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Executive Summary
There is a vision that the stakeholders of Commercial Street have. It is one of a thriving urban district with restaurants, businesses and residences. Unfortunately, that vision is only a vision, but with the help of our proposed public relations plan, that vision may soon be reality.

Through extensive research including a focus group with our target audience, and a survey of the Drury community, we developed several key insights. More members of the Drury community visited C-Street than initially thought. We also found that there was a large disparity between general knowledge of C-Street vs. specific knowledge, so what we seek to do through our campaign is raise awareness of what, specifically there is on C-Street.

Our campaign’s target audience will be split into two segments, the first and primary being the students at Drury, the second will be the staff and faculty. We will reach our target audience through a well organized campaign of events, strategic media, and word of mouth.

Attendance on C-Street will skyrocket with the introduction of our campaign. The Drury community will arrive in droves to see what C-Street has to offer.
Situation Analysis

Historic C-Street has been trying to make people around the age of 18-25 more aware of what it has to offer. Historic C- Street has been growing with the introduction of new businesses, lofts, restaurants, and other services. 
The client is Urban District Alliance and Donnie Rodgers. He is the Urban District Alliance’s Community Development Coordinator of C-Street. Donnie is eager to make C-Street a very important part of the Springfield community. Drury University Communication students in Regina Waters’ Public Relations Research class plan to collaborate with Commercial Street community development to promote college age attendance at one of Springfield’s oldest districts. 

Our goal is to increase the Drury community’s awareness of the services and social activities available on Commercial Street, as well as persuade local college students to visit Commercial Street businesses or participate in an events during the period of January 1st through December 31st, 2010

While leaders seek to revitalize Commercial Street, some negative perceptions among community members are an obstacle. They include worries about safety, the ugly nature of boarded storefronts, and the presence of the kitchen and the homeless shelter. These perceptions only make it harder to bring business or people to the street. 
On a budget of $1000, Drury students and the Urban District Alliance will put into 

action a PR campaign with the intent of increasing Drury attendance at Historic 

Commercial Street

Research

The overall goal of the research was to collect information to gain insight about the attitudes, beliefs, opinions, and behaviors that the Drury Community engages in with regards to Historic C-Street. This information is invaluable in creating a plan to promote Commercial Street on Drury’s campus, and hopefully within the City of Springfield and beyond.

Objectives

· To discover the attitudes and opinions that the Drury Community has towards Historic C-Street.

· To determine the best way to reach the Drury Community with messages of a persuasive nature.

· To discover the perceived strengths and weaknesses that Commercial Street has as a part of Springfield’s urban shopping community.

· To determine what could change those perceptions.

Methods
Research was conducted in three main phases to gather information regarding Student, Staff, and Faculty opinions, behaviors, beliefs, and attitudes towards Commercial Street.
· Primary Research: 

· Focus Group
· Survey

· Secondary Research

·  Review of online material and publications in Drury’s electronic databases.
Focus Group

General Information

· The focus group was held on Tuesday, September 29th, in the Shewmaker Communication Center. It lasted approximately one hour.

· Participant Demographics: There were a total a 12 participants, five staff, five students, and two faculty. Seven of those were female, and five male.

· Incentive for participation: There was no monetary incentive for participating, but breakfast food and beverages were offered.

· Concerns about the quality of the focus group:  The two faculty members in the participation dominated conversation.

· Strengths of the focus group:  Everyone was actively participating and voicing their opinions.

· Weaknesses of the focus group:  There were more faculty and staff than students, and that may have hindered the students from completely speaking their mind.

Focus Group Results

Negative

· Participants reported that the nightlife is not geared towards Drury Students who make up the majority of the Drury Population.

· Commercial Street isn’t thriving or inviting.

· There seems to be a lack of knowledge regarding what there is to do on Commercial Street. Activities aren’t known or advertised for. There isn’t much awareness on Drury’s campus.

· There was a reported concern about safety, especially at night. It was reported that the lighting could be improved. 
· There was a reported concern about the homeless on Commercial Street asking for money. This was associated with the presence of the homeless shelter, hostel and kitchen, which is located on Commercial Street.

· There aren’t a variety of shops; most are just resale or vintage boutique shops.

· There was reported confusion about what is downtown and what is C-Street; which is which?

Positive

· Many participants felt that the street was a safe place in the daytime.

· Nice Restaurants

· The participants said that they enjoy the antique stores, and the many other clothing shops on the street

· The Brochure put together by the Urban Districts Alliance displayed the street in a good light.
Survey

Distribution and Sampling

Our goal was to distribute 200 surveys, to students, faculty, and staff around Drury campus. The location included Lay Hall, Burnham Hall, Shewmaker Communication Building and Findlay Student Center (FSC).Surveys were distributed from November 5 through November 10 and 196 useable surveys were collected.

Sampling/Question Type

Non-scientific/Convenience Sampling method was used for data collection. Also some of the questions on the survey were follow- up questions from the information gained from the focus group.

Strengths of Survey
Respondents were students across all academic rank as well as faculty and staff. We didn’t have to give any incentives to take the survey. The distribution method generated 196 useable surveys.

Weaknesses of Survey 

Not everyone had an equal chance to participate, which could have been problematic. Surveys were giving on the spot, with no information about it 

before hand.

Survey Results

A total of 196 useable surveys were collected. The students, faculty, and staff participating in the survey process reflect the following demographics

· Fifty-nine percent of respondents were female, and 41% were male.

· The majority of the respondents were Drury sophomores (45 respondents) and senior/super senior (44 respondents); however, students across all academic ranks were represented.

· Eighty-three percent of the respondents have lived in Springfield for 10 or more years.

Familiarity

The Drury community has heard of Commercial Street (89%). Although participants had heard of Commercial Street, many of the respondents said that the street was old, homeless, dirty, and sketchy. These are probably reason why 60% rarely if ever visit in a typical month, and if they do 73% drive their car to get there. If they attend the street the majority like to visit restaurants (71 respondents), because they are close to Drury. Sixty-five percent said that they never attend community events on Commercial Street, probably because they don’t consider C-Street downtown (67%) and are unfamiliar with 
what it has to offer.

Perceptions

Participants generally thought that Commercial Street is a safe place to visit in the daytime (77%), although 39% disagreed with it being safe at night. Respondents don’t know what activities are offered on C-Street for fun or community events (31%). Commercial Street is considered unsafe because the street has bad lighting and there are too many homeless people present. Some may consider it unsafe, but 62% said that they would be willing to participate in a Drury sponsored event on the street.

Activities and Habits

Respondents said that they go out to restaurants, bars, or entertainment venues at least 1 to 2 nights a week (73%), where they participate in activities such as
· Eating (191 responses) 

· Shopping (139 responses) 

· Listening to live music (113 responses) 

· Going out for coffee (109 responses) 

Incentives that would draw the Drury community to businesses on 
Commercial Street:

· Discount cards for Drury affiliation (131 responses)

· Punch cards towards discounts (101 responses)

The top five most effective ways to reach the Drury community:
· Close friends (132 responses) 

· Radio (112 responses)

· Email/ Internet (104 responses)

· Facebook was the most popular social media outlet (181 responses).  

· Television (102 responses)

· Posters/ Fliers (99 responses)
Secondary Research

Our secondary research findings showed us that college-age students’ attitudes about businesses and restaurants are based on reciprocation. College students want incentives and interaction. They will spend money on things that they can benefit from. Deals are keeping young adults in the buying arena whether it is: “buy one get one free: or “get half off with the purchase of a drink”. There is evidence from economic studies showing that sales promotions influence consumption patterns and the purchasing choices of consumers. Taking advantage of deals and promotions is a prime example of how college students act.

Attitudes

College students today are more active than in the past. Simply put, they like to go out. Bars, nightclubs, restaurants, and shopping areas are some of the many things college students find appealing. Students love to have fun and will usually do it regardless of cost. Meaning that if it a nightclub that costs $10.00 for 21 and up to get in, but costs $15.00 for 18 and up, they will likely pay more if it is a popular spot. 

Students want to save money as much as they like to spend.  So, they save on things that help them spend more. For example they want to save on the outfit they wear to dinner or club, but then they are willing to pay more for the cover price or a meal. 

Incentives

College students are also fired up about incentives and deals.  They are part of the “millennial” generation and are more apt to socialize and date in groups rather than pairing off into couples. “Millennials” are spoiled and need to be rewarded for everything. Because they spend plenty of money on things that they cannot really save on i.e. tuition, books, room and board and any other fees that come along with just being a student, incentives will attract students to and raise awareness about a business or restaurant. 

Message Delivery

College students are into social networking, which allows them to be reached in ways other than traditional media. Interaction on facebook.com and twitter.com are two sites that are effective at delivering messages to college students. 

The average eighteen-year-old spends more than six hours per day in front of a television, so even though class and extra-curricular activities occupy students, many of them still find the time to watch television. 
Campaign Rationale

Research Assessment

When we first met with our client, Donnie Rodgers of the Urban Districts Alliance and other Commercial Street stakeholders, we learned important information about the history of C-Street and the vision to grow C-Street into a thriving business and residential district. We heard of the negative reputation that C-Street has, and prior to gathering research, the perceptions that we suspected to be true were concerns about the homeless population, safety, and a generally seedy environment. After meeting with Donnie, we learned that there are almost daily events held on C-Street that involve the community, along with a number of businesses that were unknown to us. 
After we did our research, we found that the main problem of low Drury attendance had to do with concerns about safety, transportation, and awareness. We did find supporting evidence of the negative perception of C-Street, but also found that more people have attended events than we initially thought.  We also found that although general awareness of C-Street was higher than anticipated, the specific awareness (such as what exactly there is on C-Street and when it happens) wasn’t nearly as high as it needed to be.

Key Findings 

Through our extensive primary (focus group and survey) and secondary (online and periodical) we have found several key pieces of information that will be incorporated into our campaign to help raise awareness and attendance on C-Street.

· Eighty nine percent of the Drury Community has at least heard of 
Commercial Street.

· Ninety percent of respondents visit Commercial Street three times 
a month or less.

· Almost two-thirds of respondents were either neutral or didn’t know if C-Street offers fun and interesting community events.

· There is a perception of Commercial Street being unsafe at night, but safe 
during the day.

· Two thirds of the Drury Community would be willing to participate in Drury sponsored events taking place on C-Street.

Campaign Strategy

The goal of our C-Street campaign is to increase awareness and through that, increase attendance at Commercial Street events and overall on Commercial Street.  Our campaign will hopefully make the Drury community aware what Commercial Street has to offer.
What our research revealed to us more than anything is that members of the Drury campus were generally unaware of any specifics about C-Street. Basically, they know it exists. They thought it was dirty and associated it with a homeless population. Through the strategy of attribution, we will strive to make positive connections with C-Street. We will highlight the positive happenings on C-Street such as First Friday Art Walk, Loft Walk, C-Street Jam, and make the campus aware of the plethora of restaurants located on Commercial Street using a comprehensive poster campaign that will be paired with events on Drury’s campus (more than 190 of the 196 respondents said that when they go out, they go out to eat). We will also use the bandwagon strategy. We will target specific influential groups on campus (Greek life, freshmen class, SUB/SIFE) and persuade them to visit C-Street through sponsored events. Commercial Street is already a cool place to be, so once those students are there, the rest will follow.
Proposed Public Relations Plan

Campaign Goals

· To increase the Drury community’s awareness of the services and social activities available on Commercial Street. 

· To persuade the target audience to visit a Commercial Street business or participate in an event during the period January 1 – December 31, 2010.

Primary Target Audience

The primary target audience is Drury students, because they constitute the largest portion of the Drury community.

Secondary Target Audience

The secondary target audience will be the Drury faculty and staff, because they are the smaller segment of Drury’s population, yet are influential in how the entire community acts.

Key Campaign Messages

Our key messages will be primarily informational since our research showed that there was a lack of specific awareness about C-Street. In conjunction with providing information about C-Street, we will also use persuasive messages to encourage community members to make their way to C-Street. There is something for everyone on Commercial Street, and our campaign will show that.

Campaign Theme/ Slogan
The slogan for our campaign is “This is where it’s at: C-Street 2010.” This phrase will be used throughout the duration of the campaign to promote the booming Commercial Street district, and to persuade members of the Drury community to come take part and visit C-Street.
Media Selection

Social Media

· Facebook – Commercial Street will need  a strong presence on Facebook due to the fact that the majority of our target audience is online there and will be open to messages received via Facebook.

· Twitter – Commercial Street already has a presence on Twitter, and although the majority of Drury community members do not take advantage of Twitter, there is still a need to reach those who do. 

Print

· Posters/ Fliers – Posters may seem like an outdated and old-fashioned way to spread the word, but according to research it is still the best way to reach the Drury community. Posters will include information about everything on C-Street from sales to drink specials to Drury only events taking place. These can be placed around campus and at the lunch tables in the Commons or CX.

· The Mirror – Drury’s campus newspaper is a great way to get the word out to the DU community about what is happening in the surrounding areas. 
· Local Print Media – The Community Free Press and/or the News-Leader could run stories on the revitalization of one of Springfield’s most historic districts, informing not only the Drury Community, but the entire city of Springfield about C-Street. Press releases about our events planned for C-Street will be sent to all print media outlets to gain coverage in local newspapers.

Television

· Local TV Coverage – It will be beneficial to get coverage of events that take place on C-Street by the Local TV stations. Press releases can be sent to the news stations with schedules of events taking place on C-Street with a brief description of what is happening. However, this doesn’t guarantee coverage
Objective 1

· To increase awareness about Commercial Street businesses in the Drury community by 50% by December 31st, 2010.

Tactic(s) for Objective 1

1. Facebook

a. Maintain a strong presence on Facebook. The majority of our target audience is on Facebook and is open to messages received through that medium.

b. Provide links to lists of current sales, promotional events, and job listings.

c. Continue to post an accurate schedule of current events taking place on C-Street such as Loft Walk, Pets and Pumpkins, Candyland at the Footbridge, St. Patrick’s Day Parade, Arf-Fest, C-Street Jam, First Friday Pet Stroll and Queen City Twilight Criterium.

d. Friend request student leaders on campus (SGA, SIFE, SUB, President’s of Student groups, etc.) this will lead to more students being contacted. Send messages to all friends telling them what’s on your account and how they will benefit (information about specials etc.)

2. Twitter 

a. Maintain a presence on Twitter. 

b. Even though there aren’t many students on Twitter, it would be wise to continue what has been done.

3. Posters/ Fliers

a. Posters are still the best way to reach the Drury community, even with all the new high-tech communication tools. They will be posted around campus in high traffic locations

i. Commons/ CX (will also be on tables as tri-folds or fliers)

ii. Dorms

iii. Springfield Hall
iv. Academic Buildings (TSC, Hammons, Shewmaker, Pearson, Burnham, Breech etc.)

b. These posters will include every business that is on Commercial Street with a map showing where each is located, as well as a brief description about what they do.

4. Press Releases

a. Press releases will be sent to local media outlets and The Mirror providing information regarding events that will take place on C-Street as well as a brief description about what is happening.

b. The Media will pick these up and run stories in their respective publications or on TV, generating awareness about C-Street, not only to the Drury community, but to all of Springfield.
Objective 2

To persuade 75% of Drury students and 50% of Drury faculty and staff to visit a Commercial Street business by December 31st, 2010.

Tactic(s) for Objective 2

1. “Taste of C-Street” – a “Taste of C-Street” will be held on Drury’s campus for one week during the month of September 2010. Students will gain insight as to what Commercial Street has to offer, as well as get to experience a little bit of it when these businesses provide a sample of what they are all about.

a. There will be a different event every day of the week to get students, faculty, and staff involved on-campus as well as increase their knowledge about C-Street.

i. Monday-‘Mapping It Out’ students will participate in a mini-scavenger hunt informing them about the businesses located on Commercial Street.
1. The scavenger hunt will start at Drury so students will realize how close C-Street really is, and this will help fight the perception that it is too far away to walk there.

2. The scavenger hunt will force students to go around to businesses, not to just collect clues, but to get information about each place. This will be a hands on way to inform them about what is on C-Street, and it will stick in their heads because they did more than read a poster.
3. After the scavenger hunt is over a prize will go to the first team to collect all of the information. It will be something from a business that the students will want to win. Free dinner for a month etc.
ii. Wednesday -‘Restaurant Day’ Students will get some kind of discount at all of the C-Street restaurants when they show their student ID card. Restaurants will also be enabled to use the Drury listservs to send out coupons and make the Drury community aware of their specials via e-mail.

iii. Thursday - ‘Talent Night’ There will be an amateur student talent competition at Big Momma’s. Because this is generally the night of the week when students go downtown to bars, this will be an alternative and draw students to C-Street at the same time. 
b. Booths of participating restaurants or businesses will be set up on Drury Lane and Drury Circle during the days when there is not something going on at Commercial Street. They will be giving away samples of food or maybe bringing a few items down to sell (for the antique stores and vintage shops). 

c. Booths will also give out coupons for use on C-Street at a later date, drawing the students, staff, and faculty back to Commercial Street.

d. There will be a drawing at Big Momma’s ‘Talent Night’ to give away certain prizes compiled by the businesses on Commercial Street given to students, faculty or staff that are present at the event.

i. This will help bolster the attendance at the event, and get the DU community up to Commercial Street. 

e. A certain atmosphere will be created, mirroring that of Commercial Street. It should almost be one of a mini farmer’s market on Drury’s campus. What comes to mind is the ‘Soulard Farmer’s Market’ in St. Louis. 

2. Drury Night on C-Street – Commercial Street will host a weekly night catered to the members of Drury’s campus. 

a. This will take place on every Saturday night during the school year minus the holiday breaks.

b. Shops, restaurants and businesses will be open later than normal to host the members of the Drury community.  The shops would be encouraged to stay open until 10p.m. at the latest.

c. This will be similar to First Friday Art Walk, but will only offer specials and discounts to Drury affiliated individuals. Free Drinks with a purchase, buy one get one free etc.

d. Drury musicians will be encouraged to perform at one of the venues on C-Street to attract members of the DU community to Commercial Street. 

3. Community Service Projects – Drury student organizations will sponsor a community service project for students that will take place on C-Street.

a. This will take place in the Spring of 2010.

b. The Inter-Fraternity Council and the Panhellenic Council will hold an event of Community service for all of Drury’s Greek Organizations. They will do a street cleanup, as well as work for free for several hours at participating businesses. This will take place April and September, on the first Saturday of those months.

i. This will hopefully open their eyes to what Commercial Street offers and will persuade them to come back and visit, because they now have a stake in it (participating in community service).

c. Other Student organizations (Think Green, Outdoor Club, SIFE, SUB, SGA) will hold a similar Community service event. This will take place May and October, on the first Saturday of those months.

i. Instead of working in participating businesses, they will serve food to the homeless in the kitchen or do odd jobs at the Victory Mission.

d. Refreshments will be provided to participants.

i. Water, Gatorade, Bags of chips.

4. Posters/ Fliers (see appendix) – These posters, instead of informing what business are present on C-Street, will persuade members of the DU community to visit Commercial Street.

a. These posters and fliers will be a series. There will be several participating businesses. 

b. The posters will have coupons attached, as well as have an eye-catching design to lure students, faculty, and staff to look at them.

c. These posters and fliers will also be strategically placed around Drury’s campus at high traffic locations. 

i. Commons/ CX

ii. Dorms

iii. Academic Buildings

d. Different businesses will be featured every month.

5. Punch-cards and incentives – Businesses will be encouraged to supply punch-cards for their customers if they don’t already. 

a. Punch-cards will have the format of buy ten get one free or ten punches equals a free meal etc. 
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Campaign Budget

	Item
	Quantity
	Price Per Unit
	Estimated Cost

	Trash Bags
	1 box
	$10.00
	$10.00

	Posters/ Fliers
	400 

(200 informational, 200 persuasive)
	$0.80
	$320.00

	Gatorade
	100
	$1.60
	$160.00

	Chips 
	20
	$7.00
	$140.00

	Contingency
	N/A
	N/A
	$100.00

	Total
	
	
	$730.00


Items/ Events not budgeted

Costs for “Taste of C-Street” can be absorbed through partnership with an on campus student organization such as SUB or SIFE.

Evaluation Methods

Several methods will be used to evaluate the success of this campaign.

1. The Drury community’s awareness of C-Street will be measured through the use of surveys. One will be administered at the beginning of the campaign to ascertain the amount of awareness. (Participants will be asked to name as many businesses on C-Street that they can), they will be asked to complete the same survey again at the end of the campaign.

2. Businesses with punch cards or incentives will be asked to track how many times they are used during the campaign.

3. Success of Commercial Street businesses can be measured by the amount of customers they have walk through their doors compared to before the campaign started.

Suggestions

Because of the constraints encountered with a budget of $1000, there are some suggestions that will be helpful with the execution of the campaign. With the events, “Taste of C-Street” and “Drury Night on C-Street” partnership with a Drury student organization will help absorb some of the cost associated with such events. Student Union Board and Students in Free Enterprise would be ideal candidates for the Urban District Alliance and the Commercial Club to partner with because of their large budgets and willingness to help part of our community.
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Appendix A

Focus Group Interview Guide: Historic C-Street

Introduction

Let’s introduce ourselves.  Please tell us your name, your role at Drury, and whether you have heard of Historic C-Street (Commercial Street) in Springfield, Mo.  

I’ll begin.  I’m ___________________, your facilitator for today’s discussion, and I _________________ here at Drury.  


What words or images come to your mind when you think of Historic Commercial Street?  


Probe:  What is the source of this perception?  (personal experience, conversations with 


others, news stories?)


Probe:  Does the label “Historic C-Street” strike you in anyway?  


Probe:  Have your impressions of Historic C-Street ever stopped you from visiting a 


business or event on that street?  

Assume you have an out-of-town guest is visiting the area who wants to learn about things to do in Springfield.  For those of you who have visited Historic C-Street, how would you describe the area to this guest?  

When socializing with friends, family or colleagues, have you ever suggested an activity on Historic C-Street – dinning, shopping, or nightlife ?  

Probe:  If so, how was your suggestion received by the others? Do you recall specific 


comments/reactions?  

Probe:  Have you ever participated in Drury Night on C-Street, a Third Thursday event 


sponsored by SIFE?  Why or why not?  

Please take a moment to review this booklet that contains information about Historic C-Street. Describe your reactions to the content of this booklet.  


Probe:  What is surprises you? 


Probe:  To what extent does this information or these images change any of your 


impressions of Historic C-Street?  

Have you ever visited an urban district or downtown area outside of Springfield that interested you or made a particularly positive impression?  Is yes, what did you like about it?  


Probe:  Types of business or services available?

Probe:  The character/atmosphere/visual appeal of the area?  

Is anyone in the group familiar with the Web site “It’s All Downtown”?   If so, do you recall how you learned about this site?  

We’re now going to show you the “It’s All Downtown” Web site.  Please share your thoughts about the content of this site:  

Proble:  Is it informative? 
 Visually appealing?  

Easy to navigate?     

Probe:  Now that you know about this site, are you likely to visit it in the future?  
            Why or why not?  

Do you have a favorite “hangout” that you like to visit with friends or family?  For instance, a favorite restaurant, coffee shop, a store, a park or some other space that makes you happy.  

Probe:  If so, what is characteristic of this place (or space) – describe what you like about 


it.  

Probe:  To what extent do you like “incentives” to visit a business?  For instance, punch 


cards (buy 7 lunches, get one free)?  Discount coupons?  

Probe:  Should C-Street business consider developing incentives especially for members 


of the Drury community?  What types of incentives might be popular?  


If the leaders of Historic C-Street wanted to attract you and your friends to C-Street, would you be likely to attend any of the following events?

live music performances (amateur nights, Drury talent, local bands)

art  events (work on display, artist talks, interactive art)

food events (food tastings, chef cook-offs, themed “ethnic” food events)

some combination?

other ideas?  


Probe:  Who or what typically persuades you to attend these types of events?  

What advice do you have for Historic C-Street leaders on how to most effectively promote C-Street to the members of the Drury community?  


Probe:  What communication channels work?  Don’t work?  
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