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Our Agency 

We are LooneyWright Communications. Our motto is, “Different done right.” We combine our 
diverse skills, backgrounds, and beliefs to produce effective communications that are both 
strategic and creative in nature.  

 

Executive Summary 

The Burlington Downtown Corporation is a non-profit organization dedicated to helping 
Burlington be the most successful it can be. Through their economic development plan and 
revitalization efforts, they must work with business owners of Burlington as well as the city 
council to prove that the vision and recommendations for economic development are sound. The 
BDC has faced opposition from some members of the community, making their mission much 
harder to accomplish. In order to garner support for the BDC and its initiatives, LooneyWright 
Communications has created a campaign to shape the way Burlington residents view these 
revitalization efforts.  

This campaign strives to shape the way locals view Downtown Burlington and understand how 
the Burlington Downtown Corporation helps their community. Our messaging reframes the way 
the BDC talks about revitalization and focuses on community development and engagement. 
This campaign allows The BDC to transform the negative perception around change and gain 
more enthusiastic support from the Burlington community through shifting the language of 
rejuvenation. This goal is accomplished by creating a blooming downtown through emboldening 
local businesses, educating the community on the benefits of revitalization, and encouraging 
community engagement. 
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Situational Analysis 

Current Challenges 

- A need for more efficient and effective ways to promote positive change among 
Burlington citizens 

- The BDC is currently facing a great deal of public pushback and resistance for their 
revitalization plan among members of the community  

- A large percentage of Burlington citizens are unaware of the scope of the revitalization 
plan, as well as the positive effects it will have on the community 

Current Opportunities  

- Burlington citizens are members of community-wide committees that allow the BDC to 
leverage local business owners and tastemakers, and engage in a grassroots effort to share 
the benefits of a healthy downtown. 

- The BDC has the opportunity to utilize social media to garner more positive support 
amongst naysayers, and the potential to gain new supporters who were otherwise 
unaware of the benefits their 7 in 7 plan would provide for their community.  

Strengths 
● Same starting point as many flourishing 

small towns. 
● Growing population 
● National data points to population 

growth in the 35-65 range 
● Residents of small towns have a strong 

affinity for in-person shopping, rather 
than online.  

● Passion on the team and in general 
public 

Weaknesses 
● Even spread of ages in population (tough to 

target one major age group) 
● Older residents are resistant to change 
● Lack of BDC awareness 
● Residents lack understanding of holistic 

impacts of rejuvenation 
● Only two team members, already feeling 

overworked 
 

Opportunities 
● Increased use of social media 
● Growing number of exciting, local 

businesses 
● Boost community engagement 

Threats 
● Older residents who are resistant to change 
● Nearby towns and cities (Graham, 

Greensboro, Saxapahaw, Durham) with 
similar strategies pulling the same audience 
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Research 

Secondary Research: The 7Cs 

Consumer 

- The majority of the population is between the ages of 25-64, with the millennial age rage 
being the second highest represented population, after Baby Boomers. 

- The median household income is $49,732, and over 70 percent of the residents are white. 
- Changing the language of revitalization may affect the negative attitudes baby boomers 

have surrounding the BDC’s plan. 

Company 

- The Burlington Downtown Corporation, founded in 1988, is a 501(c)3 non-profit 
organization dedicated to helping Burlington be the most successful it can be.  

- The BDC oversees the Burlington Municipal Service District (MSD), which is the 16 
blocks of the core downtown area. 

- Through their economic development plan and revitalization efforts, they must work with 
business owners of Burlington as well as the city council to prove that the vision and 
recommendations for economic development are sound. 

Category 

- Small towns are seeing a resurgence across the US. Americans are increasingly moving 
to smaller towns and cities with populations of 50-250k and fewer Americans are leaving 
their small towns. Pinterest also finds increasing trends in small-town vacations.  

- Typically, there are several more trend-focused businesses that open, attracting new 
residents and visitors. Burlington is already experiencing this with SKRAM Furniture, 
Haand Ceramics, Burlington Beer Works, the Blend & Co., and more.  

- All small towns are experiencing this rise in popularity and many have similar 
businesses, meaning that Burlington needs to work on its communications strategy as a 
form of differentiation.  

Competition 

- Burlington’s Instagram follower to population ratio is almost double that of Greensboro. 
The only page with a better ratio is Durham, with @DiscoverDurham. Their website and 
social media is run incredibly well and could be a valuable source of inspiration.  
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- Content that compares the growth of Burlington, but shares that beloved attitudes and 
welcoming nature have not changed does best. It keeps current residents satiated while 
attracting new ones.  

- Many government websites suffer from misnamed menus and convoluted navigation 
systems. A reorganization of the BDC website could counteract any issues and give 
visitors a fresh break from websites from other competing towns.  

Culture 

- 22% of residents of Burlington are aged 65 years and older, and over 40 percent of 
residents are 25 years and older, and the median age is 42.4 years old. 

- The top three interests of US Citizens ages 18 to 64 are music, food, and travel.  
- Studies of small towns similar to Burlington have shown a disposition to being “ever the 

same” and the residents of these towns have been resistant to change and development 
because they want to keep the small town history and charm.  

- Generally, small towns are highly family-oriented and community-focused.  

Channel 

- There is no bad platform for small towns or small cities to use. Online, print, traditional, 
and nontraditional are effective.  

- Small towns put an emphasis on community and family values, so using local newspaper 
and business outlets is very important in reaching this audience.  

- It’s all about trust! The community must trust the source for it to be effective. 

Convergence 

- Currently, the BDC is active on Facebook, Instagram, Twitter, and Youtube, with a focus 
on Facebook. 

- Millennials tend to consume media on Facebook more than any other platform, followed 
closely by Instagram. 

- Baby Boomers enjoy sharing content online (they are 19% more likely than any other 
generation), and it is best to cater to them visually. 

- Focusing on Facebook and Instagram and focuses on establishing great visual language is 
important to reach this audience.  

Primary Research  
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Interviewing Residents: 

- They like the idea of new amenities, but they “want their small town to stay small” 
- Huge amounts of anxiety about growth in population and their favorite places going out 

of business or becoming too crowded.  
- A fear of gentrification and certain groups being pushed out of downtown. This fear is 

largely based around cost of living rapidly rising and lower-income members of the 
Burlington community being pushed out.  

- Residents use Facebook groups and NextDoor to stay up to date on local issues and keep 
a sense of community online.  

- Business owners love Burlington and love its recent shift. A common quote was that they 
“are genuinely surprised that more business aren’t based in Burlington.” 

- Business owners adore the vast amount of affordable commercial space left from 
fabric manufacturing and enjoy taking advantage of the skilled crafts-people.  

- Often mentioned how useful the city was in helping them to move here. 
- This was across business-to-business companies, coffee shops, boutiques, and 

more. 
- Typical news sources: 

- Times News, ABC11, and Fox8 
- Most popular social network is Facebook, Instagram is growing 

Going Downtown: 

- We visited downtown Burlington for the Phoenix 4th Friday feedback session/event  
- We noticed there was not high attendance 
- It was confusing to navigate downtown with a lack of maps and signage 
- Liked having a town-hall or forum format to allow the community to share input  
- Community input: 
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Insights 

The BDC has faced a continuous problem of lack of awareness or support for their 
efforts. The BDC as a company wants to first emphasize the Downtown area and secondary 
emphasize their work at the BDC. To succeed in this, there has to be a community understanding 
and general support for their vision. It will be important to emphasize how common this act of 
revitalizing small towns is especially in the greater Alamance County area. The BDC should be 
looking towards other towns and small cities, such as Saxapaw or Durham, to see what they have 
been doing to revitalize. This will help them narrow down what is helpful and useful, and what 
does not work in this scenario. Taking all this into consideration, it is important for the BDC to 
drive home the message of a community moving forward together towards a more engaging and 
enriching downtown. 

 
Target Consumer 

Jenny is a 30-year-old stay-at-home mom and wife who moved from 
Raleigh to Burlington for less expensive cost of living as she plans to 
grow her family. She has 2 children, 4-year-old Carter, and 2-year-old 
Abigail. She’s married to Justin, who works in IT in the Research 
Triangle. She is family-focused, but is looking for more ways to get 
connected in her community.  

Jenny is always on the go, from taking her children to and from 
school, running errands, and caring for her household. Despite her 
busy life, Jenny wants to find ways to enrich her life. She wants more 
from her area. She has been looking for ways to connect with her community and her neighbors 
but doesn’t know where to start.  

Jenny is a millennial, but she’s not the millennial that has been stereotyped by the media. She is 
an avid media user but doesn’t venture into brand new platforms. She’s lost touch with pop 
culture since having children but feels connected to media that evokes nostalgia.  

 

 

 

8 



 

Personal Media Network 

As a millennial, Jenny is media savvy but tends to stick to the platforms that she knows. She uses 
social media to keep in touch with family and friends. Jenny uses Facebook to stay connected 
with those that she doesn’t see regularly. She also uses NextDoor and Facebook groups that keep 
her up to date on her community and other interests.  

She uses Instagram to follow her friends and family. She also follows mommy bloggers and 
other influencers on Instagram who face similar challenges that Jenny deals with.  She uses 
Pinterest to learn about new ideas, projects and crafts to do with the kids, or recipes to make for a 
quick weeknight meal. Overall her social media use lets her connect with others, learn new ideas, 
and participate in a community. 

When she has free time, Jenny watches TV shows like This Is Us and Grey’s Anatomy, but she 
often isn’t able to watch the latest episodes. She feels out of touch with the recent popular 
movies and TV shows because she doesn’t have time to keep up on the trends.  

She reads mommy blogs to connect her with other moms and inform her about ways to make her 
life easier. She enjoys finding easy recipes, craft projects to do with the kids, time management 
tips, and family-friendly events.  

Jenny relies heavily on review apps like Yelp and TripAdvisor to find things to do around her 
area. She is able to identify new restaurants and businesses in the area and can make sure they 
are suitable to her high standards. She has a desire to find more things to do in her area but 
doesn't always know where to find that information easily.  
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Brand Manifesto 

Your small town is your home. 

You want the best for your community. 

You want to see it cared for and grow into the best version of itself. 

The Burlington Downtown Corporation knows that our community needs to be nurtured. 

And it’s time to let Burlington grow into all that it can be.  

The BDC wants to emphasize community growth and innovation. 

It is dedicated to bringing up your community to be a successful part of Burlington’s future. 

The BDC helps Burlington Bloom. 

Brand Positioning Statement 

The BDC will create a blooming downtown through emboldening local businesses, educating the 
community on the benefits of revitalization, and encouraging community engagement. 

Message Hierarchy 

Rational Benefits 
 
The BDC promotes community engagement opportunities in downtown 
Burlington and offers support to existing and potential business and property 
owners. 

 
Emotional Benefits 

 
The BDC provides community members with rich cultural experiences they can 
share with family and friends in a place they call home. 

 
Higher Order Value  

 
The BDC cultivates the vibrancy of the Burlington community so it can be a 
successful part of Burlington’s future. 
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Communications Objectives 

Our overall objective for the BDC is to alter the language surrounding revitalization to be 
more positive and community-centered in order to garner more support and engagement in the 
initiatives the BDC has begun to implement through their 7-in-7 plan.  

Single Most Important Idea 

The BDC will transform the negative perception around change and gain more 
enthusiastic support from the Burlington community through shifting the language of 
rejuvenation.  

Objective 1: Educate the Community 

Strategy: Highlight rational and emotional benefits   

- providing easy access to rational benefits of the 7-in-7 plan, so that the average 
Burlington citizen is informed about why there are changes taking place 

- Emphasizing the emotional benefits of the 7-in-7 plan show Burlington citizens why this 
plan will help them and support community growth 

Tactics: 

- Create an infographic that visually represents the 7-in-7 plan 
- This infographic will be shared on all social media and will be 

present on the BDC’s website, increasing transparency and 
understanding of both the rational and emotional effects of the 
BDC’s plan 

- Example Infographic →  
- Monthly social media posts and interactive quizzes 

- One of the 7 steps of the 7-in-7 plan will be posted on the 7th 
of each month  

- Community members will have various opportunities to win 
prizes through Instagram polls or interactive quizzes on the 
BDC’s website 

- This tactic encourages Burlington citizens to take time out of 
their day to expand their knowledge on what the BDC is doing 
and spreads overall awareness of their plan  

- Example Social Media post: 
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- Text: Today we introduce our “7-in-7” vision and action plan for the 
future of Burlington. Your home is home to skilled artisans, innovators 
and business owners. This is why as one of our steps we are creating an 
arts and entertainment district. Click the link in our bio to learn more 
about the 7 steps we will take to create a Blooming Burlington. 
#BloomwithBurlington  

- Example Instagram Story Poll:  

 

 

 

 

 

-  
-  
-  
-  
-  
-  
- Informative banners 

- The BDC will replace some of their lamp post banners downtown with banners 
that visually represent some of the many emotional and rational benefits that the 
7-in-7 plan provides  

- Rational Benefit Examples: Bringing more business to downtown will increase 
available jobs by 15% 

- A Blooming Burlington increases entrepreneurial opportunities by 10% 
- Emotional Benefit Examples: A Blooming Burlington means more date nights 
- A Blooming Burlington means more spaces for your kids to play   
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Objective 2: Embolden Local Businesses 

Strategy: Promote Small Businesses  

- Promote and support small entrepreneurs to show local residents that the BDC is 
committed to supporting local residents 

- Show the BDC’s goal is to grow local businesses, not replace them  
- This will help gain support from local business owners who can become influential 

advocates for the changes coming to downtown 

Tactics:  

- Local Businesses Spotlights on Social Media  
- Create social media spotlights on local businesses and their owners 
- Encourages more people to go downtown 
- Creates more personal connection between BDC and the community 
- Posts on Instagram biweekly on Thursdays to entice people to visit businesses 

over the weekend 
- Paired with Instagram stories series called “What’s Buzzing in 

Burlington” highlighting what the businesses look like and what they do 
- Stories can include Businesses “taking over” the story to show off why 

they do what they do 

Strategy: Encourage Innovation  

- Empower local residents to try new hobbies and take advantage of resources within the 
downtown community to show what opportunities a vibrant downtown affords  

- The new initiatives such as the popup shop space and the maker space are great new ideas 
that the entrepreneurs of Burlington could really benefit from if they were aware of them 

Tactics: 

- News Article 
- Sponsor an article in the Times-News that covers the popup shop and its benefits 
- Provide information for entrepreneurs to sign up to use the space  
- This will create more awareness of the project and increase the participation with 

the popup shop space, whether the reader is a shopper or an entrepreneur 
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- MakerSpace Posts 
- On Facebook, include post what the MakerSpace offers (the equipment, tools, 

materials, etc.) and how to sign up to use it 
- In tandem with the business spotlight posts, post on Instagram about the beautiful 

work created in the MakerSpace and highlight the artists who made them 
- This will create more engagement online, as well as awareness and excitement for 

the new space 
- “Creative Seedling” Facebook Group 

- There are always people in communities who want to learn more crafts and 
creative skills, this is the Facebook group for them 

- Create events like “how to use a laser cutter” where interested members can meet 
up at the MakerSpace to learn how to use equipment 

- This will create excitement and encourage the use of these great new resources 
- This also gets the community involved with BDC’s initiatives directly 
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Objective 3: Encourage Community Engagement 

Strategy: Inform Community on Events 

- Better inform residents about events and involvement opportunities that connect people 
with the community, which will also increase attendance and participation in downtown 
events 

Tactics 

- “What’s Blooming in Burlington?” Newsletter 
- This monthly newsletter will feature information about what is happening in 

downtown Burlington. We will establish a template for this monthly newsletter 
including tone of voice, visuals, and everything that will be included in it each 
month. One of the main focuses of this newsletter will be the monthly calendar of 
events. This will provide greater transparency for events happening downtown. 
Another is a community member spotlight, as well as a personalized message 
from the BDC. Newsletter signups will be posted on social media.  
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- Social Media Spotlights 
- Increased focus on highlighting community members on the BDC social media 

pages. Monthly spotlight. It gives residents a chance to connect and collaborate.  
- Community Roots Spotlight 

 

 

 

 

 

 

 

 

 

Strategy: Inspire Community Connections 

- Encourage families and all Burlington residents to come together for greater causes 
within their community, creating a more positive and welcoming environment in the 
downtown area 

Tactics 

- Community Garden 
- Create a community garden as a symbol of the growth that Burlington is 

experiencing. Establishes a place for community members to interact and engage 
with one another while enriching the community.  

- Online people can sign up for a plot for the community garden.  
- The community garden: “Burlington in Bloom” will be shared on social media 

before, during and after the event. It will be featured on the BDC website as well.  
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Sample Social Media posts:  

Text: The future of Burlington starts with you. Sign up for a plot in our “Bloom 
with Burlington” community garden or plant your seeds outside your favorite 
businesses today!  

#BloomWithBurlington  

Text:  

- Website Popup: 

 

 

 

 

 

 

- Social Media Graphic Examples: 
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- Seed Promotional Packets 
- Displays of seed packets wrapped in information about the community garden and 

the BDC will be placed at local businesses. The packets will be filled with real 
seeds for residents to use in their garden. 

- “Blooming Boxes:” these planter boxes will be outside participating businesses. 
These seeds will represent their contribution to the community.  
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Media Strategy 

Overall Strategy 

The target audience for the BDC’s Blooming with Burlington campaign is women 
between the ages of 30-50, who live in the Burlington area. They are family and 
community-focused, and are either part-time workers or stay at home moms. The best platforms 
to reach this audience will be on Facebook and Instagram, but there will also be some aspects 
that also can be posted on the BDC’s website or through email. The goal is to create a routine on 
social media so that the audience will expect certain content on certain days. However, this 
routine should not become mundane. There needs do be some variation in the posts throughout 
the month. We want the community to be highly engaged with the BDC’s online platform and 
see social media platforms as an extension of the community.  

Facebook  

The BDC should use Facebook primarily for informative content such as events coming 
up or groups to get connect with. The BDC should take advantage of many of the already 
existing Burlington-centered Facebook groups to reach new audiences that are willing to engage 
with the BDC.  While connecting with existing groups, the BDC should be creating Facebook 
groups specifically for their initiatives this includes the “Creative Seedlings” and the “Burlington 
Buds” groups previously mentioned. These groups should have events planned but are more so a 
forum or information and space for the community to connect. This is meant to increase 
awareness and encourage a more personal connection with initiatives to create more participation 
in the community downtown.  A newsletter should also be posted on Facebook the day the 
newsletter is emailed. This creates greater awareness and will encourage new audiences to sign 
up for the newsletter. Posting the newsletter also allows easy access to that information, which 
will increase public awareness of events the BDC is hosting. Secondly, creating events on 
Facebook and inviting members of the community will encourage more participation and 
attendance at events. We recommend having a steady stream of events throughout the month 
rather than posting all the events at once. This will serve as a reminder that the BDC and 
downtown are buzzing with activity year-round. Lastly, make sure a visual calendar is posted 
each month. Again the goal is to create easy access to information about downtown that routinely 
is reminding the community of events occurring in the area.  
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Instagram 

Instagram should be seen as the more personable social media used by the BDC. The 
content on this platform will be entertaining with the goal of exciting community members about 
all the great things happening downtown and encouraging their involvement. The BDC’s 
Instagram account should reflect the community and the things going on downtown. Therefore, 
we suggest posting every other Thursday highlighting a downtown business or a business owner 
through an Instagram post with the caption including information about the business. This will 
help bring traffic towards downtown and promote local businesses and because it is posted 
Thursday, the audience will be encouraged to make plans for the weekend to visit the highlighted 
business. We also want to pair this with stories on Instagram called “What’s Buzzing in 
Burlington” on the alternate Fridays showing off one of the businesses or possible have a 
business story take over. This will again encourage people to go to local businesses and create 
more awareness in activities to do downtown. Similarly, every other Monday we would like to 
post a “Community Roots” post, spotlighting a Burlington citizen. This will help foster the idea 
that the BDC is connecting with the community, and can gain support and awareness through 
this connection. Lastly, the goal of the BDC’s use of Instagram is to educate and entertain, so 
biweekly posts informing followers about the 7-in-7 plan and its benefits. This could be through 
a short video or a post with a short caption. This will be paired with regular stories that include 
polls or quizzes on the 7-in-7 plan to engage the community and create awareness. The goal of 
all things on Instagram is to create a personal connection with the community that encourages 
action and participation in downtown activities.  

Email 

We strongly suggest the use of a consistent monthly newsletter that covered the 7-in-7 
plan and its progress, as well as upcoming events and community highlights. Sending this letter 
out via email the first Sunday of the month will create awareness about events and encourage 
more participation. It is key to make this consistent every month in order to create the level of 
awareness and participation desired. This newsletter should be posted on the website with an 
opportunity to sign up for the newsletter on the same page as the current newsletter. Likewise, a 
copy of the newsletter should be posted to Facebook to allow easy access and greater reach.  

Community Garden Strategy 

The initiative to start a community garden in Burlington specifically opens up great 
opportunities on social media platforms to increase engagement. Prior to the launch of the 
gardens, announcements and posts informing the community about the garden should be made 
often and consistently. A month before the launch, the BDC should create a Facebook group 
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called “Burlington Buds” as the forum for those participating in the community garden to receive 
more information. This will have all the events posted and will be a space for those members to 
ask questions and raise concerns about the garden project. Events for the members should 
include picnics or potlucks and other social events around the garden. In addition, posts on 
Instagram and Facebook should be made encouraging families, individuals, and businesses to 
sign up for a garden plot. There will also be a popup on the website to allow the community to 
easily sign up. Once the garden has started, Facebook and Instagram stories will be posted 
biweekly highlighting Burlington Bud members. This will encourage more participation in the 
garden and create a more personal connection with the community. The BDC will also post 
biweekly on Saturdays about the garden’s progress and highlighting what the garden is doing to 
benefit the community. Facebook once again will be used as a more informative platform to 
highlight garden progress, events surrounding the garden and opportunities to sign up for the 
garden. 

Media Plan  

Key: Instagram      Facebook  

Sunday Monday Tuesday Wednesday Thursday Friday Saturday 

Monthly 
Newsletter 
Release Post 

Post spotlight 
citizens 

Burlington 
Buds Story 

New business/ 
entrepreneur 
spotlight post 

 Story showing 
off local 
business 

 

Post upcoming 
Events 

 Informative 
7-in-7 Post 

Interactive 
Story (i.e. 
poll/question) 

 Post 
highlighting a 
local business 

 Post 
highlighting 
garden 

Post upcoming 
Events 

Post spotlight 
citizens  

Burlington 
Buds Story 

New business/ 
entrepreneur 
spotlight post 

 Story showing 
off local 
business 

 

Next Month 
Calendar post  

 Informative 
7-in-7 Post 

Interactive 
Story (i.e. 
poll/question) 

 Post 
highlighting a 
local business 

 Post 
highlighting 
garden 
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Budgeting 

Only 10-16% of your Facebook followers see your posts (Causley). Allocating a small budget to 
boosting your Facebook posts will help you to reach a wider audience and peterate your current 
audience, all for a nominal fee. Just a few dollars per week will help this, and is flexible to 
change at any time. We recommend starting with $7 per week if possible. Focus this on boosting 
events and on stories of success in Burlington.  

The seed packets will cost just under $0.50 each, not including the $55 set-up fee. The 
downtown flower boxes can be built for less than $200 each. This could be community-build to 
create community equity in the project and to decrease costs. Further, these could be sponsored 
by businesses to offset the cost. The RIO is not monetary, but this will create 
community-goodwill, provide the basis for many events, and, when combined with seed packets, 
create a wholistic campaign for every resident beautify and connect with Burlington.  

Other costs are centered around content creation will vary wildly.  

 

 

Campaign Metrics 

While Facebook and Instagram have built-in analytics options, they lack the depth and other 
tools that other companies provide. We recommend using a social listening tool for social media 
analytics and tracking during and after the campaign. Social listening tools such as Hootsuite 
will help to monitor follower replies, private messages, and competitors. Further, these tools will 
aid in collecting and interpreting data about followers, engagement, and more. Finally, these 
tools will allow you to schedule posts far in advance and reuse content simply and easily.  

Having a social listening strategy is vital to success. Using social listening tools goes beyond the 
tool itself, but requires a social media strategy that is informed by data at every stage. The first 
step is to develop business questions such as if posts with images receive increased engagement 
or if posts containing hashtags without years generate engagement for longer periods of time. 
Assessing how current social feeds are in response to these issues then helps to understand how 
current social posts are performing and provides a solid base for any key performance indicators 
(KPIs) and goals. Creating goals and KPIs within the social media plan is vital to assess 
execution and to provide insights into progress. Tangentially, these goals will also help to 
motivate you and remind you of your incremental progress, possibly helping to maintain a 
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feeling of sanity. A goal of increasing engagement may have KPIs to increase likes by 23%, 
increase the share of voice, and increase use of paid amplification to $3 per day. A goal of 
increasing brand awareness may have KPIs to increase organic mentions by 15%, increasing 
sentiment among mentions, and decreasing churn – followers who quickly unfollow. 

Many social listening tools have free plans available with a decreased number of features or for a 
limited number of networks. For example, Hootsuite allows up to three connected networks on 
their free version, allowing you to connect your Facebook page, Twitter account, and YouTube 
or other social networks like Instagram. Other tools include Buffer – with powerful scheduling 
tools but lacking in analysis – and SproutSocial – great for team-based management. All of these 
services have online academies and easy-to-access resources. 

We recommend HootSuite as it is easy to use, has a shallow learning curve, and has the best 
blend of analytics tools to understand your campaign. Plus, they have a large online learning 
section. Further, we recommend Mailchimp to send bulk emails. Mailchimp is quick to learn and 
relatively simple to use. However, its powerful segmentation will help you to reach the correct 
audience for correct messages and scheduling will allow you to reach everyone at the right time. 
Finally, Mailchimp scores each recipient, allowing you to see your most engaged readers and 
identify potential community advocates and evangelists.  
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Other Ideas 

Aside from our campaign objectives, strategies and tactics, we have come up with other ways to 
generally make communication easier and increase the success of the campaign.  

Utilization of Online Tools: 

- Consistent utilization of HootSuite for social media scheduling will ensure that the BDC 
is publishing consistent content with positive results and increased engagement 

- HootSuite also tracks social media activity analyzing how well certain posts perform, 
showing what’s working and what is not working 

- Mailchimp is a great way for businesses to send out email newsletters. It tracks metrics, 
identifying who is opening the emails and who is not  

- Canva is a simple, easy way to create graphics for social media. Using this platform will 
ensure that all graphics seamlessly work together and go along with the BDC’s visual 
brand style  

Map of Downtown Businesses 

- The BDC website does have maps; however, there isn’t currently a map that specifically 
highlights the local businesses. 

- Creating a map like the one below for the BDC website as well as for the downtown area 
will give residents and visitors an easier time when they are looking for a specific type of 
business.  

- With an increase in community support and involvement, more people will be going 
downtown. Making it as seamless as possible for them to navigate once they’re there is 
important.  

- Downtown Businesses Map Example 
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Appendix 

Secondary Research Sources 

● http://www.newgeography.com/content/005210-moving-middle-domestic-mig
ration- metropolitan-area-size  

● https://newsroom.pinterest.com/en/post/pinterest-100-the-top-trends-for-2019  
● http://www.city-data.com/city/Burlington-North-Carolina.html  
● https://smallbizsurvival.com/trends-in-small-town-retail.html  
● https://www.digitalmarketingcommunity.com/indicators/social-networks-millennials-usa

ge-2018/ 
● https://www.nielsen.com/us/en/insights/article/2016/facts-of-life-as-they-move-through-li

fe-stages-millennials-media-habits-are-different/ 
●  https://app.simplyanalytics.com/index.html 
● https://www.emarketer.com/content/understanding-younger-baby-boomers-digital-usage 
● https://www.forbes.com/sites/forbestechcouncil/2018/03/06/social-media-matters-for-bab

y-boomers/ 
● http://www.burlingtondowntown.com/the-brand 
● http://www.burlingtondowntown.com/annual-reports 
● https://claritas360.claritas.com/ mybestsegments/#zipLookup 
● Community, Culture, and Economic Development: Continuity and Change in Two Small 

Southern Towns - https://ebookcentral.proquest.com/lib/elon-ebooks/detail.action?docID 
=3408815 

● https://www.statista.com/forecasts/997050/hobbies-and-interests -in-the-us 
● https://www.statista.com/statistics/189548/ 

daily-engagement-of-the-us-population-in-leisure-and-sports/ 
● https://app.simplyanalytics.com/index.html 
● https://academic.mintel.com/display/912440/?highlight 
● https://thrivehive.com/small-town-business-marketing-ideas/ 
● https://smallbusiness.chron.com/marketing-strategies-small-towns-51441.html 
● Oskam, Judy Barnes, and Jerry C Hudson. “Media Preference and Believability among 

Rural Respondents for News and Advertising Information.” The Social Science Journal, 
vol. 36, no. 2, 1999, pp. 285–298., doi:10.1016/s0362-3319(99)00007-5.  

● https://www.journalism.org/2012/09/26/how-people-get-local-news-and-information-diff
erent-communities/ 
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https://smallbusiness.chron.com/marketing-strategies-small-towns-51441.html
https://www.journalism.org/2012/09/26/how-people-get-local-news-and-information-different-communities/
https://www.journalism.org/2012/09/26/how-people-get-local-news-and-information-different-communities/

