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EXECUTIVE
SUMMARY



North Topeka Arts District (NOTO) is located across the river north of downtown 
Topeka. NOTO offers a variety of activities to attract locals and visitors to the 
district including art, shopping and dining. 

Capital Creative designed the Noteworthy in NOTO campaign to be geared 
toward millennials. This campaign provides research-based strategies and tactics 
that will help our client solidify a NOTO brand “personality” online and bring 
more local and regional visitors to the area. 

Throughout this plansbook, we suggest ways to improve NOTO’s online presence 
and to revamp its social media channels. We expect these tactics to generate 
positive word-of-mouth reviews that will ultimately encourage new visitors into 
the district. Through showcasing the stories of NOTO businesses, we anticipate 
a more unified sense of pride among the business owners, which will only further 
add to the newly solidified NOTO brand “personality.”   

We also suggest a passport program to encourage new (and old) visitors to 
come into the district and make their way through all the various businesses over 
the next year. We expect these tactics to bring more visitors to the district than 
previously while also introducing those who do come into the district to try new 
restaurants, shops and galleries.

Capital Creative Executive 
Summary
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Situation Analysis
NOTO Arts District Overview

North Topeka Arts District (NOTO) is located 
across the river north of downtown Topeka. NOTO 
offers a variety of things to attract locals and visitors 
to the district including art, shopping and dining. 
Most of the NOTO businesses are “mom-and-pop 
shops” with limited business hours during the week. 
On the first Friday of each month, NOTO 
participates in the “First Friday Artwalk” held across 
Topeka. During First Friday’s, the businesses within 
the district come together with additional vendors 
to sell and create artwork and interact with the 
community. These events typically bring in more 
than 3,000 visitors to the district. 

In April 2016, Heartland Visioning, North Topeka 
Arts District Association and Redbud Foundation 
started a major planning initiative to address the 
future of NOTO Arts District. 

This master plan aims to improve and innovate 
under the following four pillars:
• GROWTH: Expand boundaries, add businesses, 

have NOTO considered as a “walk-to” shopping 
and social hub

• DEVELOPMENTS: Redevelop key opportunity 
sites, new residential development, improve 
parking opportunities

• ENHANCEMENTS: Establish a “sense of 
place” by improving and beautifying NOTO, 
improve existing public spaces, signage system 
and public art

• MANAGEMENT: Reorganize NOTO 
stakeholders by creating numerous committees 
to oversee specific facets of NOTO such as the 
Arts Center Committee, the Business Advisory 
Committee, Artist Advisory Committee and 
NOTO Anonymous Committee

In addition to this plan, NOTO would like a 
new promotional calendar, improved social media 
marketing, retail promotions and special events 
to increase both local and regional visitors to the 
district. 

NOTO occupies the 800 & 900 blocks of N. 
Kansas Ave. As of June of this year, NOTO First 
Friday visitors can utilize the free shuttle that loops 
from Downtown Topeka to NOTO every 15 minutes 
and runs from 6 p.m. to 9 p.m.

Currently there are 42 active businesses that 
reside in the historic buildings of North Topeka and 
comprise the NOTO Arts and Entertainment District. 

Many of the NOTO businesses find that their 
busiest hours of operation occur during the monthly 
First Friday Artwalks. During the First Friday events, 
visitors can experience live music and concerts, 
art galleries and exhibitions, food and drinks, and 
antiques and shopping. Other past NOTO events 
include Class Movie Night, 2018 Service Crawl, 
Two Block Chalk Walk, and an Arts & Antique 
Fair. This past year, NOTO held its own Buskerfest 
for the first time with acts including The Singed 
Ginger, The Astonishing Curtis, The Flying Debris 
Show, Pyrocatz, The Last Carnival Aerial Acrobats, 
Mooncalf the Magician and the Topeka Highschool 
Drumline.  

Aside from the Art Walks, many businesses hold 
their own independent events. The Wheel Barrel 
holds the most events on their own including game 
nights, live music and more.

Products & Services NOTO Offers

Market Analysis
The arts district industry is a popular and growing 

industry. Hundreds of cities around the United 
States have some type of arts district. According to 
Planning and Urban Design Standards, there are five 
types of arts districts:
 • Cultural compounds
 • Major cultural institutions 
 • Arts and entertainment centers 
 • Downtown arts districts
 • Cultural productions districts

NOTO falls into the arts and entertainment 
center category. Districts within this category tend 
to be smaller and include attractions such as small 
theaters, private galleries, restaurants and other 
entertainment establishments. They have a more 
intimate feel when compared to larger arts districts. 
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Within the last five years, NOTO has continued to 
open more businesses, galleries and restaurants. It 
is currently in the beginning stages of a rebrand and 
a capital campaign to raise money to improve the 
district with the addition of the Rosebud Garden. 
NOTO’s biggest competition are the arts districts in 
Kansas City, Missouri, and Lawrence, Kansas. 

Kansas City’s art district is larger and more 
recognized by locals. Kansas City has a much larger 
potential market for its arts districts than Topeka 
with a population of 490,000 compared to Topeka’s 
population of 126,000. While Lawrence has a smaller 
population than Topeka, the Lawrence population is 
generally more liberal and artistic. 

Research shows that successful arts and 
entertainment districts usually offer weekly or 
monthly recurring events. The majority of these 
districts offer a variety of dining options as well as 
places to purchase craft beer and specialty drinks. 
Small hole-in-the wall bars and beer gardens are the 
most popular attractions. In many instances, food 
trucks come into the district to offer even more dining 
and drink options for people as they walk around 
and browse the local businesses. Similar to NOTO’s 
First Friday Artwalks, Kansas City participates in its 
own First Fridays. 

Other trends found in thriving arts and 
entertainment districts include offering places 
where consumers can produce their own art, such 
as pottery and painting classes, and providing live 
music or other forms of entertainment. While most 
arts districts are close in proximity to other urban 
areas such as downtown or retail districts and can be 
accessed easily by foot, some require a short drive 
to get there. In bigger cities such as Kansas City, 
public transport services take people to and from 
the arts district. For those who choose to drive to the 
district, adequate parking is essential to encourage 
repeat patronage.

Arts districts usually share a market with the 
downtown urban area. Downtown areas are usually 
larger and garner more business and thus more 
consumers. However, if the arts district within the 
same city is close in proximity or has a lot to offer, it 
will still garner consumers and foot traffic. 

This campaign will focus on millenials between 
the ages of 25 to 36 because the largest age group 
in Topeka (ages ranging from 25-44 years old) 
represents 26 percent of the total population. This 
age group is important to target because they are 
young enough to be interested in the fun events 
that are going on in NOTO, yet old enough to have 
some discretionary money to spend while they are 
there. A lot of these people go to the three main 
universities located in Topeka, which are Washburn 
University, Washburn Institute of Technology and 
Marinello Schools of Beauty-Topeka. Another 
reason we feel this age group would benefit NOTO 
is because millennials typically use various social 
media platforms, which is important when trying to 
quickly and cost-efficiently promote the events and 
activities in the district.

Target Audience Profile

49.9% Washburn University

37.7% Washburn Tech

6.91% Marinello School of Beauty

Millennials are known for being the largest and 
most diverse generation in the U.S. This age group 
includes people born in the early 1980’s to the 
early 2000’s. As of 2016, the number of millennials 
reached 71 million while the number of boomers 
(ages 52 to 70) reached 74 million. In 2019, the 
number of millennials is projected to surpass the 
number of boomers by one million as the number of 
boomers declines.

Millennials have grown up in a world where 
technology and the internet has continued to 
advance and shape their lives. According to an 
article titled Smart Insights, millennials use their 
smartphones on an average of 45 times a day. 
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Social media is huge for millennials and, they use 
the different platforms as much as 100% more 
than Baby Boomers. The most popular platform 
for this generation is Snapchat. When it comes to 
transportation, millennials rely heavily on Uber, Lyft 
Since the Internet has become such an integral part 
of their everyday lives, most of the shopping they 
do is online. 

Millennials are known for being more adventurous 
than previous generations. They appreciate different 
cultures and are open to trying new foods. One 
thing they like to see when they go to events are 
food trucks because the food is not considered 
“mainstream.” Another thing they like to branch out 
on is music genres. They enjoy old school hip-hop, 
classic rock, 80s music and heavy metal.

Most millennials would choose experiences over 
material things because they like to feel a part of 
something. They find much more joy in doing an 
activity than buying an expensive piece of clothing. 
Their favorite physical activities have recently 
switched from baseball and basketball to urban 
centric activities like parkour and MMA. 

• BUDGET: The current marketing budget is 
roughly $6,000 limiting NOTO’s amount and 
quality of marketing and advertising efforts.

• FUNDING: NOTO doesn’t receive the same 
kind of funding that Downtown Topeka receives, 
making it difficult for the district to attract the 
same sized crowds. 

• TRAFFIC: NOTO and the businesses there see 
quite a bit of traffic on the first Friday of every 
month for the artwalk, but see significantly less 
traffic on regular business days.

• COMMUNICATION: With a Board of 
Directors and 40+ businesses, it may be hard 
to communicate and come to an agreement on 
topics regarding the district.

• SOCIAL MEDIA PRESENCE: There is a lack 
of online presence. The official @NOTOarts 
Twitter account has not posted a tweet since 
2010. NOTO does not have an official Instagram 
account.

• PERCEPTION: There is a general perception 
of Topeka that there is not much to do. The area 
is also considered slightly unsafe after dark.

Challenges Facing the Client

Regional Visitor Persona: 

Sam Henning is a white, 22-year-old man who is 
majoring in graphic design at the University of 
Kansas. He is not sure what he wants to do when he 
graduates, but he knows he wants to apply his artistic 
talent on a daily basis. He spends a lot of his time 

in the design school building, 
due to his class schedule and 
his job working the front desk. 
In his spare time, he enjoys 
drawing, painting and reading 
about art history. He uses 
Instagram to share his artwork 
and get inspiration from other 
people and artists that he 
follows. Sometimes he gets on 
Facebook to connect with his 
family, and stay up to date with 
his favorite art museums and 
events. He occasionally uses 
social media to sell his artwork.

Local Visitor Persona: 
Sarah Jones is a 26-year-old black woman who just 
graduated from law school at Washburn University. 
She is an attorney in the legal department for Kansas 
Bankers Association. She makes a yearly salary of 
$60K, lives comfortably in 
Topeka, and travels to see 
her favorite bands perform. 
Sarah enjoys going to concerts 
because she prefers spending 
her money on experiences, 
rather than buying tangible 
items. Her days are extremely 
busy during the week, but 
she loves to spend time with 
her friends on the weekends. 
She actively uses Instagram, 
Facebook and Snapchat to 
share pictures and keep in 
touch with family and friends.
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Topeka covers over 61 square miles and is located 
in Shawnee County, Kansas. The World Population 
Review reports that Topeka has a population of over 
126,000 in 2018. 

There are slightly more women than men living 
in Topeka, with women making up 52.2 percent of 
the population. The largest age group represents 
26 percent of the population and those people 
range from 25-44 years old. The next largest age 
group is under 18 years old and they represent 25 
percent of the population. The third largest are at 
least 75 years old representing 14.3 percent. The 
overall average age is 36.9 years old. There are a 
total of 5,189 businesses. 47 percent of businesses 
in Topeka have 1-4 employees.

Topeka Demographics

According to Data USA, there are 52,724 
households in Topeka with an average household 
income of $43,740 annually, which is reported to be 
less than the median annual income for the United 
States. Households with the largest shared income 
range from $75,000-$100,000 annually.

Secondary Research

Income and Poverty

126,000p e o p l e

52.2% w o m e n

m e n  47.8%

26% o f  t h e  p o p u l a t i o n

i s  2 6 - 4 4  y e a r s  o l d

$43, 740
a v e r a g e 

h o u s e h o l d 
i n c o m e

The RedBud Foundation
The RedBud Foundation of Topeka is a privately 

held foundation created by Glenn and Claire 
Swogger. Its primary efforts focus on the areas of 
arts, culture and humanities. In the 2016 fiscal year, 
the RedBud Foundation donated a total of $1.6M 
($170,000 of which went to the North Topeka Arts 
District and $90,646 went to the NOTO Community 
Resources Council).
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Funding Opportunities for 
the Arts

The Americans for the Arts organization claims 
that 60% of a nonprofit arts organization’s revenue 
comes from its earned income (i.e. direct income 
from ticket sales, membership dues, etc.), while the 
other secondary sources of income for nonprofit 
arts organizations in the United States include: 
24% from individual donors, a combined 9% from 
federal, state and local grants for the arts, 4% from 
foundations, and 3% from corporate donations. 

• The National Endowment for the Arts funds 
both new and pre-existing projects with grants 
from $10,000-$100,000.

• The Mid-America Arts Alliance provides 
grants, through collaboration with the NEA, 
directly to arts organizations within the midwest. 
For instance, in 2016, the M-AAA donated over 
$19,500 to the Kansas City Ballet Association.

• The Kansas Creative Arts Industries 

Commission grants money directly to arts 
organizations in Kansas in an effort to expand 
creative industries, grow the state’s economy 
and create industry-related jobs.

• For individual donors, 30% of money donated 
in 2005 went to arts and cultural organizations.

• In recent years, crowd-funding for the arts has 
become an alternative method of arts support 
that allows individuals within a community to 
pool their financial donations together to support 
and fund nonprofit arts organizations (through 
companies like Kickstarter or GoFundMe). This 
gives donors an intrinsic reward of knowing they 
are directly helping a worthy cause within their 
community.

Many towns across America are seeing a rising 
trend of people leaving the city for more rural 
towns, and people leaving rural towns for the city. 
This causes the arts and entertainment industry to 
suffer within rural towns - leaving little reason for 
young Americans to stay or move to these towns. 

“Creative Placemaking” is the idea that by 
investing in and creating arts and entertainment 
districts in these towns, the towns will become more 
vibrant and rich with art and culture - while also 
becoming a more appealing place for people to live 
in/move to. Many of the cities we showcase in the 
following section fell under this concept and created 
master plans to counteract the problem. 

Creative Placemaking

Why it is Necessary for NOTO to 
Take Action 

While large donations have led to a revitalized 
downtown Topeka, that excitement and funding has 
not spilled over into NOTO at this time. Negative 
perception toward this area is standing in the way of 
making progress in NOTO. Kansas Avenue does not 
have a “Main Street” feel as it lacks trees, benches, 
planters, public art, overhanging business signs and 
“color.”

Most of NOTO’s traffic comes during First Fridays 
or specific events held in the district. There is a 
false perception that businesses are only open on 
the weekends or just during First Friday’s. With the 
master plan NOTO put together in 2016 and the 
redesign of downtown coming to an end, now is the 
perfect time to implement some of the proposed 
tactics. 
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Primary Research

Focus Groups
KU Focus Group: This group consisted of five KU 
seniors and graduate students of varying majors. All 
were 21-years-old or older. The group consisted of 
three females and two males.

Every participant claimed they had been to an 
arts district within the last year, but no one in the 
group had heard of NOTO specifically. When asked 
about the city of Topeka, the general consensus is 
that people think Topeka “has nothing to do” and is 
considered “unsafe.”

When asked what the participants think of arts 
districts, they said they generally think of live music 
and local art and restaurants. 

itinerary of events. 
The participants said they would be willing to pay 

for an event, “but not a lot,” and they would like to 
know the cost before they get there and potentially 
an option to purchase tickets ahead of time (i.e. on 
the website). They know they will spend money once 
they are in the district anyway, so if there is a cover 
fee, they would like there to be a gift with purchase 
or some other added benefit to the ticket (i.e. drink 
tickets, food coupons, etc.).

The primary social media channel these group 
members use is Instagram. Each participant said they 
spend up to four hours a day on social media and 
think the best time to post is in the afternoon after 5 
p.m. or during the lunch hour. They think Facebook 
is more beneficial for event postings (whereas they 
would like to see more creative content on Instagram 
such as features of the artists in the district, photos 
from previous events, info on upcoming events, 
etc.). They suggested that NOTO partner with 
Kansas City, Lawrence and Topeka social media 
influencers to promote events in NOTO. While they 
do use social media regularly, the participants said 
they mainly hear about upcoming events through 
friends and general word of mouth. 

The participants said they would be willing to 
visit NOTO now that they know more about it. The 
main deterrence from going before was their lack 
of knowledge. Some even said they would go on a 
day that was not First Fridays because they think the 
atmosphere would be more “chill” and they would 
be able to actually look around and focus on the art.

Washburn Focus Group: Our second focus group 
consisted of three women ranging from the ages 24-
25. Two graduated from Washburn University of Law 
and one is currently going to KU Med but lives just 
outside of Topeka.

All three of them had been to concerts and 
museums in the past couple of weeks but have not 
been to art districts since this past summer. When 
asked if they thought art districts were worth their 
time, they all agreed that they were and that they 
“love seeing the creativity of others.” They had all 
heard of NOTO and had actually visited the district 
multiple times with their classmates and friends but 

We conducted two focus groups and an online 
survey in order to gain a deeper understanding of 
our target market and what attracts them to arts 
and entertainment districts. We also interviewed 
two NOTO business owners to get insight into the 
district and help round out our research to better 
serve our strategies for our campaign.

When asked what kind of events they should 
be interested in going to at an arts districts, they 
ranked food and drinking top priority, followed by 
art and local artists and then music. They view arts 
districts as social gatherings which is mainly fueled 
by the food and drinking opportunities. Many said 
they love to hear music and see local bands at arts 
districts events but it’s more of a side thought. They 
are not going to arts districts explicitly to see the 
local bands, but when they go to arts districts for 
other reasons it is an added plus to have music in 
the background while they are there. 

As far as events go, they would much rather be 
involved in the action and participate in the event 
rather than just walk around and browse passively; 
however, they would rather experience the district 
on their own timeframe instead of a scheduled 

They think 

“casual,” 

“social” 

and 

“local.”
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had never been on a First Friday. The overall opinion 
of NOTO was that NOTO’s stores had limited hours 
and the district as a whole “was not very lively.”

When asked what kind of events they would 
be interested in going to, participants ranked live 
music and concerts at the top of their list, followed 
by interactive art events, and then good restaurants/
bars/wineries/happy hours. 

They said that being more involved in the activities 
and events would likely get more people their age 
to visit NOTO. Two participants said they would be 
willing to spend $25-$50 on events and activities if 
they knew about it beforehand. They would rather 
search online or look at a calendar to see what is 
happening in the district rather than just showing up 
and walking around.

When asked what social media platforms they 
utilize on a daily basis, they said Instagram, Snapchat 
and Facebook are the three main ones. They 
agreed that they each spend two to three hours 
a day using social media to keep up with friends 
and family, receive event notifications, and for pure 
entertainment. They suggested that NOTO create a 
hashtag to be used with their posts to create traction 
and end up on the trending Twitter page or popular 
Instagram page.

They also said they would like to see more fun 
events at NOTO like bean bag toss or life-size 
jenga. They think that it would get people to stay 
longer and enjoy more of their time there.

Another idea they had for was for NOTO to 
partner with non-profit organizations. An example 
one of them used was to have an animal shelter 
nearby host an event where they bring in dogs that 
are looking for homes and have people come play 
with or adopt them.

They all agreed that they would be willing to go 
back to NOTO on a First Friday or on a weekend 
day if the stores were going to be open.

General Public Survey
To gain a broader understanding of the public’s 

perceptions of arts districts and NOTO specifically, 
we conducted a general public survey through 
Qualtrics. The general public survey received 74 
complete responses. Of this total, 15 respondents 
(20 percent) are from the Topeka area.

Key Findings:

• Over 50 percent of respondents had been to 
an arts and entertainment district in the last 6 
months. 

• When asked to rank the following interests 
pertaining to arts districts in order of importance, 
the respondents ranked in this order:

1. Live music/concerts & events
2. Food specials/food trucks

3. Nightlife/drink specials

4. Art galleries/exhibitions

5. Shopping/antiques/crafts

• Two-thirds of respondents had not heard of 
NOTO before.

• Twenty eight have been to NOTO - of those 
who have been, the majority of respondents 
only go 2-4 times a year.

• Most respondents have a favorable opinion of 
NOTO and believe they feel safe in the area.

• For those who have not been to NOTO, the 
resounding reason is their lack of knowledge of 
NOTO.

• Only 36 percent have heard of NOTO’s First 
Friday events.

 

When they think of arts and 

entertainment districts,  the words

“fresh young people” 

in a

“modern atmosphere” 

with 

“interactive art sections”
come to mind.
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In-Depth Interviews
Jenny Torrence

Our group met with Jenny Torrence, the owner 
of NOTO Burrito, Serendipity and Pinkadilly, for an 
in-depth interview on October 5th, 2018. Our main 
focus when interviewing Jenny was to understand 
the role she plays within the NOTO. 

Jenny said the “grassroots movement” of NOTO 
is what makes it noteworthy. She mentioned how 
private money runs the entire district and “it is all 
blood, sweat and tears and nobody’s giving any 
help, but us.” Jenny showed her sense of pride 
when talking about NOTO. She said it was great 
to see people who previously had a negative 
connotation about NOTO come back and have their 
minds changed.

As we got deeper into Jenny’s history with 
NOTO, we learned that she acquired all three of her 
buildings at once and is constantly trying to make 
enough money to pay her mortgages. When we 
asked if she would do it again, would she choose 
NOTO, she had a very passionate answer:

“If it was in Topeka, yes. It would obviously be 
NOTO or downtown. Because I do believe in that 
movement. I like NOTO because it is a funkier one, 
I mean I like to push the envelope. I think the more 
color a community has the better. I am of firm belief 
that it doesn’t matter what color you are or what 
sexual orientation you are or anything. It doesn’t 
matter to me, your money spends the same. And 
I feel like everyone should be treated that way. 
And so, I think being NOTO and the arts district, 
we have the ability to embrace all of that especially 
because our money is our own. We’re not relying 
on somebody and their political beliefs. So I think 
that that is neat, and I think that NOTO has created 
some opportunity for people to be their own self 
and get that color back to Topeka. So that is a very 
proud thing to me. Like that makes me happy when 
I see things like that. Because we’ve grown up in a 
shadow of the Westboro Baptist Church in Topeka. 
So bringing a little color back, that pushes things. 
Those are proud moments.”

When we asked some of the challenges of owning 
three businesses and getting customers to visit 
them, Jenny said her biggest issue was Topekans 
not knowing the difference between “mom-and-

pop” shops and “local.” People in Topeka think 
supporting the local Applebees will help the 
economy. 

Another struggle is not having any advertising 
money. She said small businesses don’t just have 
$3,000 lying around to do advertising campaigns. 
She believes if big businesses start to support some 
of the businesses in NOTO, it could make a big 
difference. She also does not have time to think 
about when to post on social media. 

When asked if she had any other ideas on how 
to help bring more foot traffic into the district, she 
said shops need to be open when people can come. 
When customers work all day, their only time to shop 
is after 5 p.m. However, most of the shop owners in 
NOTO have much more limited hours. Jenny said 
she thinks the issue with bringing people into the 
district during the week is bigger than NOTO, and is 
because of a Topeka mindset that is setting everyone 
back. She thinks the entire city of Topeka is slow on 
weekdays. It’s also hard to get people in Topeka to 
pay a lot of money to go to things like events. Jenny 
mentioned the price of their Bud Lights are just $1 
more than dive bars, and people fail to realize a $4 
beer is how a local business is able to keep a roof 
over its head.

“I think that NOTO has 
created some opportunity 
for people to be their own 

self and get that color back 
to Topeka.

“
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Barbara Waterman-Peters
Barbara Waterman-Peters was once an art 

professor at Washburn University, but is now the 
owner of 813 Gallery. She was one of the first artists 
to move into NOTO and has been instrumental in 
the expansion of NOTO and First Fridays in Topeka. 
She opened her gallery in 2010, and now has seven 
artists who rent space from her for their own use.

Barbara chose NOTO because it was “an 
opportunity,” and she has enjoyed being able to 
paint in a studio space while giving other artists the 
opportunity to sell their paintings there. However, 
she is challenged by the lack of foot traffic in NOTO 
when it is not First Friday. “Many of the people 
who own businesses and shops here are doing it 
part time. They can only be open maybe Thursday, 
Friday and Saturday,” she said. 

To help her business grow, Barbara has purchased 
ads in the Topeka Newsletter, Bod Magazine and 
the Topeka Magazine, as well as advertising all of 
her gallery’s shows and events on Facebook.

Despite all of these challenges, Barbara is very 
proud of what NOTO has become and what it has 
done for the arts in Topeka.

“NOTO is noteworthy because we did 
this ourselves,” she said. “We proved that in 
Kansas we can still come up with a unique idea. 
NOTO represents that. NOTO is the face of this 
resourcefulness of individuals when they really put 
their minds to something, and when the community 
comes in and is excited about it.”

“NOTO is the face of 
resourcefulness of 

individuals when they 
really put their minds to 

something, and when the 
community comes in and 

is excited about it.

“
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Arts Districts Across America

Interview with Laura Maychruk 
(Oak Park Arts District)

Oak Park Arts District is home to a thriving artistic 
community with a variety of small businesses. It 
encompasses the half mile of Harrison Street to 
Austin Boulevard in Oak Park, Illinois. There are 
galleries and artist workshops focused on the visual 
and performing arts along with businesses offering 
personal care services, healthcare and wellness, 
clothing and jewelry, restaurants and cafes, and 
more. The small population of 51,989 people 
compliments the arts district. It is small-scale and 
is comparable to a walkable urban neighborhood, 
which creates a friendly atmosphere for visitors. 
The district connects to the CTA Blue Line and the 
Eisenhower Expressway making it easily accessible 
to-and-from the Chicago metro area.

We conducted an interview with Laura Maychruk, 
president of Oak Park Arts District and owner of The 
Buzz Cafe, to see how Oak Park compares to North 
Topeka and what has been working for them.

Key Findings from the Interview:
• The district collects a membership fee from 

each business to fund events.
• Members gain enhanced exposure on the 

website and in all promotional efforts during 
the year.

• For their large events, they solicit sponsorships 
from local businesses or banks for more funding.

• The marketing budget for 2018 was $6000.
• Smaller events that do not involve closing the 

street have been much less successful.
• To reach their audience, they send email blasts 

and utilize the Oak Park Chamber of Commerce 
and local media outlets to promote events.

In order to gain a better understanding of NOTO 
and arts districts in general, we conducted research 
on five different arts and entertainment districts 
across America of varying sizes. We reached out to 
two personally to get a more in-depth look at how 
their district operates, how it compares to NOTO 
and potential best practices to apply towards our 
strategies for our own campaign.

Throughout the year, they host small events such 
as Third Friday Gallery Walk and Holiday Lights; 
however, Oak Park Art District’s largest event, 
What’s Blooming on Harrison, is the most successful. 
This family-oriented event highlights the district 
through artist demonstrations, live music, dance 
performances, an art fair, a children’s carnival and 
hands-on workshops. Businesses host special events 
in and out of their locations such as giving discounts 
on products or offering coupons. 

The district blocks off five blocks of the street and 
fills it with artists, food trucks and a beer garden. 
When asked about the process of blocking off the 
street, Maychruk said, “It is definitely a process to 
coordinate with the Village [Oak Park], but we have 
been doing it for many years, so it is now in place.” 

She explains how the main goal of 
the festival is to bring people 

to the Arts District. 
While this may not translate into direct 

sales on the day of the event for the 

members, it serves as a way to  

introduce new people to the 
area and hopefully will translate into 

them coming back to shop another day.

Interview with Lesley 
Marchesswault (Provincetown 
Arts District)

Provincetown, MA is a quaint town situated 
just on the coast of Cape Cod with a population 
of just under 3,000. Dubbed as “America’s Oldest 
Art Colony,” the Provincetown Art Association and 
Museum is a nonprofit organization that relies heavily 
on donations from members and Provincetown 
residents to maintain their programming. The 
district throws many events and galas in an effort 
to raise money, but also regularly features galleries, 
museums, theater, film, music and nightlife. The 
district hosts a Friday Night Gallery Stroll every week 
(similar to NOTO’s First Friday Art Walk). 
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The Provincetown Art Association and Museum 
features a vibrant website with an interactive 
calendar and maintains a very active social media 
presence on Facebook (posting about every 3-4 
days). 

We conducted an interview with Lesley 
Marchesswault, the development officer for 
Provincetown Art Association and Museum.

Key Findings from the Interview:
• Private donations account for about 60% of its 

income, but it also receives local, regional, and 
national grants.

• It utilizes all the tools at its disposal, from social 
media to grassroots. Applying for and receiving 
grants helps to bolster its image.

• Their most successful fundraiser is their annual 
Gala, now on its thirteenth year. They also have 
other events throughout the year such as a 
garden tour, fundraising exhibitions, an annual 
consignment auction, as well as private parties.

• Their current target audience skews to an older 
demographic, however they are attracting a 
younger constituency through social media 
(Facebook and Instagram) and collaborations 
with colleges.
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Ashland, Oregon

• Median age: 44
• White: 91.2%

Black: 1.9%
Hispanic: 4.2%
Asian: 2.2%

• Median Household Income: $47,314

Population: 20,000

Demographics: 

Overview and Events: 

In addition to First Friday Art Walks, Ashland hosts the annual Oregon 
Shakespeare Festival, bringing over 400,000 visitors to the city between 
February and November. Ashland also hosts several art and crafts fairs and 
markets in the spring, summer and fall, including the 4th of July Craft Fair 
and the RV Growers & Crafters Market.

Budget:

The Ashland Arts District is funded through private donations and public 
funds. There was agreement that the City of Ashland should annually 
allocate funds towards public art but that additional funds should be sought 
in the form of citizen contributions and grants.

Structure of Organization:

Ashland’s Arts District is organized and run by the Ashland Public Arts 
Commission. Its nine members hold meetings once every month, and 
recruit volunteers for events, festivals and projects.

21



El Dorado, Arkansas

• Median age: 36
• White: 44.5%

Black: 49.6
Hispanic: 3.4%
Asian: 0.6%

• Median Household Income: $38,500

Population: 20,000

Demographics: 

Overview and Events: 

The Murphy Arts District received a $70 million donation from former CEO 
and president of the Rock ‘n’ Roll Hall of Fame. The district also has two 
official partners including El Dorado Printing and Union Square Guest 
Quarters Hotel.

Budget:

The district’s main event is their annual music festival, which now - with the 
help of a newly built 2,000-seat music hall and an outdoor amphitheater - 
boasts headlining artists like Brad Paisley, Smokey Robinson, Ludacris and 
Migos.

Structure of Organization:

The Murphy Arts District stems from the nonprofit organization El Dorado 
Festivals & Events. The MAD board of officers is comprised of five members 
including the Chairman and CEO Terry Stewart who is also the President of 
both the Rock and Roll Hall of Fame and Marvel Comics.
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The Northeast Minneapolis Arts Association allows people to donate 
money via an online portal. It also offers an option for outside businesses 
to sponsor the district in exchange for name recognition and supporting 
artists and the district.

Northeast Minneapolis, located on the Mississippi River, has a paddle 
sharing program where visitors can rent kayaks and bikes. The district hosts 
First Thursdays and Art Walks called Art-a-Whirl. They also host workshops 
for artists can attend.

The Northeast Minneapolis Arts District is currently managed by a volunteer 
Board of Directors comprised of NE artists, business owners, and interested 
community members.

Northeast Minneapolis, Minnesota

• Median age: 31
• White: 61.2%

Black: 17.8%
Hispanic: 8.8%
Asian: 6.6%

• Median Household Income: $56,000

Population: 37,000

Demographics: 

Overview and Events: 

Budget:

Structure of Organization:
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The district collects a membership fee from each of its members to fund 
events. They also take advantage of a Village grant program which funds 
50 percent of holiday decor. They solicit sponsorships from local businesses 
or banks for their large street event. Their 2018 budget was $6000.

Oak Park Arts District is located on Harrison Street and is nine blocks long. 
There are a variety of galleries, boutiques, unique restaurants and other 
businesses. They host Third Friday Gallery walks year-round with larger 
events being What’s Blooming on Harrison in May and Holiday Lights in 
October. The CTA Blue Line and the Eisenhower Expressway connects the 
district to the Chicago metro area.

Oak Park Arts District has a board of seven members. The board consists 
of business owners in the district. The board oversees all activities within 
the district. They meet monthly as a board and monthly with full members.

Oak Park, Illinois

• Median age: 39
• White: 62.1%

Black: 20.9%
Hispanic: 7.7%
Asian: 4.8%

• Median Household Income: $82,826

Population: 51,989

Demographics: 

Overview and Events: 

Budget:

Structure of Organization:
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The Provincetown Art Association and Museum relies mostly on private 
donations. It has a $1.34 million budget, 60% of which raised by donations.

The district throws many events and galas, but also regularly features 
galleries, museums, theater, film, music, and nightlife. The district hosts a 
Friday Night Gallery Stroll (similar to NOTO’s First Friday Art Walk).

The Provincetown Arts Association and Museum has 25 board seats. The 
board oversees and votes on all fiscal-related decisions at PAAM, and works 
closely with the staff to ensure success of day-to-day programs, events, 
and exhibitions.

Provincetown, Massachusetts

• Median age: 58
• White: 83.6%

Black: 3.3%
Hispanic: 6.1%
Asian: 2.6%

• Median Household Income: $42,000

Population: 3,000

Demographics: 

Overview and Events: 

Budget:

Structure of Organization:
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SWOT
ANALYSIS



Strengths
• Sense of pride in district 
• Diverse and eclectic 
• Small town feel
• Variety of food

• Murals/art in general
• Historic value
• Capital campaign
• RedBud park

Weaknesses
• Lack of awareness
• Lack of entertainment 
• Lack of funding
• Perception of safety
• Business hours and days of 

operation
• No differentiation

We believe the sense of pride within the district is NOTO’s biggest strength because it unites 
the local businesses together. We can utilize this as a foundation to create a brand/personality 
for NOTO. The small town feel is a strength because it makes NOTO unique and original. Being 
a small town makes it more manageable for first time visitors to do as much as possible within 
one visit. The variety of food and art is a strength because it gives people things to do and draws 
them into the area. The historic value and the buildings themselves set it apart from downtown 
and gives the area a different vibe when you are there.

• Not welcoming
• No formal entrance
• Low social media activity 
• Lack of parking
• Perceived disconnect to 

downtown

The lack of awareness of NOTO and its attractions is the district’s biggest weakness. Its social 
media, or lack thereof, does not convey a message of fun, art, culture, entertainment or cuisine 
to users and followers. There is not much advertising outside of the district itself, except by 
individual businesses, and it does not speak to an audience that will bring the kind of lively 
atmosphere the district wants. This problem goes hand in hand with limited entertainment 
options, a lack of funding and varied operating business hours. Many of the people who are 
aware of NOTO and what it has to offer are deterred by the perception of a lack of safety in the 
area. This perception is partially due to the location of the Rescue Mission and the homeless 
population in North Topeka. 
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Opportunities

• Downtown Topeka
• Other arts districts 
• Other entertainment options
• Perception of a lack of 

business hours

• Homeless community
• Bridge/river dividing
• Traffic patterns

We believe the biggest threat to NOTO is downtown. For both the people who are already in 
Topeka and the people traveling to the area, they are more likely to go to downtown than NOTO. 
This ties in with the presence of other arts districts and entertainment options. People already 
think there is not much to do in NOTO, so it is easy for them to seek the already existing alterna-
tives. For those who do know about NOTO, there is a false perception that businesses are only 
open for as little as two days a month.

Threats

• Shuttle going from downtown 
to NOTO

• Momentum 2022
• ARTS Connect
• Corridor (riverfront project)
• Open spaces in district

• Connection to Washburn / 
KU - schools

• Relationship with Sprouts
• Grants 
• Partnering with nonprofits

A major opportunity for NOTO is the shuttle service offered for free on First Fridays between 
Downtown Topeka and the arts district. This has the potential to draw in locals from Downtown 
and can help strengthen the connection between Downtown and NOTO. The shuttle would 
make NOTO more accessible since parking is sparse. Momentum 2022 is helping to invest in 
the Topeka community by supporting retention of businesses, attracting new businesses and 
maintaining the sense of community and pride Topekans have. NOTO’s connection to Washburn 
and KU could aid an increase of millennial traffic and awareness by collaborating for arts events 
and showcases with students. There is also a possibility in seeking more grants for arts districts 
to be able to update the area with new signage or decorations.
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PLANNING &
EXECUTION



Strategies and Tactics

Goal #1

Our first suggestion would be to create an internship 
position in order to execute the following strategies 
and tactics on a regular basis. We suggest hiring a 
student or recent college graduate who is skilled in 
both social media and graphic design. Due to the 
nature of their work and the following responsibilities, 
we suggest starting them at $10/hour and having 
them work up to 15 hours per week. They would 
respond directly to Tom and the board, while also 
working directly with the businesses in NOTO.

Showcase NOTO’s vibrant and unique personality 
through stronger branding and promotional 
material. NOTO’s grassroots history is a story worth 
telling. However, these characteristics are not as 
apparent online and to outsiders as it may be to 
locals and businesses within the district. 

We suggest solidifying a NOTO brand identity 
that can be called upon for use in multi-channel 
materials to help differentiate the district from 
surrounding competitors. 

Through our Noteworthy in NOTO campaign, 
we aim to highlight the stories of the businesses 
in NOTO as well as show off the district through 
photos, videos and written content.

• Noteworthy in NOTO Video:
The centerpiece of our Noteworthy in NOTO 

campaign is our Noteworthy in NOTO Video. 
The video is one minute, which meets the time 
requirements for both Twitter and Instagram, 
and can easily be shared across both platforms 
(in addition to YouTube and Facebook). Once 
posted online to NOTO’s official social media 
accounts, we anticipate it being shared online 
and generating word-of-mouth and positive 
reviews. We suggest either having a multimedia 
creative intern create the video for NOTO or 
hire a professional videographer to produce it. 
It took us a little over fives hours to film and edit 
the sample video.
• A videographer can charge anywhere from 

$50 to $500 per hour of filming and editing. 
• Minimum of $250 for a professional 

videographer (on the low end) - Maximum 
of $2500 for a professional videographer 
(on the high end).

• Roughly $50 for a creative intern to make it 
at $10 per hour.
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• Instagram Posts:
According to our primary and secondary 

research, Instagram was the most popular 
platform among millenials. Through a series of 
weekly Instagram posts, NOTO can effectively 
promote not only the district itself, but past 
and future events as well. Through research, 
we found out that for consumer products and 
retail stores the best day to post on Instagram is 
Wednesday in the afternoon as well as Saturday 
at 11am and 1pm. Through our social media 
calendar, we have provided example post times 
and on which platforms. On Instagram, we 
suggest that a post or story is made 2-3 times 
a week.
• Posts should showcase past events such as 

First Fridays as well as promote upcoming 
events. 

• Posting a variety of pictures of the district, 
activities and events will show consumers 
the diversity of the district, what it looks like 
and what it has to offer. 

• It is important to tag other relevant accounts 
and stores when possible, that way they are 
more likely to see the post and potentially 
repost it. 

• Hashtags should also be utilized. We 
hashtagged #NoteworthyNOTO in every 
post to continue with the messaging of 
our campaign and add to the overall brand 
image.

We suggest paying to promote the Instagram 
posts that advertise an upcoming event. This 
way it will guarantee more people see the post 
and know about the event. Promotions, when in 
terms of cost per thousand impressions (CPM), is 
on average $5 for every 1000 visitors. These are 
paid for directly through an Instagram business 
account using a credit card.
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• Instagram Stories/Fliers:
Instagram stories and fliers will help with 

promotion and updating the public on events 
happening in the district. The fliers can be 
posted as Instagram Stories, a feature similar to 
Snapchat Stories, in which photos or graphics 
are displayed for 24 hours. The fliers should be 
simple in order for the audience to read it fast, 
and get the most useful details. Fliers could also 
be used to promote the Passport Program or 
different business events/sales in NOTO. 

Aside from the fliers, an intern can also use 
Instagram Stories to post videos and pictures 
that show what is currently going on in NOTO 
in realtime. This will help to highlight the 
noteworthy things happening in the district.

The Instagram Live feature could also be 
utilized to live stream events in the district 
and/or even host Q&A’s or broadcast music 
performances for Instagram followers.
• A creative intern would be responsible for 

creating and posting the fliers.
• The intern should have access to the NOTO 

Instagram account and make sure the posts 
are consistent. A background in social 
media and graphic design would be ideal 
for this position.

• Our examples were made from online 
templates from picmonkey.com. A basic 
package on the website is only $5.99 per 
month. Another option is having the intern 
create these fliers on Adobe InDesign or 
Illustrator.

• Event Calendar:
Creating and posting an online event calendar 

is one way to help connect our Noteworthy in 
NOTO campaign with actual events happening 
in NOTO. The mockup example on the next 
page splits the events into three categories: 
Events in NOTO, Passport Locations and Store 
Promotions.
• Each of these categories is written in a 

different color with a key at the bottom.
• Each event has a link to a description box 

pop-up that will further explain the event 
details.

• This calendar would be posted on NOTO’s 
website as well as Facebook.

• We suggest you encourage businesses 
within NOTO to link the calendar through 
their websites and social media.

With the use of the calendar, consumers will 
be able to see each month’s events in one, easy-
to-understand platform.  

The mockup calendar was made through an 
online service called CalendarWiz. There are 
different tiers of memberships you can have 
through their site; we recommend the first tier 
which is $9.99 a month.
• Social Media Calendar: A monthly social 

media calendar allows consistency through 
each profile. We found the best times to post 
on Facebook and Instagram for a consumer 
goods company. For our example we put 
in events on a Google Calendar, which is 
free and collaborative. We recommend you 
make a calendar each month for Facebook 
and Instagram.
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• Noteworthy in NOTO Mural:
The Noteworthy in NOTO mural is meant to 

engage visitors and encourage them to be a 
part of NOTO’s story -- and most importantly 
share why they feel NOTO is noteworthy. 
Visitors would write on a chalkboard answering 
the question of why they believe NOTO is 
Noteworthy. 

We believe the mural will also encourage 
visitors to post pictures in front of the mural on 
their social media channels, which will ultimately 
encourage their friends and family to visit as well. 
We anticipate the mural becoming a destination 
spot where people will come to take photos.  

We suggest recruiting an artist in NOTO to 
create the mural as it would be true and unique 
to the district.
• We estimate the mural to take about two to 

three days to create and finish.
• Depending on the size of the wall and 

mural, costs would usually start at $10/sq.ft.
• NOTO has various prime locations for the 

mural, such as a brick wall on the side of a 
building or as a piece in the Arts Center.

• This would only need to be commissioned 
once and possibly touched-up throughout 
the year.

• Noteworthy in NOTO Mockups (Stickers, 
Bags, Bottles, etc.):

Creating different products with the 
Noteworthy in NOTO logo is a way to help 
strengthen the district’s brand. The products 
give people a “wearable” NOTO identity 
that can be showcased and worn with pride. 
Boutiques are probably the best place to sell 
these items.
• Businesses who wish to carry these products 

in their stores could purchase their own 
designated amount of products and use the 
provided logos.

• Stickers printed via Vistaprint vary in cost 
depending on size, shape and finish.
• For 200 glossy stickers (3.5” x 2”), the 

cost would be $86.
• For 200 glossy stickers (4” x 3”), the cost 

would be $210.
• Paper gift bags printed via Vistaprint vary in 

cost depending on size.
• For 50 small brown or white kraft bags 

(7.5” x 3.1” x 8.3”), the cost would be 
$108.30.

34



Goal #2
Generate interest in the district for Topeka locals. 

If there is any group more likely to go to NOTO, 
it would be those living in close proximity. Our 
remaining efforts focus on bringing in visitors to 
the district while also retaining them so they come 
back again in the future. Through our Noteworthy in 
NOTO 2019 Passport program, we aim to bring in 
30% more local visitors to the district on days other 
than just First Fridays.

• Noteworthy in NOTO Passport Program:
Our passport program will not only promote 

the district but it will also drive traffic to the 
various businesses in NOTO. By allowing each 
business to opt-in, we anticipate local visitors 
trying out new restaurants, shopping at new 
stores and experiencing new events in the 
district. The desire to finish the entire book of 
coupons will encourage more visitors to visit as 
many businesses as possible. 

We suggest a “pay-to-play” system of 
charging each business that chooses to opt-in 
an upfront fee of $25-$50 for one coupon space. 
This will cover the cost to print the passports 
and the businesses will easily break even due to 
the increased traffic.
• One 20-page, cardstock cover, saddle-

stitched booklet would cost roughly $14 to 
produce at Fedex Kinkos (at 40 cents per 
additional page). 

• The number of pages within the book would 
need to be divisible by four.

• Our example was created using Adobe 
InDesign and allows for an infinite amount 
of pages/coupons to be added. 

• The passport could be sold at participating 
businesses for additional revenue, or in one 
central location (i.e. the Arts Center) to help 
offset the production costs.

• Instagram Stories/Fliers: The goal of 
posting about the passport program on 
Instagram will be to get people to purchase 
it. Posting fliers as Instagram stories 
will introduce followers to the program, 
encourage them to buy the passport and 
remind those participating to use it. Posts 
could highlight the deals within the book 
sponsored by the specific businesses 
that opt-in to the program. Participating 
businesses could promote the program too.
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• Event Calendar: Each NOTO Passport 
promotion and a highlighted “Store of the 
Week” will be posted on the calendar and 
linked to the individual business website. 
This ensures that consumers have easy 
access to all of the NOTO Passport infor-
mation, promotions and events. 

Through the calendar there are also 
options to push out email blasts to 
subscribers. Emails can be sent weekly 
and include that week’s “Store of the 
Week” passport location. The “Store of the 
Week” will continuously encourage those 
participating in the program to use it and 
try new businesses.
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• Snapchat Geotag:
Once the passport brings people into 

NOTO, we anticipate consumers will start to 
take pictures for their social media, specifically 
Snapchat. 

Snapchat has a feature called Stories that 
allows you to post a picture or video for your 
followers to see for 24 hours. 

On these stories, you can use a Snapchat 
Geotag. The Geotag is only available in 
a specific, predetermined location and is 
essentially a sticker overlay you can put on top 
of your photo/video post to show your location. 

The Snapchat Geofilter can be used by 
anybody who has a Snapchat account. 

We anticipate visitors will post pictures of 
themselves having fun in NOTO with the tag at 
the bottom of the picture which will show their 
individual followers where they are (introducing 
new audiences to NOTO).
• A creative intern can easily create a Geofilter 

on Adobe InDesign that is submitted on the 
official Snapchat website.

• It can be submitted as a free filter for the 
community using a fixed location boundary.



Goal #3
The third goal is to generate interest in the 

district for regional visitors. By expanding NOTO’s 
social media presence and generating positive 
word-of-mouth reviews, we hope to increase visitors 
to the district from surrounding cities like Lawrence, 
Manhattan, Kansas City, etc. With the following 
tactics, we aim to bring in 20% more regional visitors 
to the district.

• Yelp Reviews:
Yelp is a great way for businesses to attract 

people to the district. With the creation of the 
North Topeka Arts & Entertainment District Yelp 
page, potential visitors will be able to see what 
others think about the district and see what it 
has to offer before making the trip to Topeka. 
Yelp is a great way to increase positive word-of-
mouth reviews. 

If a potential visitor sees numerous positive 
reviews, it could be a motivator for them to 
check out NOTO. 

It is common nowadays for millennials to 
use sites such as Yelp to explore cities online in 
order to determine whether it is worth the visit. 

Many people post Yelp reviews on their own, 
but businesses could encourage customers to 
create reviews for the possibility of a discount 
or perk. 

It would take a couple weeks to get reviews 
posted and consistent, but it is easy and 
essentially free and out of NOTO’s hands to 
continue.

• Facebook Events:
According to our focus groups, the most 

effective way to hear about events is through 
Facebook. Facebook allows people to learn 
about events, and have the option to receive 
notifications as reminders. 

Promote the shops, restaurants and events by 
posting pictures once or twice a week to keep 
the people driving to the district as informed 
and excited as possible. 

Not only will people know about the 
events beforehand, but they might share 
their experience afterwards by sharing and 
commenting on Facebook event pages or 
posting their own photos onto the NOTO 
Facebook page. 

We suggest having a creative intern that can 
post photos and create event pages.
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BUDGET



Budget

Product: Creator: Cost:

Promotional Video Professional Videographer $500

Passport Fedex Kinkos $13.82/book (est. $1,382 total)

Mural Painter $10/sq. ft. (est. $1,500 total)

Stickers (200) $85-$210

Bags (50) $110

Instagram Posts PicMonkey $5.99/month

Event Calendar CalendarWiz $9.99/month

Total Annually: $3,874

Promotional Video

Snapchat Geotag

Instagram Stories/Posts

Facebook Posts

Event Calendar

Creative Intern 15 hours/week: $150/week = $2,400/semester

Creative Intern Responsibilities:
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