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K
ingm

an
D

ow
ntow

n
developm

ent
C

om
m

ittee

A
pril

26,2003

C
ity

ofK
ingm

an, A
rizona,

H
ere

is
an

overview
of projects

that are
a

need
to

K
ingm

an
and

ofinterest to
m

yselffor
consideration:

A
s

a
concept designer,

planner
and

illustrator,there
are

various
areas

ofinterest in
the

K
ingm

an
R

oute
66

project thatare
a

good
fit for

m
y

skills
and

I
w

ould
consider being

involved
w

ith
as

projects.
T

hese
w

ould
be

concept and
illustration

ofideas
that deal

w
ith

the
guest

experience
in

the
revitalization

ofdow
ntow

n
and

the
concept

and
illustration

ofelem
ents

to
create

a
R

oute
66

experience
for

guests
com

ing
to

K
ingm

an
for

that
adventure.

I
am

interested
in

the
creation

ofproprietary
or

intellectual
property

for K
ingm

an, i.e.,
attraction

elem
ents,

stories,
and

adventure
scenarios.

B
ecause

ofthe
size

and
scope,and

the
current starting

pointof K
ingm

an’s
project, m

ost ofthese
projects

need
an

in-depth
treatm

ent to
generate

usable
inform

ation
that can

be
invested

in
or

acted
on.

For
exam

ple, the
R

oute
66

m
otif:

A
Phase-O

ne
concept and

design
package

thatw
ould

develop
attraction

elem
ents

and
scenarios

w
hich

could
be

im
plem

ented
in

K
ingm

an
and

could
be

used
as

m
arketing

tools
to

align
other

com
m

unities
into

participants
in

the
R

oute
66

adventure.
T

his
w

ould
be

stories,
history,

im
ages, m

arket strategies
and

intellectual
property

value.
Such

an
effortw

ould
be

considered
as

a
three

to
four

m
onth

effort and
w

ould
be

no
less

than
$25

K
, butcould

be
expanded

as
your

needs
identify.

A
nother

exam
ple

ofa
project:

T
he

designing
ofa

m
icro

hub
tem

plate
or

layout, using
a

specific
firstchoice.

H
ow

to
utilize

and
connect these

opportunities,
and

m
ove

people
from

one
m

icro
hub

to
another.

M
arketing

strategies, prom
otion

tools,
and

concepts
for

enriching
them

into
viable

m
ini-com

m
erce

zones.
C

reate
unique

identities
thatw

ork
together

to
prom

ote
the

R
oute

66
K

ingm
an

dow
ntow

n
and

area-w
ide

stories.
Such

an
effortw

ould
be

considered
as

a
fourto

six
m

onth
effortand

w
ould

be
no

less
than

$30
K

but could
be

expanded
as

your
needs

identify.
T

he
concept

and
illustration

ofyour
w

alking
park:

A
ndy

D
evine

south
ofthe

roadw
ay

(on
R

R
property), is

a
project ofgreat interest

as
w

ell, and
itneeds

design
connectivity

to
your

overallproject.
Itholds

the
opportunity

ofm
aking

repeated
contactw

ith
m

any
business

ventures
dow

ntow
n, as

w
ell

as
attraction

prom
otions

area-w
ide.

Itcan
be

m
uch

m
ore

than
a

sim
ple

park.
T

o
develop

this
into

a
com

fortable
and

useful
tool

for
enhancing

guest
experience

in
K

ingm
an

w
ould

be
a

fun
and

challenging
project.

A
w

alking
park

concept,
design,and

illustrations
w

ould
be

a
tw

o
to

three
m

onth
effortand

no
less

than
$20K

.
T

hese
docum

ents
w

ould
notbe

architectural
or

engineering
docum

ents;
that requirem

ent w
ould

be
m

etby
the

C
ity

ofK
ingm

an.
T

hey
w

ould
be

visual
and

conceptual to
support and

foster
both

involvem
entand

investm
entopportunities

in
the

related
attraction

value.
Y

our
project could

use
an

entire
presentation

package.
T

his
w

ould
include

the
w

ork
ofyour

com
m

ittee, the
w

ork
ofothers,

or
also

the
w

ork
you

m
ay

request
from

m
e.

W
hat this

could
be

is
greater

than
I have

room
or

tim
e

to
dem

onstrate
here.

B
utyou

m
ay

w
ish

to
consider

it.
In

any
case, ifyou

do
consider

an
entire

presentation
approach, to

raise
funding,

increase
interest,

lock
dow

n
direction,

orhave
need

ofongoing
participation

for
control of your

project
into

useful
conclusions, Iw

ould
consider

a
conversation

of w
hat thatm

ight
entail.

B
ut

understand, I
do

notw
ish

to
create

proposals
as

they
are

a
form

ofconsulting
w

ithout fee,and
are

tim
e-consum

ing
and

costly. B
uta

conversation
to

discuss
a

potential
is

open
for

discussion.
Prim

arily
allof this

w
ork

falls
into

a
consultant category.

T
hank

you
for

your
cQ

n
sid

ern
,

‘Jo
h
n

M
ichael

C
ook



IFoot print
A

footprint
is

com
prised

ofthree
basic

elem
ents

O
ne:

T
he

actualsite
area,

a
sim

ple
m

ap, its
features, relationships

ofelem
ents

and
traffic

flow
to

and
through

it.
W

ith
suggestions

and
observations

related
to

the
developm

entproject.

T
w

o:
A

w
ritten

scenario
of how

to
m

ake
a

plan
considering

the
know

n
resources

available,new
resources

needed
to

carry
out the

plan,
and

how
the

plan
fits

into
the

project.

T
hree:

A
m

arketstrategy
to

enable
the

needed
resources

to
be

recruited,
custom

ers
to

be
encouraged

to
com

e,
and

focus
given

to
the

plan
to

accom
plish

the
tasks.

E
ach

ofthese
three

w
ill ultim

ately
have

to
be

fulfilled
by

the
actualw

ork
com

m
ittee

in
K

ingm
an.

Ihave
included

an
overview

com
m

entary
ofeach

and
w

orked
on

as
m

uch
as

tim
e,resource,

and
inform

ation
available

w
ould

allow
.

A
lso

included
are

the
observations

and
opinions

Ihave
had

from
both

m
y

recentvisitto
K

ingm
an,

and
to

m
y

having
lived

there
for

over
32

years
during

the
height

of the
R

oute
66

traffic,
and

the
fifties

and
sixties

lifestyle
period.

2



U
n

d
erstan

d
in

g
th

at
it

is
a

M
ark

etin
g

question

O
k

ay
...

this
section

gets
a

little
long,

but
suffer

through
it;

itcontains
som

e
real

inform
ation

for
w

orking
outyour

plan.
Itis

not for
a

m
arketing

person
to

read,
but

for
the

laym
an

and
com

m
ittee

person
to

geta
handle

on
w

hatthis
stuffis

about.

Just
standing

things
up

to
see

ifthey
w

ork
uses

up
m

uch
resource

w
ithoutactually

taking
valid

risks.

Itis
better

to
only

stand
up

things
that

are
from

a
m

aster
plan,

a
m

arketing
plan.

T
his

plan
can

be
altered

and
m

olded
as

needed,
but

is
alw

ays
“T

he

Plan.”
Itis

this
that

gives
the

w
ork

com
m

ittees
the

direction
and

authority
needed

to
align

the
com

m
unities

resource
and

“go
to

m
arket.”

M
arketing

strategy
is

the
m

ostim
portanttask

thatcan
be

developed
up-frontand

w
illbe

directly
related

to
any

outcom
e.

Itis
clearly

up
to

representatives
ofthe

com
m

unity
to

do
this

task
and

not yield
itto

com
m

ercial
or

political
interests.

3



T
here

are
four

D
arts

to
a

m
arketing

D
rogram

.

1.
The

strategy
.
.
.

W
hy

you
need

a
m

essage.
Identifying

the
goals

and
creating

a
path

to
them

(partof
a

footprint).
C

reating
the

plan.

2.
The

prom
otion

plan
.
.
.

W
hatm

essage
w

illbe
used

to
accom

plish
the

m
arketplan

and
how

the
m

essage
w

illbe
created,

shared,
and

m
ade

public

to
m

otivate
others.

3.
The

advertising
package

.
.
.

D
elivering

differentparts
of the

prom
otionalm

essage
to

the
custom

er
and

telling
how

to
act on

specific
parts

ofthe

prom
otion.

4.
The

sales program
.
.
.

H
ow

you
harvest the

prom
otion

(iIilfillm
ent,or

satisfying
the

desired
outcom

e,
or

w
hat

and
w

here
is

the
payoff).

A
lthough

m
arketstrategy, prom

otion,
advertising,

and
sales

are
inextricably

linked,
they

are
not

equal
or

one
and

the
sam

e.
U

nderstanding
them

is
of

utm
ostvalue

to
the

client,
or

com
m

unity.
T

his
is

especially
true

w
hen

itcom
es

tim
e

to
buy

the
service

ofprofessionalsupport
services,

such
as

advertising
carriers,

or
m

arketplanners,
or

prom
otional service

vendors.

Ifyou
don’t know

how
to

ask
for

w
hatyou

need,you
w

illbe
given

w
hatthey

have
to

sell.

4



V
Sales:

Som
etim

es
sales

are
concluded

w
hen

som
eone

agrees
to

act.

Som
etim

es
sales

are
fulfilled

w
hen

m
oney

is
exchanged.

Som
etim

es
sales

are
m

ade
w

hen
people

just
show

up
to

participate,
free

ofcharge.

T
he

prom
otion

w
ill

include
a

m
ix

ofneeded
sales

results.
Som

etim
es

you
have

to
build

a
crow

d
justto

getendorsem
ents

to
m

ove
to

the
realprofits.

T
hat is

a
sale

to.

T
he

prom
otion

w
ould

w
ork

ifitbroughtpeople,
and

the
advertising

w
ould

w
ork

ifpeople
bought

and
sold

in
this

environm
ent.

Itis
im

portant to
get the

m
arket plan

right,
so

thatyour
outcom

e
m

eets
yourneeds.

O
therw

ise,
you

get
greatresults

at no
profit.

In
the

case
of K

ingm
an,

the
profitis

som
ew

hat offsetfrom
directcom

m
erce

as
profit

for
a

com
m

ittee
is

a
viable

dow
ntow

n
K

ingm
an,

w
here

the

shops
and

stores
do

w
ell

and
people

com
e

to
relax

and
shop

and
be

entertained.

T
he

m
arket plan

w
ould

be
successful

ifthe
city

has
a

healthy
tax

base
from

this
activity,

and
the

dow
ntow

n
is

a
clean

invigorating
place

to
com

e.

A
nd

sm
all business

profits.

5



T
o

M
arket

r
K

ingm
an

should
see

them
selves

as
“the”

product.
A

ny
effort

given
early

on
to

form
a

strategy
to

take
K

ingm
an

to
m

arket
as

a
product,

and
notjust

a
source

of it,
is

a
good

w
ay

to
see

a
new

position
for

K
ingm

an
in

the
travel,

adventure
m

arket.

E
xam

ple:

•
K

ingm
an

w
illbecom

e
a

destination
attraction.

•
Itw

ill reposition
itselfin

the
travel-vacation

industry.

•
Itw

ill becom
e

the
center

o
fthe

R
oute

66
historical experience.

•
T

he
m

otif ofthe
southw

est
(w

estern)
w

illbe
used

in
all

form
s

to
enhance

this.

•
T

he
40’s,

50’s,
and

60’s
lifestyles

w
ill be

used
as

a
nostalgic

touchstone.

•
T

he
prim

ary
them

e
w

ill
also

highlight how
people

traveled
through

K
inginan

in
questofa

better
life

and
how

K
ingm

an
is

now
a

source
oftheir

quest.

•
K

ingm
an

w
illuse

these
them

es
to

revitalize
the

historical
dow

ntow
n.

T
he

m
essage

m
ight include:

K
ingm

an
w

ill becom
e

know
n

as
the

access
portaland

pointofdeparture
to

the
entire

R
oute

66
experience,

as
w

ell
as

the
m

ain
com

m
unity

representing
other

(“66”)
com

m
unities

and
businesses,

a
m

ain-page
style

approach.
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W
ho

is
the

M
arket,

W
here

does
itcom

e
from

?

T
here

is
an

extrem
e

difference
in

getting
10%

ofan
outcom

e
from

100%
ofcustom

ers
and

getting
100%

of
an

outcom
e

from
10%

ofcustom
ers.

C
onsider

the
cost

of the
cam

paign,
costo

f delivering
the

product,m
aintaining

the
environm

ent;
now

consider
the

costofreaching
100%

ofthe

custom
ers

and
getting

a
10%

retu
rn

..
.so,having

a
proper

strategy
can

affectthe
costofdoing

business,
and

the
costof running

the
program

,
and

the
cost of reaching

out to
touch

som
eone.

T
hen

consider
w

ho
is

footing
the

bill
and

w
ho

is
collecting

the
rew

ards; now
reconsider

the
effortyou

m
ay

w
ish

to
put

into
a

m
arketing

program
.

Itw
illbe

the
best investm

entyou
can

m
ake.

T
here

are
three

distinct types
of visitors

to
dow

ntow
n

K
ingm

an
needed

to
create

a
self-sustaining

environm
ent

for
revitalization.

The
first type

w
ill

com
e

because
ofthe

attraction
value

ofthe
“show

.”

T
hey

are
“the

com
e,

see,
and

do”
crow

d,
looking

for
R

oute
66

m
em

orabilia,
and

day-trippers
seeking

an
afternoon’s

entertainm
ent.

Prom
oting

access

to
the

history,
events,

activities,
and

entertainm
entw

ill
draw

them
.

T
hese

are
actually

part
ofthe

show
them

selves
and

help
build

a
“crow

d”.

1-40
and

H
ighw

ay
93,

as
w

ell
as

actualR
oute

66, travelers
w

ill bring
this

crow
d

to
dow

ntow
n

K
ingm

an.
T

hey
turn

in
atthe

sign
because

the
sign

tells
them

som
ething

they
w

ant to
know

.

8



The
second

type
are

destination-attraction
travelers

seeking
a

rew
ard

that
adds

to
their

ow
n

life
m

em
ories.

Seeking
the

larger
adventure

in
both

R
oute

66
and

the
area-w

ide
southw

estern
offerings

unique
to

K
ingm

an.
T

hese
w

illcom
e

for
the

2-3
day

or
w

eek-long
offering

of trips
into

the
canyon,or

the
lakes,

or
the

hiking,
fishing, hunting.

T
hey

look
for

food, beverage,
accom

m
odations,

goods,
and

services.

T
hey

look
for

access
to

adventure,packaged,
and

unpackaged,
and

generally
have

the
m

oney
to

buy
into

it.
W

hen
they

arrive, they
like

to
see

a

crow
d

that
is

notgoing
to

interfere
w

ith
w

hy
they

cam
e.

T
his

group
com

es
by

car
but notby

accident,
they

turn
atthe

sign
because

ittells
them

they
have

arrived
at K

ingm
an.

In
the

future
they

m
ightarrive

by
train

on
an

adventure
package

(itcould
happen!)

The
third

type
ofvisitor

are
the

area
local

follcs.

T
he

dow
ntow

n
needs

to
offer

a
levelofnew

food-beverage-entertainm
ent and

business
realestate

thatw
ill

attractthe
area-w

ide
population

into
tow

n

F
for

events, recreation,
and

shopping
that

is
unique.

T
his

m
ay

be
a

daily
draw

or
annualevents

w
ith

m
onthly

highlight
attractions.

W
hatever

the
m

ix,
itis

the
group

ofpeople
m

ost likely
to

respond
first

and
m

ost often.

T
he

key
to

this
is

to
create

a
“D

ow
ntow

n”
feel,

as
it is

now
m

issing
in

K
ingm

an.
A

nd
ifyou

look
carefully,

itis
m

issing
in

all the
other

com
m

unities

around
you, too.

So
itis

im
portantto

actually
strategize

to
accom

plish
a

sense
ofcom

m
unity, i.e.,

T
he

1950’s, the
R

oute
66

era, hom
etow

n, m
other,

and
apple

pie.

9



A
rea

local
folks

can
be

the
backbone

of the
dow

ntow
n

developm
entstrategy.

T
here

is
am

ple
population

in
M

ohave
county

and
surrounding

counties
to

draw
from

.
L

ake
H

avasu
and

B
ullhead

have
done

this
by

offering
lifestyle

and
realestate

benefits
as

w
ell

as
day

trip
entertainm

ent.

So
now

those
populations

are
there,

and
offer

a
pool

offolks
alw

ays
looking

for
the

nextthing
to

do.
K

ingm
an

can
becom

e
the

D
ow

ntow
n

ofthe
Southw

est.
Instead

of planning
econom

ics
as

the
goal,plan

this
as

som
ething

w
orthy

to
do

and
econom

ics
w

illbe
the

outcom
e.

•
K

now
ing

w
hatbusiness

is
being

conducted
is

num
ber

one.

•
T

he
outcom

e
desired

should
be

clearly
understood.

•
T

he
potential revenue

stream
s

need
to

be
identified.

A
little

research
here,because

often
they

are
notw

here
they

seem
.

•
T

he
resources

that
can

be
em

ployed
need

to
be

available
(rights

to
stories,

access
to

realestate,
funding

that is
fluid,traffic

flow
thatenhances,

inform
ation

that
can

be
acted

on).

•
T

he
w

orkforce, to
m

ountand
m

aintain
a

cam
paign,needs

to
be

placed.

•
A

reasonable
tim

e
fram

e
for

each
phase

ofthe
projectneeds

to
be

established.E
xam

ple:
O

ne
year

to
establish

strategy,
create

business
environm

ent
and

licenser
docum

ents,
and

acton
cleaning

up,painting
up

and
fixing

up.
Second

year
to

undertake
actual site

im
provem

ents,park
plantings,parking

and
trafficking

reconfigurations,business
placem

ents,
and

events
creation

and
launching.

C
reation

ofintra
city

m
arket plans

and
building

a
touristattraction

package.
E

nticem
entofnew

business
into

existing
real

estate
vacancies.

Etc.
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A
gain,

if you
can

get
100%

ofyour
needed

revenue
from

10%
ofyour

custom
ers,

itstands
to

reason
thatsom

e
ofthe

products,
goods,

and
services

m
ustbe

higher-end, higher-costand
the

actualtraffic
load

m
ightbe

sm
aller;

and
from

several
different traffic

stream
s.

T
his

changes
the

need
from

attracting
high

num
bers

ofautos
from

the
1-40

freew
ay,

and
likely

places
m

ore
em

phasis
on

qualified
custom

ers
w

ho
have

com
e

to
K

ingm
an

as
a

destination, rather
than

as
an

im
pulse.

T
hose

are
the

ones
you

really
w

ant;
the

restare
the

ninety
percent thatw

ill
carry

the
low

-end
cash

flow
to

supportthe
crow

d
and

the
sm

allbusinesses
that

create
an

environm
ent

dow
ntow

n
for

keeping
the

show
going

-
so

to
speak,w

hile
the

ten
percent

w
ill

do
the

heavy
lifting

in
paying

the
costofrevitalization.

Itis
a

m
arketing

issue.

Suggestion:

M
ake

your
ow

n
decisions

aboutw
hatan

ad
should

say.

M
ake

your
ow

n
decisions

aboutw
hatyou

are
prom

oting.

T
hen

give
the

w
ork

to
a

professionalto
w

rite
itup,

but keep
the

thrustofyour
choices

intact.

K
eep

itreal
and

you
w

illget realresults.
R

em
em

ber;
m

any
other

sm
alltow

ns
w

illbe
using

sm
all

ad
and

prom
otion

firm
s

to
com

pete
for

m
arket

share;
m

ost oftheir
ad

copy
w

illlook
sim

ilar,
ifnot the

sam
e.

Justtellthe
folks

w
hat is

really
neat,

charm
ing,

and
good

aboutw
hatyou

offer.
Tellthem

the
value

you
offer,tell them

w
hy

they
w

illw
antto

com
e

see
w

hat K
ingm

an
is, w

as,
and

is
becom

ing,
Tell them

w
hy

itis
a

good
value.

Tellthem
how

to
get here.
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Y
ep,

you
w

illneed
help,but getthe

m
essage

straight
first. D

on’tletcom
m

ercial
strangers

w
rite

your
story.

K
ingm

an
has

a
unique

story,
a

unique
opportunity,

and
there

are
m

ore
than

enough
people

w
ho

w
ill

com
e

if you
tellthem

your
story.

T
here

is
no

shortage
of folks

w
ho

w
ill

do
this.

M
arket M

aster
planning:

(w
orking

on
the

foot print).

D
esign

your
m

aster
plan:

(defining
your

project is
the

startofa
m

arket plan).

•
H

ere
is

the
team

.

•
H

ere
is

w
hatw

e
are

doing.

•
H

ere
is

w
hen,

and
w

here
w

e
are

going
to

do
it.

•
H

ere
is

w
hy

this
is

a
good

thing!

•
H

ere
is

w
here

w
e

w
illstart.

•
H

ere
is

how
w

e
are

going
to

do
it.

•
H

ere
are

the
base

costs
as

w
e

know
them

.

•
H

ere
are

the
opportunities

thatw
illbe

created.

•
H

ere
is

a
phase

schedule
to

undertake
these

tasks.

13



D
esign

your
intended

m
ethod

ofm
easuring

your
success:

(H
ow

do
you

know
w

hen
you

have
achieved

a
successfuloutcom

e?)

•
W

hen
K

ingm
an

has
a

unique
identity

in
the

southw
estand

dow
ntow

n
K

ingm
an

is
“the”

place
to

go.

•
B

uilding
and

site
occupancy

is
high.

•
T

ax
base

is
healthy.

•
T

raffic
flow

is
com

fortable.

•
Parking

enhances
and

enables
participation

w
ith

com
m

erce.

•
Financial

infrastructure
has

been
restructured

to
ensure

sustainabiity
ofsuccess.

•
B

usiness
and

activities
seek

to
have

a
spotdow

ntow
n.

•
Physical

infrastructure
is

upgrade
and

upscale,nota
burden.

•
T

he
com

m
unity

is
proud

of,
and

uses
the

dow
ntow

n.

P
rom

otion:
A

prom
otion

plan
is

not
a

m
arketing

plan.
It

is
the

w
ay

a
m

arketing
plan

is
taken

to
m

arket.
Itdoes

notinclude
strategic

planning

for
creating

anything
except

activities
and

im
ages

and
visibility

that highlightthe
project.

A
lthough

prom
otionalplans

can
include

hardw
are

and

V
personnel,they

are
not inclusive

ofthe
underlying

m
otive

or
incentive

ofthe
project;

they
are

just
schem

atic
approaches

to
enabling

the
plan

to
com

e

to
fruition.

K
eeping

prom
otion

in
its

place
is

im
portant.
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Prom
oting

dow
ntow

n
K

ingm
an

is
notuseful;

advertising
itis, butprom

oting
itis

not.
Ithas

no
substance

to
acton

and
leaves

no
rew

ard.
Prom

oting
your

plan
for

developing
dow

ntow
n

K
ingm

an,
is

the
ultim

ate
goal.

T
his

prom
otion

has
an

infrastructure
thatis

stitched
into

the
larger

supportof
com

m
unity

and
is

inclusive
ofallinterested

parties.
Y

our
plan

is
som

ething
others

can
acton,

and
they

w
ill

acton
itin

K
ingm

an.
Y

ou
can

advertise
that,

and
w

hen
you

do,
you

are
prom

oting
your

plan
for

K
ingm

an
and

thatis
w

hatenables
the

com
m

unity
to

develop
the

dow
ntow

n.
Prom

otion
plans

can
be

slices
ofsingular

events
that enhance

the
overall.

Prom
otion

plans
can

be
sm

alltasks
for

solving
one

problem
ofm

any.

Prom
otion

plans
can

include
long

range
strategies

for
fund

raising
orpublicity.

Prom
otion

plans
are

about prom
oting

w
hatever

task
is

needed
to

prom
ote.

Prom
otion

plans
are

notm
arketplans,

they
are

sim
ply

a
m

arketing
tool.

F
irst:

In
prom

oting,
do

notthink
ofthis

as
advertising.

A
nd

do
notprom

ote
allcurrent

inform
ation

atonce
in

som
e

new
s

article
or

colunm
w

rite
up,

but
do

it continually
in

new
s

releases,m
agazine

articles,handouts,
flyers,w

eb
pages,

public
notices,

events,
fund

raisers,
events.

Prom
otion

is
a

strategy
to

gain
the

attention
ofthe

m
ind;

itis
not

so
m

uch
a

physical
task,

itis
a

placem
entofa

positive
m

entalrequest for
supportin

one
fashion

or
another.

Itis
the

fm
esttool you

have
atyour

disposal.

It should
be

used
in

conjunction
w

ith
the

overallm
arketing

plan.

Prom
otion

places
in

the
m

ind
ofrecipients,the

thought
ofan

action
to

be
taken

w
hen

seeing
an

advertisem
ent,thatthey

w
illthen

be
aligned

w
ith.

16



So
again,

the
firstprom

otion
to

undertake
is

your
ow

n
com

m
unity.

•
Prom

ote
your

organization
to

K
ingm

an,
create

a
new

sletter,
issue

new
s

releases
bi-w

eekly
.
.
.
.

T
hen:

•
Prom

ote
the

factthatyou
have

a
m

aster
plan

forK
ingm

an.

•
C

reate
a

press
release

kitfor
K

ingm
an

that
continually

represents
yourundertakings.

•
Prom

ote
the

factthatyour
organization

is
the

source
ofthe

solution,the
w

illing
people

w
ho

take
on

the
task,

the
people

qualified
to

lead
this

project.

•
Prom

ote
yourselves

in
the

com
m

ittee
to

the
com

m
unity

on
a

constantbasis.

D
o

not
stay

hidden!
T

ake
responsibility,take

credit,
and

take
chargeofyour

plans.

Second:Prom
ote

w
orking

the
plan

to
the

com
m

unity
constantly.

Prom
ote

the
need

for
volunteers.

Prom
ote

the
needs

ofthe
dow

ntow
n.

Prom
ote

the
efforts

in
creating

a
new

identity
for

dow
ntow

n
K

ingm
an.

Prom
ote

the
revitalization

ofattraction
value

thatis
being

developed.

Prom
ote

the
attributes

ofthe
entire

area
to

the
com

m
unity.

Prom
ote

the
relationship

ofK
ingm

an
to

those
attributes.

Prom
ote

the
viability

ofdow
ntow

n
K

ingm
an

as
the

nextnew
opportunity

(getin
w

hile
the

getting
is

good).

C
reate

a
prom

otion
strategy

and
team

thatis
continually

releasing
inform

ation
orrequests

or
reports.
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T
h

ird
:

A
fter

developing
a

m
arket

strategy
for

becom
ing

the
“H

ub”
ofthe

area
and

its
access

to
R

oute
66:

•
Prom

ote
K

ingm
an

to
outlying

com
m

unities
as

“the
rising

star
in

R
oute

66
adventures.”

(C
reate

a
forum

,
form

at,
or

inform
ation

tool to
do

this).

•
Tell them

w
hatyou

are
doing.

•
Tellthem

how
they

can
join

you
in

this.
Invite

them
in

on
it.

•
Tellthem

aboutyour
long-range

plan.

•
Tellthem

w
hy

the
conceptneeds

an
anchor

com
m

unity,how
itw

ill
enable

allthe
com

m
unities

to
have

a
greater

collective
draw

.

•
Tellthem

how
K

ingm
an

w
ill w

ork
to

build
the

center
anchor

and
they

w
illbenefit

greatly
as

spokes
of

a
new

m
arket w

heel.

•
O

nce
you

take
this

ground,never
yield

the
prom

otions,
prom

ote
continually.

•
K

ingm
an

is
the

center
of the

R
oute

66
experience.

•
K

ingm
an

is
the

realthing
in

southw
estern

tow
ns

and
continually

tellthem
w

hy.

(T
his

w
illthen

becom
e

your
advertising

strategy).
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P
ro

p
rietary

P
ositions

E
xam

ples
ofintellectual

property:

Icons
M

arket
strategies

Flags
Prom

otionalm
aterials

B
anners

Productdevelopm
ents

Story
m

aterials
B

uilding
im

ages

T
itles

Prepared
attraction

im
ages

H
istoricaltreatm

ents
N

am
es

ofevents,
activities

C
elebrity

im
ages

Private
property

im
ages

W
ritten

ideas
W

ritten
Stories

W
ritten

plans
W

ritten
slogans

W
ritten

proposals
W

ritten
jingles

T
his

is
only

a
sam

ple
of the

m
any

item
s

possible.
In

one
sense,the

list
above

is
restrictive,

in
another

sense
itis

raw
m

aterial
for

creating
a

trem
endous

value
thatcan

be
developed,and

m
ade

exportable
through

license,
endorsem

ent,
and

product
creation.
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Intellectual property
can

and
m

ay
be

one
ofthe

m
ostvaluable

products
thatw

illbe
developed

for
K

ingm
an.

It
should

be
noted

thatthe
style

and
m

otifofthis
m

aterial
should

be
keptata

higher
level,

and
not slip

into
crass

m
erchandising

for
low

returns.

For
this

reason
(that proprietary

value
can

be
high),

itis
advisable

thatthe
com

m
ittee

consider
K

ingm
an

ProjectL
icense

and
U

ser
Standards,

or
som

e
form

ofreview
controlthatdoesn’tover-restrict, but

guide
the

efforts
into

good
taste.

O
nce

the
genie

is
out ofthe

bottle,itw
illbe

difficultto
affect

a
standard

thatm
ightbecom

e
established.

T
his

holds
true

for
business

signs
as

w
ell.

O
ver-restriction

ofsigns
is

as
dam

aging
as

no
restrictions,but

an
effortin

good
taste

can
be

established
to

create
new

sign
standards

for
the

dow
ntow

n
project thatw

illhelp
create

a
m

ore
exciting

sign
program

dow
ntow

n
than

currently
exist.

K
eep

in
m

ind
that

developing
a

project
such

as
this,

is
itselfproprietary

property.

C
osts

w
illbe

incurred,
investm

ents
m

ade.
People

w
illtake

risks
and

step
out in

uncharted
territory,

so
w

hen
prom

otion
is

started,
anything

being
developed

becom
es

exposed
and

investm
ent

is
placed

into
an

up
frontcom

petition
to

discovery
and

duplication.
From

the
very

startitis
im

portant,
to

keep
it m

oving,thatyou
pace

your
ow

n
developm

entalw
ays

forw
ard,

and
don’tyield

your
developm

entconcepts
to

other
com

m
unities

to
harvest

your
investm

ent before
you

do.A
llthe

southw
estern

tow
ns

on
R

oute
66

w
ill

atfirstw
ish

to
take

a
higher

profile,
a

larger
m

arketshare.
T

hey
w

ill
see

the
value

ofyour
program

,
ideas,

and
concepts.

So
m

arketstrategy
should

include
assigning

enough
resource

to
m

aintain
an

ever-forw
ard

program
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to
gain

and
m

aintain
the

m
arketdom

inance
in

the
arena.

T
his,

in
conjunction

w
ith

a
program

to
include

those
other

com
m

unities
through

m
utual

benefitm
arketing,

so
thatprecious

resource
is

notused
up

in
a

com
petitive

firestorm
thatlessens

the
results

ofall concerned.

T
he

publicity
elem

entofprom
otions

is
probably

the
strongest

aspectthatK
ingm

an
can

bring
to

the
forefront.

A
n

ongoing
m

edia
prom

otions

program
w

illyield
results

and
is

hard
for

sm
aller

com
m

unities
to

m
aintain,

and
larger

com
m

unities
that

don’thave
this

specific
focus

w
illnotbe

interested
in

ituntil m
arketshare

has
already

been
achieved.

T
here

are
only

a
few

com
m

unities
on

the
entire

old
R

oute
66

thatcan
actually

take
a

com
petitive

m
arket position,

but m
any

can
and

w
illtake

sm
aller

portions.
Itis

here
thattargetm

arketing,
reaching

outinto
the

touristtrade
and

the

historical
adventure

seekers,w
ill bring

results
in

the
long

run.

N
o

prom
otion

w
illbe

overallprofitable
ifthe

visitors
are

disappointed
w

hen
they

respond
and

arrive.

T
im

ing
is

im
portant,

and
getting

things
ready

can
be

sequenced
so

thatprom
otion

ofthe
plan

for
K

ingm
an

is
truthfully

tim
ed

to
reflect w

hatis
really

available,
w

hatis
afready

in
place,w

hat
is

being
invested

in,
and

w
hatthe

entire
area

has
to

offer
that

can
be

shared
w

ith
K

ingm
an

as
the

prim
e

source
of

access:
food

and
beverage,

lodging,
and

general
support

for
a

fulfilling
adventure.
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Projects
you

can
do

now
and

have
ready

w
hen

you
need

them
.

C
reate

a
prom

otional
icon

for
the

revitalization
of dow

ntow
n

K
ingm

an.
T

his
can

be
used

for:
Fund

raising
events

N
ew

s
releases

Projects
on

building
developm

ents
R

oad
w

arning
signs

atstreet-side
developm

ents
A

ttachm
ents

to
supporters

and
vendors

participation
ads

C
reate

a
project

flag
and

banner
thatcan

be
flow

n
atw

ork
sites

and
fund

raising
events,

as
w

ell
as

a
fund

raising
item

itself
E

stablish
an

address
to

receive
stories, photos,

research,
and

infonnation
sharing

(prom
ote

it)..
.(rem

em
bering

that
stories

m
ay

com
e

from
allover

the
U

.S.
as

prom
otion

gets
outthere).

C
reate

a
w

eb
site

dedicated
to

K
ingm

an
historicalinform

ation.
C

reate
a

m
ap

K
ingm

an
has

a
large

diversity
ofelem

ents
and

creating
a

m
ap

that
deals

w
ith

existing
and

future
attraction

strategies
for

press
release

w
ould

be
m

ostuseful.
K

eep
itsincere

and
noncom

m
ercial

and
the

divergentgroups
w

ill
support it.

F
A

reas
of natural

interest
B

iology,
G

eology,
scientific

significance
A

reas
of historicalsignificance

A
reas

o
f recreation

interest
A

reas
of need

A
reas

o
fdevelopm

ent
A

reas
existing

and
fm

ished
projects.
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D
evelop

a
radio

show
(collecting

intellectualproperty)
thattells

of the
attributes

of the
area,tells

stories
from

R
oute

66,
invites

old
tim

ers
to

share
and

capture
m

em
ories,

getit sponsored
by

localdow
ntow

n
business.

A
ir

itw
eekly

(prom
ote

the
gathering

ofa
history

to
share

as
a

product).

C
om

m
ission

the
w

riting
of

a
K

insm
an

story
book

(creating
intellectual property).

Tellthe
story

ofthe
area

through
photos

and
stories,

interview
s

and
presentations.

C
reate

a
dow

ntow
n

K
ingm

an
O

fficialR
oute

66
sign

(prom
ote

and
m

anufacture
for

distribution).
C

reate
a

dow
ntow

n
story

specific
to

the
dow

ntow
n

history.
D

evelop
a

new
business

recruitm
entprogram

or
capacity.

D
evelop

a
dow

ntow
n

streetscape
m

otiffor
consistency

and
atm

osphere.
D

esign
a

park
plan

for
a

historicalR
oute

66
specific

m
otif.

B
egin

designing
attractions

thatw
ould

be
great

contributions
to

dow
ntow

n
K

ingm
an.
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S
tory

building
(E

xam
ple

of
concept

approach
to

developing
stories)

T
he

old
State

T
heater

4th
and

B
eale

T
he

B
eale

H
otel

A
ndy

D
evine

A
ve.

T
he

B
onelliH

ouse
5th

and
O

ak

T
he

N
ew

s
Paper

3td1
and

B
eal

T
he

Pow
erhouse

R
oute

66

T
hese

aie
just

som
e

ofthe
buildings

constructed
w

ith
cut

quarry
stone

and
builtaround

the
turn

ofthe
lastcentury

T
hese

buildings
represent

an
intentof long-lasting

stability
and

tow
n

building
that preceded

the
phenom

enon
of the

R
oute

66
highw

ay.
T

here
are

other
buildings

such
as

these
in

K
ingm

an,
butm

ore
interesting,there

are
m

ore
yet in

other
com

m
unities

along
R

oute
66.

T
his

creates
an

opportunity
to

tell the
story

of both
the

com
m

unity
building

intent,
and

the
actual

story
ofthe

quarry-construction-style
buildings.

Itoffers
an

opportunity
to

be
“the”

story
source

forthe
entire

R
oute

66
concerning

quarry
buildings.

Itis
unique

approaches
to

telling
stories

thatw
ill

enhance
visitor

experience
in

K
ingm

an,
and

along
the

R
oute

66
adventure.

Itcreates
m

ove
-

around
adventures

for
the

curious.

H
ow

m
any

other
such

linked
opportunities

there
are,

is
a

m
atter

ofim
agination

and
research,but

itisjust
such

concepts
that build

interesting
and

unique
proprietary

values
for

K
ingm

an.

24



E
xam

ples
ofstory

them
es

that
could

be
developed:

•
R

anching
history

•
W

ildlife

•
T

he
desert aquifers

•
W

ild
flow

ers

•
G

host tow
ns, old

m
ines

•
Frontier

life
(Indian

lore)

•
G

rapes
of w

rath
m

igrants

•
D

eveloping
the

m
ighty

C
olorado

river

T
here

are
too

m
any, this

isjust
a

m
ind

jogger
to

getyou
to

thinking
about w

hatand
how

.

T
he

task
is

to
discover

and
develop

the
stories,

and
then

convertthem
into

a
productthatcan

be
shared,

exported,
and

m
arketed.

Itm
ay

be
printed

m
atter,

or
video,

or
a

stage
play,

or
a

book,
or

a
radio

show
(perhaps

all ofthe
above!)

T
he

interest
and

value
created

in
K

ingm
an

is
really

only
lim

ited
to

effort and
im

agination,because
the

history
and

resource
is

already
there;

itjust
needs

to
be

harvested
and

packaged,
and

taken
to

m
arket.

A
gain,the

im
portant elem

entis
to

develop
w

ays
to

share
it,to

show
it,

and
to

harvestfrom
it.
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•
M

ining
history

•
E

lectrification

•
A

griculture
and

food
production,

desertdelicacies

•
B

irds
-local,

and
m

igratory

H
obo

cam
p

(itw
as

1/8
m

i.
south

ofthe
pow

er
house)



Johns
observations,

m
em

ory
recalls

and
highlightthoughts

(N
o

specific
order

or
organization,just

a
list).

Firstand
forem

ost,
your

projectis
a

large
one,

and
the

scope
o
f budget

allow
ed

at this
tim

e
w

illnot
cover

the
scope

ofw
ork

you
have.

B
utIw

illgive
the

best
overview

possible
and

try
to

help
you

gain
the

ground
to

task
out your

project in
a

logicaland
usefulw

ay.
T

his
section

is
com

m
ents

and
observations.

•
T

he
tow

n
is

very
m

uch
stillin

its
1950’s

condition,
som

e
buildings

m
issing

and
som

e
dam

aged,
but

for
the

m
ostpart

itis
the

sam
e.

•
Itstill has

old-tim
e

southw
estern

charm
,

and
the

surrounding
hills

are
still

a
viable

part
of

any
adventure

there.
D

on’t
overlook

the
hiker

hill
clim

bing
bikers,

and
naturalists.

•
T

he
traffic

m
oving

through
tow

n
is

going
w

ay
too

fastfor
com

m
ercialbenefit;the

parking
is

strictly
rigid

and
form

al.
Itdoesn’thurt

folks
to

w
alk

a
little

ifyou
m

ove
the

parking
around

to
help

the
atm

osphere
ofcertain

spots.
(E

xam
ple:

If
som

eone
puts

an
ice

cream
parlor

in
the

m
iddle

ofthe
block,

rem
ove

allparking
in

frontofitand
m

ake
a

patio
bum

p
outfortables

and
chairs.

People
w

illw
alk

to
itfrom

both
directions,right past

other
store

fronts,
a

good
traffic

booster.
(Plant

a
tree

there,too).
Itis

also
a

danger
to

the
pedestrian

com
m

erce
you

w
ish

to
attract.

L
im

its
or

obstacles
should

be
used

to
slow

the
traffic

and
create

a
slow

hom
etow

n
feel.

•
G

eneral
clean

up
and

paint
is

needed;
m

any
ofthe

buildings
show

bad
sides.

T
hese

can
be

distracted
from

through
portable

planting
program

s.
T

rees
and

large
shrubs,

large
flow

erbeds,
can

be
builtto

be
m

oved
w

ith
a

H
yster

or
pallet

liftand
m

oved
around

as
new

needs
arise

and
old

problem
s

are
solved.
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•
T

here
are

no
identifying

landm
arks,

signs
or

elem
ents

to
tellvisitors

w
hen

they
have

arrived;
you’re

halfw
ay

dow
n

the
streetbefore

one
starts

looking.
Itis

called
(J)utting

the
there

“there”).
O

ne
ofyour

com
m

ittee
persons

did
refer

to
itcorrectly.

•
A

landm
ark

construction
should

be
developed

for
each

end
ofthe

R
oute-66

ioop.
T

his
could

be
sculptural,

sign,
special rock

w
ork

entry;
special

lighting,
flag

and
banner,

or
any

com
bination

of the
above.

•
T

he
m

ural program
I

saw
in

K
ingm

an
is

com
ing

along
very

nicely;
itis

very
w

ell
done

and
tasteful.

Future
m

urals
m

ightbe
good

if they
lean

into
a

m
ore

generic
history

thatoutsiders
can

identify
w

ith.
W

estern
settlers,R

oute-66
m

igrants
looking

for
a

new
hom

e,
prospectors,

native
A

m
erican

celebrations,
vehicles

ofthe
past

100
years,

w
ildlife

ofthe
high

desert,w
ater

(blue),the
source

ofall life.
T

he
A

rizona
H

ighw
ays

im
ages

are
popular

for
a

reason
-people

like
them

,
so

don’t overlook
the

sheer
beauty

ofM
ohave

C
ounty.

(T
he

m
uralprogram

can
easily

becom
e

a
post

card
program

,
and

fold
outas

w
ell,

so
planning

itthatw
ay

m
ay

help,too).

•
T

he
general color

tone
ofthe

dow
ntow

n
is

eclectic
and

som
ew

hatdepressing.
If lightdesert

colors, pastels,
and

then
colorfultrim

w
ere

used
it

w
ould

liftthis
feeling.

A
m

ore
unified

approach
to

the
building

colors,
even

w
ith

a
w

ide
color

range
w

ould
help.

In
artistterm

s,
itis

called
“staying

on
the

pallet.”
Itm

eans
thatallthe

colors
com

e
from

a
setofprim

ary
colors,m

ixed
and

m
atched

and
don’tm

ix
w

ith
a

differentset(such
as

w
ild

or
off colors,brightpinks

or
hotoranges,

etc.
T

hose
are

no
no’s

for
a

dow
ntow

n).
U

se
of

a
good

color
w

heelto
fm

d
proper

colors
helps.

T
here

is
nothing

w
rong

w
ith

brightcolors
or

cheery
colors,justkeep

them
from

being
w

ild
or

counter
culture.

•
“It’s

in
the

trim
.”

T
he

tow
n

is
m

issing
trim

and
em

beffishm
ents.

Itis
m

issing
in

the
buildings,

itis
m

issing
in

the
flow

ers
and

plants,
itis

m
issing

in
the

street(there
should

be
som

e
benches,planters,

sign
boards,

sidew
alk

dressings,
aw

nings,
hanging

signs).
T

rim
thatis

neat, w
ell-painted,

even
ifit is

sim
ple,

or
ifitis

painted
on, helps

so
m

uch.
Itshould

be
styled

to
the

w
estern

or
turn

ofthe
century,unless

the
business

is
tim

e
sensitive

(50’s
m

alt shop),
then

itshould
fitneatly

into
the

m
otifof the

them
e,buttuck

nicely
into

the
stores

on
either

side.

•
A

lotof
dress-up

can
be

done
w

ith
just

a
few

trim
colors,

and
a

plan
for

a
bunch

ofbuildings,
especially

the
em

pty
ones.
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•
If individualbuilding

ow
ners

w
ish

to
re-trim

their
buildings,

itis
notoutofcharacterto

greatly
em

bellish
them

.
Itis

not necessary
to

keep
the

buildings
in

original
condition

to
representthe

tim
e

period,
because

the
tim

e
period

ofK
ingm

an
w

as
a

very
ornate,turn

ofthe
century

itjust
w

asn’t
done

m
uch

in
K

ingm
an.

T
he

m
ind

of the
view

er
w

ishes
to

“see”
w

hatthey
think

it should
look

like,
and

people
can

return
their

buildings
to

a
greater-than-originalstate,m

uch
to

their
gain.

•
Speaking

ofem
pty

buildings,these
can

be
w

indow
dressed

to
lean

into
the

K
ingm

an
dow

ntow
n

m
otif,R

oute-66,
and

southw
estern

dow
ntow

n
com

m
unity.

•
E

m
pty

w
indow

s
can

be
used

to
portray

old
lifestyles.

Signs
painted

in
stylish

fun
and

lean
into

the
com

ing
dow

ntow
n

“feel.”
E

xam
ple:

“C
arlson

shoe
repair

the
w

ell-heeled
com

e
here”

“O
hm

ers
leather

w
orks

buggy
w

hips
in

a
snap”

•
T

he
w

indow
dressing

and
signs

keep
the

view
er’s

eyes
dow

n
atstreetlevel,

and
then

the
streetfurniture

adds
to

the
show

,
so

dress
it up

w
ith

banners,
eventflags,

and
flow

ers.
T

hese
are

volunteerprogram
s

for
the

m
arketing

strategy.

•
T

he
w

indow
dressing

of the
com

m
unity

could
also

include
historicalneon

and
m

id-century
poster

ad
w

ork
to

enhance
itas

w
ell.

•
T

raveling
the

old
R

oute
66,there

are
m

any
opportunities

for
K

ingm
an

to
partner

w
ith

other
com

m
unities

and
startpublicizing

long
before

visitors
arrive

in
K

ingm
an.

Inform
ation

located
in

other
com

m
unities

telling
ofthe

R
-66

adventure
aw

aiting
them

in
K

ingm
an.

•
T

he
prom

otion
plan

should
reach

outno
less

than
500

m
iles

in
alldirections.

•
T

he
advertising

on
the

radio
should

be
24/7,

365
days

a
year

-
allstations,

30
sec

spots
-

once
you

have
som

ething
to

offer,
and

a
w

ay
to

exchange
it.

(G
eta

budgetfor
this

early
on).
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•
R

em
em

ber
to

trim
and

em
bellish

your
w

ritten
w

ords
as

w
ell.

A
dding

delightful
and

lifting
sentences

to
ads

is
m

ore
im

portantto
your

im
age

than
just

getting
the

business
done;

it
the

business.

•
T

here
are

several lots
that

are
being

considered
for

parking
lotpaving.

M
y

opinion
is:

D
on’t.

D
o

notturn
any

m
ore

ofdow
ntow

n
into

asphalt
and

concrete,
don’tbuild

a
m

echanical
grid

of the
tow

n.
G

reen
space

is
needed:

“W
here

can
people

see
w

ater,
get shade,

sitand
ponder

w
hatto

buy?”
T

hese
lots

can
be

converted
to

attraction
pods,

spaces
that

do
realw

ork
in

pleasing
a

w
alking

crow
d.

Justpaving
them

to
m

ake
the

place
look

better
is

im
patient and

m
oney

w
asting.

G
ive

the
projecttim

e
to

m
ature,

design
realfixes

for
those

spots.
T

hey
are

like
gold

to
your

com
m

unity.
G

o
pullw

eeds,
paintstuff

and
clean

up
instead.

B
utIfyou

w
antto

throw
itaround

send
itto

m
e

and
I’lltellyou

m
ore

useful
w

ays
to

use
it.

•
T

here
are

plenty
ofparking

spaces,
som

e
could

be
sacrificed

for
streetam

enities.
B

um
p

outseating
and

tree
pads.

Ifyou
attract m

ore
people

to
tow

n
than

you
can

park,
create

an
officialR

oute
66

lot
and

build
a

trolley
to

ferry
them

through
tow

n
on

a
schedule.

D
ow

ntow
n

real estate
is

too
valuable

to
use

itallup
in

streets
and

parking.
It needs

to
be

com
m

ercial
and

living
space.

•
T

here
are

m
any

sm
all

com
m

unities
that

are
m

aking
upstairs

spaces
available

for rent
or

lease
to

tenants.
T

his
creates

dow
ntow

n
populations

that
help

support the
business

iifrastruçture.
K

ingm
an

has
som

e
ofthatrealestate,

too.
Itshould

be
looked

at.

•
T

he
old

adobe
bldg.

nextto
the

B
eale

H
otel

(east end)
w

ould
m

ake
a

greatA
dobe

M
exican

food
bldg.

w
ith

an
outside

plaza
done

allin
adobe.

•
A

N
eon

Park
w

ith
old

R
oute

66
signs

and
highw

ay
paraphernalia

w
ould

go
w

ellacross
from

the
B

eale
H

otel.

•
T

he
streets

seem
bare

and
act like

w
ind

tunnels
(alw

ays
did).

A
center

island
that allow

ed
w

alkw
ay

and
offsetparking

w
ould

break
up

the
starkness

ofthe
street.

T
rees

w
ould

help,too.
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•
C

enter
islands

dow
n

the
street

and
offset w

ould
slow

traffic
to

the
advantage

of developing
new

businesses.

•
Food

and
beverage

service
is

difficultto
fm

d,
except

for M
r.

D
’s.

T
here

is
little

to
notice

outstanding
in

dow
ntow

n
for

people
to

com
e

to.
E

ncourage
m

om
and

pop
food

and
beverage.

K
eep

the
chains

out
of

dow
ntow

n.

•
T

he
vacant land

across
from

the
B

eale
H

otel
is

being
converted

to
a

parkw
ay

as
I

understand.
T

his
should

representthe
R

oute
66

journey,
and

w
estern

m
otif.

It really
should

have
lots

oftrees, w
ater

features
and

severalplaza
areas

for
interpretive

opportunities
to

tellthe
K

ingm
an

story.

•
Ifthe

traffic
w

ere
slow

ed
in

that
area,the

crossw
alks

w
ould

be
m

ore
useful

and
becom

e
corridors

to
com

m
erce.

Parking
on

thatside
ofthe

street
only,w

ould
keep

the
fronts

ofthe
buildings

visible
to

be
developed

as
show

stoppers
for

fun
and

entertainm
ent.

•
Ifthe

new
parkw

ay
w

orks
in

conjunction
w

ith
the

existing
buildings

on
A

ndy
D

evine
A

venue,then
the

buildings
atStreet level

can
house

high
traffic

shops,
stores, “curios”

(now
m

issing),
food, beverage,

touristentertainm
ent,

and
attractions.

•
Itis

im
portantto

change
the

sign
ordinance

dow
ntow

n
to

allow
signs

to
stick

outover
w

alk
w

ays.
T

his
is

needed
for

atm
osphere

and
com

m
erce,

and
generally

returning
the

buildings
to

a
m

ore
original

state.
(M

ake
an

exception
for

dow
ntow

n,
it is

needed).

•
A

ndy
D

evine
m

ovies
could

be
soughtand

show
n

in
a

sm
alltheater

(B
ijou).

M
aybe

in
a

larger
room

at the
B

eale
w

hen
itis

fixed
up.

“Fox
fire”

m
ovie

w
as

film
ed

in
K

ingm
an,

itbad
the

courthouse
in

itand
D

oc
A

rnold’s
new

house
near

the
golf

course
(circa

1950’s
Jeff

C
handler).

O
ther

m
ovies

m
ade

in
and

around
the

area
could

be
show

n
atthe

“B
ijou.”

•
C

onvince
the

fella
in

the
old

bus
station

thatbright blue
offends

paw
n

custom
ers

m
ore

than
itattracts

them
.

Itonly
serves

for
a

few
m

om
ents

w
hen

trying
to

fm
d

it(the
blue

building);
after

that
item

barrasses
people

to
be

so
visible.

A
s

for
dow

ntow
n,

itis
like

having
a

porn
shop

nextto
a

w
edding

parlor.
I

don’tm
ean

to
offend,and

free
enterprise

should
be

protected.
Itisjust

better
m

arketing
to

tone
itdow

n
so

thatitw
ill

fitinto
a

com
m

unity
m

otif thatw
illserve

to
attract m

ore
folks,

even
to

the
paw

n
shop

(good
deals

there,too).
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•
M

aking
a

connection
dow

ntow
n

w
ith

attraction
elem

ents
is

a
good

idea,too.
E

xam
ple:

Put
a

bottle
collection

in
the

w
indow

of
an

em
pty

store,
advertise

the
adventure

ofbottle
collecting,hunting,

and
sw

apping,
or

selling.
C

reate
an

interest,then
tellthem

how
to

fulfillit.
Sam

e
goes

for
geologicaldigging,bird

w
atching, historicalhardw

are.
G

etperm
ission

to
use

the
dow

ntow
n

w
indow

s
as

show
cards

for
the

features
ofthe

entire
area.

T
hen

prom
ote

the
heck

outofit.

•
R

affle
offa

sm
all building

in
the

business
section

o
farea-w

ide
new

spapers.

•
G

ive
a

year’s
tax-free

occupancy
to

startup
businesses

you
w

ould
like

to
see

placed
dow

ntow
n.

•
D

on’tforget the
A

irfield
story

and
the

buried
treasure

in
alum

inum
(I

saw
them

bury
it).

W
hy

K
ingm

an
w

as
chosen?

W
hy

itis
no

longer
needed?

•
D

on’toverlook
the

Farm
er’s

M
arket(Shorty

H
afley

started
thatw

ay,
gotrich

doing
it,too.

H
e

had
an

old
pick

up
and

cart, Irem
em

ber
itw

ell).

T
he

point ofitis
to

give
thought

and
observe

allthe
elem

ents
in

K
ingm

an
as

positive
opportunities

to
enhance

the
experience

ofbeing
there,

living
there

and
visiting

there.

Itis
m

ore
than

enhancing
com

m
erce

and
business,

itis
a

lifestyle
and

quality
ofliving

issue,
for

both
the

citizens
of K

inginan,
and

its
visitors,

guests,
and

passer
by

folks.

Itis
m

ost im
portant to

foster
a

feeling
ofpride

and
success

to
the

residents
ofK

ingm
an

to
m

ake
a

revitalization
program

w
ork.

Itis
critical for

support and
form

aintenance
ofboth

the
developm

entproject,
and

for
the

com
m

ittee
to

stay
energized.

So
don’tgo

shorton
selfsupport,

prom
otion,

and
confidence

in
the

project.
M

ake
sure

you
have

booths
put up

atallevents
available,

fairs,
other

com
m

unity
events

as
w

ell.
G

o
statew

ide
in

supporting
your

com
m

unity
projectas

it benefits
all w

ithin
your

area
ofinfluence.

(A
t least500

m
iles

out
in

every
direction)

(C
reate

a
public

relations
team

that just
does

those
things).
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