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INTRODUCTION

In many cities, a historic downtown lies at the heart, yet, it’s often overlooked, neglected, and in dire 
need of revitalization. This neglect isn’t without consequence; deserted downtowns can become 
associated with high crime rates, abandonment, and a loss of community. However, revitalizing 
downtown areas has been a hot topic among developers and scholars in the United States. It’s seen as a 
way to breathe new life into these areas, making them hubs of bustling activity once again.

Downtown Gainesville is in urgent need of revitalization and a new image. Recognizing this need, Go 
Downtown, Inc. was founded in November 2023, by downtown business owners. Spearheaded by Mike 
Palmer, the founder of Gainesville’s rock climbing gym, The Knot, this group comprises of other business 
owners in downtown Gainesville. Their aim is to streamline communication, plan community events, and 
revitalize the image of downtown.

With the goal of engaging the community through events in collaboration with other downtown 
businesses, Go Downtown, Inc. recognized the importance of a digital presence. In the age of digital 
media, a strong brand and social media presence are crucial for public interest groups like Go 
Downtown, Inc. Leveraging the power of social media, Go Downtown, Inc. can effectively promote its 
mission.

Through creative content and marketing tools on Instagram, Go Downtown, Inc. has the capacity to 
reach broad audiences. This will help to curate public interest in downtown, support local businesses, 
and encourage people to visit the historic area, ensuring a thriving economy and culture for downtown.

The project presented is applying the principles of social media mobilization, social media accounts 
were created to serve as catalysts in amplifying Go Downtown Inc.’s initiative. This project involved 
formulating a comprehensive social media strategy, including survey research, logo development, brand 
development, and the creation and implementation of a social media content across Facebook and 
Instagram. 

Keywords: social media strategy, branding, municipalities.
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Additionally, qualitative insights were taken from the open-ended survey questions. These free 
responses provided more context to the perceptions and preferences of survey respondents. 
Notably, several respondents expressed concerns about homelessness downtown, which 
emerged across multiple open-ended questions. Responses related to homelessness concern 
downtown were particularly prevalent in questions 3 (‘Additional ideas and/or comments about 
Go Downtown social media’), 7 (‘What are Downtown’s weaknesses?’), 9 (‘What are Downtown’s 
threats?’), 10 (‘Which three words initially come to mind when you think about Downtown?’), 
and 11 (‘What visual elements come to mind when you think of Downtown?’). These qualitative 
responses offer valuable context alongside the quantitative data to help understand community 
concerns regarding downtown. 

Similarly, the word ‘History’ was repeatedly mentioned and emerged in questions 6 (‘What are 
Downtown’s strengths?’), 10 (‘Which three words initially come to mind when you think about 
Downtown?’), and 11 (‘What visual elements come to mind when you think of Downtown?’). 
This common sentiment suggests a strong interest in the historical aspects of downtown among 
respondents, which Go Downtown can capitalize on when planning events and content.

SOCIAL MEDIA IMPLEMENTATION
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SOCIAL LOGO
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DATES

Holidays and calendar celebrations significantly influenced the content we produced and promoted, 
a strategy shown by Visit Gainesville’s social media, as revealed in our analysis. Earth Day prompted 
the creation of a post, aligning with numerous downtown events themed around Earth Day.
Following initial empirical research, Visit Gainesville’s website was scanned for all events associated 
with Earth Day. Subsequently, a promotional post for each event, accompanied by its respective 
graphic, was crafted, as illustrated in Figure 3.

Similarly, we created a lively post for National Burrito Day to promote Boca Fiesta, an early adopter 
of the Go Downtown Inc. Our post featured a photo of their signature burrito, as shown in Figure 4., 
accompanied by two tequila shots, showcasing their Thursday specials.

PHOTOGRAPHY

Photography showcasing downtown scored high in our survey, leading to the posting of 
photography-centric content, exemplified by Figure 5.

RECAPS

Recap posts of events, as depicted in Figure 6, was another focal point of our social media 
content strategy, highlighting the promotion of various events downtown such as family-friendly 
gatherings like the Hoggetowne Medieval Faire at Depot Park, cultural events like fashion shows, 
and free professional events like “Create Now Gainesville,” an event hosted by Adobe in Downtown 
Gainesville. 
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LOGO

PRIMARY LOGO

HORIZONTAL LOGO
MONOGRAM LOGO

Implementing a logo identifier is 
highly recommended for various 
marketing materials, including social 
media posts, posters, banners, and 
custom Go Downtown content. 

Using two different font styles, this 
simple word mark was created. 
The lowercase “g” adds a sense 
of motion, effectively conveying 
movement, which is ideal for a call 
to action. The decision to omit “Inc.” 
from the word mark was strategic, 
enhancing the emotive style of the 
logo.
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LOGO VARIATIONS
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The primary and secondary color palettes draw inspiration from the greens of the environment. 
Bright pops of yellow, pink, lime, and orange reflect the sunsets, brick buildings, and nature, 
showcasing a versatile palette that avoids emulating blue or UF branding.

PRIMARY COLORS PATTERNS

SECONDARY COLORS 

LIME

CMYK | 60, 0. 53, 0

CMYK | 0, 66, 85, 0

SUNSET

AVOCADO SUNBURST

LOQUAT

CMYK | 35, 0, 100, 0

CMYK | 100, 26, 58, 56

CMYK | 2, 19, 89, 0

CMYK | 6, 48, 50, 0 CMYK | 0, 0, 0, 100 CMYK | 0, 74, 0, 0 CMYK | 100, 0, 76, 22

BRAND COLORS
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AVOID CONTROVERSIAL TOPICS - To maintain a welcoming and inclusive environment, Go 
Downtown, Inc. should avoid engaging in controversial topics. This includes steering clear of 
political content, polarizing issues, and any form of grandstanding. Avoid commenting, sharing or 
liking political events, policies, or debates to maintain a neutral stance.

IMAGERY GUIDELINES

The following imagery guidelines are designed to ensure positive representation for Go 
Downtown’s brand. To convey a positive, welcoming, and vibrant image of downtown Gainesville, 
it is essential to use imagery that reflects these values. This includes focusing on cheerful, inclusive 
visuals and avoiding content that could be perceived as negative or divisive.

POSITIVE IMAGERY - Ensure all photos and visuals prominently feature people smiling and 
engaging in positive activities. Highlight moments of joy, community interaction, and celebration 
to foster a welcoming atmosphere. Avoid using images where individuals appear unhappy, 
disengaged, or in distress.

INCLUSIVE REPRESENTATION - Use imagery that reflects the diversity of downtown Gainesville’s 
community, including different ages, ethnicities, and backgrounds. Showcase inclusive events and 
activities that bring various community groups together.

AVOID POLITICAL CONTENT - Refrain from posting photos of political events, rallies, or protests. 
Ensure that all imagery remains neutral and does not imply endorsement of any political stance or 
movement.
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