4th Friday Clearwater Case Study

From December 4, 2008 - December 5, 2009
Downtown Clearwater’s Cleveland Street District, Florida
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4th Friday Clearwater

is a series of free concerts held in the
Downtown Clearwater’s Cleveland Street
District on the 4th Friday of every month.
The events have beer and wine for sale, a
Food Bazaar, as well as kids' activities and
vendors who sell a variety of wares,

The events are spearheaded by
the Clearwater Downtown

Partnership. The Clearwater
Downtown Partnership is an
independent voice of citizens,
businesses, and property owners
who are interested in supporting
the economic vitality of the
Cleveland Street District in
Downtown Clearwater.

4th Friday Clearwater is one of the CDP’s
most successful projects, bringing “feet on
the street,” fulfilling its mission to create
more awareness of the Cleveland Street
District...and consequently more new
businesses to the area.



In this case study
we will attempt to portray the
elements that have played an

integral part of the events’ success.

The Clearwater Downtown Partnership

and its many partners are a core group that

have a passion for the historical downtown district and
the intention to bring about its economic revival.
Everyone involved has helped to create this synergy,
contributing to the overall success of the events.

4th Friday Clearwater events were an answer to a call
for help from an under-utilized downtown

that needed an economic injection.

This has been a true community grass-roots effort.
The committee members generously donate their time,
talent and business resources as part of their
community service to forward this mission.

Their efforts are truly appreciated.

[Mote: There are many
important behind-the-
scenes activities that
occur before and after
each event that are too
numerous to mention.
For the purposes of this
case study, we have only
highlighted the major
areas. This does not
however relegate these
actions to a lesser

important status!)



4th Friday Clearwater

4th Friday Committee Members:

Jenny Esno - Broker, 1st Continental Mortgage, COP Board Member

Jay Polglaze - US Postal Service, COP Board Member & DDB Board Member
Howard Warshauer - COP Board of Directors’ Vice Chair

Martin Smith - Restaurateur FiveFiveOne, CDP Board Member

Eleanore Lyda - COP Membership Committee Chair

Karla Jo Helms - CEO JoTo Extreme PR, CDP Board Member
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Supporting Sponsors:

* Downtown Development Board
* FiveFiveOne
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Partners:

The collaborative effort of our partners has been the lifeblood
of the 4th Friday events. Each of these partners contributed
in-kind services or products that, frankly, we could not have J OT
done without!

City of Clearwater
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Clearwater Regional Chamber of Commerce : (;IM Rl
Bright House St
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Downtown Clearwater just had a 1.2 million dollar
face kit - a brand-naw stroatscape - and was no-
branded as the Cleveland Street District.

The chicken or the egg theoretical problem
came o mind, Was it the merchants and then the
customers... or thé customers and then

the merchants?

Yet, despite the beautification project, the area
neaded more businesses and more paople
patronizing those businesses.

But which came first?

Everywhere the CDP locked, the factors that
brought business owners [0 an area wena
the consumers. But on the same token, the
consumears go where the businesses are.



The conundrum was solved by a simple solution - a series of free
street parties in the district with great entertainment plus beer,
wine, and street vendors.

The idea was to bring the consumers to the
area, fill it up, and then new businesses would
pop up from the generaled interast.

Crucial Factor: In order for the events to be

sanctioned as a success and acquire sponsor dollars for
subsequent years, it was quickly apparent that there had to be
greal free entertainment and significant media coverage.

Challenge: The challenge
was putting on a successiul
line of avents on a very
restncted budget and a
volunteer “staff.”

PARTY ON
CLEVELAND STREET




Opportunities Leveraged:

The 4th Friday Committee members and its supporting CDP Board Members are committed to
the growth of the Cleveland Street District in Downtown Clearwater. Their dadication, talent, skills,
networking capabilities and business acumen were some of the opportunities leveraged. In addition
to the 4thFriday Committee members, the following CDP Board Members are recognized for their
contributions:

* Bill Sturtevant, CDP Board of Directors’ Chair

* Stu Sjouwerman, CED Sunbelt Software, CDP Board Member

» Joy Gendusa, CEO PostcardMania, COP Board Member

+ Lisa Mansell, Community Affairs Director Church of Scientology, COP Board Member

* Holly Brown, Director of Marketing & PR Ruth Eckerd Hall, COP Board Member

Another opportunity was potential relationships between the Clearwater Downtown Partnership and
the City, other Community Partners and local area businesses. By fostering these relationships for

a common agreed-upon cause, these groups have been able to come together to each bring their
special expertise to the table and make these events a success for all. The continual fostering of
these relationships has been one of the key factors that has made the events successful,

And lastly, the 4th Friday Committee found a way to get help and give back to the community even
more by allowing other not-for-profits the ability to supply volunteers for each event in exchange for a
portion of the beer and wine proceeds.

Actions:

There were 7 simple ingredients that made the 4th Friday
events successiul;

1. Open free to the public

2. Live entertainment

3. Beer & wine sales where the proceeds benefited a local
charity

4. Food vendors

5. Street merchants

6. PR & Marketing




This is where it all begins.
Without the entertainment,
there is no party. Jenny Esno of
1st Continental Mortgage and
Jay Polglaze of the USPS were
responsible for booking the
majority of the entertainment in
2009, The help of Lisa Mansall
of the Church of Scientology and , 2 = .

Holly Brown of Ruth Eckerd Hall e g ;m

were also enlisted, —- e v
. e

Ouwr list of entertainers was:

= Hoffman Institute's Rhythm
& Sole Tap Ensemble of Ruth
Eckerd Hall

= Francis Wilson Playhouse Todd

Rundgren

Greg Billings Band

Kenny McGee

Rays Watch Party

Level 10

Jose Valentino

Disco Inferno

Official Blues Brothers of

Chicago Bears Football Club

* Mainstream Band, featuring
Kirsten Joyer

= Hearidance Band
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Beer & wine sales

As stated praviously, 4th Friday found
a way give back to the community
even more by allowing other not-
for-profits the ability to supply
volunteers for each event in exchange
for a portion of the beer and wine
proceeds. The gentlemen responsible
for the volunteer coordination and
alcohol sales were Martin Smith of
FiveFiveOne and Howard Warshauer,
Vice Chair of the CDP. The benefiting
charities at 4th Friday have been:

Clearwater Marine Aquarium

Miles for Hope

Jazz Force

Clothes to Kids

Clearwater Veterans' Alliance

RCS Food Bank

Big Brothers Big Sisters of Pinellas

County

RCS o

Hlp £ Hippt for Tiime ba reed




PR and Marketing
The CDP started out with a very limited budget, so the main focus was how

to get the word out with the best use of its resources and the highast return
on investmant.

Five main avenues were employed:

1. Simple brochure website

2. Email markating

3. Publicity

4. Postcard marketing

5. Social Madia

A brochure website page (www.athFridayClearwater.com) was set up to give information aboul each monthly event,
while traffic was driven 1o it from press releases. articles, blogs, radio & TV spols, as well as emad marketing.

Email markeling was able to reach many people who wene not involved in the COP. By utilizing the CDP's email list, a
simple email campaign was created and sant to these lists several times each month requesting recipients to forward
the amails along. Sunbelt Software ran these email campaigns and maintamed the simphe 4th Friday wabsiie,

The media was kept informed month after month about the upcoming events and the highlighted entertainment via
press releases. The media has responded with favorable response, with stories and mentions in the press just about
every month. In December alone, over 30 arlicles, TV and radio spots were published and aired about the now famous
Miracle on Cleveland Street event. JoTo Extrame PR wore the hat of publicity.

To back up the media stories, postcards helped the COP gel the word oul 1o even more people. Nearly 70,000
postcards, designed and printed, were donated to 4th Friday by PostcardMania. These postcards were passed out in
retail establishmenis, restaurants and coffee shops throughout Downlown Clearwater and along Clearwater Beach,

Social media was a valuable tool that came into play later in the year to heip create an even bigger fan base and get

the word out on channels that emall, publicity, and postcard marketing couldn't reach. A blog was created [www.
dthFridayClearwater. posterous.com) to keep people updailed on all the news happenings, news about Downtown
Clearwater, atc.The blog is linked to 4th Friday's social media sites. The social media hat was also worn by JoToExtreme
PR.



Results:
The results of 4th Friday Clearwater events clearly show that the streel parties have increasad awareness of
the area and added more businesses to the downtown core. Here are some of the statistics:
« Attendance
dth Friday events have attracted over 16,000 people to its events, with an average of over 2,000 at each
avent.
1. Miracle on Cleveland Street Event 2008 - 2,500
2. March 4th Friday 2009 - 2,000
3. April 2009 4th Friday - 1,500
4, June 2009 4th Friday - 150 (it rained)
5. September 2009 4th Friday - 2000
6. October 2009 4th Friday - 1,800
7. November 2009 4th Friday - 1,500
8. Miracle on Cleveland Street 2009 - 5,000

* Bar Revenue
The proceeds from the beer and wine sales totaled nearly $15,000 in 2009, with nearly $7,000 of the
proceseds going to the benefiting charties that supplied the volunteers to man each event, and the
remainder going back into the 4th Fnday fund for bar and event related expensas.

* Dnline “Organic” Links
These are non-paid links generated by Social Media and Traditional Media that are online. If you search 4th
Friday Clearwater in Google, 4th Friday dominates the 1st 7-plus pages with organic links of press releases,
articles, social media mentions and calendar event nolices.

* Social Media Followers & Fans
600 fans and followers; lotally organically grown - meaning people hear about it and start following us!

* Online Video Views
Several videos were created from the photographs of one of the COP's official photographers, Nick
Anderson, and uploaded to YouTube. There have been over 1,600 views of 4th Friday videos on YouTube.



* Downtown Economic Impact
Six new restaurants have openad up, or are opening soon,
in Downtown Clearwater since 4th Friday's inception:
1. Café Supreme
2. Divino's
3. La Cachelte
4, Casanova
5, Tequila Blue
6. Café 421
* MNew Presenting Sponsor for 2010
Bright House Networks ran PSAs for 2009's Miracle on
Clevealand Strest, helping to bring out a much larger crowd
than the downtown had ever had before. In a joint effort
to help the area, the CDP and Bright House entared into
an agreement to run P5As for 4th Friday Events for 2010.
Bright House also provided financial assistance towards
the events’ operaling expenses, Richard Riley of Riley
Productions will be producing all the commercials.
* Lessons Learned
During the rainy-season months, we learned not to have
events due to unprediciable weather conditions - plus no
one likes to hang out in the rain!

Recap: Economic revitalization of a historical downtown
takes a dedicated core group of individuals, onganizations
and government antities. It requires hard work. It depends
on greal avents, entertainment that rocks, media buy-in and
the continual fostering of relationships of both the public and
private saectors. And when the businesses start coming into
town and the area starts to liven up, the fruits of labor begin
to take shape and before you know it, you can look back and
see that progress was made!
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