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Main Street Matters

Welcome 1 We are already over halfway
through 2010 and I think if
New Business Downtowr] 1 we have learned one thing
- from the past six months, it
Upcoming Events 1 would be that change is con-
MS Board of Directors | 2 stant and the marketplace is

ever-evolving. The volatility

of the economy and uncer-

Getting to Know MS 2 . '
tainly about the future is cer-

tainly not something re-
served for 2009.

Welcome to Main Street | 3

Targeting Teens 3 To remain as a leader in your
marketplace and industry, it

Special Olympics 4 may be beneficial to take the
time for a thoughtful, strate-

Main Street Events 4 gic exercise for positioning
your business in the second

Look Up Downtown 4 part of 2010 and moving con-
fidently into 2011.

Contact Information 4

Outlined below are 10 key
questions about the direction
of your business that can be
used as a simple framework
e for evaluating your business
plan.
1. How would you rate the
current fiscal year? Your
a sales and profitability are up
or down what percentage?
2. What is the single thing
that most positively affected
your business in the past 12
months? What is the worst
Save the Date! The Nebragka thing?
Governor 6s PIile3 What4goalshave been
held on Novembes 5 set (or should have been set)
to make this year better for
your business? Be Specific.

Upcoming Events:

T Far mer 8Turdday e
nings 5 pfivpm from June
through September

Blues, Beer, Burgers & Brat
the VIP Lourigeugust 28

Magic of Main Stié8aturda
October 9

New Business Opens Downtown

Accidents happen more than
we like. So where do you
take your vehicle for repair
after a collision? Beatrice
Collision Center has opened
in downtown Beatrice at 306
Court Street. Chuck McKay
specializes in collision re-

pair and refinishing as well
as painting. Chuck, origi-
nally from Crete, Ne has a
degree from SCC Milford
and 25 years experience in
the collision repair industry.
In the past, he has also been
an SCC and I-CAR paint in-

4. List three of the biggest
challenges or threats to your
business that you foresee in
the near future.

5. How do you plan to better
position your business with
enhanced marketing initia-
tives?

6. Who do you consider your
top 2 competitors? What are
those 2 competitors doing
that will potentially affect
your business?

7. What new trends or
strengths do you plan to use
to enhance your business
over the next 12 months? Be
specific.

8. How are you using cus-
tomer feedback to help
grow your business?

9. What adjustments will you
make to better tailor your
products to meet your cus-
tomers changing needs and
lifestyles?

10. What can you do to en-
hance your skills and those
of your team to help grow
your business?

As you reflect on your an-
swers, remember change
takes time. Itis a demand-
ing and complex process,
not an immediate outcome.
If you stay positive and dem-
onstrate the abilities you
know you already possess,

structor.

Chuck and his
family chose
Beatrice because of its small
town feel. Beatrice Collision
Center is a family affair. If
you stop by, Chuck may
have one of his sons, ages
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Hlexis Winder
Executive Director

you will achieve amazing
success.

Difficult times provide us
with the opportunity for in-
novation and change. Com-
panies that continually focus
on customer expectations
and experience through
product, service, and atmos-
phere will always come out
the survivors and winners.
Each business owner/
professional should take
time to really think about
these questions. Get part-
ners, staff, and clients en-
gaged in the process and
use the results as your road-
map to success.

Evaluating where you have
been and where you are
going is a simple, effective
way to easily manage
change and remain a leader
in your marketplace.

Johnson, Margie (2010, January 2). Competing in
t he o0Sea o MairCStreenNpws. 6

»/ 12, 14 & 16 helping
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g A
y S e Out When asked
(202)¥: AU o101t the most in-

teresting project
Chuck has ever worked on,
he quickly talks about the
1957 Pickup he is currently
painting.
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Board of Directors

Linda Clabaugh
Board President
Clabaugh Pharmacy

Dale Simmons
Board Vice President
S&S Sweeper

Steve Hovendick
Board Past President
Wells Fargo Financial Advisors

Judi Knowles
Board Treasurer
PJds Properties

Julie Feist
Board Secretary
Farm Credit Services

Matt Schmitt
Board Member at Large
Schmittds Cloth

Steph Perkins
Val entinods

Sharon Kroese
Weigels Jewelry

Terry Keslar
The Kensington

Laureen Riedesel
Beatrice Public Library

Stan Wirth
Pinnacle Bank

Darin Baehr
Security First Bank

Julie Fairbanks
Wells Fargo Financial Advisors

Kim Sexton
Farm Credit Services

Jason Moore
City Council

Ice Cream Cone

With summer wrapping up
there is no better time to
celebrate the coveted ice
cream cone - especially if it
is filled with ice-cream!
Show appreciation for cus-
tomers, clients and/or em-
ployees by keeping a few
ice-cream vouchers on
hand. It will be a much ap-
reciated end of summer

Getting to Know Main Street

Main Street Beatrice would
not be possible if it were not
for the hard work, dedication
and passion of our board
members. Assuch, itisim-
portant that all of our part-
ners, volunteers, and con-
tributors get to know who
these wonderful people
working behind the scenes
are. Each month I will fea-
ture a Main Street Board
member in the newsletter so
you too can get to know Main
Street.

Meet Matt Schmitt, board

member at large for Main

Street Beatrice. Matt was

first approached to become a

board member by Linda Cla-
9baugh and Steph Perkins

when Main Street Beatrice

was first @Agyguan

know by now, they can be

very persuasive

His first memory of Main

Street Beatrice is the strug-

gle to move away from the

old Downtown Merchants

Association and convince the

businesses that Main Street

was the future.

Matt was born and raised in
Concordia, Kansas. Matt
owns Schmittds
3rd generation menswear
store. He started working
during the summers while in
high school and when home
from college worked at their
store in Concordia, Kansas.
Matt began working full time
at the Beatrice store in 1972.
0ltds so hard t
over 40 years n

For those of you who do not
already know Matt, he can
best be described as quiet,
friendly, has a great sense of

Anniversary

- September 22
incentive.

ties. Ohdand

Happy Scooping!

humor, and someone who
likes to work behind the
scenes. When not volunteer-
ing for Main Street Matt en-
joys reading, fishing, camp-
ing, and working in the yard.

When it comes to Main Street
matters, Matt believes that
hands down, Main Street is
the most active group he has
been involved with. Every-
one is absolutely passionate
about the success of each
new venture.

Matt also had this to say
about Main Street Matters:

Alexis: What do you wish
other people knew about
Main Street Beatrice?

Matt: Mai n Street
about the downtown of Bea-
trice. Main Streetis a na-
#qng Qrgapi;pgop ang the
single most successful revi-
talization project in the coun-
try. Our Beatrice group is
now a Certified National
Main Street Community and
the criteria to achieve that
status is quite rigorous.

Alexis: Who or what influ-
encdde/dur deciston to $up-s
povt!Main Street Beatrice and
become Treasurer of the
Main Street Board?

Matt: The fact that we own a

Better yetfi host a customer
appreciation event centered
around ice cream. Invite
celebrity guest scoopers,
have a great sale,
sic, entertainment and activi-

the ice cream cones!

offer mu-

donot

business and property in the
district. When you make a
l'iving somewher e
important to support and

give back to the area when
possible. Main Street and

the quality people involved

make that an easy thing to

want to do.

Alexis: What do you think
will change about Main
Street Beatrice over the next
five years?

Matt: | think the organiza-
tion will continue to grow
and find new ways to assist
businesses in opening or
expanding in the district.
We will have more people
from the public step forward
and volunteer to be a part of
this terrific group.

Alexis: What would you tell
someone who is thinking
about supporting Main Street
Beatrice?

Matt: Go for it.
find a more dedicated or
hard working board to be a
part of. Oh yeah, we like to
hagerobrifun joal s t

Alexis: Just for fun, what
might someone be surprised
to know about you and/or
what is one thing that no one
else knows about you?

Matt: | candt tell
think ités al ways
a little mystery about one-
sel f, donét

so much more interesting.

you?

Matt is an invaluable mem-
ber of Main Street Beatrice
and we are extremely fortu-
nate to have him as a volun-
teer in our organization!

Charles Park in Bloom
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imple Rules for Targeting Teens

There are an estimated 25.6
million teens in the United
States today and according

2. Realize how smart they
are. Engage teens with ma-
ture messages and grown-up

to 0The Teens Dexperiences. Teens will not
USO report Jforox respond if
aged Facts, these they are
teens are expected to treated like
spend $208.7 billion children.

in 2011. Again, au-
With no financial re- thenticity is
sponsibilities, teens huge. You
have more disposable should be
income than any other open, hon-
consumer demo- est, direct
graphic in the United and really
States. Thatis a huge trytobea
market with incredi- ![Oea(::] %Lﬁ?fre
ble spending power The largest

one that you can not afford to
pass up. So how, then, do
you break into this market?
Here are 5 simple rules for
selling to teens.

1. Appeal to the teen, not

to the adult.  Teens are mo-
tivated by popular culture
andpeer-dr i ven tre
all about the cool factor.
Dondt approach
same way you would

adultsfi forget marketing for
value and convenience. Au-
thenticity is very important.
Relevance is also key here.
Teens will thumb their noses
at a product they are certain
they don't need, no matter
how solid the advertising
pitch. For instance, teens
may not care about a sale or
discount on a service, but
they will come running
through the door if you offer
afree iPod. Be specific in
your promotions and pay
attention to what is hot.

mistake a company can make
is lying to teens or being in-
sincere and phony.

3. Recognize that teens

have changed. With Inter-
net, cell phones, and i-pods
teens are different today than
they were twenty years ago
and even ten. Approach
teens in a way that is relevant
to them - elec-

attention span. De-
cide on your main
message, put itin the
forefront, and make it
as simple and straight-
forward as possible.
4. Take time to listen.
One of the largest chal-
lenges in marketing to
teens is understanding
what motivates them.
The best way to over-
come this issue is to
treat them like impor-
tant individuals, ask
their opinions, and lis-
ten. When you under-
stand their interests
rather than telling them
what they should be
interested in, you will
quickly
hot and
5. Teens will spend
their money - some-
where. Make no mis-
take - teens have
money in their pockets
and no bills to pay.
While teens

tronically. Teens
are more sophis-
ticated and com-
fortable with
technology and
they are multi-
taskers. When
marketing you
need to get on
their levelfi use e
-mail, texting,
facebook and

areona
budget, they
do have cash
to spend and
they will
usually
spend it on
one of the
first things
they find for
sal e.
yourself by un-

other web based
technologies. Also you must
keep your message simple.
Along with multitasking,
teens today have a very short

S,

fairly characteriz-
ing teens as liabilities be-
cause of shoplifting or loiter-
ing. You need to look past
this stereotype and realize

LAW

Don¢

Ly
Radical Sports
504 Court St. * 402-806-4500

Beatrice Collision Center

306 Court St. * 402-228-0295

_ that teens have money, they
are looking for places to
spend it, and
invite them to spend it with
you, they will spend it with
your competitor.

Alderton, Matt (2008, April). Teen Market-
ing. Promotions, p. 43-48.

ENFORCEMENT

Specializes in collision repair and auto-
motive painting with fast, friendly cus-
tomer service.

f
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farmers Markets Weekly Drawing Wmners

Thursday, July 15 Thursday, July 22 CBemon - “Taelic Thursday, July 29
Congratulations to Congratulations to b e A Congratulations to

Lori Fossler
2lbs Honey from
Jensby Honey

Gayle Rohr
1 Ib Hamburger
Triple S Cattle

Pat Knoop
$5 worth potatoes
Weiches Vegetable

Main Street Events

5th Street Festival
Saturday Auqust 28

Thussess s-178

Located on the corner of Sth & High

Nob raska Liovernor’s

Y -2/
s

November 5 —6, 2Q
Event Coordinator

Rick Clabaugh
402-223-3591

iy e 7 * ol T T Main Street Beatrice
featuring Drew & the Nlo Name Blves Band 205 North ath Street
PO Box 125

joInQ 9y 2ang

The Flips * Emergency Exit * Counterfeit* AOR Blues Bectrice, NE 68310
402-223-3244
\ ’ i MAIN S EET info@mainstreetbeatrice.org
. /(/1/]({( www.mainstreetbeatrice.org

- Do you have an upcoming event or
Downtown Beatrice is filled with beautiful historic staIe or something new and exciting
buildings. Every once in a while, take time to look up - you are doing in your business?

. L . // \1\ Tell us about it! Call or e-mail the
downtown and appreciate our historic architecture. Y Main Street office today!

It may even pay! Every month newsletter will feature a

trivia contest. If you know the answer, email us before g ContaCt us any Ume

t'e deadline. Every month, someone will win $20 in

wlain Street Money! Main Street Beatrice

City Auditorium

Please do not enter if you have won in the past 90 days. PO Box 125 ~ Beatrice, Ni68310
4022233244

inffo@mainstreetbeatrice.org

July Answer: Race Pit www.mainstreetbeatrice.org

downtown/a 7% [MNKESENIS)
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