 posters/fliers in a window

Bad

6
RULE



Beautification needs to be a focus 12 months of the year.

7
RULE

What to do



step

1 Ask for money

Find a nursery wholesaler and 
make a deal: 
- End of season  
- 21” (53cm) or larger opening 
- Cracks & imperfections ok 
- Do not need to match  
- Will promote the company in 

planters (they provide small 
post-signs)

step

2



step

3
Find a wholesaler and make a deal: 
- Benches people will sit on 
- Chairs are good too 
- In front of nearly every shop 
- Flanked with planters

Work with a local nursery or grower: 
- Two-thirds evergreens 
- Container-friendly plants 
- Consistency - just three or four 

varieties. Even one works fine. 
- Annuals great, but not mandatory 
- Pinwheels, dried/silk plants in winter

step

4



distribute them

Distribute them 
- Every three feet (1m) - or closer 
- NOT one per store front 
- Flank both sides of benches 
- Both sides of doors 
- Both sides of exterior displays

step

5



have youth organizations plant them

Hire your youth organizations 
- 2” rock at bottom 
- One layer landscape fabric 
- Moisture control potting soil 
- Plants or winter decorations

step

6

Garden Club or volunteers maintain them

Maintain them 
- Kiwanis | Rotary | Local clubs 
- Tractor or mower with container and 

on-board pump 
- Fertilizer mixed

step

7



#2 Find your focus

#3 Get creative! Make it worth a special trip

#4 Start with your property owners and one lineal block

#5 Orchestrate the business mix & get your “anchor tenant”

#6 Activate your downtown 250+ days a year

#7 Make it inviting. Make it shine.

#1 Find your champion and get your elected officials & staff on board



DestinationDevelopment.com

www.DestinationDevelopment.com

Connect with me

linkedin.com/in/rogerbrooksintl

@Roger_Brooks

facebook.com/RogerBrooksIntl/

Join us!

DestinationDevelopment.com



www.DestinationDevelopment.com
Here’s to making your downtown amazing!


