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Promoting Shoreline 
• Funded in 2015, launched in Q2 2016 
• Outward-focused campaign 

– New residents  
– New investors and businesses 

• Consultant Jennifer Rash, PRR 



NEW RESIDENTS 



Millennial Demographics 
1. Inform those wanting a city like Shoreline 

– New to region, living south of Shoreline  
2. Debunk myths about Shoreline 

– Long-time in region, living north of Shoreline  
 



Three New Resident Messages 
1. Interesting and diverse residents 
2. Exceptional transportation options and 

connectivity 
– Note re: commute time 

3. Desirable amenities 



NEW BUSINESSES & INVESTORS 



Three New Business Outcomes 
1. Vision 2029 businesses 

A Vision 2029 business is one-of-a-kind, adding 
character and a sense of place to Shoreline’s 
neighborhoods.  Along with jobs, it provides: 

–Unique products and services 
–Entertainment and dining options, and/or  
–Neighborhood gathering places 



Three New Business Outcomes 
1. Vision 2029 businesses 

Target: Owners/operators, brokers, residents 
 
Message: Profitable business environment 



Three New Business Outcomes 
2. For-sale single-family detached homes 

– Affordable home ownership  
– Appealing to families 
– Builders unaware of zoning changes 



Three New Business Outcomes 
2. For-sale single-family detached homes  

Target: Builders, land brokers, residential 
brokers 
 
Message: Areas with correct zoning 



Three New Business Outcomes 
3. Growing media production industry 

– Council Goal 1, Action Step 6:  
Explore development of a state-of-the-art media 
campus that makes Shoreline the regional 
center of the digital media production industry 



Three New Business Outcomes 
3. Growing media production industry 

Target: Government agencies, media industry 
pros 
 
Message: Commitment to regional industry 
success 



MARKETING STRATEGY 



Two types of campaigns 
1. Central, long-haul campaign 

– “Surprised by Shoreline” message 
 

2. Short-term campaigns to spark interest 



Central Campaign 



Microsite 
• Hub of content about Shoreline  
• Warm, light-hearted 
• Platform for bragging 
• Attractive, sharable information 
• Next-steps to experience Shoreline  



Microsite examples 
 



Broad appeal information 
 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwi317vYmpHKAhUD9GMKHXE5BtMQjRwIBw&url=http://www.dailyinfographic.com/category/animals&psig=AFQjCNFxkkB5_o6kVHkgKYwSWl3hfORa5w&ust=1452032963317728


“Spark” Campaign 
 













Discussion 

Jennifer Rash, PRR 
Dan Eernissee, Economic Development 

deernissee@shorelinewa.gov 
206-801-2218 
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