
 
PROMOTION – Overview 
 
The purpose of Promotion is to establish downtown Wetumpka as an inviting place for shoppers, 
investors, and visitors and program activities that will attract more users to your district. This means 
not only improving sales but also rekindling community excitement and involvement.  
 
Promotion includes street festivals, business promotions, and marketing. The goal is to encourage local 
residents as well as visitors to enjoy your downtown and to spend money at businesses. The 
Promotion Committee should work in these four areas: 
 
1) Image Building and Marketing Campaigns - Image building focuses on creating a positive image of 
downtown through branding, marketing, advertising, and image building events. A consistent brand 
ensures that the public recognizes it, keeping the community top of mind, which brings more people to 
downtown and in turn, helps the community and businesses thrive. The objective is to build a positive 
“can do” image of your downtown through the use of the media and advertising campaigns, promoting 
the unique and positive aspects of the district. All Main Street activities present opportunities to foster 
this positive image for your commercial district. Image campaigns accentuate the positive with the 
downtowns, or dispel negative perceptions. The goal for marketing efforts is to attract people by 
influencing their attitudes and actions. 
 
2) Special Events and Festivals- Special events and festivals are a tool to help create this positive image 
and position in the public audiences’ mind. Festivals and events also create a buzz in the downtown and 
position the downtown as the center of activity by bringing people in large numbers from the town and 
from outside of the community. These activities are designed primarily to attract people to fun or 
interesting events. These events do not necessarily produce immediate retail sales, although many 
restaurants report higher than usual activity during special events. The goal is to introduce new groups 
of customers to the area and provide added excitement and entertainment for existing customers. 
Exposing consumers to the district during a fun event, entices them to return at a later date to shop 
and browse. Special events work on attracting people to come to downtown to expose them to what 
downtown has to offer. 
 
3) Business/Retail Promotions - These are the business generating activities meant to generate income 
for downtown businesses. Effective retail or business promotions are successful by attracting people to 
shop and spend in the district. There are basically three types of business/retail promotions: 

• Cooperative promotions “sell” businesses in the same category (competitive cluster)  
• Cross-business promotions “sell” businesses with complimentary goods and services  
• Niche promotions focus on the consumer group (including visitors) rather than the goods      

and services  
  
4) Tourism campaigns – Tourism efforts market to a larger audience to bring a regular stream of 
visitors from outside the community to the downtown. Some communities have a greater opportunity 
for tourism development than others so promotion committees need to assess this locally. Tourists 
can be in an area for conventions at hotels, for recreational activities, gambling, sporting events, etc. 
Tourism efforts are charged with attracting people to explore a new shopping district.  
 



Essentially, the promotion point improves the overall image of a downtown. An improved image 
generates more customers, which then generate higher profits for businesses. Higher profits mean that 
more investment will happen in businesses and properties, which ultimately improves the image and 
economic vitality of the downtown even further.  
 
This report will outline the strengths, weaknesses and opportunities in the area of promotion. We 
have made recommendations relative to the promotion point on how to increase consumer traffic in 
downtown Wetumpka.   
 
Wetumpka’s history and community assets were used as concept development points in each of the 
proposed ideas, which make them specific to this community.  Authenticity plays a critical role in 
creating a downtown that is vibrant and unique.  It is easy to replicate what others have done but it is 
much more rewarding to dig deep and develop a special place that no one else can replicate by 
celebrating local history and personalities, which reinforces the story of your community. 
  
 

 
 
 
 
 
 
 
 



RECOMMENDATIONS FOR Main Street Wetumpka – by Marylon Barkan, Marketing and 
Communication Coordinator for Main Street Alabama 

 
“Take what you have, appreciate it, then polish it until it turns to gold.”- Heidi Singer 

Heidi Singer was the State Main Street Coordinator in North Carolina in the 1990s. Her philosophy 
embraces the unique story of each community and the celebration of that story.  The result is 
downtown development that is true to the community, bolsters community pride and is a great place 
to live first and foremost, then becoming attractive to visitors because it is an authentic place. 
 
The following recommendations are based on information gathered during the week of the resource 
team visit and are the team’s recommendations for downtown Wetumpka. Downtown Wetumpka has 
long been the center for community activity from tight rope walkers and political speeches to relaxing 
time on the river.  We offer the following recommendations to reinvigorate the interest and pride in 
the downtown core.  While it is not expected that every recommendation will be activated, all should 
be considered carefully and used as a starting point to develop promotions authentic to the 
community.  The board should also use these recommendations as a tool to set priorities for the 
coming year and should regularly review these recommendations as there may be additions which can 
enhance events and programming.  
 

RECOMMENDATION #1- Community Pride 
 
Get people excited about Wetumpka and the revitalization of its downtown district.  The people of 
Wetumpka make up its unique fabric, celebrate the “characters” of Wetumpka and reintroduce the 
entire community to its impact on the surrounding area with a social media campaign called Wetumpka 
Impact. 
 
Project #1 Wetumpka Impact would be a social media campaign that could be quickly launched and 
maintained easily and cheaply (and assist building the Main Street Wetumpka contact list).  The Elmore 
County Historical Society and Museum would be a great partner to mine information to support the 
site.  Posts could include a photo or work of art of a significant person in Wetumpka’s past as well as 
interesting facts about their impact on the world.  To build audiences, also post a question about 
where the picture was taken or another aspect of the photo.   
 
Some notable citizens of Wetumpka that could be used to kick-off the page would be: 
 

• Derek Jeter 
• Dixie Demons 
• James Anderson, actor 
• William B. Bryant, United States federal judge from 1965 to 2005 
• James Daniel, tight end coach for the Pittsburgh Steelers 
• John Kelly Fitzpatrick, painter 
• Hanley Funderburk, president of Auburn University from 1980 to 1983 and president of 

Eastern Kentucky University from 1984 to 1998 
• Lewis Jackson, head basketball coach of Alabama State University 
• Jean Baptiste Louis DeCourtel Marchand, French soldier who died in Wetumpka. Great-

grandfather of Creek leader William Weatherford and great-uncle of Alexander McGillivray, 
also a Creek chief 
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• Joe McInnes, former director of the Alabama Department of Transportation 
• Jason McLaughlin, soccer player 
• Charles McMorris, US Vice Admiral 
• Benjamin White Norris, congressman from 1868 to 1869 
• Frank Oliver, former National Football League defensive back 
• Blake Percival, whistleblower 
• Jim Rogers, businessman and author 
• Jason Sanford, science fiction author 
• Elizabeth Spiers, writer and editor 
• Monica Lisa Stevenson, gospel musician 
• Tevin Washington, previous starting quarterback for Georgia Tech football team 
• Thomas Williams, congressman from 1879 to 1885 
• Jamie Winborn, pro football player 
• William Lowndes Yancey, Confederate politician and diplomat 
• Temple Adams, Country Singer 

  
 
The format could be similar to the Strange Alabama Facebook Page that currently boasts over 35,000 
fans.  Strange Alabama was actually started in Wetumpka and could be a great partner in promoting 
interesting and engaging stories about the community.  

 
 
This simple concept will go a long way in telling the story of Wetumpka and developing a platform to 
market downtown businesses.  
 
Benefits of the campaign include: 

• Building an audience you can use later to promote downtown 
• Engaging people, allowing comments, sharing and adding their own photos   
• Connects people with their past and tells the story of Wetumpka 
• Generates human interest stories for local media 
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Project #2: Community Hashtag 
 
An effective and free way to build community pride is to begin using a hashtag and encourage others to 
use it as well to talk about positive things in Wetumpka.  “We are Wetumpka” is a great one already 
organically happening so jump on board! #wearewetumpka 
 

RECOMMENDATION #2- Image Building 
 
Community pride can go a long way when building a positive image for your community at large.  But 
promoting a positive image that enhances the best of downtown is also important to provide 
confidence in investing in the district. Every component of the Main Street program and the work of 
the committees of Main Street Wetumpka will contribute to creating a positive image.  Image 
promotion is about building on the positive assets – the features that make this community and 
downtown unique – making it a desirable place to be.  Main Street Alabama offered training on giving 
downtown a positive image with Kathy LaPlante in September, support materials from this session are 
available on the back site for review. LaPlante finds marketing a positive image may include:  
 

• Promoting positive features of the district, which could include destination businesses. 
• Promoting positive attitudes – friendly businesses and a clean and safe downtown are two 

attributes that stand out.  
• Physical Attributes - Wetumpka’s historic buildings. 
• Types of Goods & Services - Unique destination businesses that are open convenient hours for 

working residents or are an attraction for visitors. 
• How People Use Downtown/Area – hosting festivals and community gatherings in the district 

and making downtown welcoming and accommodating for pedestrians.  
• How You Program Downtown/Area - festivals and events held downtown. 
• Combat any negative perceptions that people might have about the district such as the opinion 

that some think that there is nothing to do downtown.  Perception is reality, so changing 
people’s negative perceptions is essential for the Promotion committee to address.  

 
Once your Main Street Market Analysis is complete, identify underserved market segments in 
Wetumpka and develop downtown image campaigns specifically for these targeted groups.  
 
 

RECOMMENDATION #3- Placemaking 
 
Placemaking is an activity that can result in a more “sticky” downtown district.  When people linger in 
a district, they develop needs that must be addressed – OPPORTUNITIES for downtown businesses.  
Any project that lends itself to slowing people down and offering amenities for visitors in a district can 
be a placemaking activity.  Lighter, Quicker, Cheaper is a new concept that can address public spaces 
without a huge capital investment.  Placemaking exercises improve the overall image of downtown by 
making it an attractive and active place to be. 
 
Project #1: Moveable public furniture:  As the Wetumpka streetscape program is implemented, 
several areas will be identified by users as a location where they like to gather.  Take cues from what 
happens organically and add moveable seating in these areas.  We anticipate the opening of the Craft 
House and other businesses along the water will provide an excellent opportunity for placemaking 



along the waterfront. Incorporating movable seating will allow groups and individuals the ability to 
convert the space into different uses and activities. 
 

 
Bryant Park, New York 

 
Project #2: Public art reflecting water activities: Consider adding relevant public art along the 
waterfront.  Functionally, public art can assist in directing traffic to the public water access.  A few well 
placed pieces of art serve as meeting places and entice people to linger. 

 

 
 
Project #3: Mini Murals 
Dunwoody, Florida, does an excellent job pulling visitors through the district with subtle mini murals of 
oranges strategically placed around buildings.  Some even offer subtle business signage.  This project 
could be an excellent way to use local talent and make a statement in downtown.  Rather than an 
orange, Main Street Wetumpka should select an item that is reflective of the history of the area.  One 
idea could be a Tulotoma snail.  This locally significant mollusk is a filter feeder and naturally keeps the 
Coosa River clean.  It is native to Wetumpka and has moved from the endangered species list to the 
threatened list. 
 

 
 
 
 



 
 
 

RECOMMENDATION #5 Merchant Collaborations 
 
Merchant collaborations from advertising to joint and cross promotions can build synergy between 
businesses resulting in a stronger district.  Being organized and prepared with several different 
concepts for merchants to take advantage of a special event or crowd will make it easier for them to 
work as a team and make the most of each opportunity.  We recommend the Main Street program be 
the facilitator to coordinate efforts in the following areas: 
 
Project #1: Distrx or similar beacon technology app 
Beacon technology is currently being used in downtowns across the country and companies such as 
Distrx have made it affordable for downtown redevelopment organizations. For a nominal monthly fee, 
your district businesses could have access to an app platform that allows their business to notify any 
consumer who has downloaded with app with a ping on their mobile device.  The notification is a 
customizable message directly to their customer! 
 
A fun way Wetumpka could use a beacon application during Christmas on the Coosa is by placing a 
beacon on the boat with skiing Santa.  The message could be an audio of “Here Comes Santa Clause,” 
which would play on phones with the app when Santa’s boat passes.  In addition, these apps may also 
be used for scheduling prompts for large events, pub or grub crawls, scavenger hunts, and tours such 
as architectural, ghost or history.  The key with any app is to make sure the updates and offers remain 
current so it is a source of information for users.  
 
Project #2: Downtown gift certificates or coupons 
Florence Main Street’s Downtown Dollars gift certificate program, 
(https://www.florencemainstreet.org/store/downtown-dollars/) and the Jasper Square card have 
generated a ton of sales for the district businesses.  The Florence gift certificates are available online 
through the Main Street program’s website while the Jasper Square cards are distributed through 
multiple outlets to potential market segments. 

 
 
 
 
 
 
 
 
 
 
 
 
These coupon programs offering $5 off a $25 purchase have proven to be motivating to consumers.  
Ocean Springs, Mississippi, does a similar program with the Pelican Pound, a wooden nickel with a $5 
value (http://msbusiness.com/2014/04/coast-city-launches-pelican-pound-promotional-campaign/).  
Participating businesses buy into the campaign to produce, promote and distribute the incentives, and 

https://www.florencemainstreet.org/store/downtown-dollars/
http://msbusiness.com/2014/04/coast-city-launches-pelican-pound-promotional-campaign/


received their money back when the nickels are redeemed at their businesses.  Main Street Mobile did 
a similar program with printed downtown dollars distributed by elves during the Christmas parade.   
 
Project #3: Cooperative advertising 
Develop campaigns that promote downtown Wetumpka as a destination for social media, print and 
outdoor advertising.  Have merchants buy-in to advertising their business niche allowing them greater 
impact as a collective group while promoting Main Street Wetumpka. 
 
Project #4: Elevate Customer Service 
One way downtown merchants can set themselves apart from chain retailers is by offering excellent 
customer service.   
 
Offering appointments outside of normal business hours; a special 
preview party of a new shipment; private fittings or personal 
shopping for your customers may achieve this.  Merchants may 
consider working with a blogging influencer in their product line to 
host special events for targeted audiences. 
 

 
 
 
 
 
 

 
RECOMMENDATION #6: Retail Events 

 
It is not Main Street’s job to make people spend money – that is up to the business owners – to have a 
good product, to be open when people want to shop, and to offer outstanding customer service. It is 
Main Street’s job to help get people to their doors. 
 
Main Street Wetumpka should plan three to four group retail events per year. Retail events, unlike 
your downtown signature events do not need to be unique to your community but they can tie into a 
theme of an authentic special event.  There are a lot of ideas available online through sites like the 
Downtown Promotion Reporter (a great newsletter that should be in your inbox): 
 
https://www.downtowndevelopment.com/downtown_promotion_reporter.php 
 
These retail promotions on the next page are intended to make cash registers ring.  
 

https://www.downtowndevelopment.com/downtown_promotion_reporter.php


 
 
 
Project #1:Leverage special events- Interactive discounts- Encourage retailers to set up interactive 
ways to encourage shopping in the district.  The wheel above is placed outside of a business in 
downtown Fairhope during special events and the 2 freebies on the wheel always draw people in to 
spin. 
 
Never underestimate the power of window displays as a supporting activity/advertising 
for larger events.  Main Street Alabama hosted a webinar with Leigh Minor Muldrow on window 
design in 2015 (support materials are available on our backsite).  Merchants should be encouraged to 
participate in window display contests.  Recently, during downtown Fairhope’s Film Festival, merchants 
did displays themed for their favorite movies.  It was a great advertising format for the Film Festival and 
some of the displays included Charlotte’s Web by Honey Baked Ham and Ratatouille by R Bistro.   
 
Project #2: Targeted Shopping Events - Consider rolling out the red carpet for a certain group of 
shoppers.  This could include teachers, city or county employees, downtown employees, etc.  The 
shopping event could feature special giveaways, discounts, free gift-wrap or other promotion available 
with your work identification.  Remember, a promotion doesn’t always have to feature a discount, it 
could be a special service or even elevated customer service. 

 
 



Project #3: Business Loyalty Program that rewards return customers to individual businesses.  
Traditionally, customer loyalty programs were punch cards.  Newly developed applications such as 
FiveStars are taking this concept to a new level (http://www.fivestars.com). 
 
Project #4: Bounce Back Promotion – if a customer spends $25, they receive a $5 coupon good for 
another purchase within two weeks – at any downtown business.  
 
Project #5: Bounce Forward Promotion- if a customer spends $25, they receive a coupon from 
another downtown merchant good that day. 
 
Project #6: “Show Us Your Produce” encourages businesses to offer specials to customers of the 
Farmer’s Market and keeps shoppers in the district. 
 
Project #7: Win the Window – Display an array of items from merchants in one window.  Each time 
a person spends $20 in one of their stores, an entry is given to win everything in the window.   
   
Work with the Economic Vitality Committee who will be coordinating your Main Street Alabama 
market analysis to identify the districts’ markets and potential customer.  The analysis will give you a 
good understanding of the district’s market niche as you develop marketing campaigns, as well as 
developing business and retail promotions and special events.  
 

RECOMMENDATION #7: Plan Effective Service Business Promotions 
 
Business promotions are not just for retail businesses. All businesses can and should be encouraged to 
participate in promotional activities for downtown, with the goal of their participation being their 
business will be exposed to many potential new customers. Professional and service businesses make 
excellent sponsors for event and marketing campaigns. It helps build their goodwill in the community. 
 
The SBA website includes several articles on incorporating service businesses into promotions.  See examples 
below: 
 

• Choose a charity to get involved with, and get customers involved too. Offer a discount or free 
gift card for customers who volunteer a certain amount of time to the charity or donate a 
certain amount. 

• Join other businesses to host a gift-giving tree. Find a local charity, put a tree in the business 
district or shopping area, post Christmas wishes on the tree, and have customers pick a wish 
and buy the desired gift. 

• Hold a holiday open house for prospects. More relaxed than a regular party, it offers an 
opportunity for them to drop by at their convenience and learn more about your business. 

• Capture customers through their kids. Hold a kids’ contest such as make-your-own-ornament 
contest or holiday coloring contest. Give a big prize or just give everyone small prizes, like 
candy canes. 

• Feed the crowd. Hand out free cookies or beverages to energize tired shoppers. 
• Make them comfy. Provide seating so shoppers’ companions can sit down if they don’t want to 

shop. 
• Hire masseuses to give shoppers free foot or shoulder rubs in your store if they buy 

something.   

http://www.fivestars.com/


• Have Santa come to your business. If you’re in a shopping district, join with other businesses to 
hire a Santa. You can even set up a photo booth and have photos taken with Santa and ask for 
donations. 

• Hold a “12 Days of...” sale, event or contest. Give away a different prize every day, offer a 
different discount every day or spotlight a different product every day. 

• Give away gifts with purchase. Offering items that can serve as stocking stuffers makes 
customers more likely to buy so they can get the gift. 

• Try a two-for-one sale. This works great for subscription items; offer customers a free gift 
subscription or half-price gift subscription when they renew their own membership or 
subscription. 

• Provide entertainment. Hire musicians to play in your store or restaurant, or right outside to 
attract customers in. 

• Display holiday-themed art by local artists in your restaurant, coffee shop or bar and offer it for 
sale. 

 
 

RECOMMENDATION #8 Continuous Programming 
 
A consistent monthly event is a great way to keep downtown on the minds of the community.  It also 
gives a local Main Street program an opportunity to showcase changes in the district and merchants a 
new platform to promote their products and services.  This format has been extremely successful in 
many of our Main Street programs statewide. 
 
 
Project #1- Monthly Impact Evenings  
 

 
 
Wetumpka has done an excellent job using the term “Impact” on projects such as the streetscape.  
We recommend continuing to utilize the term with the proposed monthly programming.  Downtown 
Gadsden Inc. hosts an extremely successful First Fridays program 
(http://downtowngadsden.com/events/2016/11/first-friday-november-4th/).  This is achieved by 
incorporating all of their assets, from restaurants and retailers to displaying vintage cars on the street 
and art exhibits.  Each event is individually listed on their website noting the various rotating exhibits 
and educational programming as well as extended merchant hours.  
 

http://downtowngadsden.com/events/2016/11/first-friday-november-4th/


Do not hesitate to build variety by inviting fashion trucks or other entrepreneurial businesses into the 
district for Impact Evenings, at least until Wetumpka builds a more complete retail mix to attract 
shoppers.  Be sure to encourage your hometown retailers to merchandise their sidewalk area and 
windows to build synergy between the fashion trucks and their shops.  
 
Impact Evenings is also a great way to begin tracking success and momentum for the downtown, be 
sure to survey the merchants after the events to have them report increases in sales.  Tracking the 
percentage increases will allow their sales information to remain confidential and the Main Street 
program the ability to show results and collect excellent data for business recruiting. 

 
 
Project #2: Weekly Farmers Market 
 

 
 
A simple and easy way to attract people to downtown Wetumpka is by hosting a weekly farmers 
market.  Court Street is the perfect location, as it connects the city and county employees with 
downtown and offers a pedestrian scale for shoppers.  A weeknight, evening market would work well 
for downtown Wetumpka.   
 
There are a lot of sample market guidelines available but very few are as innovative as the Crescent 
City Farmers Market (http://www.crescentcityfarmersmarket.org/index.php?page=rules-and-regs).  
When it comes to offering new products and culinary support services such as on site knife sharpening 
and assistance promoting locally grown foods to restaurants.   
 

http://www.crescentcityfarmersmarket.org/index.php?page=rules-and-regs


An excellent partner for this venture is the Elmore County Extension Office.  They maintain a list of 
county growers and are extremely knowledgeable on local agribusiness as well.  The new Cottage 
Industry Law in Alabama has made it much easier to sell homemade goods at local markets and the 
Extension Office offers support to many of these homebased businesses.   
 
Be sure your market is registered with the State Farmers Market Authority 
(http://www.fma.alabama.gov), which will allow your growers to accept the Senior Nutrition Program 
coupons.  This is an excellent way to support not only your senior population but your farmers as well.  
The health department should have guidelines for selling proteins at your market. 
 
Seek out the highest quality vendors in your area including Oakview Farms Granary and the Gold Kiwi 
Group, they will be excellent anchors for the market. In Mobile, the strongest anchor for the 
Government Street Market (currently Market in the Square) was a flower grower.  Not only were her 
displays phenomenal, she elevated the perception of the market into a high-end experience.   
Be sure to program your market with music and cooking demonstrations.  Encourage your growers to 
bring their pea sheller and other items that can be an added dimension to your market.  These things 
encourage people to linger longer and add to the overall synergy of the experience. 
 

RECOMMENDATION #8 Elevate Christmas on the Coosa 
 
It is difficult to improve upon an event that features a skiing Santa!  Take the opportunity to showcase 
what is happening in downtown Wetumpka to the crowds by incorporating ideas that pull potential 
shoppers throughout the district. 
 
Project #1: Light Canopy 
Each year, try to add a new component to the décor downtown.  A light canopy in the district adds an 
inviting element for shopping downtown after hours.  This could be done in the alley near the 
courthouse or on side streets leading to the alley. 
 

 
 
Project #2: Encourage Shoppers to enter every store 
A great way to increase awareness of merchandise available in your district is to host a strolling event 
that encourages customers to stop in every store.  Athens hosts an annual Sippin’ Cider event during 
holiday open house.  (This event is exclusive for Spirit of Athens members) Each business is 

http://www.fma.alabama.gov/


encouraged to prepare and serve a naughty (alcoholic), nice, or both cider recipe for customers to 
taste and judge.  Customers are given a ballot at participating locations featuring a list of participating 
merchants and scoring area.  Participating merchants provided door prizes to be awarded by random 
drawing to shoppers who judged over half of the ciders.  Winners then picked up the prizes at the 
businesses, making another trip downtown! 
 
Ballot scores were averaged and a “trophy cup” is awarded for the best Cider the following Tuesday. 

 

 
 
Support documents for this event may be found at the end of this report. 
  
Project #3: Elf-on-a-Shelf 
During the Christmas parade consider introducing a new retail campaign featuring Elf on a Shelf.  Have 
a local seamstress make a costume with the Main Street Wetumpka logo.  The Elf could be introduced 
to the community as grand marshal of the parade.  Kids would be encouraged to find the real-life elf on 
a shelf somewhere in the downtown and take photos with him/her.   
 
After Thanksgiving, consider hosting an Elf Breakfast for children and their own Elf-on-a-Shelf.  
Activities can include a story time or short skit, holiday themed movie, writing a letter to Santa, 
completing a holiday wish list from downtown retailers, making crafts, playing games and a photo 
session.  The elf could also host a Holiday Movie Series for the children while parents shop downtown.  
Tickets could be made available by showing up to $25 purchase receipts from participating businesses.   
Be sure to promote the elf on social media and have youth develop a Snapchat filter for downtown 
retailers with the elf. 



 
 

 
 

Wetumpka’s Elf on a Shelf could serve as a media spokesperson for a holiday downtown shopping 
guide! 

 
 
 
 
 
 
 
 
 
 
 
 
 
Project #4: Win the Window: 
Both Florence and Monroeville programs have used this concept to encourage increased retail sales 
during the holidays.  Each merchant donates items to a collective window, which are displayed in a 
vacant storefront downtown.  The display should be complete before the parade and Christmas on the 
Coosa.  Entries are available for every $25 spent downtown.  On a specified evening, host a live 
drawing downtown.  Consider this format during other shopping times such as Back to School as well. 
 

RECOMMENDATION #9 Create Relevant Events 
 
Remember the five elements of every successful event; music, food, overlapping events, something for 
all ages, and give them something free to take home. Every special event should: attract people, 
acquaint them with your downtown, present a “warm fuzzy” about the downtown and/or result in 
eventual sales for businesses. They can be developed around social activity, community heritage, 
holidays, or other in conjunction with community-wide celebrations. 
 
Project #1: Coosa River Stages 
 
The Wetumpka Depot Players is a tremendous source of pride for locals.  Their talent paired with the 
beauty of Gold Star Park could be developed into a fabulous annual event.  Coosa River Stages could 
be modeled after Fairhope’s Theatre on the Bluff (http://easternshorerep.org/season/theatre-at-the-
bluff).  An annual production of the Eastern Shore Repertory Theatre, the outdoor experience draws 

http://easternshorerep.org/season/theatre-at-the-bluff
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record numbers of people and not only increases awareness for the organization within the 
community, it results in increased auditions for the bluff performance each year.  
 
A production featuring the Energetic Engineers from the Young Actors Academy and the Wetumpka 
Depot Players would be a wonderful family event.  Guests would bring their own blankets or chairs 
(VIP seats could be sold in advance) and picnics to Gold Star Park.  Main Street Wetumpka should 
invite restaurants to either vend at the event or take pre-orders to be delivered before the 
production.  Another way to leverage the production is to print a coupon on the back of the ticket for 
a restaurant downtown.   
 
Downtown merchants could decorate their store windows to advertise the production.  During 
rehearsals, merchants could host special retail events or take turns offering dinner/delivery services for 
cast and crew.  At the end of the play, have merchants host “That’s a Wrap” party with refreshments, 
trunk shows and specials.  
 
 

 
 
 
Project #2: Rumbling Waters Float In Concert Series-  Float in concerts such as Orange Beach’s 
Gumbo Key are trending across the county.  Gold Star Park, Bibb Graves Bridge and the Coosa River 
undeniably offer a perfect setting for such an event.   
 
Coosa River Adventures, Inc., Coosa Outdoor Center and the new Craft House would be excellent 
partners to organize and promote this event.  Logistically, be sure to designate parking, boat launch 
and shuttle services.  Don’t forget to accommodate the people who arrive by land as well with an area 
to set up chairs, relax and enjoy the music.  Select a varied music schedule for the series to attract a 
diverse population for the event. 
 
Have an area for people to beach or tie off kayaks and walk into downtown.  Exclusive merchandise 
for the series could be available at participating downtown businesses.  In Gadsden, Frios is available by 
boat during waterfront events.  Industrious business owners will find ways to market themselves during 
the concert series and having merchants promotions organized in advance will position the merchants 
for success. 



 

 
 

 
 

Project: #3: Native American Tribute  
Because Wetumpka has such a strong Native American history and the Poarch Creek Tribe is such an 
important community partner, we recommend a very special tribute on Native American Day.  In 
Alabama, Native American Day is celebrated on Columbus Day. The concept for this event may 
feature elements from the internationally renowned WaterFire. 

 
WaterFire is an event series in Providence, Rhode 
Island that celebrates art 
(http://www.waterfire.org).  Wetumpka’s event 
could focus on the community’s Native American 
influences.  A Poarch Creek Powwow could anchor 
the afternoon and include activities such as native 
American dancing, food and crafts.  Wood burning 
braziers anchored in the Coosa River may be 
illuminated at dusk by a traditionally dressed Native 
American traveling in a canoe. Accompanying 
sounds could be Native American singing and 
drumming.  
 

This event could also incorporate curriculum enhancement activities for local schools regarding the 
history and impact of Native Americans on Wetumpka.   
 
Working closely with the Poarch Creek Indian Nation for this project can lay a strong foundation for 
future programs and partnerships for Main Street Wetumpka. 
 

RECOMMENDATION #10- Develop CraterFest into a Signature Event for Main Street 
Wetumpka 

http://www.waterfire.org/


 
 
 
 
 
 
 
 
 
 
 
 

 
Project #1: Offer supporting events for CraterFest downtown: Even though the crater is outside of 
the district, downtown is the natural location for a gathering spot before touring the crater as well as 
additional supporting events. 
 
The Impact Exhibit in “The Kelly” at City Hall is a great start in telling the story of the Impact Crater.  
We recommend that the exhibit be enhanced by pairing it with another traveling exhibit and expand 
the interpretation to draw schools and tourists such as Great Balls of Fire.  
 
Great Balls of Fire is a traveling exhibit that could be a huge draw for Wetumpka: 
   
“The threat of a catastrophic impact from an asteroid or comet is a staple of popular culture. If there 
was a dinosaur killer in Earth’s past, is there a human killer in our future? What are the chances and 
how do we assess the risks? For that matter, what are asteroids, comets, and meteorites, and where 
do they come from?” 
 
While Asteroids and comets are popular subjects for movies like Armageddon and Deep Impact, they 
are also playing their own starring roles in NASA research. In 2001, NASA’s NEAR Shoemaker 
spacecraft dramatically landed on the asteroid Eros. In 2005, NASA’s Deep Impact’s probe collided 
with Tempel 1, exploring beneath the comet’s surface. In 2007, NASA launched the Dawn spacecraft 
to the Main Asteroid Belt. With all this interest, asteroids and comets are compelling subjects for an 
exhibition.  
 
The Space Science Institute’s National Center for Interactive Learning, with funding from the National 
Science Foundation and NASA, has developed a national traveling exhibition program called Great Balls 
of Fire: Comets, Asteroids, and Meteors. The project includes two exhibits (3,500 sq. ft. and 1500 sq. 
ft.), an education program for museum educators and docents, an outreach program to engage 
amateur astronomers, a public website (http://www.killerasteroids.org), and this exhibit website.   
 
More information may be found on their website: http://www.greatballsoffire.org 
 
Project #2: Use Meteors as Public Art:  Decorate the street lights with meteors or banners with 
meteor artwork to promote CraterFest and the preamble events.  Host a children’s art competition 
with a meteor theme and print the winners on banners to decorate downtown.  These may be 
purchased after CraterFest by parents or put on display at “The Kelly.” 

http://www.killerasteroids.org/
http://www.greatballsoffire.org/


Copy the artwork from the exhibit at “The Kelly” on static clings and display the story of the impact 
crater on vacant storefronts downtown.   
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Project #3: Host an Elmore County Schools Science Fair:  Promote CraterFest by inviting the school 
system to participate in a crater themed science fair downtown.  Student teams can be paired with a 
merchant and exhibit either on their sidewalk or inside their store.  Invite them to explain their 
experiment on store windows, which would add color and interest to downtown when the crater 
tours begin. 
  
Project #4: Support CraterRun downtown  
 

Event Elements: 
• Runner registration downtown  
• Carb-load pasta dinner in downtown Wetumpka the night before the run   
• Screening of the meteor themed movies during dinner such as Meteor and Deep Impact 
• Use a beacon technology app such as Distrx to pull consumers through Wetumpka by posting 

merchant information.  Ask people to download the app when registering for the run online so 
they receive notifications beginning when they arrive in Wetumpka. 

• Develop a series of Snapchat filters at the courthouse and different locations with meteors in 
the background for runners to post and promote during CraterFest while in downtown 
Wetumpka.   

• Host runner awards downtown 
 



 
  
Project #5: Community Costume Contest- Engage the community by hosting a CraterFest Costume 
Contest.  Take the idea one step further by organizing a parade to show off the costumes and/or 
themed floats with costumed riders.  Give the parade a science fiction theme and let your entries 
imaginations run wild!  Images below are from the Summer Solstice Parade in Santa Barbara. 
 

 
 
 
Invite Wetumpka native and well known science fiction writer, Jason Sanford, to judge the costume 
contest and serve as parade grand marshal.   
 
Project #6: Retail/Merchant Campaigns- Don’t forget to support your merchants by developing 
artwork themes for them to easily use to promote their businesses during the event.  Special Impact 
sales and CraterFest merchandise should be promoted by Main Street Wetumpka. 

 
 

 
 



Project #7: Sci-Fi Story Telling/Amateur Movies – Invite Jason Sanford and a high school creative 
writing and/or film class to share their ideas and films in an open forum downtown. 
 

Summary 
 
The eight guiding principles of Main Street apply to the Promotion Committee as well, so in developing 
your work plan keep the following principles in mind and good luck with your continued success.  
 
Comprehensive: No single focus — lavish public improvements, name-brand business recruitment, or 
endless promotional events — can revitalize Main Street. For successful, sustainable, long-term 
revitalization, a comprehensive approach, including activity in each of Main Street's Four Points, is 
essential. 
 
Incremental: Baby steps come before walking. Successful revitalization programs begin with basic, 
simple activities that demonstrate that "new things are happening " in the commercial district. As public 
confidence in the Main Street district grows and participants' understanding of the revitalization 
process becomes more sophisticated, Main Street is able to tackle increasingly complex problems and 
more ambitious projects. This incremental change leads to much longer-lasting and dramatic positive 
change in the Main Street area. 
 
Self-help: No one else will save your Main Street. Local leaders must have the will and desire to 
mobilize local resources and talent. That means convincing residents and business owners of the 
rewards they'll reap by investing time and money in Main Street — the heart of their community. Only 
local leadership can produce long-term success by fostering and demonstrating community involvement 
and commitment to the revitalization effort.  
 
Partnerships: Both the public and private sectors have a vital interest in the district and must work 
together to achieve common goals of Main Street's revitalization. Each sector has a role to play and 
each must understand the other's strengths and limitations in order to forge an effective partnership. 
 
Identifying and capitalizing on existing assets: Business districts must capitalize on the assets that make 
them unique. Every district has unique qualities like distinctive buildings and human scale that give 
people a sense of belonging. These local assets must serve as the foundation for all aspects of the 
revitalization program. 
 
Quality: Emphasize quality in every aspect of the revitalization program. This applies to all elements of 
the process — from storefront designs to promotional campaigns to educational programs. Shoestring 
budgets and "cut and paste" efforts reinforce a negative image of the commercial district. Instead, 
concentrate on quality projects over quantity.  
 
Change: Skeptics turn into believers and attitudes on Main Street will turn around. At first, almost no 
one believes Main Street can really turn around. Changes in attitude and practice are slow but definite 
— public support for change will build as the Main Street program grows and consistently meets its 
goals. Change also means engaging in better business practices, altering ways of thinking, and improving 
the physical appearance of the commercial district. A carefully planned Main Street program will help 
shift public perceptions and practices to support and sustain the revitalization process.  



Implementation: To succeed, Main Street must show visible results that can only come from 
completing projects. Frequent, visible changes are a reminder that the revitalization effort is under way 
and succeeding. Small projects at the beginning of the program pave the way for larger ones as the 
revitalization effort matures, and that constant revitalization activity creates confidence in the Main 
Street program and ever-greater levels of participation. 
 
Avoid focusing solely on retail events and occasional special events. Balancing your promotion program 
assures that the committee is keeping an eye on the larger picture, identify new markets and ways to 
make downtown Wetumpka more attractive to shoppers, residents, investors, and visitors, though 
marketing and image building activities. 
 
Promotion is fun! It’s cheerleading for your business district and for your community. It’s people 
coming to your district – it’s people desiring to come to your district – it’s potential investors seeing 
an active thriving business district. Promotion can be as simple as painting windows for homecoming 
and inviting residents to an ice cream social.  And sometimes...promotion should make the cash 
registers ring. 
 
 
 





 


