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INTRODUCTION TO THE ISSUE: HISTORY AND RECENT DEVELOPMENTS 

 

The City of St. Louis is a beautiful, prosperous city that boasts a thriving music scene in 

addition to world-class museums, fabulous schools, award-winning restaurants, and a 

championship Major League baseball team and NHL hockey team. Although these components 

likely favorably indicate St. Louis City to be a popular place in which to reside and visit, that is 

unfortunately not the case. Factors such as increased crime, politics, and struggles of the St. 

Louis Public School district influence the flight of city residents to the county in recent years.  

According to information from the Associated Press (Salter, 2011), “St. Louis was the 

nation’s eighth-largest city with a population of 856,795 in 1950. Now, for a couple of decades, 

it hasn’t even been Missouri’s largest city.” Nearby cities such as Kansas City have seen a rapid 

increase in population growth in recent years. “Kansas City’s population grew to 460,000 in the 

latest census, widening the gap over St. Louis, though the St. Louis metro area remains 

significantly larger,” (Salter, 2011).  

Since the mid-20th century, the flight of St. Louis city residents to the suburbs has been 

startling. Even the county has lost residents as relocation to neighboring counties has increased. 

“St. Louis County lost population in 2010 for the first time, down 1.7 percent to 998,954 in 2010, 

as residents relocate to communities like St. Charles, O’Fallon, Wentzville and Troy,” (Salter, 

2011).  

Mayor Francis Slay stated the ongoing struggles of the city school district are a big part 

of the problem and have contributed to the relocation to the suburbs. Slay states that a lot of 

families are leaving the city for better educational opportunities, especially public education 

opportunities, and are moving further out.  “Jefferson County saw its population increase 10.4 

percent to 218,733; and St. Charles County’s population continues to rise sharply, up 27 percent 

to 360,485,” (Salter, 2011). 

The issue presented here is that there is a large absence of a vibrant conversation of a 

younger emerging voice within the city. “nextSTL largely operates under the assumption that 

what’s wrong with St. Louis isn’t the individuals with easy access to Room 200, but rather the 

absence of a vibrant conversation, of a progressive, younger, emerging voice within the city. 

This premise in its pure form tells us that it’s neither the mayor’s nor Walter Metcalf’s fault that 

the CityArchRiver project is making some historically horrible decisions. It’s the fault of us that 

a more progressive voice wasn’t organized and pushing a better vision a decade ago. The 

conversation is asymmetrical and we can only control one half” (Ihnen, 2013).  

Recognizing the need for change to this problem has been a priority for Mayor Francis 

Slay. Slay has launched several initiatives to improve the success rate and overall image of the 
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City of St. Louis. According to the website, nextSTL.com (2013), “the list of successes in St. 

Louis over the past decade are numerous. Neighborhoods from Old North to Wells-Goodfellow 

to The Grove have experienced a resurgence. Washington Avenue, Downtown West, the Central 

West End are all more vibrant than a decade ago,” (Ihnen, 2013). Part of the reason is due to 

sufficient, secure funding that has been set in place, as well as established downtown businesses 

and entertainment establishments that all generate a solid source of revenue for both residents 

and tourists. “A secure source of funding for the Metro transit agency is in place. The Peabody 

Opera House is open. The first new bridge across the Mississippi, which will create a new 

northern entrance to downtown is nearly complete. Cherokee Street is a major cultural 

destination. Forest Park hasn’t looked so good since 1904. The mayor didn’t make these happen 

single-handedly by any means, but it’s happening on his watch,” (Ihnen, 2013).  

Slay has also recognized the crime issue and has delegated opportunities to combat the 

problem. “Crime continues on the mayor’s watch as well, but just shouting “crime!” at an 

incumbent isn’t going to cut it. Is there too much crime? Yes. Always. Is crime spiralling out of 

control? No. We have asked quite a number of open-ended questions about crime...We’ve 

highlighted the incredible racial disparity in homicides, for just one example. The knee-jerk 

defensiveness of the mayor’s office has been unnecessary and even misleading, but a fair reading 

of crime trends in the city does show increases that might point to negligence or incompetence. 

To his credit, Slay has pushed to return local control of the city’s police department for the first 

time since 1861” (Ihnen, 2013).  

One of the ways St. Louis has tried to lure tourists to visit St. Louis is by the “Kidnapped 

Chicagoan” campaign taking place in Chicago subway trains. “A Chicago kidnapping has 

residents on edge and all we know about the missing man comes from cryptic postings on CTA 

trains, directing riders to social media tools and his website.Those concerned about the man’s 

safety can piece together clues to help solve his disappearance. And when they do, it becomes 

clear he isn’t in any danger at all. He’s visiting St. Louis,” said Carly Syms (2012). This new 

“…ad campaign on Chicago’s CTA trains, known as the Kidnapped Chicagoan, comes from the 

St. Louis Convention & Visitors Commission and is part of an effort to attract young 

professionals to the city, said Brian Hall, the organization’s chief marketing officer,” Syms 

(2012). “‘This is an unmarketing campaign, very untraditional by being approachable, funny, 

interesting and engaging,’ Hall said,” (Syms, 2012).  

What better way to differentiate St. Louis from Chicago than through its music scene. St. 

Louis is home to several nationally-recognized musical artists. Among these are Chuck Berry, 

Pokey LaFarge, Erin Bode, and Jay Farrar. St. Louis does indeed have a music scene, and it is a 

melting pot of different talented artists that span virtually every genre. I have created an 

integrated, multi-part public relations campaign to improve the image of the City of St. Louis. 
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The plan includes two parts with objectives to 1) increase the image of the City of St. Louis to 

travelers and make it a popular tourist destination for music enthusiasts and 2) to increase the 

image of the City of St. Louis to residents of St. Louis County who enjoy music and who have 

little knowledge of the many talented local artists that call St. Louis home.  

 

Partial List of Campaign Components 

Audience 

Interest 

Special Events Alliances/Partnerships Sponsorships Communications 

Social media Festivals KDHX 88.1 FM KSDK-TV Publicity 

Interviews Talent 

competitions 

Off Broadway music 

venue 

KMOV-TV Social media 

Blogging Holiday 

celebrations 

Euclid Records FOX 2-KTVI Blogging  

Kick-off 

event 

Artistic 

performances 

Vintage Vinyl KPLR 11 Pitches  

   RFT Advertising 

   Rolling Stone  Events  
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CAMPAIGN 1 – IMPROVE THE IMAGE OF THE CITY OF ST. LOUIS AND MAKE IT A 

HOTSPOT DESTINATION FOR MUSIC-ENTHUSIAST TOURISTS  

TARGET AUDIENCE PROFILE 

Target Audience: The target audience for this strategic plan/initiative is young professionals, 

ages 25-45, living out of the state. Young professionals have established careers and enjoy 

socializing in their free time. Most think of Chicago as a popular destination in the Midwest, but 

Chicago does not have as developed of a music scene as St. Louis, therefore the campaign’s goal 

of increasing the image of the City of St. Louis to tourists can also help increase their exposure 

to a “melting pot” of all music genres.  

Demographics:  

 Values: young professionals value status, success, praise, family, money 

 Attitudes: young professionals generally have positive attitudes, enjoy praise, enjoy 

friendship company, enjoy free time, work to live, and are social 

 Personality: social, carefree, invincible, happy, stressed at times, chaotic, laid-back, 

conservative, liberal 

 Lifestyle: young professionals range from directly out of college to mid-level career. 

Most have established careers and some may have families 

POSITIONING STATEMENT 

In St. Louis, our cultivated music scene thrives on independence and variety. Our city is blessed 

with fantastic musicians, talented performers, and artists of all genres. We have phenomenal 

venues that are outlets for performers to bring their music and create an atmosphere of 

appreciation for talent that every city needs. Alongside these local performers and venues are 

listeners who are eager for new, exciting music. Our city has all the makings of a place where a 

great music culture thrives. 

 

SWOT Analysis for the City of St. Louis, Missouri 

Strengths: St. Louis, Missouri has several strengths. The St. Louis Cardinals baseball team is a 

huge enterprise that brings in a large amount of revenue to the city as well as the areas 

immediately surrounding the ballpark stadium. Blues hockey is also a large enterprise. St. Louis 

is home to Forest Park, one of the largest city parks in the nation. Forest Park includes a number 

of fantastic world-class museums and a free zoo. St. Louis boasts a wide range of diversity 
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among its residents; several neighborhoods are culturally-centered, including Italian and Bosnian 

communities. There are also several large businesses headquartered in Downtown St. Louis, as 

well as several large hospital chains and world-class healthcare facilities.  

 

Weaknesses:  Crime is a factor that is widespread, especially in the City of St. Louis. Theft, 

robbery, and murder are an unfortunate occurrence; especially the murder of Saint Louis 

University student Megan Boken in the Central West End, which triggered high profile media 

attention. Distance also is a negative influence over the City of St. Louis. West County residents 

may be reluctant to drive to the City because it could take up to 30 or more minutes, especially in 

traffic.  

 

Opportunities:  The St. Louis Cardinals are a major league National League baseball team that 

have won several World Series titles. The team and surrounding Ballpark Village are a great 

source of continuous revenue for the city and a source of notoriety. The St. Louis music scene is 

thriving and gaining national attention, and St. Louis City is home to world-class venues. The 

Budweiser enterprise continues to attract tourists with its beer and Clydesdale horses.  

 

Threats: Crime is the most serious threat to St. Louis City. St. Louis has been named the “Most 

Dangerous City in the U.S.” and this can be a negative connotation to tourists as well as 

residents. The Midwest is also landlocked with no ocean or large body of water, which can prove 

a barrier to potential tourists as well as local tourists who may leave the area during holidays or 

breaks. There are no large well-known attractions to tourists other than the Gateway Arch. Socio-

economic factors and economic problems are also an issue that can threaten the city’s image.  

 

STRATEGIES AND OBJECTIVES 

 

Overall Goal for Campaign: 

The overall goal is to increase exposure and interest in St. Louis, Missouri as a premiere 

destination in the Midwest for its music scene. While most tourists would think Chicago to be 

the finest city in the Midwest for its shopping, entertainment and other sightseeing purposes, St. 

Louis is a fine destination with a very developed music scene. Local radio stations such as 

KDHX feature local talent  

Goals: 1) Begin to change the way St. Louisans talk about St. Louis music. 2) Emphasize local 

music talent as a way to differentiate St. Louis from other cities in the Midwest. 3) Encourage 

tourists to visit St. Louis for its talented music culture and supreme venues. 
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Objective: To have an effect on awareness; specifically, to increase knowledge of local artists 

from the City of St. Louis. 

Strategy: Proactive Strategy: Public Relations Action – AUDIENCE PARTICIPATION 

According to Smith (2012), “Proactive action strategies include the enhancement of 

organizational performance, audience participation, and special events; development of alliances 

and coalitions; sponsorships; and sometimes activism.”  

 Tactic: Communicate audience interest 

Communicating audience interest is more than just pitching the organization’s mission down 

their throats. “It involves strong two-way communication tactics and engaging audiences and 

publics in your communication activities. One way to do this is to communicate about the 

audience’s relevant interests rather than the needs of the message source or the sponsoring 

organization” (Smith, 2009).  

o Create social media accounts for the campaign on Facebook, Twitter, Pinterest, 

YouTube, Instagram, and Tumblr. Use the hashtags #HubSTL, #STLTheHub, 

#STLMusicScene, #GetInTheSceneSTL, and #RockTheParkSTL.  

o Create a WordPress blog and blog about the campaign and events to generate 

interest 

o Interview both city and county residents to get their thoughts on the issue and 

campaign idea. Compile the interviews into an advertisement video and post on 

the campaign’s social media sites. 

o Buy advertising space on national media outlets and pitch the  advertisement 

video  

 Tactic: Special events (staged activity) 

Special events are both a useful and fun way to generate audience participation in the 

organization and campaign. “Staged activities are activities that an organization develops or 

orchestrates to gain the attention and acceptance of key publics,” (Smith, 2009). These events 

“…should be legitimate, meaning they are designed primarily as a means of engaging publics 

and encouraging their interaction with your organization, with the potential for media 

interaction being secondary” (Smith, 2009).  

o Community event: festival 

 Develop a new festival that aspires to draw people to want to visit and 

return to St. Louis each subsequent year. The festival’s purpose is to 

celebrate local music, food & drink, radio, and record stores. The 
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weekend-long festival would be called “Rock the Park STL” and would be 

held at Tower Grove Park in St. Louis. The festival would include concert 

performances by a different group of local artists each night, beer samples 

from St. Louis City breweries, food samples and food trucks from 

restaurants in St. Louis City, live broadcast/emcees from local radio 

station KDHX, and interactive booths from area record stores.  

Objective: To have an effect on action; specifically, to obtain partnerships with venues and other 

establishments to hold an annual event to increase tourism revenue to the City by 20% 

 Tactic: Alliance/Coalition 

“Alliances and coalitions seek to form relationships, often new ones, with groups that share 

similar values and concerns,” (Smith, 2009). By “…using this strategy, organizations try to 

compound their influence toward meeting objectives and to enhance their ability to break 

through barriers while trying to relate to their publics, (Smith, 2009). Some benefits of 

alliances include generation of energy and cooperation around a single issue, and can be 

made with influential individuals such as respected community leaders. 

o Partnership with KDHX, Off Broadway, Vintage Vinyl, and Euclid Records to 

form “The Hub”, a coalition designed to promote and raise awareness of local 

music and venues in the City of St. Louis and position St. Louis as the “hub” of 

the Midwest for its “melting pot” music scene. 

 Tactic: Sponsorships  

A “…proactive step that organizations can take to gain visibility and respect among their key 

publics is through sponsorships,” (Smith, 2009). Sponsorships are a “…significant strategy 

for programs oriented toward community relations,” (Smith, 2009). They involve either 

“…providing a program directly or providing financial, personnel, or other resources the 

program requires” (Smith, 2009).  

o  Corporate networking event at Union Station. Businesses including Anheuser-

Busch, Clear Channel, KSDK-TV, KMOV-TV, CBS Radio, The RiverFront 

Times, and other businesses and corporations that are known for their support for 

the arts and local businesses will be invited to attend the event, which will lure 

attendees with door prizes and raffles.  

Objective: To have an effect on acceptance; specifically, to generate interest in attending live 

music events and other forms of entertainment and dining in the City of St. Louis 
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Strategy: Proactive Strategy: Public Relations - COMMUNICATION 

 Tactic: Publicity 

The value of publicity is “attention given to by the news media to an organization, person, 

event, product, or idea” (Smith, 2009). It…“provides third-party endorsement for the 

organization’s message, referring to the extra credibility that comes with the endorsement of 

an outside and unbiased agent, such as reporter, editor, or news director” (Smith, 2009). 

Information gained from the news is more reliable to publics because “audiences assume that 

the news they obtain from television, radio, and newspapers is more believable than 

information they obtain directly from the organization through advertising, websites, 

brochures, and the like” (Smith, 2009), because the information reported has passed 

gatekeepers.  

o News conference 

 Host a news conference announcing the campaign and goals 

o News release 

 Update the media on the campaign and its events by writing news releases 

 Pitch to national traditional news outlets and specialized music-focused 

newsmagazines such as Rolling Stone  

o Celebrity endorsement 

 Delegate Chuck Berry, Jay Farrar, Pokey LaFarge, and Erin Bode as the 

celebrity endorsers of the campaign. Pitch their appearances on national 

media outlets 

o Advertising 

 Create digital, print, and broadcast advertising on various traditional and 

new media platforms to promote the campaign. Use the hashtags 

#HubSTL, #STLTheHub, #STLMusicScene, #GetInTheSceneSTL, and 

#RockTheParkSTL in the ads. 

o Social media – use the POST – people, objectives, strategy, and technology 

method as stated in Groundswell (2011). 

 Create an account for the campaign on Facebook, Twitter, Instagram, 

Pinterest, and Tumblr to connect with the audience. Post relevant updates 

about the campaign, showcase St. Louis venues and restaurants, profile 

local bands and artists, and include the video advertisement. “Like” and 

“follow” music venues from other states/cities and share updates about the 

campaign. Start and maintain dialogue about the campaign and local 

music scene. Use the hashtags #HubSTL, #STLTheHub, 

#STLMusicScene, #GetInTheSceneSTL, and #RockTheParkSTL.  



 
 

CITY OF ST. LOUIS 

STRATEGIC PLAN TO INCREASE TOURISM  

MARCH 2013 

 

 Tactic: Transparent communication 

“A relatively new concept is an important idea in developing a proactive public relations 

communication strategy,” explains Smith (2009). “Transparent communication is the term given 

to the notion that open and observable activity…helps publics understand the organization and 

support its actions.” It…“deals with the awareness of objectives of increasing knowledge and 

understanding… and “simply means making your case.”  

o Kick off the campaign by going on a “tour” of the country, “rock-star style”. 

Show up at high profile concerts and community events and promote the 

campaign and St. Louis music scene. Have a representative from each venue 

present on the “tour stops” to endorse the campaign and encourage tourism. 

Really get to know the people from different cities, as the good relationship will 

help promote positive feelings about St. Louis 

 Book a tour at music venues across the country. Have St. Louis bands headline the tour to 

promote the campaign and music scene 

 

EVALUATION PLAN 

 

“The especially important to the campaign rollout is…an evaluation component” as stated in 

Swann (2010).  

 

Ideas: 

 Online survey 

o Create an online survey, sent by email and by flier with a QR code, asking 

attendees to answer the following questions: 

  I enjoyed visiting St. Louis and its music venues. True or false? 

 I believe St. Louis has a rich music history and a lot of local talent. True or 

false? 

 My interest is piqued to learn more about St. Louis and its music scene. 

True or false? 

 I am interested to learn more about restaurants and breweries in the city 

and would like to get discounts and attend further events. True or false? 

 My perception of St. Louis and the Midwest is improved overall. True or 

false? 

 Google Analytics  
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In the Kansas example in Swann (2010), the director of Travel and Tourism Development 

suggested metrics to measure his division’s efforts including leads generated based on 

website visitation and use analysis…and advertising conversion studies.” 

o Measure website activity by use of Google Analytics. Measure how many links 

visitors clicked on, where visitors referenced the website from, and also measure 

the amounts of “likes”, “re-tweets”, follows, and comments on social media 

accounts 

 Focus group 

o Host a focus group with participants to get their thoughts and opinion on the 

overall campaign and the issue. Discuss the campaign, their experiences, and ask 

the following questions: 

 I enjoyed visiting St. Louis and its music venues. True or false? 

 I believe St. Louis has a rich music history and a lot of local talent. True or 

false? 

 My interest is piqued to learn more about St. Louis and its music scene. 

True or false? 

 I am interested to learn more about restaurants and breweries in the city 

and would like to get discounts and attend further events. True or false? 

 My perception of St. Louis and the Midwest is improved overall. True or 

false? 

 Economics 

o Measure the revenue generated by the campaign and tourists, including hotel 

statistics, music venue revenue from the concerts, as well as restaurant revenue 
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CAMPAIGN 2 – IMPROVE THE IMAGE OF THE CITY OF ST. LOUIS TO RESIDENTS 

OF WEST ST. LOUIS COUNTY BY HOSTING A WEEKEND OF LOCAL MUSIC, 

ENTERTAINMENT, FOOD, AND DRINKS 

 

TARGET AUDIENCE PROFILE 

Target Audience: The target audience for this strategic plan/initiative is young professionals, 

ages 25-45, living in West St. Louis County. Young professionals have established careers and 

enjoy socializing in their free time. There is not a lot of established local music talent from the 

West County area, therefore the campaign’s goal of increasing the image of the City of St. Louis 

to West County residents can also help increase their exposure to music artists from other parts 

of the city.  

Demographics:  

 Values: young professionals value status, success, praise, family, money 

 Attitudes: young professionals generally have positive attitudes, enjoy praise, enjoy 

friendship company, enjoy free time, work to live, and are social 

 Personality: social, carefree, invincible, happy, stressed at times, chaotic, laid-back, 

conservative, liberal 

 Lifestyle: young professionals range from directly out of college to mid-level career. 

Most have established careers and some may have families 

Geographics:  

 West County is a large, developed area with rural areas to the far west 

 Large retail developments including several big-box retailers and shopping malls 

 Major highways bring lots of traffic to the area 

 

POSITIONING STATEMENT 

In St. Louis, our cultivated music scene thrives on independence and variety. Our city is blessed 

with fantastic musicians, talented performers, and artists of all genres. We have phenomenal 

venues that are outlets for performers to bring their music and create an atmosphere of 

appreciation for talent that every city needs. Alongside these local performers and venues are 
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listeners who are eager for new, exciting music. Our city has all the makings of a place where a 

great music culture thrives. 

 

SWOT Analysis for the City of St. Louis, Missouri 

Strengths: St. Louis, Missouri has several strengths. The St. Louis Cardinals baseball team is a 

huge enterprise that brings in a large amount of revenue to the city as well as the areas 

immediately surrounding the ballpark stadium. Blues hockey is also a large enterprise. St. Louis 

is home to Forest Park, one of the largest city parks in the nation. Forest Park includes a number 

of fantastic world-class museums and a free zoo. St. Louis boasts a wide range of diversity 

among its residents; several neighborhoods are culturally-centered, including Italian and Bosnian 

communities. There are also several large businesses headquartered in Downtown St. Louis, as 

well as several large hospital chains and world-class healthcare facilities.  

Weaknesses:  Crime is a factor that is widespread, especially in the City of St. Louis. Theft, 

robbery, and murder are an unfortunate occurrence; especially the murder of Saint Louis 

University student Megan Boken in the Central West End, which triggered high profile media 

attention. Distance also is a negative influence over the City of St. Louis. West County residents 

may be reluctant to drive to the City because it could take up to 30 or more minutes, especially in 

traffic.  

 

Opportunities:  The St. Louis Cardinals are a major league National League baseball team that 

have won several World Series titles. The team and surrounding Ballpark Village are a great 

source of continuous revenue for the city and a source of notoriety. The St. Louis music scene is 

thriving and gaining national attention, and St. Louis City is home to world-class venues. The 

Budweiser enterprise continues to attract tourists with its beer and Clydesdale horses.  

 

Threats: Crime is the most serious threat to St. Louis City. St. Louis has been named the “Most 

Dangerous City in the U.S.” and this can be a negative connotation to tourists as well as 

residents. The Midwest is also landlocked with no ocean or large body of water, which can prove 

a barrier to potential tourists as well as local tourists who may leave the area during holidays or 

breaks. There are no large well-known attractions to tourists other than the Gateway Arch. Socio-

economic factors and economic problems are also an issue that can threaten the city’s image.  

 

STRATEGIES AND OBJECTIVES 

Overall Goal for Campaign: 
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The overall goal is to increase the image of the City of St. Louis to residents of West St. Louis 

County. While most tourists would think Chicago to be the finest city in the Midwest for its 

shopping, entertainment and other sightseeing purposes, St. Louis is a fine destination with a 

very developed music scene. Local radio stations such as KDHX feature local talent  

Goals: 1) Begin to change the way West County residents think about the City of St. Louis. 2) 

Encourage music-enthusiast West County residents to visit the City for its supreme music 

venues. 3) Ultimately create a new event tradition that can be repeated annually to help increase 

the amount of local tourism and economic development in the City.   

Objective: To have an effect on awareness; specifically, to increase knowledge of local artists 

from the City of St. Louis. 

Strategy: Proactive Strategy: Public Relations Action – AUDIENCE PARTICIPATION 

According to Smith (2012), “Proactive action strategies include the enhancement of 

organizational performance, audience participation, and special events; development of alliances 

and coalitions; sponsorships; and sometimes activism.”  

 Tactic: Communicate audience interest 

Communicating audience interest is more than just pitching the organization’s mission down 

their throats. “It involves strong two-way communication tactics and engaging audiences and 

publics in your communication activities. One way to do this is to communicate about the 

audience’s relevant interests rather than the needs of the message source or the sponsoring 

organization” (Smith, 2009).  

o Create social media accounts for the campaign on Facebook, Twitter, Pinterest, 

YouTube, Instagram, and Tumblr.  

o Create a WordPress blog and blog about the campaign and events to generate 

interest 

o Interview both city and county residents to get their thoughts on the issue and 

campaign idea. Compile the interviews into a video and post on the campaign’s 

social media sites. 

 Tactic: Special events (staged activity) 

Special events are both a useful and fun way to generate audience participation in the 

organization and campaign. “Staged activities are activities that an organization develops or 

orchestrates to gain the attention and acceptance of key publics,” (Smith, 2009). These events 

“…should be legitimate, meaning they are designed primarily as a means of engaging publics 
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and encouraging their interaction with your organization, with the potential for media 

interaction being secondary” (Smith, 2009).  

o Progress-oriented activity: groundbreaking ceremony 

 Host a campaign kick-off event at the Four Hands Brewing Co. 

downtown. The free event would feature new beer samples as well as 

current beers from the Four Hands Brewing Co. The event would function 

much like a happy hour, and would include a performance by St. Louis 

area native and former Uncle Tupelo band member Jay Farrar.  

o Community event: festival 

 Develop a new festival celebrating local music, food & drink, radio, and 

record stores. The weekend-long festival would be called “Gateway From 

the West” and would be held at Off Broadway music venue on Lemp Ave. 

The festival would include concert performances by a different group of 

local artists each night, beer samples from St. Louis City breweries, food 

samples from restaurants in St. Louis City, live broadcast/emcees from 

local radio station KDHX, and interactive booths from area record stores.  

 

Image: Logo for event 
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o Holiday celebrations 

 Host holiday-themed events at area venues and establishments. Possible 

holiday events could include: 

 New Years  

o Vodka, champagne, caviar and oyster tasting at Sub Zero 

Vodka Bar followed by a concert by Erin Bode, Pokey 

LaFarge and the South City Three, and Ludo. 

 Valentine’s Day – “Rock-and-Roll date night” for couples in the 

Landing 

o Couples travel on a rock-and-roll themed “tour bus” 

limousine and partake in a progressive evening. The “tour” 

would start at Morgan Street Brewery for drinks and would 

follow with appetizers and dinner at The Drunken Fish. 

After dinner, couples would go to The Big Bang to watch a 

Rock-n-Roll dueling piano competition. After the 

competition, the “tour” concludes at Heartbreakers Rock-n-

Roll Saloon. 

 St. Patrick’s Day  

o Couples and singles alike can enjoy half-off St. Patrick’s 

Day food and drink specials at Maggie O’Brien’s, complete 

with an Irish-themed costume contest. An Irish-themed 

country performance by Prairie Rehab will complete the 

evening. 

 Cinco de Mayo 

o Rosalita’s Cantina will offer a tequila flight tasting 

complete with food specials. Pokey LaFarge and the South 

City Three will act as Mariachi at the restaurant with a brief 

set.  

 Fourth of July – “Music and Pizza in the Park” 

o To fit the Fourth of July holiday theme, The Bottle Rockets 

will play in an outdoor concert at Tower Grove Park. Erin 

Bode, Old Lights, Jay Farrar, and Colonel Ford will also 

perform. A variety of food trucks from notable pizza 

restaurants in St. Louis City will be parked at the park for 

spectators to enjoy.  

 Halloween – “Nightmare on Lemp” 

o Couples and singles alike can participate in a costume 

contest and enjoy a haunted tour of the Lemp Mansion, 
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where Shlafly brewery will partner for the evening and 

feature several of its new October/Fall beers. After the tour, 

brave costumed folk can enjoy a spooky concert by eclectic 

“noisy band” Egg Chef. The winner of the costume contest 

gets a VIP meet and greet with the band after the show. 

 Christmas 

o Off Broadway will host a Christmas-themed show of local 

artists Chuck Berry, Erin Bode, Colonel Ford, Pokey 

LaFarge and the South City Three, Old Lights, and Black 

Spade. An “ugly Christmas sweater” costume contest will 

also be held that evening, with the prize being a VIP meet 

and greet including complimentary drinks with Chuck 

Berry after the concert. 

o Competitions  

 Encourage creative expression by hosting an open mic night  

 Pop’s Blue Moon will host an open mic night competition for 

recent college graduates and young professionals, with moderators 

Black Spade, Jay Farrar, Old Lights, Nico Smith, Prairie Rehab, 

and Erin Bode. 

o Artistic programs 

 KDHX “Live At KDHX” music sessions with local artists 

 KDHX will invite pre-registered guests the opportunity to sit-in on 

select “Live At KDHX” music sessions. The select guests will get 

to meet the artists and interview them, and will receive a free 

autographed CD from the recording session.  

Objective: To have an effect on action; specifically, to obtain partnerships with venues and other 

establishments to hold an annual event to increase revenue to the City by 20% 

 Tactic: Alliance/Coalition 

 “Alliances and coalitions seek to form relationships, often new ones, with groups that 

share similar values and concerns,” (Smith, 2009). By “…using this strategy, 

organizations try to compound their influence toward meeting objectives and to enhance 

their ability to break through barriers while trying to relate to their publics, (Smith, 2009). 

Some benefits of alliances include generation of energy and cooperation around a single 

issue, and can be made with influential individuals such as respected community leaders. 

o Partnership with KDHX, Off Broadway, Vintage Vinyl, and Euclid Records to 

form “Gateway From the West”, a coalition designed to promote and raise 
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awareness of local music and venues in the City of St. Louis. The specific 

strategic goal of the partnership is to encourage West County residents who may 

frequent Webster Groves or the Delmar Loop to venture to the City when the 

record stores make an appearance at select events and “endorse” the alliance.  

 Tactic: Sponsorships 

A “…proactive step that organizations can take to gain visibility and respect among their key 

publics is through sponsorships,” (Smith, 2009). Sponsorships are a “…significant strategy 

for programs oriented toward community relations,” (Smith, 2009). They involve either 

“…providing a program directly or providing financial, personnel, or other resources the 

program requires” (Smith, 2009).  

o  Corporate networking event at Union Station. Businesses including Anheuser-

Busch, Clear Channel, KSDK-TV, KMOV-TV, CBS Radio, The RiverFront 

Times, and other businesses and corporations that are known for their support for 

the arts and local businesses will be invited to attend the event, which will lure 

attendees with door prizes and raffles.  

Objective: To have an effect on acceptance; specifically, to generate interest in attending live 

music events and other forms of entertainment and dining in the City of St. Louis 

Strategy: Proactive Strategy: Public Relations - COMMUNICATION 

 Tactic: Publicity 

The value of publicity is “attention given to by the news media to an organization, person, 

event, product, or idea” (Smith, 2009). It…“provides third-party endorsement for the 

organization’s message, referring to the extra credibility that comes with the endorsement of 

an outside and unbiased agent, such as reporter, editor, or news director” (Smith, 2009). 

Information gained from the news is more reliable to publics because “audiences assume that 

the news they obtain from television, radio, and newspapers is more believable than 

information they obtain directly from the organization through advertising, websites, 

brochures, and the like” (Smith, 2009), because the information reported has passed 

gatekeepers.  

o News conference 

 Host a news conference announcing the campaign and goals 

o News release 

 Update the media on the campaign and its events by writing news releases 
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 Pitch to traditional news outlets and specialized music-focused 

newsmagazines such as the RiverFront Times and Rolling Stone 

o Celebrity endorsement 

 Delegate Chuck Berry, Jay Farrar, Pokey LaFarge, and Erin Bode as the 

celebrity endorsers of the campaign. Pitch their appearances on local 

media outlets  

o Advertising 

 Create digital, print, and broadcast advertising on various traditional and 

new media platforms to promote the campaign. Use the hashtags 

#HubSTL, #STLTheHub, #STLMusicScene, #GetInTheSceneSTL, and 

#RockTheParkSTL in the advertisement. 

o Social media – use the POST – people, objectives, strategy, and technology 

method as stated in Groundswell (2011). 

 Create an account for the campaign on Facebook, Twitter, Instagram, 

Pinterest, and Tumblr to connect with the audience. Post relevant updates 

about the campaign, showcase St. Louis City venues and restaurants, 

profile local bands and artists, and include the video advertisement. “Like” 

and “follow” places from the West County area including schools and 

restaurants to encourage alliance-forming. Use the hashtags #HubSTL, 

#STLTheHub, #STLMusicScene, #GetInTheSceneSTL, and 

#RockTheParkSTL.  

 

 Tactic: Transparent Communication 

“A relatively new concept is an important idea in developing a proactive public relations 

communication strategy,” explains Smith (2009). “Transparent communication is the term 

given to the notion that open and observable activity…helps publics understand the 

organization and support its actions.” It…“deals with the awareness of objectives of 

increasing knowledge and understanding… and “simply means making your case.”  

o Hold rallies and other energizing events throughout West County to generate 

interest in the campaign and promote the City and the local music scene 

o Kick off the campaign by going on a “tour” of the county, “rock-star style”. Show 

up at school concerts, shopping malls, retail outlets, restaurants, and community 

events to promote the campaign and St. Louis music scene. Have a representative 

from each venue present on the “tour stops” to endorse the campaign and 

encourage local tourism. Really get to know the people from the county, as the 

good relationship will help promote positive feelings about St. Louis City. 
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EVALUATION PLAN 

 

“The especially important to the campaign rollout is…an evaluation component” as stated in 

Swann (2010).  

 

Ideas: 

 Online survey 

o Create an online survey, sent by email and by flier with a QR code, asking 

attendees to answer the following questions: 

 I’m more proud to be a St. Louisan. True or false? 

 I believe St. Louis has a rich music history and a lot of local talent. True or 

false? 

 My interest is piqued to learn more about St. Louis and its music scene. 

True or false? 

 I am interested to learn more about restaurants and breweries in the city 

and would like to get discounts and attend further events. True or false? 

 My perception of St. Louis City is improved overall. True or false? 

 Google Analytics  

In the Kansas example in Swann (2010), the director of Travel and Tourism Development 

suggested metrics to measure his division’s efforts including leads generated based on 

website visitation and use analysis…and advertising conversion studies.” 

o Measure website activity by use of Google Analytics. Measure how many links 

visitors clicked on, where visitors referenced the website from, and also measure 

the amounts of “likes”, “re-tweets”, follows, and comments on social media 

accounts 

 Focus group 

o Host a focus group with participants, other county residents who did not attend 

the events, and civic and community leaders from both the city of St. Louis and 

West County to get their thoughts and opinion on the overall campaign and the 

issue. Ask the participants the following questions: 

 I’m more proud to be a St. Louisan. True or false? 

 I believe St. Louis has a rich music history and a lot of local talent. True or 

false? 

 My interest is piqued to learn more about St. Louis and its music scene. 

True or false? 

 I am interested to learn more about restaurants and breweries in the city 

and would like to get discounts and attend further events. True or false? 

 My perception of St. Louis City is improved overall. True or false? 
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