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Marshall TX Main Street 

Promotion 

Donna Ann Harris, Heritage Consulting Inc. 

 

As defined by the National Main Street Center, promotion sells a positive image of the 

commercial district and encourages consumers and investors to live, work, shop, play, and 

invest in the Main Street district. By marketing a district’s unique characteristics to 

residents, investors, business owners, and visitors an effective promotional strategy forges a 

positive image through advertising, retail promotional activity, special events, and 

marketing campaigns carried out by local volunteers. From an economic development point 

of view, downtown needs to be an economic engine that attracts and supports retail in its 

historic downtown, and generates tax dollars—ideally, promotions bring in the locals as 

well as tourists to make this happen. Promotions build a sense of community through 

special events that invite residents and visitors to socialize in the commercial district 

through focused and entertaining activities. These activities improve consumer and 

investor confidence in the district, and encourage commercial activity and investment in the 

area.  
 

The work of the Promotion Committee is to: 

• Define market niche and target appropriate markets  

• Develop and improve special events 

• Create retail events 

• Create image events and campaigns 

• Market the downtown district 

 

Observations  

 

          
Figures 1 and 2. MainStreet Libertyville (IL) used both paper newsletters and e-newsletters in their 

successful effort to stave off financial ruin. They appealed to residents to invest in their organization to 
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maintain the community traditions the organization has sponsored over the years. They collected over 

$88,000 in 12 weeks. See the Main Street Now article attached. 

 

Communications 

  

The downtown district is the beneficiary of a highly useful media list, which includes local, 

regional and statewide print outlets, area and regional radio and TV reporters as well as 

assignment desk editors. This media list was developed by the Organization committee but is 

highly useful for the Promotion committee because they are charged with bringing people back 

downtown. Right now the downtown (rather than the   organization as a whole) is marketing 

through the website, Facebook page (900 friends and growing!), and business directory found 

on the CVB web site which includes every   downtown business. Press releases are used 

extensively to promote the regular events--especially Second Saturday, as well as seasonal 

special events. All of these venues are appropriate for a mature downtown organization. Co-op 

ads are also used when appropriate. 

 
Figures 3 and 4. University City District in Philadelphia, PA distributes this 40-page guide to ethnic 

dining for the neighborhood surrounding the University of Pennsylvania as part of their effort to ring 

cash registers for the many restaurants in the area. 
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Committee meetings and membership 

 

The Promotion Committee produces important events for the city and needs to recommit to 

regular meeting dates and times that are convenient to the committee members. Work plans 

need to be reviewed to make sure they are complete and give responsibility to committee 

members rather than staff to implement committee activities.  

 

Understanding the market mix 

 

Currently, there is not a diverse mix of uses in the downtown. Service businesses and offices 

dominate as a result of a unique confluence of the Federal Court, County Court and local 

government. The Federal Court docket of intellectual property cases results in a proliferation of 

attorney offices and service businesses to support attorney and legal business activities. While 

many of these offices are spread out in the downtown, Washington Street is the primary axis in 

the downtown and has the most retail opportunities.  

 

  
Figures 5 and 6. Lunch and Dinner in the Park are meant to get residents to come downtown for a 

musical performance and eat in the downtown restaurants either before or after in Main Street Crystal 

Lake (IL). The Weisman Center is an excellent coop, but could expand its outreach by becoming a retail 

incubator as well 

 

The Weisman Center  

 

Despite the fact that there are six restaurants and a handful of retail establishments, there are 

still a few vacancies. Some of the retail uses are magnets for the community especially the 
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Weisman Center. This city owned building houses a coop of merchants who sell antiques, 

vintage clothing, art, and new gift items. A well-regarded coffee house also provides sidewalk 

dining, which is a wonderful pedestrian amenity in the downtown.  Window displays at the 

Weisman center are   well done, and illuminated in the evening to show off the merchandise. 

The high quality restoration of this former department store by the City was and continues to be 

a retail landmark for Marshall. 

 

Seek tenants with business plans 

 

We understand that a handful of local developers have purchased many of the remaining 

unrestored historic buildings in town with the intention of undertaking rehabilitation of these 

structures for retail on the first floor and housing above. We applaud that move. We also 

encourage those owners to seek qualified retail tenants that have at least three years of retail 

experience or a valid business plan. While there have been some short term tenants in the 

downtown, strong retailers that have the financial stability to sustain their businesses will 

provide stability for Marshall’s downtown district. 

 

 
Figures 6 and 7. Main Street organizations often try to make their downtown a destination for specific 

goods or services. Downtown Evanston (IL) has made a   concerted effort to add restaurants and nightlife 

for both residents and college students attending Northwestern University.  

 

Music destination for Marshall 

 

The 2007 Branding, Development and Marketing Action Plan by Destination Development Inc. 

identified music and entertainment as specific market niches to exploit in the downtown and 

create a destination. This direction makes sense, but not without assuring that the historic 

buildings in the downtown district are maintained and enhanced as part of this effort. Already 

the Downtown Development Corporation has placed the public art and performance space on 

the 400 block of Washington Street. This lot has been beautifully landscaped and has a 

handsome life size bronze sculpture depicting the telegraph’s invention in Marshall. There are 
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several interpretive plaques and handsome benches along the sidewalk. There are other 

opportunities for public art,  either realistic, modern or abstract throughout the downtown 

according to the Townscape Plan. These art pieces can help reinforce another market niche, the 

creative arts, or promote a part of the district, driving tourists and locals alike into the 

downtown district. 

 

More music venues coming  

 

As more venues for music are developed such as the 400-seat auditorium and perhaps the old 

movie theater, Marshall will then be able to brand Marshall as a music or Boogie Woogie 

capital. But this branding will not be possible until there is a critical mass of entertainment 

venues. The Second Saturday events provide a reason for people to come now, but as these 

facilities are developed and acts booked on a regular basis, branding can expand. 

 

 
Figure 8. To diversify their weekly farmers’ market offerings, Bridgeton (NJ) Main Street sought crafters 

and other vendors and offered a weekly entertainment schedule on their flyers promoting their market. 

 

Survey your shoppers and event visitors 

 

We suggest that you learn more about who is visiting the downtown for your special events 

and seasonal activities.  It would be wise to undertake some routine surveys now. The purpose 
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of the survey is to identify who is visiting including information such as age, hometown, 

gender, family income, how they found out about the event, and suggestions for improvement. 

You can do this by drafting a short five-question paper survey available at the Main Street table. 

To encourage participation you might offer  survey respondents who  participate an 

opportunity to enter into a drawing for a prize. Alternatively you can use students from a 

marketing class to help you do a random survey of participants  (such as asking every fifth 

person passing by the Main Street table) to participate in the survey. Another method would be 

to hand out business-sized cards asking people to take an online survey –such as Survey 

Monkey—to provide similar information. Again, you may need to offer a prize to encourage 

participation. Work with Texas Main Street to learn more about surveys. 

 

 
Figure 9. The owners of Bubba Rose Dog Bakery in Boonton NJ expanded from a small wholesale 

operation based in their home into their downtown location where they make  and sell their dog treats 

from their store and other wholesale and retail outlets nationwide. Main Street Boonton has been a 

champion of this business expansion project. 

 

 Understanding what locals want downtown 

 

The Convention and Visitors Bureau  is very aware of the tourist market they are trying to 

attract to Marshall and their specific needs. We suggest that Marshall learn more about the 

residents that shop downtown through a retail market analysis. See the Economic Restructuring 

section of this report for more information about why a retail market analysis is necessary for 

Marshall. 
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One part of the market analysis is an intercept survey, where existing shoppers are asked about 

where they parked, the purpose of their visit to downtown, demographic information and what 

kinds of businesses they would like to see in the downtown.  Some of these ideas may be viable 

for the building sizes available in downtown.  This list will help focus business expansion and 

recruitment efforts.  The National Trust Main Street Center has an excellent book called Step by 

Step Market Analysis available for sale in their bookstore www.preservationbooks.com. 

http://www.preservationbooks.org/Bookstore.asp?category_id=76&Item=1348 

 

For example, say there is overwhelming interest in a bakery for downtown--this is a very 

common request we have seen in Main Street towns.  An existing restaurant with a pastry chef 

or baker may be able to expand their business model and space to meet this unmet need 

expressed by local consumers.  By growing an existing businesses, and finding them space in 

the downtown, everyone wins. Growing local entrepreneurs who already have a successful 

business model and encouraging them to expand is less risky than recruiting a new start up 

business owner (especially someone without a solid business plan.) 

 
Figures 10 and 11. Traditional holiday events like a Fourth of July parade in Ocean Grove, NJ, if held 

downtown, brings potential new shoppers to stores where they can see new items and come back later to 

shop. 

 

Special events  

 

Our one-day visit to Marshall did not coincide with any special event, but we heard about the 

well-regarded Second Saturday festivities where more than 800 classic cars are arranged 

throughout the downtown, to admiring families of residents and visitors. This event also has 

other components including music throughout the downtown, and the very promising Art 

Party, an instructional painting experience held outside where visitors sign up to participate in 

class where they learn the basics of painting and produce a16 x 20 inch canvas to take home. 

 



Marshall TX Main Street, Promotion, page 8, Heritage Consulting Inc.  

 
Figure 12.The banners in downtown Marshall  are handsome! 

 

Second Saturdays take place every month of the year. Special events acquaint or reacquaint 

people with downtown and invite them to come back to shop later. They are NOT designed to 

ring cash registers that day. If a retailer gets a benefit from a special event because they provide 

samples, coupons, a raffle or other reason to come into the store, this revenue should be 

considered a bonus. 

 

Marshall Main Street, as a part of City government, plays an important coordination function 

for others that produce events in the downtown such as the Winter Wonderland. 

  
Figures 13 and 14. Event calendars can be very effective to promote the many opportunities for 

downtown shopping, not just around traditional holidays, but also to promote heritage activities for 

residents. 

 

Retail events  

 

There are currently no retail events in downtown  Marshall. Retail events are  designed to “ring  
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Figures 15 and 16. Downtown Evanston (IL) saw an opportunity to promote their women’s clothing and 

accessories stores to a younger market by creating Girl Whirl a weekend event aimed at younger shoppers 

because Northwestern University is located adjacent to the downtown. 

 

cash registers” that day. Most are organized around a specific market niche or holiday. Some 

noteworthy retail events might be a taste of Marshall or a progressive dinner, that highlights the   

variety of dining opportunities in downtown. These are generally smaller activities held to get a 

specific demographic into specific stores. 

 

Recommendations  

 

Turn the Weisman Center into a small business incubator 

 

Consider working with some of the co-op members at the Weisman Center to  determine if they 

are interested or ready to open up a standalone store in the downtown. Consider working with 

co-op members and the local Small Business Development Center to reconsider the Weisman 

center as a retail incubator to populate other downtown storefronts. 

 
Figures 16 and 17. Shopping guides like this one from Downtown Oak Park (IL) left, promotes women’s 

clothing and accessory stores. A business directory like this one from Llano TX Main Street promotes 

every business downtown. 
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Committee membership and meetings 

 

This committee produces important events for the city and needs to recommit to regular 

meeting dates and times that are convenient to the committee members. Like most Main Street 

organizations this committee needs the most members to help work the full complement of 

events.  The work plans need to be more complete or a binder needs to be created for each event 

that contains the map of the event, contracts, vendor lists, detailed lists of city approvals needed 

along with a timeline. The purpose of these binders is to give the next committee chair or event 

chair the maximum amount of information about how to implement the event successfully. 

 

More committee members are needed for this committee. Please see suggestions in the 

Organization section about volunteer recruitment. Committee meetings must be held during 

times convenient for committee members. 

 

 
Figures 18 and 19. Woodbury (NJ) Main Street identified the demographics of all their events so they 

could better illustrate  to sponsors how to reach their target markets. They used a yearlong sponsorship 

packet to solicit sponsors once a year. 

 

Use survey information to upgrade sponsorship solicitation packets 

 

Survey results will be very valuable to learn about the demographics of the people who attend 

events.  This will help to target your sponsorship solicitation so that the sponsor can further  

target their message to attendees. We attach two examples of year long sponsorship packages 

from Woodbury NJ and Boonton NJ. 

 

Conduct a post-mortem of every event 
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The Promotion Committee sponsors so many events, and even if they do run like clockwork, it 

is best to review every event shortly after its completion. This might be  an excuse for a small 

party to celebrate another great event, but a short meeting is needed to review the workings of 

the activity to celebrate successes and discuss potential challenges or hiccups in the process. 

Write up these minutes and keep them in the event file so those taking on the project next year 

have good records to complement the revised and more complete work plans. 

 

We look forward to the continued success of Marshall Main Street! 

 

 

 

Attachments 

 

Articles about African American and Youth volunteerism 

Main Street News article  “Make Your Case Triple Your Membership” 

Boonton NJ Sponsorship 

Woodbury NJ Sponsorship 

 


