
 

MARKETING PLAN 2014 

The Marketing Plan of the Downtown Ithaca Alliance serves as a working document on marketing strategy for the 

agency. The document will be revised regularly to adapt to changes in the market and in Downtown Ithaca. This detailed 

marketing plan serves as an extension of the 2014 Work Plan extracting items that relate to marketing and member 

services.  

Downtown Ithaca Alliance Vision Statement  

The Downtown Ithaca Alliance is a comprehensive downtown revitalization and management program engaged in four 

principal areas: Business Recruitment & Development, Government Relations, Marketing & Member Services, and 

Special Events. Downtown Ithaca is the economic, social, and cultural heart of Tompkins County. The Downtown Ithaca 

Alliance will strive to preserve and develop the central downtown core as the region’s center for banking and finance, 

business and professional offices, government and community services, downtown residences, and as a retail 

destination highlighted by specialty shops, restaurants, arts and entertainment. Downtown serves people who live and 

work downtown, city and county residents, college communities, area visitors and tourists. 

Shop, Dine, Play - Live, Work, Stay 

Downtown Ithaca has always been a place to Shop, Dine and Play and this message has been integrated into our 

marketing materials in one way or another since the organization’s inception. As new housing and hotels develop, our 

goal is to expand this tagline to broaden the consumer expectation of Downtown. Downtown is a vibrant place to live, 

work and visit. As the housing inventory increases at a variety of price points throughout the area, we will promote 

housing in Downtown and its convenient amenities such as transportation.   

The Chmura study, “Profile of Visitors to Tompkins County,” indicated that Downtown is a destination for shopping, 

dining, and entertainment, with the third (Visiting the Commons) and fourth (downtown restaurants) motivators for 

visiting the area after only waterfalls and the universities.  

As downtowns across the country see a renewed interest in people living and working in the cores of their cities, our 

broadened message will drive our marketing in 2014. It's time to make Downtown convenient for our visitors. The DIA 

needs to be the resource that has all of the information available in many forms for consumers, whether they wish to 

stop in for a bite, set up shop, or move in.  

You will begin to see this in iconic imagery representing each of these elements. 

 

 

  



Residential Shopping Study Data   

WBA Market Research conducted a follow up survey to the Downtown Shopping Study conducted in 2008. The survey 

was for residents in Tompkins County only and was done using land line telephones. 619 interviews were conducted in 

August, 2013. This data has been used to drive some of the decisions in this marketing plan.  

 Dining is our main attraction, closely followed by shopping. People come downtown to eat (52%), shop (51%), 

and attend events (16%). Dining can be packaged and cross promoted to encourage other visitation.  

 The largest reasons for people disliking downtown are that it doesn’t have anything of interest (43%) and 

adequate parking (33%). Residents don’t like the construction (37%).  

 The price of parking is a bigger issue now than it was in 2008. 55% of respondents say the increases in parking 

rates and times when charged will result in them coming downtown less often. Construction will end but parking 

is an issue that needs to be addressed.  

 25% of people give downtown a high rating. 20% of people give it a low rating. You’re more likely to like it if you 

have lived in Ithaca for 30 years or less, before the Commons was built and commerce spread to malls and Route 

13, and if you live in the City of Ithaca. Marketing to newcomers and City residents, and their friends/visitors will 

generate more traffic.  

 People want to shop more locally than they do. Four of 10 shoppers are inclined to shop locally, but 6 out of 10 

would prefer to. Advertising the locally owned businesses is of value to the consumer.  

 The study is what it is – a land-line phone survey – which makes the data relevant comparable to 2008 but 

contains few respondents under 36 years who are using social media to get information, however;  

 Of these specific survey respondents, they are getting information from the Ithaca Journal (45%), Ithaca Times 

(27%), radio (25%) and the internet (27%). Television was just 5%. Twenty-seven percent of people get their 

information through word of mouth.  

 People feel safer during the day (65%) and loitering has become less of an issue to the consumer.  

 63% of people report that the construction has not had an effect on their visiting downtown. For 30% of people 

however, it has. The construction completion will be an opportunity to invite the public back to downtown.  

 This data when put together with the Chmura Study provides an overview of what residents and visitors are 

looking for in Downtown Ithaca.  

Goals & Objectives 

Overall 

 Boost appeal to a broad audience to increase foot traffic, retail, restaurant and entertainment sales 

 Create a unique and vibrant year round environment where people want to live, work & stay  

 Address inconveniences to the consumer including parking, variety, and hours.    

Target Audience 

Our target audience for Downtown Ithaca’s Marketing Plan is broad. We want to market shopping locally, dining 

promotions, and supporting downtown through the construction period, to local markets.  

 The most receptive audiences, therefore giving us the greatest return on investment, are relative newcomers to 

the City of Ithaca. These residents did not know the City before the Commons was built and commerce shifted 

to the mall and strip mall.  

 Downtown’s walkability also factors in as residents within walking distance can enjoy the use of downtown 

without getting into a vehicle and having to deal with parking and traffic.  



 Marketing to students has become a possibility due to social networks, well-read student papers, and the 

proliferation of bars and restaurants in downtown.  

 Our greatest strength lies in working together and presenting a unified downtown that’s open for business, 

requiring education of our downtown members.  

 Downtown has assets that make it a wonderful tourist destination, whether here for vacation or a conference, 

and these assets also make downtown a great place to live and work.    

Target audiences include:  

 Local Residents 

 Neighborhoods within walking distance of downtown 

 Students and Young Professionals 

 Downtown employees  

 Downtown Businesses and DIA Constituents  

 Tourists - Daycationers & Staycationers 

 Convention/Meeting attendees 

DIA Metrics 

The following metrics were developed to measure the success of our programs and to direct our attention to 

quantifiable success in each area.  

1. Host a Commons re-opening event that attracts at least 5,000 people 

2. Secure placements of Commons re-opening stories in at least 3 regional and 2 interstate or national outlets. 

3. Create and disperse student discount cards to at least 1,000 users. 

4. Create weekly blog posts (52 per year). 

5. Four times a year create a downtown information newsletter and distribute it to members and stakeholders. 

6. Create a weekly E-news bulletin- (52 times a year) and increase subscriptions to 5,500. 

7. Four times a year create and distribute a newsletter targeted specifically to retailers that outlines key 

information relevant to commerce. 

8. Four times a year host downtown networking events for downtown businesses. 

9. Archive and post key documents and reports to the DIA web site. In 2014, this will include board agendas, 

Executive Director’s reports, board minutes, monthly financial reports, and any relevant reports.  

10. Increase total unique website visits to at least an average of 10,000 per month.  

11. Achieve and maintain page one Google web site search placement. 

12. Maintain and grow our Facebook presence to 8,500 “likes”. 

13.  Create a block captain team and host a minimum of 6 block captain meetings. 

14. Work with at least 6 conferences to facilitate downtown visits and patronage. 

15. Work with at least 6 non-downtown events or festivals to facilitate downtown patronage. 

16. Create and distribute seasonal downtown visitor guides four times a year and produce 20,000 avg. per quarter. 

17. Maintain paid advertising for the visitor guides at a level of at least 10 pages per season. 

18. Increase in the number of office workers who receive employee discount cards to 1,000 per year. 

19. Undertake four retail promotions in 2014, including a summer sale and 3 niche promotions. 

20. Increase electronic downtown gift card sales to at least $40,000.  

21. Achieve a 50% rate of open retail stores for seasonal Thursday evenings. 

22. Host an annual dinner that attracts at least 125 attendees. 

23. Host an annual meeting that attracts a quorum. 

24. Improve our sale/distribution of parking tokens by 20%.   



 

Marketing Tasks 2014  

The following items have been identified as Key Priority Tasks and Core-Ongoing Activities for the Marketing & Member 

services department of the Downtown Ithaca Alliance in the Work Plan for 2014. This Marketing Plan seeks to identify 

tasks and budgets associated with each item. These tasks include some items from other areas of the Work Plan 

including Business Recruitment & Development, Government Relations, Special Events, and Commons Mitigation, that 

relate to marketing the organization or programs within these areas.  

General Advertising & Branding  

General Retail Advertising - Radio & Print  

General retail advertising is an ongoing branded message that outlines what's happening in downtown, provides 

construction updates, and lets people know where they can get more information, utilizing radio, print, and specialty 

media. For 2014, traditional media buys will be as follows:  

 Cayuga Radio Group $600 per month  

 Specialty Publications and Print: $600 per month (Life in the Finger Lakes, Edible Finger Lakes, Ithaca Times, 

Ithaca Journal)  

 Note: Special events each have their own budget for advertising. Each special event advertisement includes 

general branding information and a reference to the website and Facebook.  

Project Cost: $1,200 per month (Annual Total $14,400 - $4,400 from General Retail Advertising and $10,000 from the 

Mitigation Fund)  

Timeline for Completion: Year Round 

Social Media Marketing - Facebook, Twitter & YouTube  

The DIA will continue its strong Facebook presence, providing regular Facebook updates and entries to encourage our 

nearly 7,000 likes (end of 2013) to stay connected. Our 2014 goal will be to grow our Facebook viewers to at least 8,500. 

Project Cost: $300 per month from General Retail Advertising  

Timeline for Completion: Year Round 

Website management and updating 

In February 2014, the DIA launched the new DowntownIthaca.com, a search engine optimized site which not only 

includes information on shopping, dining and entertainment, but also services, business development, living in 

downtown and more. During 2014 we will undertake routine maintenance and updating of the organization web site.  

Project Cost: $0 

Timeline for Completion: Year Round 

Mobile App 

During 2014, the DIA will begin the process of researching and procuring an app to be used to direct patrons to all areas 

of downtown. The App will focus on 7 areas: Shop, Dine, Play, Live, Work, Stay, & Parking. The app will include a 

directory of downtown businesses and also other resources, including coupons and parking availability, for visitors and 

locals.  

Project Cost: $20,000 

Project Costs: $3,500 in 2014 Budget 

Note: To the extent that it is possible, the Mobile App will be programmed in conjunction with the Downtown 

Information Kiosks, therefore allowing some potential cost savings.  



Other Income:  

Enhanced business listings – including the ability to have business specific page, coupons, menus etc. for $100 per year 

@ 100 businesses = $10,000 

Advertising and Sponsorship/In-kind contributions = $6,500  

Timeline for Completion:  

March  - Design and obtain an estimate for total project cost with all modules 

April  - Decision to move forward 

May - July - Solicit businesses and additional funding 

August to October - Implement design 

October 2014 - Launch application with new Commons   

Television  

In the Fall of 2014, the DIA developed a commercial with Moving Box Studios to show the diversity of the downtown 

area from the farmers market to great shopping, dining and entertainment. We will seek to re-introduce this spot in the 

Spring of 2014 in markets surrounding Ithaca.  

Project Cost: $10,000 (5 months at $2,000 per month on YNN and in Time Warner rotation) - Commons Mitigation 

Budget  

Timeline for Completion: Spring/Summer 2014  

Commons Launch Television Campaign 

Working with Moving Box Studios we will create a new spot featuring footage from the New Commons to invite the 

region to come to downtown. The spot will be produced as weather and construction permit. The spot would launch in 

October 2014.  

Project Cost: $20,000. $10,000 production/$10,000 schedule - Commons Mitigation Budget or reserves  

Timeline for Completion: End of Commons Construction 

Testimonial Campaign  
Address the issue of lack of variety and expense in Downtown Ithaca. Highlight the breadth of items and diversity in 

Downtown.  

 Highlight the variety in a testimonial campaign on radio, print & web.  

 Conduct price comparisons and use data for blog 

 Work with merchants on a cooperative advertising campaign with the Cayuga Radio Group to highlight variety in 

Downtown business.  

Project Cost: Included in General Retail Advertising 

Timeline for Completion: Summer/Fall 2014  

Downtown Blog 

The DIA staff will maintain and populate the regular downtown news-blog, currently located at DowntownITH.com. The 

goal of the blog is to provide information and perspective and be a news source on Downtown to readers and the local 

community. DowntownITH contains original pro-active communications that are being disseminated to a variety of 

regional media. Posts are and will continue to be made weekly (42 posts were made in 2013 between April & 

December).  

Project Cost: $100 per year for Blog site  

Timeline for Completion: Year Round 

 



PARKING 

Parking continues to be the largest hurdle for visitation to downtown. Parking information is included in all DIA 

advertising, focusing on the positive, parking is only a dollar and hour and abundant. Although policy changes will not be 

included in marketing strategy the following items will be addressed:  

Collaborate with City of Ithaca on Parking  

Collaborate with the City Parking Director to develop marketing strategy for parking in the Downtown area including:  

 Producing and placing signage for patrons to identify parking cost and availability  

 Integrate parking into the Downtown Mobile Application 

 Developing educational materials for distribution on monthly parking permits and parking availability  

Project Cost: Printed Materials & Signage $500  

Timeline for Completion: Spring/Summer 2014 

Parking Validation Program  

The DIA will provide parking validation at parking booths and at the Visitors Center for one hour with proof of purchase 

(a receipt from a downtown business). Merchants may also purchase cards valid for one hour of parking from the DIA at 

the subsidized rate of 50 cents.  

Project cost: $3,500 = 5,384 hours of parking  

Timeline for Completion: Year Round 

Parking Parrot and Parking YouTubes 

During the warm months, the Parking Parrot (a downtown ambassador or staff person) will work to advertise the ease of 

parking by providing a handout with parking information and free one hour cards to patrons in the downtown area. A 

series of parking videos will be produced including the parrot to help the consumer understand parking in downtown. 

These videos will be included on the website, Facebook, app, and YouTube. 

Project cost: Included in Parking Validation 

Timeline for Completion: June to September 2014  

Parking Coupon Program 

To encourage repeat visitation, when a patron leaves the parking garage they will receive a coupon for a Downtown 

business.  

Project Cost: TBD, supported through merchant buy in 

Timeline for Completion: Summer 2014 and Year Round 

STUDENT MARKETING 

The DIA will reach out to the student market at least four times during the year to entice them to patronize downtown 

with advertising in the Cornell Daily Sun and Ithacan, listservs, special events, and through our partnership with WICB.  

Student Discount Card 

DIA staff will research the feasibility of creating a student discount card and, if feasibility is sustained, we will launch a 

program in 2014. We will work with merchants, Cornell, IC, and TC3 on this project that could be distributed to all 

students who provide downtown with an email address. 

Project Cost: 10,000 cards $1,500 

Timeline for Completion: July 2014  (Student Orientation at Ithaca College)  



MEMBER COMMUNICATION 

Increase Use of Downtown Member Website - DowntownIthaca.Info 

The DIA staff will maintain and populate the Downtown Ithaca Member Site at downtownithaca.info, providing 

information about the DIA, projects, meetings, campaigns, workshops, the technical assistance library and more. The 

site will be promoted in fliers and emails to constituents to alert them to the resource.  

Project Cost: $100 per year for Blog site  

Timeline for Completion: Year Round 

Consumer Weekly E-news 

Each week the DIA produces a consumer oriented E-News bulletin that highlights downtown activities, events, and 

promotions. Our goal in 2014 will be to grow subscribers to at least 5,500. 

 Solicit email addresses using competition ballots at special events and during retail promotions 

 Market the E-newsletter as a resource to downtown employees 

 Enhance the value to the consumer by developing fresh content and increasing special offers from retail and 

restaurant businesses. Offers will be solicited through a direct business contact by flyer and follow up.  

 Create a featured business section of the E-news  

 Provide an opportunity for paid advertising/sponsorship of the E-news to allow for new social media marketing 

and prizes/discounts for subscribers 

Project Cost: $2,200  

Current Budget: $1,000 for Constant Contact subscription service 

New Income: $100 per month sponsorship x 12 months = $1,200  

New Expense: $1,200 Social media & prizes/discounts for subscribers  

Timeline for Completion: Year Round 

Quarterly Constituent E-Newsletter 

Each quarter we will produce a newsletter summarizing pertinent downtown and DIA projects, programs, and news for 

the downtown community, friends of downtown, and interested stakeholders. Limited paper copies will be available. 

Each quarter we will also produce a newsletter targeted specifically to downtown businesses that will feature key 

information relevant to downtown retailers. 

 Validate database and Constant Contact so that they include all constituents 

 For those who cannot receive email begin paper subscription service by request only 

Project Cost: Constant Contact subscription service as paid for by Weekly E-news  

Timeline for Completion: March, June, September, December 2014.  

Quarterly Downtown Networking Events  

Each quarter the Marketing Committee will work with staff to produce and host downtown networking events for 

downtown businesses. These events are designed to help downtown businesses become more acquainted with each 

other and to keep our constituents updated with activities from the DIA. 

Project Cost: $1,000 (4 events x $250)  

Budget: $250 ($50 per event for direct costs plus $50 printing)  

Income: Sponsor for each event $200 per event in-kind or cash  

Timeline for Completion: March, June, September, December 2014.  

 



Archived communication materials on web site 

In 2014, the DIA will continue to archive communication materials, reports, and other downtown relevant documents on 

the DIA web site. 

Project Cost: $0 additional  

Timeline for Completion: Year Round 

Block Captain Program  

The DIA staff and Marketing Committee will solicit merchant volunteers to serve as block captains during the 

construction period.  Each month block captains will be briefed on downtown activities and projects and will then be 

asked to serve as ambassadors for 6-8 other businesses. 

Project Cost: In-kind food and beverage for meetings  

Timeline for Completion:  

March - Solicit potential block Captains  

April - Begin monthly meetings and distribution system  

Database 

The DIA staff will continue to refine its database of businesses and buildings, to make it a more useful tool for the 

communications, research, and technical assistance. 

Project Cost: $0 

Timeline for Completion: March to May, 2014 Development, Year Round 

VISITOR INFORMATION 

Quarterly Seasonal Guides  

Each quarter the DIA staff will continue to produce seasonal visitor guides that highlight downtown attractions and 

offerings and provide a directory of downtown businesses. The guides also contain a map of downtown that can be used 

for directing visitors.  These guides are supported by paid advertising. The guides are placed in prominent locations 

throughout downtown in outdoor brochure distribution holders and at every store and restaurant in the district. 

Production will be approximately 50,000 units for the year. To improve the publication and its distribution, the following 

tasks will be undertaken:  

 Improve distribution by solidifying agreements with hotels and visitor attractions 

 Create a distribution list and total guides needed for all locations for distributor  

 Create an order form for additional guides to be distributed  

 Keep an inventory of publications 

 Supply the campuses with guides and make contacts for ordering  

Project Cost: Net $0 

Timeline for Completion: Improvements: Spring 2014. Guides will be produced in March, June, September, & December. 

Information Kiosks  

One element in the new Commons will be electronic touch screen kiosks at the major entrances. These kiosks, which are 

paid in part by a grant from the Tompkins County Room Tax program, will need to be programmed and filled with 

content for both downtown and the community. The DIA will take a lead role in this initiative. These will be integrated 

with the mobile app for downtown and will serve as directories for the district.  

Project Cost: $60,000 

Timeline for Completion: With Commons Construction  



Downtown Visitor Center 

The DIA will work with the CVB and CAP to help support the Downtown Visitor Center located in Center Ithaca on the 

Commons. The DIA will utilize space in the Visitor Center to promote parking tokens, gift cards, and other DIA programs. 

Project Cost: $6,000  

Timeline for Completion:  

March 2014 - Work on physical changes to space and branding 

April 2014 - Provide training to existing and new seasonal staff 

Year Round - The Visitors Center will be staffed year round.   

Red Information Cart 

Utilizing the red kiosk cart, the DIA will continue its downtown hospitality program in 2014. During Commons 

Construction the cart is located off the Commons in an unmanned fashion. Improvements to the cart to allow it to 

operate without staff will be made in late Spring 2014. These include improved brochure holders and labels, consistent 

branding, and greater availability of materials.  

Project Cost: $400 

Timeline for Completion: April/May 2014  

Tourism Organizations 

Make sure listings up to date and utilizing calendars and all services  

 Finger Lakes Tourism Alliance 

 Ithaca/Tompkins Convention & Visitors Bureau 

 Cayuga Wine Trail  

 Area calendars, publications and E-newsletters  

 Participating in all brochure exchanges.  

Project Cost: $1,850 

Timeline for Completion: Analysis - April 2014. Implementation - Year Round  

Working with Conferences  

DIA staff will work with at least six different conferences during 2014 to encourage attendees to visit and patronize 

downtown. We will work with Cornell, Ithaca College, and CVB staff to help fulfill this task. 

Project Cost: $0 

Timeline for Completion: Contact Campuses - Spring 2014. Implementation - Year Round 

Working with non-downtown festivals or events  

Utilizing our contract with the County STPB, we will work with at least six non-downtown events or festivals to help 

attendees become more acquainted with downtown shopping, dining, and entertainment. 

Project Cost: $0 

Timeline for Completion: Contact events - Spring 2014. Implementation - Year Round 

RETAIL AND RESTAURANT PROMOTIONS 

Create coop marketing assistance programs for the following retail clusters such as fine dining, lunch time dining, 

apparel, jewelry, gifts, used/recycled/green, and other as appropriate. 

DIA staff will work with business owners from key clusters to create coop marketing projects aimed at raising the 

visibility of these clusters in the community. 



Assisting key sectors - children, apparel, gifts, local 

The DIA will develop promotions for a least three niche sectors in 2014. Our niche sectors include children’s stores, 

gourmet foods, outdoor recreation, antiques, handcrafts, art galleries, among others. Each sector will be advertised with 

a cooperative campaign made available to merchants in each.  

Project Cost: $3,000 

Timeline for Completion: Develop campaign and contact businesses Spring/Summer 2014  

Summer Sale 

The DIA will sponsor a summer retail promotion sale to assist merchants with back to school and late summer shopping. 

This promotion replaces the traditional sidewalk sale that will be difficult to undertake due to Commons construction - 

August 1 -3, 2014. 

Project Cost: $3,000  

Timeline for Completion: Summer 2014  

Customer Loyalty Program 

The DIA will revisit the idea of working with downtown merchants to create a customer loyalty program that will be 

enacted during Commons construction. Funding for the program will come from Commons mitigation funds. The 

Customer Loyalty Program will work to accumulate points for shopping and dining in downtown.  

Project Cost: $5,000  

Timeline for Completion: Fall 2014 

Cross Promotions and Packaging 

DIA staff will help facilitate cross promotional opportunities between downtown businesses and with other downtown 

attractions that generate large numbers of patrons--- the State Theatre, Cinemapolis, CSMA, downtown hotels, and 

other similar entities. Packages will be advertised in a new section on the website at downtownithaca.com and 

connected to visitithaca.com.  

Project Cost: $0 

Timeline for Completion: Year Round 

Electronic Gift Card program 

The DIA will continue its electronic gift card program, utilizing the services of Store Financial for support and tracking. 

We are aiming to consistently sell over $40,000 in gift cards for each year (Record of $47,668 in 2013). Gift card 

information is included in all Holiday advertising commercials.  

Project Cost: Included in Holiday Advertising  

Timeline for Completion: Holidays 2014  

Late Night Thursdays 

The DIA will work with downtown merchants and restaurants to make Thursday evenings the late night shopping, dining, 

and entertainment day of the week. With parking validation, special events, entertainment, and consistent hours (open 

until 8 or 9pm) from merchants we will work to make Thursdays experiential and rewarding for consumers and 

therefore retailers.  

Project Cost: $6,000 – Average $200 per night x 30 Thursdays 

Timeline for Completion:  

Spring 2014 – Merchant survey and feasibility  

Summer 2014 – Implementation for 30 Thursdays 

Restaurant Week 

Restaurant Week in Tompkins County seeks to showcase the area as a culinary destination for restaurant dining, culinary 



events and tours in each season – March, June, September & December. The DIA provides event planning for the 

countywide Restaurant Week. Restaurant Week in Ithaca goes beyond the prix fixe menu to include boosting the visitor 

experience through exciting new packages, classes, lectures and special events including integrating the new Coltivare 

culinary center and hosting a new Wine and Cheese Expo.  

Project Cost: Grant Funding & Sponsorship 

Timeline for Completion: June, September, December, March 

Small Business Saturday and Buy Local Week  

Collaborating with Local First Ithaca, the DIA will launch a Buy Local Week celebration from Small Business Saturday for 

one week. This will include public relations, events, and special promotions.  

Project Cost: General Retail Advertising 

Timeline for Completion: November 2014 

Art Galleries & Gallery Nights 

The DIA will organize and host monthly downtown Gallery nights on the first Fridays of each month. The DIA will work 

with CAP, local galleries, and interested businesses and organizations on this event to make it a greater attraction. A 

field trip will be taken to Binghamton’s First Friday and a plan made for expanding this event in 2015.  

Project Cost: Grant and Sponsorship Funded 

Timeline for Completion: Year Round  

Market New Projects & Businesses  

Coordinate celebrations and marketing strategies for new downtown projects and businesses. Development Projects: 

Breckenridge Place, Seneca Way, Press Bay Alley, Hotel Ithaca, Marriott Hotel, Cayuga Green II, Coltivare.  

 Host ribbon cuttings for each project 

 Meet with business/project owners to discuss launch strategy  

Project Cost: $0 

Timeline for Completion: Year Round  

LIVE & WORK 

Downtown Living Tour & Web listings for Housing 

The DIA will sponsor and host a spring downtown living tour that highlights the growing opportunities for urban living. 

Downtown properties will be solicited to participate in an open house that showcases apartment living in downtown. A 

new section will be launched on the Downtown Alliance website that includes vacant housing listings.  

Project Cost: $1,000 (including Sponsorship) 

Timeline for Completion: April 2014  

DOWNTOWN WORKFORCE 

The DIA will undertake an outreach initiative in 2014 to reach out to downtown workers to educate them about 

downtown shopping, dining, and entertainment opportunities. The proposed project for 2014 will be to launch a 

downtown coupon book, similar to Greenbacks, which would be distributed to office workers and downtown residents.  

Employee discount card program 

The DIA will continue the downtown employee discount program, distributing new cards during the office worker 

appreciation week. 



Project Cost: $100 

Timeline for Completion: July 2014  

Downtown Employee Appreciation Days 

In August, the DIA will host a week long downtown employee/office worker appreciation promotion. This event is 

designed to recognize downtown workers and educate them about the shopping, dining, and entertainment 

opportunities to be found in downtown.  

Project Cost: $1,000 

Timeline for Completion: Events July 28 to August 1st.  

EDUCATION 

Marketing technical assistance for retailers 

DIA staff will continue to provide confidential technical assistance to interested retailers. Particular attention will be 

devoted to at-risk retailers. 

Project Cost: $0 

Timeline for Completion: Flyer Developed in April 2014, Implementation Year Round  

Develop a Web Based Technical Assistance Library 

The DIA will develop a technical assistance library to be hosting on the DowntownIthaca.info website. This will include 

links to valuable articles, webinars, podcasts, and other material. The goal is to create an on-demand technical 

assistance service for our businesses on marketing and other topics.  

Project Cost: $1,000  

Timeline for Completion: Year Round commencing in March 2014 

Marketing Workshop/Webinar Series for Downtown Businesses  

The marketing team will create workshops that pertain to the topics listed below. These will be recorded and archived in 

the library.  Archived materials will be concise (10-15 minute lengths) and designed for downtown businesses who might 

not otherwise attend the workshops in-person. Each will end with services that the DIA can assist each business with 

upon further contact.  

 Social Media Marketing 

 Online Reviews  

 10 Free Things You Can Do To Market Your Business  

 Affordable Website Design  

 Get on the Map with Google  

 YouTube & Video Editing  

 Facebook & Twitter  

 Basic Mobile Apps  

 Retail Promotions  

 Window Decorating  

Project Cost: $500 

Timeline for Completion:  

March/April 2014 - Obtain and learn how to use technology 

April - November - Host workshops and record  

Produce Information Packets for Businesses, Employees, Property Owners & Residents. 

In 2014, we will create an appropriate welcome/information packet for downtown employees, owners and residents. 



These packets will be in a folio and will be provided to residents and employees along with other collateral pieces from 

downtown businesses and institutions. They will be distributed to all existing businesses and residents and then to 

newcomers after that.  

Project Cost: $1,000 (printing inside materials, use of existing folios). 

Timeline for Completion: August 2014  

INFRASTRUCTURE & DÉCOR 

Holiday Decorations  

Beginning in 2014, the DIA will start assembling holiday decorations for the new Commons and downtown. The DIA will 

seek to use money earmarked for decorations as seed money and will seek out other community support for this 

initiative. This is expected to be a multi-year initiative. The launch of the lighting will occur on Small Business Saturday in 

November 2014.  

Project Cost: Budget - $10,000 

Timeline for Completion:  November 2014  

Banner Program 

The completion of Commons construction allows for the start of a new downtown banner program. Policies for a new 

banner program will be developed and initial new banners will be created, with the help of community sponsors. The 

banners will be integrated into the bran with the Shop, Dine, Play, Live, Work, Stay icons as well as imagery that 

promotes the area as a destination.  

Project Cost: 60 banners x $30 = $1800 plus installation hardware $1200 = $3,000 

Sponsorship will be obtained for each banner.  

Timeline for Completion: October 2014  

Pedestrian Plazas off the Commons 

Borrowing from a successful NYC program, the DIA will create one new temporary pedestrian plaza/zone in downtown 

beyond the primary Commons. This will involves utilizing movable tables, chairs, and umbrellas to create an attractive 

people place. 

Project Cost: $1,000 (umbrellas, planters, and table refurbishing)  

Timeline for Completion: Summer 2014 

Community Reading Room 

Borrowing from a successful program used in NYC’s Bryant Park, the DIA will conduct research to determine the 

feasibility of creating an outdoor community reading room. 

Project Cost: Sponsorship  

Timeline for Completion: Summer 2014  

Marketing of Art in the Heart & Cayuga Street Art Corridor 

Building upon previous successful shows, the DIA will convene a 2014 Art in the Heart of the City sculpture art program. 

The DIA will continue to promote and build a Cayuga Street Art Corridor of which Art in the Heart is a major component. 

The DIA will work to broaden the appeal of these exhibits and the corridor.  A mobile app and corresponding web 

materials will be developed to proliferate more information about the art pieces and artists.  

Project Cost: $0  

Timeline for Completion: July 2014  

 



COMMONS REDESIGN  

Commons re-opening celebration event 

The DIA will plan and host a major event celebrating the re-opening of the Commons. The event will be marketed 

regionally. The DIA will invite all Ithacans to the Commons reopening by purchasing the mailing list from the US Postal 

Service and conducting a major advertising campaign.  

Project Cost: $10,000 

Timeline for Completion: October 2014 

Local, Regional, & National Commons Public Relations Campaign 

The DIA will announce the reopening of the Commons in a local, regional, and national public relations campaign. The 

intent of the campaign is to bring attention to downtown and our new pedestrian mall, highlighting our status as one of 

only two dozen remaining malls and celebrate the renaissance of downtowns in the country.  

Project Cost: Mitigation budget to be determined.   

Timeline for Completion: At the end of Commons Construction  

 

___________________________________________________________________________________ 

CONTACT: This plan was produced by DIA Associate Director, Vicki Taylor Brous. Please contact Vicki at 

vickit@downtownithaca.com or 607-277-8679.  

mailto:vickit@downtownithaca.com

