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“Come as Visitors, Leave As Friends” 
 

Results Driven Marketing Initiatives  

 

 50 new jobs created  

 1 new business opened (5:30 Pub & Grill)  

 2 expansions announced:  (Roxy’s / Kara Lynn’s Kitchen)  

 Restaurants experiencing 35 - 70% increases in revenue since 2019 / 

        250% increases since 2020 (COVID-19) 

 Sip & Stroll driving 60% increases in revenue with 250+ attendees 

 Unprecedented positive media coverage and print partnerships  

 2 business groups meeting regularly  

 2 book clubs meeting monthly  

 9 charities promoted with more than $12,000 in financial support and in-

 kind donations 

 

 

  
 



 

 

 Where The Grant Money Went  

 

 

 

 

 

 

 

 

 

 

 

 
 

How The Grant Money Was Spent  



 

 

  

Amplify  $            2,500   Sponsorships  Sponsorships - Chalktoberfest  

Amplify  $            3,800  
 Print                 

Advertising  
Print Advertising - Clearwater Visitors Guide 

Belleair Images  
Photography 

 $               450  
 Community 

Events  
Community Events - Valentine's Day Party 

Catalyst  $          18,114  
 Marketing  
Strategy  

Marketing Strategy, Public & Community Relations, Event 
Development & Execution, Content Development and       
Distribution, Social Media, Constant Contact, Business & 
Charity Partnerships, Volunteer recruitment and manage-
ment, Business & marketing support to Individual members  

Colleen Dingman  $               900   Social Media  Social Media - Facebook and Instagram Content 

DJ  $            1,000  
 Community 

Events  
Community Events - New Year's Eve Party  

Dupont Registry  $            1,800  
 Print                 

Advertising  
Print Advertising - DuPont Registry Magazine 

Jolley Trolley  $               775  
 Print                 

Advertising  
Print Advertising - Trolley Signs  

Proforma  $          31,561  
 Direct Mail & 

Printing  
Direct Mail, Printing & Advertising Specialties  

Resort Magazine  $               600  
 Print              

Advertising  
Print Advertising - Evolutions - Shephards (Co-Op)  

Road Runner Digital  $            2,500  
 Community 

Events  
Community Events: Outside viewing of World Series,       
New Year's Eve Parties & Ball Drop & Super Bowl 

Tampa Bay News  $            2,100  
 Print              

Advertising  
Print Advertising - Welcome Back Edition 

Website  $            2,500   Website  District Website 

Total  $          68,600      

 Allocations by Vendor / Category  



 

 

Cuisine - Culture - Commerce - Community - Causes   
 

More than a collaboration of restaurants, The District has become a destination for Clearwater residents & 

visitors. Our branding, “Come As Visitors, Leave As Friends” is reinforced through our focus on     community 

events and local causes (charities) to encourage repeat visits and increased revenue to the downtown busi-

ness. This focus has enabled The District is change long-held negative perceptions of the downtown area, 

create new “buying” habits and give Clearwater a competitive / new alternative advantage to other municipali-

ties competing for those consumer disposable dollars (i.e. dining and entertainment).   Our brand now repre-

sents an inclusive, welcoming business district that reaches beyond a singularly focused commercial aspect.  
 

Community 
 Hosted 3 outside viewing events to comply with Covid protocol while allowing residents &              

 visitors safe community viewing   
 

  World Series featuring the Tampa Bay Rays  

  New Year’s Eve Party with outside DJ and Ball Drop in Times Square 

  Super Bowl featuring the Tampa Bay Buccaneers  
 

 2 New Business Groups meeting in The District  
 

  Keep It Local - Real Estate Mastermind Group / Working Women of Tampa Bay 
 

 2 New Book Clubs meeting in The District  
 

  Pour Some Love Romance Book Club / Bestseller Book Club  
 

 Created & hosted special events to engage residents and visitors alike 

  Business After Hours with Amplify Clearwater during Chalktoberfest 

  Partnership with Clearwater Beach Businesses to host “12 Days of Christmas” 

  Valentine’s Day DJ entertainment, balloon guy & photographer 

  City’s 106th Birthday Party  
   

 Hosted monthly “Sip & Strolls” to showcase downtown arts and cuisines      
 

 Partnership with Clearwater Arts Alliance and Lina Teixeira Productions to cross-promote  

  art walks and art exhibits in the downtown area   
 

 Partnership with Valor Capitol to increase participation of the realtor sector  
 

 Partnership with Harbor Bluffs Living Magazine to increase participation of Belleair residents  
 

 Partnership with community associations and professional groups - “Meet The District”    
 

  Clearwater Beach Association   

  Clearwater Free Clinic board members, volunteers and donors  

  Clearwater Historical Society  

  Harbor Oaks Neighborhood Association 
    

 Partnership with Bay Area Concierge Association (BACA) to increase referrals from                

 Clearwater Beach hotels and resorts 
 

 Partnership with local hotels and apartment complexes to increase engagement from new  

  residents and guests staying on the mainland.   
  

 Hosted first-ever “Chiang Mai Flower Festival” to honor Thai Culture & Cuisine in The District 

 

 Partnership with Clearwater Jazz Festival to sell food in Station Square  



 

 

  

Causes 
 

Through both “Dine Out For A Difference” (donating 10% of the all evening revenue on the 4th 

Thursday of each month) and in-kind donations, we’ve been able to significantly impact charities 

serving our neighbors. 

 

October - Clothing Drive for Dress For Success - providing business attire for unemployed women 

December - Salvation Army - feeding local families over the holidays 

January - SAFE - fighting human trafficking in Tampa Bay 

February - Clearwater Urban Leadership Coalition - helping fund the redevelopment of the  

  Greenwood Community 

March - Community Dental Clinic - serving residents without dental insurance  

April - Sierra Club Suncoast (held on Earth Day) - creating more sustainability in our community 

May - Clearwater Historical Society - helping to preserve our past (held on the City of Clearwater’s 

  106th birthday, we delivered mini-cupcakes to all diners in The District restaurants.) 

June - Marcia Hoffman School of the Arts - providing scholarships for Clearwater children 

July - Clearwater Free Clinic - serving children and adults without medical insurance  



 

 

Marketing Tactics & Results   

Direct Mail:  

10,000 pieces to zip codes 33755, 33756, 33757 = 6 times  

 

 

 

 

 

 

 

 

 

 

 



 

 

Print - Paid Advertising   
Dupont Registry:  $6,795 stated price - we were able to negotiate to $1,800 

(a 73% discount - savings of $4,995) 

We created content and provided photographs:  circulation 17,000 homes in Tampa Bay 

Clearwater Vacation Guide - $3,800 

80,000 copies distributed throughout  

Tampa Bay: hotels, airports, visitor 

centers  

 

Actual size 8.5 X 5.5 



 

 

 
Tampa Bay News 

“Welcome Back” 

  

Special Inert directed to 

snowbirds  

Delivered to 102,000 homes  

Upper Pinellas County 

 

Full Page Ad:  $2,750  

11” X 21” 
(we were able to secure  a 24% 

discount, a $650 savings) 



 

 

Earned media  

(articles in newspapers & magazines which are not purchased,   

they are considered to a 140% value over paid advertising) 

 

Harbor Bluffs Living Magazine  

3-page Pictorial  

“Singles & Mingles Mardi-Gras Party” 

at Pour Yours 

(Promoted in January issue) 

 

We are also partnering with  

Harbor Bluffs Living for a  

“District After Dark”  

80’s Dance Party  

&  

 

August Sip & Stroll  

District Scavenger Hunt  

 

 
Both issues  

included multiple 

pages featuring            

The District as 

background for 

photos and story 

content  



 

 

Evolution Magazine (in-room magazine for Shephard’s Resort) 

Because of the number of advertisers in the magazine, we were given additional space 

for editorial content and a 1/2 page map with The District Advertisers   



 

 

 

Additional editorial content made 

available in partnership with individual 

District advertisers  



 

 

 

Public Relations  

(Earned Media - Print, Television & Social Media) 

 
Regular engagement with local media / online platforms provides a steady communication 

of positive, pro-active information to the community.  The District has been featured  

throughout Tampa Bay through these channels:   

         Charlie Belcher Ribbon Cutting ( segments throughout the Morning)  

 WTSP - News 10  

 Yahoo News 

 ABC Action News  

 WFLA - NBC 

 Tampa Bay Newspaper – The Beacon 

 Tampa Bay Times  

 N2 Publishing - Island Estates Living (Harbor Bluffs Living)  

 Morning Blend - ABC Action News  

 Kelly Kelly Show (WTAN) 

 Dine Out For A Difference (Live shot with Fox) 

 Featured Articles in Next Door  

 Featured Articles in Clearwater Patch 

 Featured Articles in Colorful Clearwater Blog  

 Amplify Clearwater Podcast 

 ABC Action News (Wearable Art Exhibit)  

 Bay News 9 (Human Trafficking)  

 Creative Loafing  



 

 

Social Media:  Quality content keeps our community engaged,  

 exceeding industry averages 



 

 

 

Sip & Stroll Attendance Continues  

To Bring People Downtown  

Cross-Promotion Partner 



 

 

 

 

 

 

 

  

 The DDB GRant to The District was effective in executing many of the goals  

set out in the October 2020 - September 2021 DDB Workplan  


