
ACTION MAY BE TAKEN ON ANY AND ALL ITEMS LISTED ON THE AGENDA 

ACCOMMODATIONS FOR DISABLTIES MAY BE MADE UPON REQUEST. 

 

  
  

 TOWN OF ELIZABETH 

  

TOWN OF ELIZABETH 
MAIN STREET BOARD OF DIRECTORS REGULAR MEETING AND WORKSHOP 

Monday, May 08, 2023 at 8:30 AM 
Town Hall, 151 S. Banner Street 

CALL TO ORDER 

ROLL CALL 

AGENDA CHANGES 

UNSCHEDULED PUBLIC COMMENT 

CONSENT AGENDA 
1. Minutes of the Regular Meeting of April 10, 2023 

NEW BUSINESS 
2. Discussion regarding TOE 5K Run 

3. Discussion regarding Pickaxe 

4. Discussion regarding May 25th Main Street Networking Event 

STAFF REPORT 
5. Staff Report 

BOARD REPORTS 

ADJOURNMENT 

 

The Regular Meeting Will Begin Immediately After the Technology Workshop 
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MAIN STREET BOARD OF DIRECTORS – RECORD OF PROCEEDINGS 

APRIL 10, 2023 

 

CALL TO ORDER 

The Regular Meeting of the Main Street Board of Directors was called to order on Monday, March 

10, 2023, at 10:02 AM by President Tedd Lipka. 

   

ROLL CALL 

Present were President Tedd Lipka, Vice President Linda Bulmer, and Board Members Jeff 

Struthers, Michael Hussey, Kurt Prinslow, Brandon Jeffress, and Carrie Wedel. There was a quorum 

to conduct business.  

 

Also present were Community Development Director Zach Higgins, Planner/Project Manager 

Alexandra Cramer, Deputy Town Clerk Harmony Malakowski, and Community Development 

Administrative Assistant Dianna Hiatt. 

 

AGENDA CHANGES 

No changes from Staff. 

 

No changes from the Board. 

  

Agenda set. 

 

UNSCHEDULED PUBLIC COMMENT 

There was no unscheduled public comment. 

 

CONSENT AGENDA 

1. Minutes of the Regular Meeting of March 13, 2023 

Motion by Mr. Hussey, seconded by Mr. Prinslow, to approve the minutes from March 13, 

2023. 

The vote of those Board Members present was unanimously in favor. Motion carried.  

 

NEW BUSINESS 
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2. Discussion regarding Town of Elizabeth 5K Run and possible Committee creation 

Vice President Bulmer and Board Member Wedel will serve on the 5K Committee. More 

information will be forthcoming after the next meeting in May. 

 

3. Discussion regarding Gesin Lot Monument 

The Board instructed staff to proceed with the RFP as presented. 

 

4. Discussion regarding Main Street NOW conference 

President Tedd Lipka, Mr. Jeffress, and Mr. Higgins provided updates and takeaways from the 

Conference. 

 

5. Discussion regarding the May Main Street Networking Event 

Discussion around the upcoming May event. Mr. Hussey suggested having a larger more formal 

event this summer and inviting other nearby agencies to attend. Staff will start to coordinate 

an event tentatively scheduled for July. 

 

6. Discussion regarding 2023 Ornament – Images and Manufacturer 

The Board would like to stick with Tom Pollard designs but would like to investigate 2D options 

for this year’s ornament. 

 

STAFF REPORTS 

 Mr. Higgins provided an update regarding sidewalk repair on Main Street. 

 Mr. Higgins provided an update regarding development of the Gesin Lot. 

 Mr. Higgins provided an update regarding Grant application opportunities and timelines. 

 

BOARD REPORTS 

 Vice President Bulmer confirmed dates for someone to speak to the Board regarding the 

5K. 

 President Lipka requested an update on picnic tables for Running Creek Park. Discussion 

followed. 

 

ADJOURNMENT 

Motion by Mr. Hussey, seconded by Mr. Jeffress, to adjourn the meeting at 11:49 AM.  

The vote of those Board Members present was unanimously in favor. Motion carried. 
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___________________________________                        __________________________________ 

President Tedd Lipka                                                               Deputy Town Clerk Harmony Malakowski 
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TO: Main Street Board of Directors 

FROM: Zach Higgins, AICP Community Development Director 

DATE: May 08, 2023 

SUBJECT: Town of Elizabeth 5k 
 

 

SUMMARY 
Staff is considering opportunities which could promote Historic Main Street and its businesses. 
Many surrounding communities hold 5k runs as family friendly events that serve their own 
communities as well as draw crowds from outside their own Town boundaries.  Staff feels that the 
Main Street Board could fund, seek sponsorships, organize, and help run a 5k to promote the 
Town’s Historic Main Street. Given the planning that would be required, Staff suggests the race to 
occur sometime between July and September 2023.  
 
Staff has found the following general items make up the bulk of planning for a 5k: 

 Choose a theme 

 Plan your route 

 Get the proper permits and permissions 

 Set a budget 

 Set an official date and time 

 Create an event page or website 

 Recruit sponsors 

 Marketing 

 Order Race Day gear and essentials 

 Recruit and organize race volunteers 

 Coordinate with local government for police and medical assistance 

 Coordinate cleanup effort 
 
BUDGET 
The Main Street Board currently has a full yearly budget of $33,000. The MSBOD has allocated 
$12,125 of that budget leaving $20,875 currently unallocated.  
 
The 5K Committee has put together a preliminary budget to be considered which totals $16,000. 
This includes: 

 T-shirts & medals: $5,000 (150 each) 

 Signage, advertising: $2,500  

 Event Coordinator: $2,500  

 
 

TOWN OF ELIZABETH 

COMMUNITY DEVELOPMENT DEPARTMENT 
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 Running Company Rentals: 
o Arch - $100 
o Generator - $50 
o Timing Clock - $75 
o Bibs - $20 per 100 

 Porta Pot Rental: $1,000 (2 regular, 1 handicap)  

 Photographer: $500 ($250/hour)   

 DJ: $1,000  

 Breakfast: $1,000 (~$7/150 ppl for pancakes)  

 Drinks: $750 ($5/150ppl)  

 Fun Run Equipment: $1,000 (100 kids)  

 Miscellaneous Expenses: $425 
 
Tentative Event Coordination Timeline: 
 
March – Decide on Theme, Vet additional scope items, set a budget, set official date and time 
April – Decide on a design for Marketing/T-shirts, permits and permissions 
May – Reach out to vendors and other stakeholders with details, create event page or website, 
recruit sponsors 
June – Begin formal advertising 
July – Continue advertising/open ticket sales, order race day gear, recruit and organize race 
volunteers 
August – Coordinate cleanup effort 
September – 09/23/2023 Event Date 

 
STAFF RECOMMENDATION 
Continue to provide Staff with direction regarding the creation of a Town of Elizabeth 5k. Assign 
tasks to MSBOD members to meet milestones.  

 
ATTACHMENT(S) 

 
 Proposed Logo 
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HUSTLE
5K in HISTORIC ELIZABETH5K in HISTORIC ELIZABETH

RAIL RUNNERS HIGH PLAINS

STAMPEDE
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MAIN STREET
5K5K

HISTORIC ELIZABETH HISTORIC ELIZABETHMAIN STREET
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Elizabeth 
Main Street
PICKAXE REFRESH
MATT ASHBY & BEN MULDROW
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Branding Tools

Page 10



Page 11



I am your Accent Typeface

I am your Secondary Typeface

I am your Primary Typeface
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COLORADO
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Your Home, By Nature

COLORADO COLORADO

COLORADO

HISTORICHISTORIC

HISTORIC HISTORIC
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ELIZABETH
Main Street
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ELIZABETH
Main Street
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Tree LightingMAYORS
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HUSTLE
5K in HISTORIC ELIZABETH5K in HISTORIC ELIZABETH

RAIL RUNNERS HIGH PLAINS

STAMPEDE
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Prime 5
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DONORS1

2

3

4

5

OWNERS

PUBLIC

VOLUNTEERS

GOVERNMENT

FIVE AUDIENCES OF MAIN STREET

Sponsors 
Donations 
Members 
Investors 
Planned Giving

Business 
Building 
Property 
Developer

Customers 
Citizens 
Event Goers

Board 
Committees 
Events 
Service
In-kind

Mayor  & Council 
Schools 
County 
Chambers 
CVBs
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DONORS
MAIN 5 AUDIENCES OF MAIN STREET

Our donors help us to exist. But we don’t want it to be charity, we want it to be earned. Busi-
nesses investing in our organization, gaining exposure, leaving a legacy, and support the place 
they call home. We want to be the organization known for getting things done. And a move-
ment worth investing in. 

SHOW HOW FUNDS ARE USED
TESTIMONIALS
BOOTHS AT EVENTS
SOCIAL MEDIA STORIES
VACANT WINDOW KIOSKS

EVENT ATTENDANCE
SOCIAL REACH
INCOME
WILLINGNESS TO GIVE
DONOR SATISFACTION SURVEY

WHY IS MAIN STREET IMPORTANT TO 
DONORS?

START HERE

STRATEGIC TACTICS MEASURABLE RESULTS

We believe that Main Street is a wise investment
We believe that this is a smart way to build business
We believe that Main Street can help leave a legacy
We believe that Main Street is an efficient way to advertise
We believe that supporting grassroots economic development makes 
your support of your community apparent
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WHY is our organization important to your donors?

DONORS

When do you need to communicate to this audience most over the year?

Who will you attempt to 
connect with?

Who will lead these efforts?

How will you communicate to this audience?

Page 51



GOVERNMENT
MAIN 5 AUDIENCES OF MAIN STREET

Our elected officials and city staff are some of our greatest partners. Main Street presents 
to beautiful opportunity to be involve in the future of the community in a non-political 
fashion, while communicating to the constituents and making them love their place. Jobs, tax 
base, private sector investment, small business support, Main Street offers it all.

SHOWCASING PROGRESS 
VOTER OPINIONS
REPORTS TO COUNCIL
PERSONAL INTERACTIONS  
NOTES FROM OWNERS
MAYOR COFFEE HOURS

BUDGET
FUNDING
SUPPORT
EASE OF PARTNERSHIPS
A SEAT AT THE TABLE

WHY IS MAIN STREET IMPORTANT TO 
THE GOVERNMENT?

START HERE

STRATEGIC TACTICS MEASURABLE RESULTS

We believe that Main Street are the Pioneers of ‘
  Economic Development
We believe that growing tax base and growing jobs starts at the heart 
We believe that Main Street makes the Government’s job easier
We believe that Main Street is the most efficient way to leverage 
Financial improvement
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WHY is our organization important to the government?

GOVERNMENT

When do you need to communicate to this audience most over the year?

Who will you attempt to 
connect with?

Who will lead these efforts?

How will you communicate to this audience?
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OWNERS
MAIN 5 AUDIENCES OF MAIN STREET

The owners are so very important to our districts. They are the building owners, the business 
owners, the property owners, developers and prospects. They are the ones who are putting 
their blood, sweat and tears into the district. They have the HIGHEST level of risk involved or any 
audience. The best way to think of it, the owners are putting on a major event each and 
every day, and are doing it on their dime. 

SPOTLIGHT CAMPAIGN
CROSS PROMOTION
PERSONAL CONNECTION
FACEBOOK GROUP
PARKING SUPPORT

STOREFRONT OCCUPANCY
INCREASED SALES
FOOT TRAFFIC
BUSINESS REVENUE
SOCIAL MENTIONS
NEW BUSINESS
AVERAGE AGE PER UNIT

WHY IS MAIN STREET IMPORTANT TO 
OWNERS?

START HERE

STRATEGIC TACTICS MEASURABLE RESULTS

We believe that business owners should prosper
We believe customers will love our district
We believe that our buildings deserve love, and we build the 
       economy to support that love
We believe profit is good
We believe that loyalty comes from experiences 
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WHY is our organization important to your owners?

OWNERS

When do you need to communicate to this audience most over the year?

Who will you attempt to 
connect with?

Who will lead these efforts?

How will you communicate to this audience?

Page 55



VOLUNTEERS
MAIN 5 AUDIENCES OF MAIN STREET

Our volunteers are our engine and our vision. They fuel everything we do. They truly bring 
downtown to life. We owe it to them to respoect their time, and respect their talent. We must 
offer single service opportunites. And we must make it fun.  

FOCUS ON EFFICIENCY
SINGLE SERVING SERVICE
ASK FOR WHAT YOU NEED
CELEBRATE THEIR HELP
SPOTLIGHT VOLUNTEERS

HOW MANY SHOW UP
HOW MANY COME BACK
SATISFACTION SURVEY
HOW OFTEN DO THEY HELP
DO THEY BRING FRIENDS

WHY IS MAIN STREET IMPORTANT 
TO VOLUNTEERS?

START HERE

STRATEGIC TACTICS MEASURABLE RESULTS

We believe that with Main Street, you can make a difference
We believe that you will feel a part of something bigger
We believe that Main Street is fun and rewarding
We believe that Main Street can be a safe place to make change
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WHY is our organization important to your volunteers?

VOLUNTEERS

When do you need to communicate to this audience most over the year?

Who will you attempt to 
connect with?

Who will lead these efforts?

How will you communicate to this audience?
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PUBLIC
MAIN 5 AUDIENCES OF MAIN STREET

The public are our customers, our event goers, our guests. They are the ones who make 
the market viable. They are the ones who support small business. They are the economy 
builders. The loyal ones who return time and time again. And at Main Street, we help 
people fall in love with our community.

GREAT EVENTS
FULL EXPERIENCES
FEEL AT HOME 
SHOWCASE THE OLD/NEW
UNBOXING VIDEOS
VIRTUAL TOURS

SALES 
CUSTOMERS
ATTENDANCE
STREET TRAFFIC
PEOPLE COMPLAIN 
ABOUT PARKING LESS

WHY IS MAIN STREET IMPORT-
ANT TO THE PUBLIC?

START HERE

STRATEGIC TACTICS MEASURABLE RESULTS

We believe be want to feel special
We believe that events create memories
We believe that traditions are born downtown
We believe that our origin story is important
We believe that downtown is how people become connected to their 
community
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WHY is our main street important to the public?

PUBLIC

When do you need to communicate to this audience most over the year?

Who will you attempt to 
connect with?

Who will lead these efforts?

How will you communicate to this audience?
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Market Resources
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RETAIL 
LEAKAGE
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Retail market 
10 minute drive time

145 Million Purchases

65 Million Sales
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80 MillionEvery year, you lose 
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Online purchases are 22 Million
Communities average 12-15% of 

market size in online sales
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RETAIL 
LEAKAGE
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RETAIL 
LEAKAGE

Page 78



RETAIL 
LEAKAGE
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RETAIL 
LEAKAGE
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Message Resources
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With historic character and a sense of place unmatched in nearby communities, Elizabeth is accentuating the 
built environment with an eye toward driving investment.  With efforts focused on sprucing up the public 
streetscape, Elizabeth is also welcoming new business with a façade improvement program, building support 
for new development and championing historic preservation. 

ELIZABETH Exudes Charm

• Enhanced Streetscape
• Public Art Inspired Street Furnishings
• Install seasonal color via flower plantings 
• Support HAB with Historic District Creation
• Update Design Guidelines

• Revise zoning to increase building height to encourage development of jobs & housing.
• Revise zoning to enable increase lot coverage to increase leasable floor area.
• Complete site plan for Main Street Station
• Discuss public parking at Main Street Station + EV Charging opportunities
• Explore Gesin Lot Use & Development

• Explore opportunities to promote charming businesses

• Support HAB with Historic District Creation
• Build partnerships with development entities to support investment
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Elizabeth is at the center of it all and we’re here to welcome families and friends, innovators and entrepre-
neurs to find their sense of place in our historic downtown.  From family-friendly events like the Friday Night 
Market to quaint shopping and dining opportunities, our focus is elevate awareness of Main Street as a place 
to connect with your neighbors.    

ELIZABETH Embrace

• Design marketing materials for annual events
• Develop plan for Running Creek Park

• Develop event + business linkage strategy for Mayor’s Tree Lighting and Friday Night Market

• Update & distribute maps and materials
• Complete holiday ornament program
• Coordinate Mayor’s Tree Lighting Event

• Coordinate event services, including trash, bands, ADA accommodations, volunteers 
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Historic. Elizabeth. Main Street.  These are the central ingredients for a quality place that isn’t just another subdivision on the Front Range’s 
seemingly unquenchable thirst for growth. This is a place that has a history.  It has a dedicated and passionate community who identify them-
selves as 80107, regardless of whether they live inside City Limits - this spirit of belonging extends well beyond Elizabeth proper.  And this place 
has a street where the focus of all this energy can build into a local movement to welcome you home at last.  The Main Space transformational 
strategy seeks to focus the power of place on Main Street’s physical environment to help cement this stretch as the undeniable center of Eliza-
beth.
To help identify compelling strategies supporting the effort, start by identifying reasons the 5 Audiences of Main Street might benefit from 
Streetscape Enhancements:

ELIZABETH Our Main Place

Owners: (Business, Property)
• Enhanced streetscape improves my property value.
• A more walkable street will increase foot-traffic, helping drive increased sales.
• New infrastructure will reduce development costs for undeveloped properties.
• Wider sidewalks enable opportunities to extend my effective “leasable” space 
for sidewalk displays or outdoor café seating.  

Donors: (Granting Agencies, Foundations)
• A coordinated plan for improvement provides a variety of opportuni-
ties to invest in this community.
• Public art and sustainability initiatives are typical of projects support-
ed by donors.
• A donation today will provide a lasting legacy into the future.

Government:
• Enhanced streetscape creates a desirable investment atmosphere, 
leading to increased property taxes added jobs, and private capital 
investment. 
• More shops and shoppers helps generate increased sales tax.  
• A destination Main Street district imports tax dollars currently leaking 
to neighboring communities and keeps those dollars here at home.  
• Capital projects leave a lasting legacy for years to come.

Volunteers:
• Join the momentum and excitement with an organization 
that is making big things happen.

Public:
• Creating a buzzworthy destination with attractive, 
small-town charm will change perceptions about the entire 
community.
• Building a lively business district helps keep shoppers local.  
• Every visitor is a potential entrepreneur in the making.  
Give them a backdrop to live out their dream.
• Wider sidewalks create an opportunity to comfortably 
stroll along storefronts, while sidewalk café spaces offer 
outdoor seating.  
• Safety improvements, like better lighting, crosswalk 
enhancements, and corner bulb outs make the pedestrian 
a priority and encourage me to walk around the district 
and linger longer.  
• Multimodal improvements like bike racks, trail connec-
tions and flashing crosswalk beacons help me connect to 
downtown from my neighborhood safely and efficiently.
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Main Street Strategy- Surviving Streetscape

There are few things harder than working through a streetscape. The potential for  
disruptions and the need for stakeholders to work together to minimize negative  
impacts are essential in efforts to stage the project and to minimize disruptions to 
downtown commerce. The efforts must strive to bring stakeholders together, to  
identify potential challenges and opportunities related to the project, and to foster  
increased levels of communication and cooperation among stakeholders that play 
a role in overcoming challenges related to the project.

Potential Audiences
• Business Owners 
• Property Owners 
• Customers 
• Lodging Operators 
• Community Visitors

ACTION STRATEGY

Clear, Up to Date, and 
Supportive  
Communication to the 
Business  
Community

• Create Construction Comm Plan 
• Create Facebook Group, Email List, and Call List 
• Establish communication with project scheduler

• Create Short Term Business  
Support or Marketing Grant

• Create Entry Bridges that can 
be painted by local students and 
move as sidewalks are disrupted

• Have a ribbon cutting for each 
and every business as they get 
past the construction. Have a  
constant stream of micro events

• Launch a State of the 
Streetscape Podcast

Local Government Sees 
Main Street as an Essential 
Partner

Customers never stray away 
from downtown just  
because of construction. 
Main Street made this Fun.

The streetscape process is 
seen as one of progress, not 
inconvenience. Main Street 
Made this Better.

The Business feel supported 
through a very hard time. 
Main Street is our Partner.

• Design We’re Still Open Signs 
• Design Banners for district 
• Design Rear Entry Signage 
• Map and Craft Parking Plan 

• Design Mascot 
• Create Open Campaign for Customers 
• Create event to drive customers to business 
• Consider launching a Construction Passport 
• Design Social Media Templates for Businesses 

• Report Business Numbers to Council Monthly 
• Create Business Support Newsletter 
• Share Success and Struggle Stories Appropriately

Use Signage,  
Banners, Rear Doors, and 
Creative Placemaking 
Solutions to Maintain a 
Business-friendly  
Environment

Be a visible Partner  
between DOT,  
Construction Team,  
Community  
Leadership & Business 
Community

Create a campaign  
encouraging customers 
to continue to support 
the district

Goal during Streetscape Actions Get Creative Measure Efforts
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Grant Strategy
As you contemplate the ultimate design for Main Street, consider the 
hot issues that are being funded today.  In recent years, significant 
investment has been focused on transportation enhancements that 
provide safety and multi-modal improvements.  Consider how your 
design improves and addresses safety.  Elements like wider sidewalks, 
crosswalk markings, and lighting are all safety elements.  
Encouragement for non-motorized travel is also often supported by 
grants – things like bike racks, pathway extensions and flashing 
beacons – make it easier to bike or walk downtown.  Even decorative 
planters can have a safety purpose if they are placed correctly in an 
effort to buffer traffic.  

The Main Street Organization point focuses on creating relationships 
and partnerships.  Explore current partnerships to identify how their 
interests might align with the streetscape project.  For instance, 
historic preservation interests might not get too excited about 
sidewalks unless they understand that a fresh streetscape can 
motivate investment in historic buildings.  Be a Dot-Connector and 
help make the linkage for your partners.  Additionally, local 
government might view the project as a capital maintenance 
investment.  However, streetscape enhancements are an economic 
development driver when considering job and sales tax expansion 
possibilities that might result.   

Page 86



Photo Resources

Page 87



PHOTO ASSET CHECKLIST
Main Street Context
Daytime
Nighttime
Winter
Holidays
Festival
Drone

Farmers Market
Setup
Produce Detail
Product Detail
Vendor Shot
Busy Shot
Transaction Shot

Event
Setup
Marketing
Busy Shot
Business Owner
Transaction Shot
People

Business
Storefront Day with People
Storefront Night
Context with People
Product Detail
Owner Shot
Transaction Shot

Restaurants
Restaurant Front-Day
Restaurant Front- Night
Dining Room w/ People
Outdoor Dining w/ People
Food Shot
Serving Shot

Office/Co-work
Building Front
Interior Shot
Employees working
Saavy Logos on things

Parades
Public Safety
Patio Dining
Pets
Bike Racks

Downtown Context with People

Farmers Market Vendor Shot

Restaurant with People

Patio Dining

Parades

Examples
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BRANDTOUCH IMPLEMENTATION CHECKLIST

PHASE 1 PHASE 2

PHASE 3

        Technical Integration
 Install Fonts
 Copy Brand Folder to Local Drive
 Adopt Internal Toolbox with sta!

        Collateral
 Share Brand Resources
 Share Merchadising Examples
 Share Brand Partner Idea List
 Create Volunteer Shirts
 Create Sta! Shirts
 Vehicle Graphics
 Police Badges
 Bench,Trash Can, Public Space Integration 

        Wayfinding
 Plan Strategic Banner Strategy
 Plan Event Banner Strategy
 Explore Partnering for Comprehensive Way"nding System
 Bike Sign System
 Bike Lane Branding
 Guerilla Pedestrian Signs
 Parking Signs

        Printing
 Shopping & Dining Guide
 Organization Brochure
 Parking Cards
 Partner Banners
 Visit Cards
 Hours Signs

        Event Extension
 Logo Adoption
 Social Integration
 Marketing Integration
 Merchandise Expansion
 Signage
 Volunteer Swag

        Adopt Brand
 Board/Council  Adoption
 Share Brand Link with Design Partners 

       Social Media
 Update Facebook Pro"le
 Update Instagram Pro"le
 Update Twitter Pro"le
 Update Pinterest Pro"le
 Load Photos as gallery in Facebook
 Create Pinterest Board with Brand Elements

       Communication
 Update Email Signature
 Adopt Powerpoint Template
 Adopt Digital Letterhead
 Upload Brand Materials to Email Newsletter
 Adopt Envelope Template
 Printer Updated Business Cards

       Online
 Update Colors on Webpage
 Add New Graphics
 Update Favicon
 Add Brand Statement to Website
 Add Styleguide Request
 Add Brand Resources Page

       Other
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HOW TO BE A BRAND PARTNER

BRAND 
MERCHANDISE

BRAND YOUR 
DIGITAL PRESENCE

Hats

T-Shirts

Coffee cups

Decals

Bumper stickers

Bags

Shopping bags

Cycling jerseys

Pint glasses

Guitar picks

Water bottles

Outdoor gear

Polo shirts

Climbing chalk bags

Hiking stick medallions

Rain jackets

Guitar straps

Koozies

Socks

Invent something

CHECK OFF ONE OF 
THE SUGGESTIONS, 
AND YOU ARE A 
BRAND PARTNER!

From here, it’s completely up to you, your 
community, your event, or your organization. 
There’s no proper order, only the things that 
make sense for you!

BRAND YOUR 
PLACE

SHARE WITH US

Request interest icons

Look for brand 

extension opportunities

Organizational logos

Street banners

Wayfinding signage

Open signs

Store hours signs

Shopping & dining 

guides

Advertising

Pocket folders

Visitor guides

Business cards

Brochures

Annual reports

Maps

Trail guides

Shopping bags

Loyalty cards

We would love to hear from you 

about all the amazing things 

you come up with to do with the  

brand. Please share images and 

stories of the brand at work 

with us.

Add logo to website

Add logos to Facebook 

as a gallery

Link from web to com-

munity website

Use hashtag

Share photos of 

branded items

Tweet the web address

Link google photo 

galleries to share

Profile pics

Send other businesses 

and organizations to 

the web address

Instagram people 

having fun
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STRATEGIC EVENT CALENDAR
MAIN5 COMMUNICATION CHANNELS

SOCIAL
Facebook Page

Facebook Merchant Group Page

Facebook Volunteer Group Page

Instagram

Instagram Stories

A
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V
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W
EEK
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LY

Twitter

Pinterest Product Catalog

Pinterest Sweet Shot Catalog

Tik Tok

B
O

A
R

D

D
ESIG

N

P
R

O
M

O
TIO

N

O
R

G
A

N
IZA

TIO
N

EC
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N
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M
IC

 
V

ITA
LITY

WEB/PRINT
Paid Print

Earned Media

Press Releases

Web Updates

Blog Posts

Newsletters

IMPACT Tool

RELATION & PRESENTATION
Council Update

Council Presentation

Organizations Presentation

Volunteer Campaign

Donor Campaign

Sponsorship Single Ask

Building Owner Visits

Business Owner Visits
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JANUARY
STRATEGIC EVENT CALENDAR
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SOCIAL MEDIA STRATEGY
MOnthly Themes for Inspiration

WEEK by WEEK

DAILY POSTS

MOnday

JANUARY

JULY

FEBRAURY

AUGUST

MARCH

SEPTEMBER

APRIL

OCTOBER

MAY

NOVEMBER

JUNE

DECEMBER

TUESday

 TASTE 
TUESDAY

PictureS 
SPEAK

New Starts
& Planning

DIVERSITY
& LOVE

HISTORY & 
CIVICS

ROAD TRIP

Clean & 
Green

BEAUTY & 
COLOR

FALL FOR 
Main STREET

FESTIVALs, 
EVENTS & Fun

MAIN STREET 
FLAVOR

LOCAL 
REDISCOVERY 

HOLIDAY 
TRADITIONS

SHOP SMALL 
OFTEN

TRAILHEAD
THURSDAY

MAIN 
EVENT

WEEKEND
REST REST

MAGIC
StorY
time

WEDNESday THURSday FRIday SATURday SUnday

Gallery Photo Food Pic HIGHLIGHT 
PRODUCT PROMOTE EVENTS STORY DURING 

EVENTS

ACTIVITIESMenu Pic

Server Video

Dessert Post

BEHIND THE 
SCENES

Owner Image

HistorIC IMAGE

Viewer Poll

Ask a Question

Thank your Fans

VIdeo Tour

Unboxing Video

This or That?

INSPIRATIONAL 
QUOTE
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Thank You!
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TOWN OF ELIZABETH 
COMMUNITY DEVELOPMENT DEPARTMENT 

   

 

 
▪ PO Box 159, 151 S. Banner Street ▪ Elizabeth, Colorado 80107 ▪ (303) 646-4166 ▪ Fax: (303) 646-9434 ▪ 

www.townofelizabeth.org 
 

TO:  Main Street Board of Directors 
FROM:  Zach Higgins, AICP Community Development Director 
DATE:  May 08, 2023 
SUBJECT: Staff Report 

 
 

STAFF REPORT 

1. Streetscape Design Update 

a. The Board of Trustees approved the PSA with CORE Engineering for the 

Streetscape Design on 01/11/2022.  

b. The certified letter was distributed to property owners and business owners on 

01/14/2022. 

c. The Revitalizing Main Street Grant application was completed and sent to CDOT 

on 02/04/2022 before the deadline. 

d. Second Public Meeting occurred on June 30th at 6:00pm. 

e. A second certified letter has been distributed to property owners to notify 

regarding the second public meeting on June 7th. 

f. The third public meeting has been set for 10/13/2022. 

g. The Board of Trustees have heard progress on the project and provided further 

direction at their 09/13/2022 workshop. 

h. Streetscape Design Check In meeting was held and feedback received. The 

feedback received will be presented to the BOT in a memo at their 11/15/2022 

meeting. 

i. The Add Services agreement with CORE was approved by the BOT on 

11/29/2022. 

j. The BOT heard Main Street recommendations from Stolfus related to their Old 

Town Traffic Study at their 02/14/2023 BOT meeting. 

k. Staff received direction from the BOT at their 02/14/2023 regarding parking and 

traffic movement on Main Street. The BOT tabled the resolution to update the 

street cross-sections in order to obtain additional information. 

l. MSBOD and BOT met on 04/01/2023 for a work session. BOT gave direction on 

Streetscape. Staff is working on implementing direction. 

m. The Streetscape Amendment #2 will go before the BOT on 05/09/2023 for 

approval. 

2. Gesin Lot 

a. The Board of Trustees was presented with a proposal regarding the Gesin Lot by 

Gene Gregory. The Town is acquiring property valuation before continuing 

discussions with Mr. Gregory. 

b. The Board of Trustees is exploring additional options for the Gesin Lot before 

continuing conversations with Mr. Gregory. 
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COMMUNITY DEVELOPMENT DEPARTMENT 

   

 

 
▪ PO Box 159, 151 S. Banner Street ▪ Elizabeth, Colorado 80107 ▪ (303) 646-4166 ▪ Fax: (303) 646-9434 ▪ 

www.townofelizabeth.org 
 

c. Mr. Gregory presented his latest proposal to the BOT on 02/28/2023. The Town 

is putting together a price for the property to be considered. 

d. The Board of Trustees has decided to not pursue Mr. Gregory’s proposal further 

at this time. 

e. Staff will be seeking a site feasibility study for the Gesin Lot through DOLA. 

f. The monument sign/clock tower RFP has been distributed. The proposals will be 

reviewed on 05/11 at 2pm. 

3. Ornaments 

a. Tom Pollard has provided pricing for this year’s ornaments. The total will be 

$2,195.00 which includes art and tooling, 200 ornaments, boxes with info sheet, 

and shipping.  

4. Training Update/Reminder 

a. Alert Staff of any trainings you feel are relevant. 

b. DOLA Main Street Program provides monthly trainings online. 

5. WiFi on Main Street 

a. Town working with Maverix to provide wireless internet service to Main Street 

and possibly Running Creek Park 

6. First quarter stats have been submitted to DOLA.  
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