Golden Business Community
Buy L ocal Community Campaign —

“We Are Golden”

PURPOSE: Increase short term and long term community support of local businesses.

WHY: 1. Loca retail, restaurant, service businesses are su g from current

€conomic recession.

2. Such local businesses have traditionally lack of community

awareness.

3. Achievement of adopted sustainabi ocal economy

TARGET AUDIENCE:

Golden’stypica “local” 80401 and 80403 zip
codes. The target audience for the merchants intended
to benefit from the campaig 0 inits. However, encouraging
residents from unincorporated Je olden will also be a desired
outcome.

STRATEGY:

BRANDING:

Both the merchants involved in proposing this project and the Citizen
Sustainability Advisory Board (CSAB) expressed a desire to “co-brand” this
effort with Golden’s grass roots sustainability effort. Thelogo for CSAB is not
quite complete, but is expected to bear the campaign name of “ Golden
Sustainability”. After review of many different tag lines that could be combined
with the overall Golden Sustainability campaign, the recommendation is thet the
primary brand identity for the buy local campaign should be “We Are Golden”.
This campaign brand is recommended because it fulfills the following needs:



It supports a philosophy of ownership of the community and community
pride.

It is broad enough to convey support for local business services and
manufacturers, as well as retailers, restaurants, and attractions.

It works well with other efforts and is likely to be long-lasting.

MESSAGING:

The messaging to be utilized in formal communication efforts of the We are
Golden campaign are many and diverse. One way to these messagesisin
atop ten list.
Top Ten Reasonsto Buy Locally
1. Protect Local Character and Prosperity
Golden and many of our shopping areas h
choosing to support local businesses, you h

flavor.

2. Community Well-Being

strong neighborhoods by
buting more to local

pcal businesses have a greater impact on your community
ide your community. When shopping locally, you

2 direct and spin-off jobs, support job creation in other

nei ghborhood¥mprovement and promote community development.

5. Job and Wages

L ocal businesses create jobs for community members, shortening commutes, and
improving quality of life for residents and families.

6. Entrepreneurship
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Entrepreneurship fuels America’ s economic innovation and prosperity, and
serves as a key means for families to improve economically.

7. Environmental Sustainability
Local stores help to sustain vibrant, compact, wakable commercial areas (some

near neighborhoods) whichin turn are essential to reducing sprawl, automobile
and gasoline use, habitat loss, and air and water pollution.

8. Convenience
Buying local saves you time, and gas, and helps your

9. Product Selection and Diver sity

Local businesses are more likely to provide cts and servicesd y the

community, and to change product offerin

10. Whereis“local ?”

Shopping locally only works if ' s locally. With the
80401 and 80403 ZIP codes enca 1 than the actual
Golden city limits, it is important aat neither Denver West nor
Colorado Mills Mall isin Golden. | yundary on South Golden
Road is roughly wi SSes | nterSeets h Golden Road at the King
Soopers devel og it isimportant to communicate what 1S in

Golden. For & pot complex and Heritage Square.

TACTICS:

ribed below. The campaign will also be structured in away that
encourages individualized interpretations of the messaging. Itis

1. YouTube Videos
a. Residents and merchants would be encouraged to produce very short videos
(under 60 seconds) that would exemplify how Golden merchants and services
could supply a particular need.
b. GURA and/or EDComm could provide inexpensive, uncomplicated video
cameras to facilitate the program. For example, “Flip” video cameras are about
$120 each.
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c. The videoswould then be posted via Y ouTube and hosted at Golden.com.

d. The videos would be purposefully amateur, mostly unrehearsed, and “down
home.” They would be shot from a loose script that highlights buying a specific
product or service from a specific merchant in Golden We would provide the
script and the producer would choose the business or service to feature.

e. Since the videos cost nothing, take hardly any time to brainstorm or produce, and
are home spun and goofy, they should catch on. The ideais for people to want to
produce their own and post it, and for people to be motivated to return to the
website frequently to watch all of the goofy yet informational 60 second videos.

2. Posters that feature photographs of Golden’s many ameniti e posters would also
have the “We are Golden” slogan associating the ameni buying locally and a link
to the Buy Local campaign website.

3. Stories of buying locally. We would encourage p of their positive
experiences in buying locally. Stories could be ablog, or via

and hopefully interesting or funny enough
4. We Are Golden/Buy Loca website. The w en.com appears to be the
Site is a private, for-profit
videos, posters, stories, as well
as information about the benefi e posted to this site.
Additionally and very important!
postings.
5. Tablesand/or staff at al the variou
etc) and all the com

ign.
. Street pole ba 5 and thanks

. Arch banners

15. Vision 2030@guld also promote the campaign.

16. Support for charities or causes. A potential additional element to the campaign isto
associate with fundraising for a socia concern.

17. The campaign should stress “buying” as opposed to “shopping” to convey the idea that
thisis about a meaningful shift in buying habits, not just for luxuries and discretionary
expenses.
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