
 

 

DOWNTOWN HAYWARD IMPROVEMENT ASSOCIATION 
    

22650 Main Street  Hayward, CA 94541 

 
Downtown Hayward Improvement Association  

District Identity & Streetscape Improvement Committee 
Friday, March 25, 2022, at 2:00 p.m. 

Zoom Virtual Meeting 
https://us02web.zoom.us/j/89886975207?pwd=YWlRb1ZuOUZKWUdtZHdRbXQrN0hjUT09 

Meeting ID: 898 8697 5207 |Passcode: 112049 | Call-In +1 669 900 9128  
 
1) Roll Call & Zoom Etiquette / Catherine Ralston, Chair  

All participants will be put on mute during the topic presentation and then the moderator will unmute the microphones to 
take comments/feedback.  Please keep comments directed to the topic being discussed. 

 

2) Continuing Virtual Meetings Pursuant to AB 361     Action Item 
 Find and determine that a state of emergency remains in effect at the state level, and that as a result of the emergency, 

meeting in person would present imminent risks to the health or safety of attendees. 

 

3) Public Comment (3-Minute Max Per Person) 
 

4) Approval of February 17, 2022, Minutes      Action Item 

 
5) Committee Updates: 

 
a. Downtown Hayward PR/SM RFP Responses     

a. Status of Current Vendor Services 

b. Olive Creative Strategies Proposal for District PR/SM Services  Action Item 
      

6) Next Meeting: 
  

7) Adjournment          

 
BROWN ACT:   
Government Code 54950 (The Brown Act) requires that a brief description of each item to be transacted 
or discussed be posted at least 72 hours prior to a regular meeting.  The Corporation posts all Board and 
Committee agendas outside of the building that the meetings are being held.  Action may not be taken 
on items not identified as such and posted on the agenda.  Meeting facilities may be accessible to 
persons with disabilities.  If you require special assistance to participate in the meeting, notify Monica 
Montes at least 48 hours prior to the meeting.  For more information on the upcoming Committee or 
Interim Board of Directors meeting, please call Monica Montes at 888 356-2726. 

https://us02web.zoom.us/j/89886975207?pwd=YWlRb1ZuOUZKWUdtZHdRbXQrN0hjUT09
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DOWNTOWN HAYWARD IMPROVEMENT ASSOCIATION 
    

22650 Main Street  Hayward, CA 94541 

Downtown Hayward Improvement Association 
District Identity & Streetscape Improvements (DISI) Committee 

Thursday, February 17th, 2022 – 3:00 p.m. 
Meeting held via zoom  

  
Present: Catherine Ralston (Chair), Kim Huggett, Resti Zaballos, Bill Matheson, Sara Buizer, 

Dinesh Shah (by phone),  
 
Staff:   Marco Li Mandri, Dominic Li Mandri/New City America  
 
MINUTES: 
 

Item Discussion Action Taken? 

1.  Introductions Committee Chair Catherine Ralston called the 
meeting to order at 3:06 p.m.  

No action taken 

2. Continuing Virtual 
Meetings Pursuant to 
AB361 

Consideration to continue meeting virtually 
pursuant to AB361. 
 

Catherine Ralston 
motions to 
continue meeting 
virtually meeting 
virtually pursuant 
to AB361. Kim 
Huggett seconded. 
Motion carried 
unanimously. 

3. Public Comments, 
announcements 

- Dominic provided an update on his meeting 
with the Executive Director and the Hayward 
City Manager Kelly McAdoo regarding 
downtown concerns and anticipated 
programs/projects. Discussion followed.  
 
- Catherine Ralston announced Tacos El Gordo 
has replaced Tacos Los Pericos as the 
operating business at the NW corner of 
Watkins and B Street. Falafel Flame has also 
opened up at 22648 Mission Blvd. 
 
- Catherine reported the new owner of 1025 
A Street (old Salvation Army) is in the process 
of applying for building permits. 
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- Catherine also reported the City’s Economic 
Development Department was preparing to 
launch a facade improvement program that 
can be utilized by downtown business owners.  
 
- Catherine also reported the Together for 
Hayward Gift Card program has sold $53k 
worth of cards redeemable at local 
participating businesses, at an average sale of 
70 cards per week. 

4. Review of Meeting 
Minutes from November 
10th, 2021 

Dominic presented minutes from the 
Committee meeting on November 10th, 2021, 
for member review.  
 
Committee members took time to review the 
minutes as presented.  

Motion to approve 
the August 27th 
minutes as 
presented was 
made by Catherine 
Ralston and 
seconded by Bill 
Matheson. Motion 
passed 
unanimously.  

5. Committee Updates: 
a) FY21-22 Annual 

Report Draft 
 

 
b) New Big Belly 

Cans Slated for 
Q3 
 
 
 
 
 
 
 
 
 

c) B Street Quarterly 
Banner Themes  
 
 
 

d) New Downtown 
Event Interest 
 
 
 
 
 

a. Staff are finalizing the first draft of the 
report and will begin making final revisions of 
the content before the final versions are sent 
to the Chamber for report assembly. 
 
b.  Dominic reported that he was in contact 
with City staff on the potential placement of 
additional Big Belly Receptacles in and around 
downtown this Fall as part of a phased City-
wide rollout. Dominic will be providing a map 
of recommended placement locations for 
consideration. Dominic also mentioned he has 
experience working with districts that have 
used these Big Belly Receptacles to display art 
from local artists, which is note-worthy to this 
Committee. 
 
c. The Welcome Home Banners have all been 
installed on the 12 Decorative Poles on B 
Street. Dominic will prepare quarterly banner 
theme ideas for review at the next meeting. 
 
d. Dominic referred to pages 7-9 of the 
Committee packet to demonstrate that 
interest in holding events in downtown is 
returning. Those materials include an event 
application for a Beer-Tasting event organized 
by the Bistro as well as an inquiry from a local 
business owner on a healthy lifestyle event. 
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e) DHIA Year End 
Social Media 
Report 
 
 
 

f) DHIA Public 
Relations/Social 
Media RFP 

Catherine also mentioned there was an 
application in for a Hula Association event on 
Main Street in early May.  
 
e. Dominic directed Committee members to 
pages 10-14 of the packet to summarize the 
progress made in promoting the DHIA via 
social media for the January 2022. No Year 
End summary had been provided at that point. 
 
f. Dominic updated Committee members on 
the status of the DHIA Social Media coverage 
and consistency. Considering the new 
development coming online very soon and the 
new businesses opening up, the DHIA 
recognizes the need for greater PR coverage 
of downtown and better Social Media support 
as well, two services typically provided by a 
professional firm. Dominic wanted to inquire 
with Committee members what the sentiment 
of the Committee was to explore what options 
or firms were available/interested to assist the 
DHIA in promoting the downtown district and 
supporting our local merchants via social 
media. The consensus of the Committee was 
that this service was needed and an RFP was 
appropriate to ascertain what firms were 
interested in taking this work on. Committee 
members spent the remaining time 
deliberating on the parameters of the 
template RFP included on pages 15-16 of the 
packet. 

 
 
 
 
 
 
 
 
 
 
f. Catherine Ralston 
motioned to 
approve staff 
posting a final 
version of the 
included RFP for 
District PR/SM 
services for an 
annual contract 
ranging from $40 -  
$50K; Resti 
Zaballos seconded 
the motion. Motion 
carried 
unanimously. 

6. Other No other business was presented by 
Committee Members. 

 

7. Next DISI Committee 
Meeting 

No Future Meeting was set. The Committee 
will meet as needed or requested by the 
Committee Chair. 

Adjourned 
3:53p.m. 

 
Minutes taken by Dominic Li Mandri, District Manager 
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Dear Dominic,

Thank you so much for the opportunity to present our services for Downtown Hayward Improvement Association. We would be 
honored and inspired to illuminate this wonderful community. Given our successful track record aligning and elevating communities 
like Little Italy, Arts District in Liberty Station, Redwood City Improvement Association and many others, we feel we are absolutely 
equipped with experience to work with you.

This proposal outlines our services along with a few case studies to support us in continuing the conversation. We believe that a 
consistent and creative approach that truly reflects the values of this community is the winning strategy.

We look forward to growing a last relationship with you and your team.

Thank you,

Jennifer Borba von Stauffenberg

Prepared on March 8, 2022
CONFIDENTIAL AND PROPRIETARY DOCUMENT OF OLIVE CREATIVE 

STRATEGIES, INC.
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OBJECTIVES
• Work alongside New City America to build 

successful programs and events to drive traffic 
to and awareness of Downtown Hayward 
Improvement Association (DHIA)

• Illuminate DHIA within the community and 
beyond through a robust media relations and 
social media campaign

• Develop an engaged online community 
through social media that informs and excites 
the community about all DHIA has to offer

• Provide direct outreach for partnerships and 
campaigns that will result in new supporters

• Support DHIA with strategic crisis 
communications if needed

• Sustain an engaging email marketing campaign

• Develop fresh new opportunities to support 
community
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BRAND DISCOVERY
• Facilitate the Branding Discovery 

Process/Campaign Kick-Off Meeting: Two-
hour meeting where we will flush out all the 
details we need to gain clarity on your 
brand to deliver a complete strategic 
messaging plan in the correct brand voice

• Work with you to establish best practice 
protocol for a mission-driven understanding 
of how DHIA should be known

• Define key target audiences and develop 
awareness among them through strong 
messaging, storytelling, media relations, 
digital communications and social media

• Serve as an extension of the internal team 
to assist with ensuring all components 
are cohesive
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• Discuss your goals and vision to develop robust 
multi-channel media relations and social media 
campaign

• Develop a timeline to ensure we can consistently 
build awareness with strategic information 
releases, while maintaining a balance of creative 
pitches that will generate targeted regional and 
national exposure when desired

• Assist with idea generation for compelling 
campaigns that will resonate with the target 
audiences 

• Set milestones and attainable goals to ensure the 
team is on track for a successful campaign

PLANNING
THE STRATEGIC MAP THE ULTIMATE PRESS PACKAGE

MEDIA RELATIONS

• Develop a press kit that includes information that will 
address questions from media and stakeholders

• Build press materials that will support media contacts in 
writing strong features 

• Educate media and key target audiences about DHIA’s 
mission and differentiators 

• Collect or create approved images, community 
information, background, and bios for quick media 
access
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• Develop a tailored media relations strategy that balances storytelling and creative ideas to illuminate 
the values, differentiators and mission of DHIA

• Leverage top-tier media relationships to secure premium placement in all applicable media outlets

• Write, produce and distribute all press releases and pitches with a primary focus on key annual 
events. Story ideas in between can include:
• Creative ways the DHIA community has remained strong as it rises out of the pandemic
• New businesses in the community
• 12 secrets about DHIA that only few know
• Roundup of the best flavors of DHIA
• The faces of Downtown Hayward
• Celebrating local landmarks
• Reintroducing DHIA and the benefits it brings to the community

• Leverage key partnerships to develop additional media opportunities

• Prepare designated spokesperson for media events and interviews through media training on key 
speaking points and briefings for interviews 

MEDIA RELATIONS
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• Develop a strategy with creative campaign ideas and tailored content for each of the target 
audiences on different social channels (featuring 2-3 posts per week)

• Social Media is one of the top ways people find and validate information. We can leverage this by 
sharing the DHIA community experience with wonderful lifestyle photos and community generated 
photos to remind people of all the wonderful places

• Create powerful hashtag campaigns to activate organic engagement and respond to all inquiries 

• Provide client with monthly content calendar for approval

• Strategically leverage social media platforms for outreach to key brands

• Create event pages to promote upcoming DHIA events

• Leverage media coverage with social media push to drive traffic to editorial sites to support 
circulation numbers

Content Creation/Execution
• Implement an overarching aesthetic: We want to make sure the images shared in all posting are in 

line with the look and feel of the DHIA brand to ensure anytime someone visits the page they have 
a clear sense of the look and feel of the community

• We continuously evaluate what kind of content your fans are the most excited about and 
brainstorm creative campaigns we can implement to take awareness and engagement to the next 
level

SOCIAL MEDIA
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SOCIAL MEDIA ADVERTISING
• Advertising plays a critical role in the success of social media 

campaigns. We hone in on your goals and develop a strategy around 
how to achieve them with advertising. We report on the success of each 
advertising campaign on a weekly basis in our status reports

• We can utilize social media advertising to grow the social media 
audience, increase engagement, and drive traffic 

REPORTING
• We monitor analytics to quantify performance of each campaign and 

provide client with weekly and monthly analytic reports to track success 
rates of posts and advertising campaigns

SOCIAL MEDIA

DIRECT OUTREACH/DEVELOPMENT
• Work with your board members and team to come up with creative 

ways to partner with community businesses and members

• Support with outreach to sponsors to increase fundraising
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All campaigns are based on the amount of 
time it takes to execute. Client will always pre-
approve any additional costs or add-on 
services. Changes to our base contract require 
a 30-day notice. All invoices are due payment 
at the first of the month for the month of 
services. All account services are put on hold if 
invoices are more than 10 days late. 

• Strategic Communications Plan/Timeline

• Monthly Strategic Meeting

• Weekly ½ Hour Tactical Call

• Weekly Status Report Update

• Monthly Summary and Scanned Clips

BUDGET
MEDIA RELATIONS 
• $3,000 per month regional media relations, direct 

outreach and event idea generation (1-2 pitches or press 
releasees per month)

SOCIAL MEDIA

• $1,200 per month base social media channel (3-4 post 
per week)

• $300 per month for Instagram stories 

A full price list of services and rates follow.

TOTAL

• $4,500 per month

FEES

Prepared on March 8, 2022

CONFIDENTIAL AND PROPRIETARY DOCUMENT OF OLIVE CREATIVE STRATEGIES, INC.
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PR PRICING GUIDE

CONFIDENTIAL AND PROPRIETARY DOCUMENT OF OLIVE CREATIVE STRATEGIES, INC.
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DESIGN PRICING GUIDE

CONFIDENTIAL AND PROPRIETARY DOCUMENT OF OLIVE CREATIVE STRATEGIES, INC.
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• Established on May 1, 2009, Olive Creative 
Strategies is a creative, results driven national 
boutique agency that works closely with clients to 
provide solutions that work

• Our ABC’s for creating a successful campaign are 
Authenticity, Brilliance and Courage – courage to 
say or do something that is new, best or different

• We are a passionate team that believes in the power 
of public relations and works with our clients’ 
businesses like they are our own

• We have a clear understanding of the urgency a 
client feels in needing results and a campaign that 
strategically helps them to achieve their goals faster 

• We focus on the results of the results. Olive secures 
top-tier media coverage but our primary objective is 
always to impact our client’s bottom line

• We are very transparent in everything we do. We 
believe our clients should be able to see the work we 
are doing and why we are doing it

• Our clients see us as a core member of their team and 
there is a mutually beneficial trust

• We are a team that prides itself on being on the cutting 
edge to ensure our clients remain leaders 

• Successful track record working with such notable 
clients as Little Italy Association, Liberty Station 
Community Association, Arts District at Liberty Station, 
Redwood City Improvement Association, San Leandro 
Improvement Association, Third Avenue Village 
Association, Glendale Improvement Association, 
ArtWalk, p1440 (Kerri Walsh Jennings, three time gold 
medal Olympian in beach volleyball), PMD, Bigsley 
(Color Run in over 25 markets, Soul Pose, and Electric 
Run), Alliance Residential Company, Greystar, Bosa 
Development, Goodman, and many more
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OUR TEAM She stood on her tip-toes on the fold-out 
stadium seat, craning her neck to get a 
better glimpse of Cyndi Lauper, who used 
the stage and a microphone to spread a 
message of love and explain her passion 
for equality. At the time, little Jennifer 
didn’t realize what the pop star was doing 
was a form of public relations – spreading a 
message to the masses – but she knew 
from that day on she wanted to dedicate 
her life to helping people share their 
powerful messages to the people they 
were trying to reach. 

Fast forward 23 years later, Jennifer 
launched Olive Creative Strategies, Inc. – a 
national public relations and marketing 
agency. Inspired by Cyndi Lauper, 
Jennifer’s mission is to amplify the 
messages of the most positively powerful 
people and brands. Jennifer leads a team 
of savvy, dynamic public relations 
professionals in producing strategic 
campaigns that focus on the client’s results. 
With over 20 years in the business, she has 
a reputation for not only coming up with
great ideas at your first meeting that 
culminate into full-blown marketing 
strategies, but also for being a dependable 
connector that can provide support for all 
aspects of your business based on her 
extensive network of vetted connections. 
Jennifer has secured media coverage 
around the world and takes pride in  her 
clients’ wins.

Jennifer Borba von Stauffenberg, 
President 
It all started with Cyndi Lauper in 
1985. Jennifer was six years old, 
glammed up with her pink ruffled skirt, 
scrunchied ponytail and jelly bracelets 
up to her elbows, seeing and 
experiencing true self-expression for 
the first time. Earlier that day, her Dad 
surprised her and her older sister with 
tickets to their first concert. In disbelief 
that Cyndi Lauper was a real person, 
this precocious first-grader not only 
lost her first front tooth that night, but 
she realized her life purpose. While the 
music, lights, mohawks, and pink hair 
mesmerized the young girl, it was the 
power that Cyndi Lauper had over the 
giant crowd which captivated Jennifer. 

Cree Jones, Social Media 
Cree Jones is a former Olive who has launched her own social 
media business. Olive partners with her now as an 
independent contractor. She is a marketing professional that 
specializes in social media and influencer marketing. Her 
approach blends traditional PR and modern marketing trends 
to create ever-evolving, cutting-edge strategies for her clients. 
She has over seven years of experience with a proven track 
record of success growing brands in a variety of industries, 
such as consumer goods, experiential events, professional 
sports, hospitality, entertainment, and community 
organizations. She currently resides in the suburbs of 
Philadelphia with her two dogs, Luna & Leia.

Matthew Van Court, Account Executive 
With over a decade of professional 
experience within the hospitality 
industry, Matthew channeled this 
passion into a career in public relations 
earning him a reputation as a creative 
strategist with a proven track record for 
bringing client’s stories to life. 

His approach to public relations 
includes a healthy dose of strategic 
analysis, experienced-based intuition, 
and good ole’ fashioned hustle. A 
graduate San Diego State University 
with a Bachelor of Arts in Journalism & 
Media Studies, Matthew has had the 
pleasure of working with a wide variety 
of clients including communities, 
design, real estate, restaurants, and art 
throughout the country.

Matthew has developed strong 
relationships with regional and national 
reporters, as well as city leaders and

community organizations enabling him to exercise keen 
judgement and understand the greater community and social 
context to his client’s campaigns.

As a PR Account Executive at Olive, Matthew spearheads 
messaging and creative direction across his portfolio of regional 
and national clients, and his strengths in creative storytelling 
have allowed him to secure ink in top-tier national and regional 
publications.

Outside of work, Matthew enjoys hobbies related to fitness, art, 
and exploring the eclectic mix of all things delicious in his city.


Text Box
21



OUR CLIENTS

CONSUMER L I FESTYLES

CURRENT  CL IENTS

ENV IRONMENT

REAL  ESTATE

FOOD  & BEVERAGE

COMMUNIT IES
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OUR CLIENTS
CURRENT  CL IENTS  CONT INUED

EVENTS

ART ISTS  & CULTURE PRO-BONO
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Liberty Station 
Improvement Association

San Leandro 
Improvement Association

Uptown Whittier 
Improvement Association

PAST CLIENTS
REAL  ESTATE

EVENTS

CORPORATE  SOC IAL  RESPONSIB IL I TY

ART ISTS

NON-PROF IT  ORGANIZAT IONS

Billy Galewood
Concetta Antico
Dani Dodge
Vonda Shepard

Frank Subaru
Mission Healthcare
Takeda California

American Diabetes Association

A.R.T.S. A Reason To Survive
Susan G. Komen for the Cure

Feeding the Soul Foundation
Lung Cancer Foundation

Olivewood Gardens and 
Learning Center
Lung Cancer Foundation

Free To Breathe 5k
Gator By the Bay
P1440
Redwood Media Group

Art San Diego
Spectrum Miami
Red Dot Miami
Spectrum Indian Wells
ArtExpo New York

Agritopia
Alexan ALX
Alexan CTR City
Alexan Millenia
Alexan Rivue
Alliance
Astoria
Broadstone Little Italy
Broadstone Coronado
Broadstone Balboa Park
Broadstone Corsair
Broadstone SWAY
Carlsbad Gateway Center
Cornerstone
IDEA 1
Jefferson Pacific Beach
Kodo
Mariposa on 3rd

Orchids & Onions
Renovating Lives
Residences at Escaya
Rylan Apts.
Tower 180 

HOSP ITAL ITY
Cadence Travel
The Chopra Center
Little Italy’s Loading Doc
Pappalecco
Porta Vista
ResortPass

CONSUMER L I FESTYLES
Axel & Ash
Bear Necessities
Chi Chocolate
Designer Protein
Earths Elements
Jet Renewal Kit
Na Pali Pure
Original Grain
Production Crate
Rock My Run

VIM & VIGR

COMMUNIT IES

FOOD  & BEVERAGE
Bittercube
Cow By Bear
Mammoth Creamers
Sanctuary Oysters

ENTERTA INMENT
The Portal


Text Box
24



OUR CHALLENGE

San Diego’s Little Italy is a nonprofit 501(c)(3) corporation for the public’s benefit, the Little 
Italy Association (LIA) advocates on behalf of its members’ best interests in the areas of public
safety, beautification, promotion and economic development, while preserving the unique
cultural resources that exist in the Little Italy neighborhood of Downtown San Diego. LIA 
stands as the only district management corporation of its kind for any Little Italy 
neighborhood in the United States and is run by a Board of Directors encompassing 32 
people who represent property owners, residents, businesses and community at large.

San Diego’s Little Italy is a 21st century model neighborhood for how other City center
neighborhoods and Downtowns should operate. In the last 20 years, Little Italy San Diego has
had nearly 5,000 new apartments and condos built in the neighborhood and increased sales 
tax revenues by 43%, and in the last five years the number of businesses in the neighborhood 
has nearly doubled.

When the Little Italy Association connected with Olive, we were tasked with the challenge to
maintain and increase visibility of this premier neighborhood with regional and national media
relations and an engaged social media campaign.

THE STRATEGIC MAPCASE STUDY: LITTLE ITALY ASSOCIATION

3
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THE SOLUTION

At Olive, we always start the same way: we discuss the ultimate vision when the client is at its
fullest potential. Once we have a clear view of what that looks like, we can begin to build a
cohesive media relations and social media campaign that is in alignment. Next, we identify the
values. With the vision of expression and core values, we can begin to develop the storyline.
We believe that effective campaigns are confident and collected. This means you always have a
strategy and plan in place to ensure you are sharing information in a way that serves to
reinforce the values and truly illuminate the greatness that exists–this is key when aligning a
strategy across both media relations and social media. In a community like Little Italy, there is a 
lot going on, so it’s important to begin to build the framework around the community’s key 
events first. Then, we move onto the lifestyle piece and finally, the exciting part–thought 
leadership and national travel and tourism. While creating this strategic plan, the media 
relations team and social media team work in tandem to ensure media opportunities are 
scheduled within the social media calendar, there are consistent seasonal themes and 
marketing efforts are cohesive–this is crucial to the storytelling process and ensuring that all 
channels are complementing one another.

The social media campaign mirrors the media relations strategy, only the communication is
visual, conversational and most importantly–engaging. We focused on growing the social 
media followings through unique curated content, high-quality imagery, content from fans, 
giveaways, editorial features and targeted advertising campaigns. In addition, we build 
successful hashtag campaigns that encouraged fans and social influencers to contribute posts 
about the brand, expanding our organic social reach, like #LittleItalySD, #DogsofLittleItaly, 
#ThatRedChairSD, #BuonNataleSD, etc.

THE STRATEGIC MAPCASE STUDY: LITTLE ITALY ASSOCIATION

4
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THE STRATEGIC MAP

SERVICES RENDERED

Since the launch of this campaign, we have aggressively grown media exposure to position and validate San 
Diego’s Little Italy as the number one Little Italy neighborhood in the nation through credible regional, 
national and international media. This strong visibility has directly impacted fundraising efforts and increased 
ticket sales and attendance at community events—Trick-or-Treat on India Street, Little Italy Tree Lighting and 
Christmas Village, Ferragosto, Taste of Little Italy, and more. This has also opened the doors to incredible new 
opportunities like getting featured in a new documentary backed by the Russo Brothers, BIG CITY, Little Italy, 
set to premiere at the National Italian American Foundation Gala later this year.

During the Covid-19 pandemic, with campaigns like Ciao Bella and Al Fresco dining, we positioned Little Italy 
as an industry leader. Events known and loved by all were pivoted like Taste of Little Italy, which had a Take-
Out Edition and the annual Little Italy Tree Lighting and Christmas Village had a virtual edition, The Little Italy 
Holiday Special. We also supported the addition of two new holiday events: JOY! and Giuseppe the Elf and 
turned Small Business Saturday into Small Business Season.

By aligning our social media strategy with media relations, we’ve been able to successfully grow a more 
engaged online community. Today, Little Italy has over 92,000 followers on Facebook, 82,500 followers on 
Instagram and 8,500 followers on Twitter. We’ve relied on authentic community management to build and 
grow Little Italy’s digital presence while maintaining higher-than-average engagement rates. 

With the combination of social media and media relations, San Diego’s Little Italy is now viewed as the top 
neighborhood and top culinary hub in San Diego and a top travel destination to visit. 

CASE STUDY: LITTLE ITALY ASSOCIATION

• Strategic Planning
• Media Relations

THE RESULTS

• Social Media
• Photoshoot Development

5
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FACEBOOK
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INSTAGRAM
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TWITTER
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SOCIAL
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SOCIAL 
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INFLUENCER OUTREACH 
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REFERENCES
Tina Medina, Associate Director of 
Promotions
Arts District Liberty Station
tmedina@ntcfoundation.org
619-573-9312

Steve Galasso, President
Little Italy Association 
steve@littleitalysd.com
619-750-5936

Sandi Cottrell, Director
ArtWalk San Diego
scottrell@artwalksandiego.org
858-337-0522

mailto:tmedina@ntcfoundation.org
mailto:steve@littleitalysd.com
mailto:scottrell@artwalksandiego.org
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IT’S TIME TO

illuminate greatness
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