Recommendations

Recommendation #32

Recommendation #33

Recommendation #34

Contract with the Theatre Festival Organization

Begin Implementation of Outdoor Dining,
Outdoor Vendors, Outdoor Entertainers, and
Downtown Wi-Fi

Hire Architectural and Engineering Services for
the Theater Complex

One or two people will work with EFEI on developing
facilities, detailed business and marketing plans,
agreements with property owners, and working on
housing needs for the development of the Theatre
Festival.
Plan for the Theatre Festival to begin its first season
in 2014. The years 2012 and 2013 will be preparation
years for developing the theater facilities and
program.

Begin installation of decks for restaurants to
accommodate outdoor dining and small areas for
street entertainers. Outdoor music should all be
non-amplified. Start bringing in the street musicians
and performers, and encourage restaurants to host
outdoor dining.

El Dorado Festivals & Events will be the lead
organization working with the City and other
agencies for the development of the Theatre
Complex. Hire architectural and engineering services
to develop the plans for this complex. It will take
approximately eight to ten months to complete this
work.

Wi-Fi installation should be complete and available.
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Recommendation #35

Recommendation #36

Fabrication and Installation of Phase II of the
Wayfinding System

Contract for Public Relations Services

Begin the fabrication and installation of the second
phase of wayfinding.

You build your brand through public relations;
advertising is used to maintain your ownership
position. Contract for professional PR services
at approximately $10,000 per month to “spread
the word” about El Dorado and to promote the
“Showtime” brand. The firm should focus on festivals
and events.
The PR firm should expand the Press Room on the
new website, adding more features that focus on the
Theater Festival. They should utilize all forms of social
media to get the word out – Facebook, Twitter, etc.
Public relations will be more effective than advertising
during the early stages of brand development. Public
relations provides valuable third-party endorsement.
Readers consider published articles about a
destination far more credible than advertising about
the same place. Editorial features are also read three
times more often than ads.
For every dollar invested in public relations, there is
typically a three dollar return in “earned media” (the
equivalent of the cost if you had to pay for the space).
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Recommendation #37
Begin to Change Public Art Downtown
“America’s Original Boom Town” is a large part of El
Dorado’s heritage and identity, and we recommend
that the existing large public art elements, such
as those at Heritage Plaza, remain to memorialize
the community’s history. However, this branding
development effort is presenting El Dorado’s “second
act.” We recommend that the oil barrels in downtown
El Dorado gradually be replaced with other pieces of
public art that would play up the four pillars of this
branding effort:
• The Arts (applied, visual, performing)
• Music
• Food
• Education
For example, the photo [right] shows a festive
atmosphere in Asheville, North Carolina promoting
music. This photo was taken in front of the Civic Center.
Public art ideas include statues:
•

A mother reading to a child (or two) – education

•

People playing musical instruments

•

Picking an apple from a tree

•

An actor on stage in costume

Some public art could simply be whimsical to promote
the festive atmosphere of El Dorado, which this plan
works to enhance. Like the existing art, you want it to
be colorful, fun, engaging, and good enough to evoke
conversation and create a photo opportunity.

Asheville, NC

The existing barrels could be placed (not tossed) as
part of the public market, when it opens, or as part of
landscape features in some of the new development
projects coming into downtown El Dorado.
The idea is to gradually have the focus of public art
move to these four pillars to reinforce the “New El
Dorado of the 21st Century” – the city’s second act.

Vacaville, CA
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Recommendation #38

Recommendation #39

Recommendation #40

Begin Construction of the Theatre Complex

Revisit the Branding, Development & Marketing
Action Plan

Grand Opening of the El Dorado Theatre Festival

After all the work completed over the last two
years of implementation, El Dorado will have seen
many changes. Branding Plans are very fluid, and
implementation can involve changes not foreseen
when the original plan was developed. In addition,
people may change roles, and the focus can be lost.
If plans aren’t updated every two years or so, they can
lose relevance and momentum.

The grand opening of the Theatre Festival should be
a regionally produced soft-opening to work through
any issues that may arise. This soft-opening will be a
preparation for the 2015 full-run festival.

After all the preparation, it’s finally time to begin
construction of the Theatre Complex! This will take
approximately 14 months to build-out.

Refinements should be made to the capital projects,
marketing, organizations, and funding, as needed.
Approximate cost: $25,000
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Supplemental Information

Downtown Idea Book
This page: Cambria, California (left)
Ellicottville, New York (top right)
Carmel, California (bottom right)
Opposite page: Blaine, Washington
(top left)
Asheville, North Carolina (top and
bottom right) illustrate the power of
outdoor seating and dining areas.
Cannon Beach, Oregon (bottom
left)
All of these places “look”
upscale and inviting, and all are
exceptionally successful and have a
strong year round tourism industry.
Their beautification efforts are also
year round, not just seasonal.
Note the use of decorative
perpendicular signage, flowers,
outdoor seating.
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Downtown Idea Book
This page: Asheville, North Carolina
(top left) showcasing outdoor
dining); Banff, Alberta (top right
and bottom left)
Battle Creek, Michigan (bottom left)
Opposite page: Asheville (top left
and right)
Cannon Beach, Oregon (bottom
right)
Battle Creek, Michigan (bottom left)
In life we have a “First Place” which
is our home, a “Second Place,”
which is where we work, and the
“Third Place” is where we go to
hang out or to meet friends or
family. Third Places are gathering
places, frequently downtowns,
and have key elements: after hours
entertainment and activities,
destination retail shopping, and
beautiful surroundings.
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Downtown Idea Book
This page: Pittsburg, California
(top) - garden structures and water
features are growing in popularity
and create a sense of intimacy
Median landscaping (changed
three times annually) including
trees, annual color, decorative street
lighting, and pole banners in North
Adams, Massachusetts (bottom left)
A restaurant in Newport, Rhode
Island (bottom right)
Opposite page: A retail shop in
Pendleton, Oregon (left)
Downtown Oxnard, California (top
right)
The Pearl District in Portland,
Oregon (bottom right)
Note the use of vibrant flowers,
street trees, decorative lighting.
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