
Learning Lab #3: 
Promotion and 
Community Assets



Idea
We might apply a methodology when 
we have an idea about a new or 
existing event or promotional activity 
that is tied to our district’s assets.



Promotion
To position (situation or condition, especially 
in relation to favorable or unfavorable 
conditions) the downtown or commercial 
district as the center of the community and 
the hub of economic activity, while creating 
a positive image that showcases a 
community’s unique characteristics (distinct
or unique  feature or quality).



Identify Assets
Might be a community’s natural 
environment, socio-cultural, and 
economic assets.



Do My Promotional Efforts:
• Promote my community’s assets?
• Address perceptions about the district?
• Align with my organization’s strategies?
• Increase community engagement?
• Communicate about the organization? 
• Promote and position the district?
• Increase Economic Vitality?



Scientific Approach



Hypothesis: 
Carefully crafted Promotion tied 
to community assets can ensure 

successful promotion that 
support events and community 

engagement.



Method: 
Examined three promotional 

efforts to see how they 
reflected the unique assets of 

their communities



We Asked the Following 
Questions

What is the promotional activity?
What are some of the community assets? 

What is the strategy?
What types of materials, platforms, 

products were used?
What were some of the Impacts?



Experiment #1



Background:
• In January 2016, Carlsbad MainStreet was 

approached by a company to sponsor a 
downtown event to feature local merchants, 
vendors, & artists.

• Carlsbad MainStreet developed Cavernfest as an 
all-day fundraising event.

• Partnered with the City of Carlsbad.
• Largest event in downtown Carlsbad.



Community Assets
• Creative & Driven MainStreet Leadership
• Community partners: businesses, 

individuals, artists, & City of Carlsbad
• Natural & Cultural Assets that lend 

themselves to the name and branding of 
this unique event



Strategy:
Capture more local consumer dollars 

helping existing businesses to better serve 
local residents



Promotional Efforts
• Visual brand was applied to posters, 

flyers, coasters, table tents
• Extensive use of social media including 

Facebook and Instagram
• Radio ads
• Video Ads
• Featured in local/regional media





Some of the Impacts
• More than 10,000 in attendance in the 

first year
• More than 15 bands, on three stages
• Renewed success in the second year
• Strong foundation for annual event that 

people are invested in 
• Successful fundraiser
• Interesting Storytelling aspect where 

young artists are sharing to networks



Experiment #2: I Love South 
Valley



Background:
• Dispel negative stereotypes of the South 

Valley
• Highlight the assets of the South Valley
• Hear from community members themselves
• Create a buzz on social media
• Work with businesses in the future to 

promote art work submitted for the "I Love 
the South Valley Campaign“

• Promote the South Valley



Strategy:
Develop Catalytic Projects for Revitalization 

in the South Valley MainStreet District



Community Assets
• Creative & driven MainStreet Leadership
• Community partners: businesses, 

individuals, artists, farmers, & Bernalillo 
County

• Unique cultural and historic heritage
• Natural resources
• Food
• Engaged community members, community 

pride & events



Promotional Efforts
• Competition to design the logo to 

engage community members
• Developed "I Love the South Valley 

Because" cards
• Extensive use of Facebook



Materials



Community Engagement



Youth Outreach



Some of the Impacts
• Producing a Brochure
• Artist Finalist Submissions
• More than 100 community members 

participated (25% Youth)
• Youth artists were engaged
• Created a buzz around connection to 

and sense of place
• Event at first Growers’ Market



Experiment #3: Sciencefest



Background:
• A Four-Day Event that celebrates the 

Scientific Heritage & Excellence of Los 
Alamos

• Connects people to scientists & 
engineers

• Raises awareness for STEM Education
• Connects visitors to experience new 

science and technology



Community Assets
• Creative & Driven MainStreet Leadership
• Community partners: businesses, 

individuals, LACDC, LANL, Technology Start-
ups, etc.

• Historic and scientific significance of the 
community

• Natural Resources
• Engaged community members & 

community pride & events



Strategy:
Promote and encourage niche tourism by 

capitalizing on Los Alamos historic and 
scientific significance



Promotion & Impact
• Award Winning
• Strong Brand for Event
• Tie-in to New Mexico True Campaign
• Developed Flyer & website
• Outreach to local media and beyond
• Use of Social Media, Digital Media 

(Pandora, Hulu, etc.)
• Attended by more than 11,000
• Estimated economic impact of $110,000



Website



Logo



Print Material



Results
• Increased engagement
• Well-attended events
• Increased awareness of 

MainStreet District & 
Organization

• Increased Economic Impact



Conclusion
Promotion activities that are 
directly tied to community assets 
and ETS are strongly positioned 
to achieve their intended goals.



Los Alamos Tours: Exercise



Session Questions
1. When you thought about your visit to Los 

Alamos, what things came to mind?  
2. When you visit a community what assets are you 

drawn to, what things surprise you?
3. What impressions will you take with you, now 

that you are more familiar with Los Alamos and 
the work of Los Alamos MainStreet?

4. Are there examples when identifying community 
assets that can help your promotion work? 
Please provide an example?



Contact:
Anna Blyth
Communications/Media Scientist 
New Mexico MainStreet
Telephone: 505-827-0143
Email: annaj.blyth@state.nm.us
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