




Overview

This is a Public Relations campaign created by University of Tennessee students for the Loudon County Chamber of 
Commerce to help with downtown Lenoir City’s revitalization efforts. This campaign contains audience research, 
objectives, strategies, and tactics, as well as creative material to aid in the branding of the downtown revitalization 
campaign. The following students from the Fall 2016 Public Relations Campaigns class, taught by Dr. Candace White, 
created the “Bring it to Broadway” campaign:

Rachel Anderle, Destinee Dowdy, Toni Flake, Hudson Forrister, Katherine Gaul, Brittany Harris, Kierra Harvey, Kevin 
Higgins, Jesse Hood, Allison Johnson, Kelsey Johnson, Brandy Little, Sarah Marshall, Anna McClung, Rebecca McKinney, 

Dylan Pentecost, Mallory Riggins, Elizabeth Rosenthal, and Jordan Shipowitz
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EXECUTIVE SUMMARY

The mission of this campaign is to generate a buzz for the revitalization of downtown Lenoir City. Research revealed that target publics perceive the 
downtown district as unexciting and unappealing. Many residents were unaware of the downtown revitalization efforts and others did not know what part 
of the city was considered downtown. Beyond the lack of communication between revitalization leaders and Lenoir City residents, there are also other 
challenges to overcome. The commercial development on Highway 321 and nearby retail and tourism areas like Knoxville and Farragut are competitive 
business hubs that draw residents away from Lenoir City. This campaign serves to create a unified brand for the revitalization efforts, which will communicate 
the overall vision to Lenoir City residents and instill a sense of enthusiasm for the project throughout the community.

“Bring It to Broadway” serves as the campaign slogan and helps clarify the location of the downtown district and revitalization efforts. The “It” serves as a 
placeholder for unique visions Lenoir City residents want to be a part of the new downtown. Orange and black are the two colors of this campaign because 
research indicated that Lenoir City residents associate them with their city.

Four target publics identified as essential to the success of the campaign include: Lenoir City Opinion Leaders, Hispanic Opinion Leaders, Lenoir City Natives, 
and Lakefront Dwellers and Suburbanites. Campaign strategies and tactics will effectively appeal to these groups and communicate the efforts in ways that 
increase excitement and drive engagement regarding the revitalization plans. Print, broadcast, digital, and social media will help reach these audiences.
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SITUATION ANALYSIS

Smart Communities Initiative

The SCI is a service-learning partnership between UT and a different community partner each 
year. The SCI previously paired classes with the city of Cleveland, Tennessee, where students 
operated over 22 specific projects such as downtown revitalization, Trail of Tears research, and 
most importantly, improving water quality across the region. This program enables students 
to develop real world problem-solving skills and illustrates the importance of experience 
learning. By solving real problems for real clients, students help real Tennessee communities. 
These issues often involve economic viability, environmental sustainability, and social integrity. 
This year, the SCI has also partnered with The Southeast Tennessee Developmental Districts 
(SETDD) to support upcoming projects. Like the SCI, the SETDD assists their partners with 
regional planning, historical preservation, grant opportunities, and renovations in the East 
Tennessee region. 

For the 2016-17 academic year, students will assist with the revitalization of downtown Lenoir 
City. The core goals Lenoir City wishes to accomplish through the SCI partnership include 
discovering the public’s perception regarding downtown revitalization, developing a unique 
brand and identity for Lenoir City, proposing design concepts for old buildings, inspiring 
community   involvement downtown, and reconstructing and renovating sidewalks, parks, and 
other appealing attractions. 

The city’s SCI application reads, “While the community has experienced strong commercial 
growth along Hwy. 321, the growth has come at the expense of the downtown central business 
district, a district that once was a thriving commercial center and the center of community 
activities.  With this succinct statement, Lenoir City described the current situation and the 
factors that contribute to this reality. With the assistance of the SCI program, Lenoir City will 
develop a master plan, complete with building improvements, enhanced interior design and 
merchandising, an established target audience, and a recognizable Lenoir City brand.  
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Lenoir City is a small city located in Loudon County, Tennessee, southwest 
of Knoxville. One of four towns in the county, Lenoir City has a long history 
as a cotton mill town, but is also known as the “lake capital of the south” 
because it borders the Fort Loudon Lake, the Little Tennessee River, Watts 
Bar Lake and Tellico Lake. 

Background of Lenoir City

Officially founded in 1840, the city was first settled by its namesake, 
General William Lenoir, who received 5,000 acres of land as payment 
for his services in the Revolutionary War. For many years, this area was 
a small farming community, but eventually expanded in the late 19th 
century with the introduction of the railroad. Although Lenoir City 
became incorporated in 1907, it did not truly thrive until the 1930s 
and 1940s, when government projects, most notably the Tennessee 
Valley Authority’s Fort Loudon Dam, brought much-needed jobs and 
infrastructure to the area. During this time, downtown became a major 
hub for Loudon County and remained that way for many years. 

Downtown Lenoir City has slowly deteriorated since the construction of 
the Interstate Highway System in the 1950s and 1960s, and the eventual 
US Highway 321 in the 1980s. The highway, which provides access to 
the Great Smoky Mountains National Park, drew much of Lenoir City’s 
commercial traffic out of downtown. A series of natural disasters in 
the 1990s accelerated the downtown exodus, including a 1998 fire 
that destroyed a historic hotel and an entire block of businesses and 
apartments. Highway 321 continues to drain the life from downtown, 
exemplified most recently by the city hall’s move from its former 
downtown home. Today, downtown Lenoir City is home to vacant, aging 
buildings. 

Although Lenoir City has all the hallmarks of a charming historical hub—
old buildings, original houses, and community festivals—the downtown 
continues to fall into disrepair. Overall, the vacant buildings and absence 
of life make the city feel more like a ghost town. Both locals and 
residents from the surrounding area have no reason to visit downtown, 
and so the formerly vibrant place exists as a shadow of its former self. 
However, revitalization efforts have begun as a joint effort from the 
newly founded Downtown Merchants Association and the Loudon 
County Chamber of Commerce, which has commissioned University of 
Tennessee students to handle the project through the school’s Smart 
Communities Initiative (SCI) program.
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Demographics and Psychographics

Lenoir City, with 9,091 citizens (51.4 percent women and 48.6 percent men), is the largest municipality in Loudon County.  The two most prominent ethnicities 
are Caucasian (87.3 percent) and Hispanic (17.5 percent). The statewide Hispanic population percentage is 4.6 percent and the national percentage is 16.3 
percent.  

The local median age is 31.7 years, lower than the Tennessee median age of 38.5 years.  Nearly 52 percent of the population identify as Evangelical Protestants.  
The median city household income is estimated at $33,500, and the Tennessee median income is $44,621. The national median income is $53,500. Among the 
local counties, Loudon County’s median household income was the highest in East Tennessee at $50,600. The city poverty percentage is 31.3 percent, and many 
of those who live in poverty live in the areas surrounding downtown. In contrast, the state poverty percentage is 16.7 percent. Approximately 75 percent of 
Lenoir City citizens graduated high school and 11 percent graduated from college with a Bachelor’s degree or higher. The state college graduation average is 24.4 
percent.  
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However, of the 2,000 residents surveyed in the region, 32.4 percent of people said they never participate in community involvement events and only 4.8 
percent would share their ideas about improving the community with city officials.

Similarly, a survey conducted by the University of Tennessee’s school of social work reported that, of the 400 people surveyed, less than 2 percent of the people 
in Loudon County believe the quality of life in their neighborhood is poor. Though this does not speak directly for Lenoir City, this 2 percent is the lowest of 
all the counties that were surveyed: Anderson, Blount, Knox and Union. However, this same survey uncovered that 62.7 percent of people in Loudon County 
believe that the lack of good paying jobs is a major issue.  This statistic is important because the unemployment level in Lenoir City is slightly higher than that of 
Tennessee with Lenoir City at 5.8 percent and Tennessee at 5.7 percent.  

In a survey conducted by a Regional Partnership of East Tennessee Communities (PlanET), 70.4 percent of Loudon county residents indicated that there are 
not enough shops and restaurants within walking distance of their homes. Also, 83.1 percent complained that there is not sufficient public transportation 
nearby, and 65.3 percent agreed that more sidewalks are needed in the area. Nearly 42 percent of Loudon County residents feel there are too few parks and 
playgrounds.  

Tellico Village, a predominantly wealthy retirement community on 
Tellico Lake, is a popular area in Loudon County. In 2012, Tellico 
Village was ranked third in the US for the best places to retire by 
topretirements.com. The large and influential Hispanic community 
also contributes to the population growth.  Many of these residents 
live within walking distance of downtown, and they often mingle 
at their own local churches, grocery stores, and restaurants in the 
vicinity. Other contributors to three decades of rapid annual growth 
include the proximity of Interstates 40 and 75, the Tennessee River 
and five TVA reservoirs, and the four master planned golf and 
waterfront communities in Loudon County.  About a quarter of 
Loudon County residents see this rapid population growth as a major 
problem.  

Loudon County residents typically regard empty commercial buildings as a problem for the community. The top four aspects this group values most about 
the area include mountains and natural beauty, people and sense of community, climate and season, and small town peace and quiet. This group also named 
creating jobs and attracting more businesses as top priorities needed to improve the community. Most residents list local TV and local newspapers as their main 
source of information about Lenoir City.  

In recent decades, the population of Lenoir City and surrounding areas, such as Tellico Village and Rarity Bay, has expanded significantly. The average annual 
population growth rate has been 2.5 percent for the past 30 years. These communities have grown largely because of their proximity to the larger city of 
Knoxville and the Great Smoky Mountains National Park.

Demographics and Psychographics
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Current Situation

Downtown revitalization has grown more popular in the past decade. Many 
US cities, from Oregon to Tennessee, have participated in programs to 
revitalize their downtowns or “main streets.” An active downtown can benefit 
the community and business owners socially and economically.

For example, when Memphis sought to revitalize the declining midtown area, 
it focused on the aspects of the city that brought the community together, 
like food, festivals, and family. The campaign was wildly successful. Local 
restaurants moved into new buildings and thrived because people wanted to 
shop local.  Lenoir City’s goal to rebuild a resilient downtown community may 
include similar strategies. 

Lenoir City is segmented into two main areas: downtown and Highway 321. 
The downtown area is promoted as the historic part of the city, and the 
highway is presented as the strong commercial hub, but the development of 
Highway 321 has brought economic prosperity to the highway at the expense 
of the downtown community. 

Further hindering downtown’s appeal, The City Hall offices, which are 
normally considered a central city component, have moved from downtown 
to Highway 321.  The Lenoir City Utilities Board moved away from the area 
as well.  The vacancy rate for the Commercial Business District is 15-20% 
whereas the rate is only 1 percent along Hwy. 321.  Consequently, Lenoir 
city’s downtown district was placed on a 2011 list of the 18 most endangered 
historic sites.  

Antique shops, Civil War sites, a cotton mill site, historic homes, the Lenoir 
City Museum, a public library, and a well-known Post Office Mural are the 
remaining downtown attractions. The few remaining businesses include Le 
Noir Restaurant, Las Lupitas Hispanic restaurant, The Sparkly Pig, and Antiques 
West. Several of the businesses located downtown close at 4:00 or 5:00 pm 
and many close on Sunday or Monday. In addition, construction to expand 
parking areas currently blocks sidewalks and storefront parking. 

According to user-generated site TripAdvisor, visitors and residents cur-
rently recognize only about four things to do in Lenoir City, such as visiting 
Lenoir City Park Windriver Golf Club, Steampunk Kolectic Antiques Oddities 
and Scents, and Lenoir City Jamboree.  However, eight out of the city’s top 
ten recommended restaurants are locally owned.  The city has a number of 
well-established annual events and festivals that are well attended.  Many 
such events are held at Lenoir City Park like the annual Tennessee State BBQ 
Championship & Festival and the Rockin’ the Docks Summer Concert Series. 

Downtown Revitalization Trends
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Now, merchants are working together to initiate changes in the downtown district. 
For the past few years, Lenoir City’s officials have applied for several grants to help 
make their revitalization vision a reality. The state Department of Economic and 
Community Development recently awarded Lenoir City a $415,000 grant under the 
Tennessee Downtowns program, which provides money to assist with small towns 
with deteriorating central business districts with downtown revitalization to bring 
them back to life.  

Among these changes is new playground just within the downtown area, as well as a 
new War Memorial Building. The playground will offer a new appeal to families from 
outside of downtown, and the War Memorial Building adds to the historic tone in the 
downtown area. To increase excitement for the new building, an event will be held 
on October 22.   

In addition to the new War Memorial Building, the well-known Waller Building on 
Broadway is currently undergoing interior renovations. Now called the Buck Brothers 
Building, the landmark will expand renovations and take on vendors in the future.  
Building owner Diane Powell has spoken on her plans of adding a coffee shop, craft 
baker, and an event room for live music as well. However, no vendors will be chosen 
until the building is closer to completion.   

Although several key stakeholders are involved in creating a vision of a bustling 
downtown, the city leaders have attempted little communication with the 
community.  However, there is currently a citywide newsletter that reaches more 
than 3,000 residents, and new businesses are often profiled in this publication.  

Michael Bobo, president of the Loudon County Chamber of Commerce, suggested 
that the public avoids downtown because of a perceived parking issue.  Sean Fay, 
former owner of Lenoir City Coin Jewelry and Pawn, confirmed this fear. Downtown’s 
original layout provided little parking for customers.  Fay suggested that improved 
parking could lead to higher interest for the historic corridor, and adding a variety of 
different storefronts might lead to a more active downtown community.  Fay added 
that his dream for downtown involved the whole corridor being filled with stores. 
Another downtown business owner, Jan Van Geyt, said in 2014 that downtown needs 
more “knickknack” shops to provide a unique appeal in comparison to other areas in 
the county. 

Current Situation

Working Together for Change
In 2011, an article in Lenoir City’s local newspaper, the News-Herald, 
discussed the revitalization possibilities of the downtown district. John 
Craig, president of the Market Square District Association (MSDA) and 
former president of Knox Heritage suggested some tools to supplement 
the revitalization efforts, including:  

• Creating a Central Business Improvement District, which are 
special taxing districts where property owners pay a few 
extra cents per $100 tax. The extra money funds industrial 
development projects.

• Developing Payment In Lieu OF Taxes (PILOT) projects would 
also encourage development because developers can pursue 
projects approved by the board, and the property owner 
receives an incremental tax break.

• Implementing a historical zoning commission, which helps 
protect planned preservation projects while working to 
encourage commercial development.

• Planning events that bring people to the downtown area; 
specifically, those that are “fun, unique, and family-friendly.”

• Providing a way to fund façade improvements. 

The overall lack of community involvement may be attributed to general 
disinterest.  Overall, Loudon County residents agreed that the one thing 
that would make life better in their community would be to increase jobs 
and attract more businesses. The PlanET survey indicated that Lenoir City 
residents consider the natural beauty, sense of community, and people to 
be the greatest aspects of their town.  
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Client Interview & Key Takeaways

In an interview with students, Michael Bobo, President of the Loudon County Chamber of Commerce, and Monty Ross, a local politician, explained their 
vision for the revitalization of downtown Lenoir City.

• The identity they envision for Lenoir City is a resilient community where everyone is welcome regardless of socioeconomic status, race, 
etc.

• Their tone was optimistic for revitalization to occur this time because some initiatives are already underway, whereas previous attempts 
never made it past the planning stage.

• They continually referenced a perceived parking issue. Although there are plenty of places to park, most people are unaware of where 
spaces are available downtown. 

• Some barriers to revitalization they discussed are: the aluminum trucks that pass through downtown, the “I am not coming back to 
Lenoir City until there is a reason to” mentality, apathy from the community, and the “blue collar” mentality of forgoing any activity not 
associated with home or work.

“There’s a certain amount of apathy, Bobo said. “The elected officials saw a need but didn’t see a path. In fact, 321 is often seen as the new downtown. 
There are absentee owners who don’t really care, and many others don’t want change. People don’t want to risk capital until there is a credible mass. 
Attitudes have been improving though, so we want to keep and build on that momentum.”

This response exemplifies the general confusion and misunderstandings that abound around the topic of downtown revitalization efforts. Although 
Lenoir City has been hesitant in the past, and some of Bobo’s generalizations might not be applicable to the local public as a whole, this type of honesty 
provided more insight into the problem.

Bobo also mentioned a long-standing rivalry between Loudon and Lenoir City. Even in Lenoir City, generational differences exist. For example, older 
residents want downtown to resemble the “glory days” and to convey a sense of nostalgia. This attitude shows up in News Herald articles like “Old 
downtown Lenoir City a ‘sight to see’.” Overall, the Loudon County Chamber of Commerce wants to revitalize Lenoir City by bringing life and a sense of 
place to the downtown area.
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Lenoir City residents do not often visit the downtown 
area because the extensive commercial development 
on Highway 321 is more appealing, and Farragut and 

downtown Knoxville are nearby. The lack of community 
involvement, combined with the absence of businesses, 

dilapidated buildings, a perceived parking issue, and 
inadequate communication between county and city 
government and Lenoir City residents, means locals 

are unenthusiastic and uninformed about downtown 
revitalization efforts.

Problem Statement
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SWOT ANALYSIS

•   The Lenoir City School Board is moving downtown, placing an important community organization in the city center.

•   There are attractive, historic buildings with the potential to serve new purposes.

•   There is ample space for revitalization to take place.

•   The Parks and Recreation Department is active and already hosts several community events each year downtown.

•   Previous events demonstrate proven success in drawing crowds to downtown Lenoir City.

•   Money is allocated for a new downtown park.

•   Lenoir City has a Civil War story to attract history buffs.

•   The crime rate in Lenoir City is relatively low.

•   Lenoir City’s Hispanic population gives the area a multicultural atmosphere.

•   Commercial property rates are lower in downtown than in other parts of the city. For example, a historical building that is 6,300 square feet 
     costs $239,900, but a property on Highway 321 that is only 4,400 square feet costs $549,000. 

•   The revitalization process has already begun in Lenoir City, albeit slowly, over the past few years. In 2009, a greenway beautification project was       
     done near downtown, and a block of Broadway is currently being restored through the Downtown Streetscape Enchantment Grant. 
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A SWOT analysis examines the strengths and weaknesses of an organization as well as the threats and opportunities that lie in the external environment.
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•    The City Hall is moving out of downtown.

•    There is no clear vision or cohesive plan for the downtown revitalization or for the future of Lenoir City.

•    Those who do know about revitalization efforts are confused about the ultimate goal.      

•    There is no formal communication about downtown revitalization between the decision makers and the public.

•    Locals have an unclear idea of the meaning behind the word “revitalization.”

•    Lenoir City does not have a solid identity or a recognizable brand, which lessens the sense of community.

•    The public complains of parking issues.

•    There is no advertising for other parking lots off the main street.

•    The highway that runs through Lenoir City is a heavily traveled route for molten aluminum trucks and serves as a bypass alternative to the            
      interstate, resulting in traffic issues.

•    There are few residential areas downtown.

•    The Lenoir City Utilities board recently moved to Knoxville from downtown Lenoir City. 

•    There is no central downtown center, main area, square, or plaza for the community to congregate and socialize.

•    There are no Hispanic members of the merchant’s association, and the Hispanic community is not involved in revitalization efforts.

•    The buildings are aging and would require a great deal of work to be useful again.

•    There are very few businesses downtown. Most buildings are vacant, and the few that are occupied do not contain businesses with the ability to   
      draw consumers or visitors.

•    There are not many local shops or restaurants downtown.

•    Everything downtown closes around 5:00 p.m., making it difficult for visitors and families to enjoy downtown after work and school hours.
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SWOT ANALYSIS
•     Downtown revitalization is a hot topic in modern cities.

•     Knoxville and Loudon are great models of successful revitalization efforts, providing Lenoir City with a template to build upon.

•     Urban living is becoming more popular.

•     Lenoir City’s proximity to Loudon provides the opportunity for a partnership through the Tennessee Main Street Program. 

•     People who live on the outskirts of Lenoir City would enjoy coming downtown for lunch or dinner instead of having to drive to Turkey    
       Creek.

•     There is a contingent of wealthier residents in Tellico Village who have money to spend at downtown businesses. This demographic  
       includes many retirees with plenty of time to visit downtown.

•     The vacant buildings downtown are available for new businesses.

•     The News Herald advocates for downtown revitalization and has printed positive messaging about the topic.

•     The large Hispanic population provides a unique cultural influence that could set Lenoir City apart.

•     Lenoir City’s partnership with The University of Tennessee and the SCI may lead to successful downtown revitalization.
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•     Broadway, the main street running through downtown, is also a US Highway, and its industrial traffic is not ideal for an area seeking to increase  
       foot traffic. The city cannot shut down the highway for festivals and other events.

•     The Highway 321 corridor has become the new commercial zone, drawing business away from the downtown area. The highway has established   
       itself as the business center of Lenoir City over the last few years, making it a more attractive location for businesses and consumers passing   
       through. 

•     Knoxville’s downtown is a 30-minute drive from downtown Lenoir City.

•     Farragut is a 20-minute drive away, and it also has strong commercial appeal.

•     There is a lack of interest from the Hispanic community, which is a large percentage of the Lenoir City population. 

•     Some Lenoir City residents may not want to be involved because of possible prejudices or enmity between different ethnic or cultural groups.

•     Roane State Community College has moved out of downtown.

TH
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To generate 
excitement and enthusiasm,

 inspire participation, and 
establish public support 

for Lenoir City 
downtown revitalization.

GOAL
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Position Statement

Revitalizing downtown Lenoir City 
will benefit every resident and visitor. 
Broadway is the heart of downtown. 
Therefore, Broadway is the core of 

the revitalization efforts. This project 
is designed to identify opportunities 
and innovations that will appeal to 

residents and visitors and ultimately 
“Bring it to Broadway.”
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AUDIENCE ANALYSIS

The following audiences have been identified as key publics in the Lenoir City revitalization 
campaign and are vital to the achievement of the overall campaign goal. This analysis details 
a background of each audience, primary research and current awareness of the Lenoir City 
revitalization efforts. The analysis also includes objectives, strategies and tactics specific to 
each audience, which are:  
 -Lenoir City natives
 -Lenoir City Hispanic community
 -Lenoir City opinion leaders 
 -Lake dwellers and suburbanites 
Following are the reports and findings of each research team. 

Overview
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Lenoir City Natives

Getting to Know the Natives
Lenoir City natives identify Lenoir City as their hometown. The majority 
of the population, 91 percent, identifies their race as Caucasian. Four 
percent of the of the population sample identify as African American, 
one percent of the sample is Asian American and the remaining four 
percent marked “other” for race. 

When asked about where Lenoir City natives receive their news, the 
majority of survey respondents reported that they would be most 
likely to hear exciting news about downtown Lenoir City through 
word of mouth. Responses also indicated that a significant amount of 
respondents receive news about downtown Lenoir City through social 
media, such as the Lenoir City Parks and Recreation Facebook page. 

Research shows that approximately 53 percent of Lenoir City natives get 
their news from social media sites. Approximately 52 percent receive 
their news from word of mouth. Other sources used by Lenoir City 
natives include the local newspaper, local news channels and Lenoir City 
websites.

Primary Research
A survey sent to a snowball sample of Lenoir City natives through 
Facebook on October 19, 2016 collected 96 responses. Of the 96 
responses, 88 people identified Lenoir City as their hometown. See 
Apendix A for the complete survey.

Team Members
The Lenoir City native audience research team consisted of Brittany 
Harris, Kevin Higgins, Brandy Little, Dylan Pentecost and Mallory Riggins.
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Findings revealed a key characteristic Lenoir City can develop, which is 
pride. A respondent commented on the lack of pride in Lenoir City: “I 
wish we could be more like Loudon and Greenback when it comes to 
community events and pride.” 

Lenoir City natives were asked what they like about downtown Lenoir 
City; 67 percent said historical buildings and 37 percent said local 
shops. Additionally, 28 percent of natives chose local events located in 
downtown and 17 percent chose dining. Only 15 percent of respondents 
indicated that they do not enjoy anything about downtown Lenoir City.  
One respondent commented about downtown Lenoir City saying, “It’s a 
sad place, nothing like it was.” The full list of responses from “other” is 
shown below.

Lenoir City Natives

A majority of the surveyed Lenoir City natives want to see a variety 
of shops and more dining options located in downtown Lenoir City as 
well as an increased number of community events. One respondent 
suggested adding more entertainment options downtown. A small 
portion, approximately 12 percent, of respondents agreed that parking in 
downtown Lenoir City needs improvement. 

Takeaways
The survey findings suggest that a significant portion of Lenoir City 
natives have an indifferent or negative perception of downtown Lenoir 
City. Local shops, historical buildings and local events in downtown 
Lenoir City are popular among Lenoir City natives. However, a portion of 
natives admits that nothing is appealing about downtown.

Lenoir City natives want to see more local shops, dining options, 
community events and better parking options in downtown Lenoir City. 
One response also indicated natives are seeking to improve community 
pride to match the neighboring communities of Loudon and Greenback.

Only approximately half of Lenoir City natives surveyed are aware 
of downtown revitalization and campaign efforts should focus on 
establishing awareness of downtown revitalization among all Lenoir 
City natives as well as establishing a sense of pride and ownership of 
downtown Lenoir City.

Interviews with other Lenoir City natives yielded findings that are similar 
to the survey results. Convenience sampling led to four interviews with 
Lenoir City natives and were conducted on Oct. 18, 2016 at various 
businesses on Highway 321, close to downtown Lenoir City. The 
interviews provide insight into the barriers that are currently deterring 
natives from visiting downtown Lenoir City. A surprising trend also 
indicates that some Lenoir City natives initially think about downtown 
Knoxville when they are asked about questions pertaining to downtown 
revitalization.  See Appendix B for interviews.
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Lenoir City Hispanic Community

Getting to Know the Hispanic Community
The Hispanic population comprises nearly 18 percent of Lenoir City’s 
total population of 9,098 residents, and many of them live within 
walking distance of historic downtown Lenoir City. Despite being so close 
to the downtown area, the Hispanic community is generally unaware of 
downtown revitalization efforts, and locals explained that they do not 
have any reason to visit the downtown area. However, members of this 
close-knit community are active through their restaurants (Las Lupitas 
Mexican Store and Restaurant, Mi Jalisco, Panaderia y Pupseria El Aguila, 
Cinco Amigos Mexican Restaurant, Casa Fiesta Restaurant and Grill) 
churches (Iglesias Bautista de la Cruz, the St. Thomas Catholic Church,  
Lenoir City First Presbyterian Church), and other groups.

Although Lenoir City is small, approximately 13 percent of the 
population is foreign born and approximately 15 percent of households 
speak a language other than English at home. Thus, the language barrier 
and cultural differences separate this community from the rest of Lenoir 
City’s residents. Hispanics in Lenoir City are passionate about education 
because only 11 percent of Lenoir City residents have college degrees, 
although 75 percent have at least a high school diploma.

Some of the Hispanic residents would benefit from downtown 
revitalization because many live in poverty—25 percent of the 
population do not have health insurance, and the median household 
income is $33,500. Overall, 31 percent of Lenoir City residents live below 
the poverty line, including many members of the Hispanic community.

Primary Research
Interviews were conducted with members of the Hispanic community to 
gauge awareness and interest in Lenoir City’s downtown revitalization 
efforts. Some interviews were convenience-based, taking place at Las 
Lupitas and at a meeting called “Marketing the Downtown to the Lenoir 
City Hispanic Community.” Others involved a more structured question 
and answer format, sometimes in person, sometimes over the phone, and 
sometimes over email. Finally, observations and casual conversations also 
provided good information to help create a research-based plan. Most 
of these leaders and other helpful individuals reinforced our previous 
research and confirmed our educated guesses about attitudes toward 
downtown. See Appendix B for interviews.

Team Members
The Lenoir City Hispanic community audience research team consisted 
of Toni Flake, Hudson Forrister, Kierra Harvey and Elizabeth Rosenthal.

Takeaways
Our research indicates that most members of the Hispanic community 
are unaware of downtown revitalization efforts. When they learn what 
revitalization entails, they are still unclear about exactly what Lenoir 
City is trying to accomplish. Even if they progress past this stage, most 
residents do not care about these efforts because “beautifying” the city 
does not appeal to their self-interests. They are much more concerned 
with larger issues like education and health than with local businesses 
or entertainment, a departure from some other Lenoir City groups. 
This population is not hostile toward others or “against” downtown 
revitalization, but they are certainly suspicious about new developments 
and uncertain about their roles not only in Lenoir City, but also in the 
state and the country. Overall, running a bilingual campaign is one of the 
best ways to include everyone in Lenoir City.
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Lenoir City Opinion Leaders

Getting to Know the Opinion Leaders
Downtown Merchants Association
The Downtown Merchants Association was recently reestablished in 
Lenoir City after a period of inactivity following its dissolution in 1997. The 
association is comprised of numerous business owners in the Lenoir City 
area including: The Back Door Gallery owner Mary Bright as president, 
Lanham Furniture & Appliance President Mike Lanham as vice president, 
FSG Bank representative Mick Reed as treasurer, Waller Building owner 
Diane Powell as secretary and The Back Door Gallery representative 
Megan Bright as media officer. These business owners and several others 
from across Lenoir City have reconvened the merchants association’s 
meetings to discuss the downtown revitalization efforts within their 
community.

The Downtown Merchants Association works to increase support in the 
community for the success of the downtown district. The Downtown 
Merchants Association is one of the most active publics in spreading 
awareness of the downtown revitalizations. The members show clear 
support for the project and express excitement towards its mission. 
Members are very invested in the project’s success, considering their own 
business’ prosperity is at stake.

Mary Bright, along with several other members, has worked tirelessly 
to facilitate communication with the community.  The association has a 
Facebook page with more than 650 likes, and it is dedicated to posting 
updates on the status of the revitalization projects. This social media 
communication continues on a weekly basis, in addition to the spread of 
information through word of mouth.

Chamber of Commerce Members 
The Loudon County Chamber of Commerce encompasses the cities of 
Loudon and Lenoir and is the primary force behind Lenoir City’s down-
town revitalization efforts. The Chamber exists to promote the common 
good of the community by encouraging and supporting a healthy econom-
ic climate. More than 500 area businesses are registered with the Loudon 
County Chamber of Commerce including key opinion leaders within the 
community. The president of the Chamber, Michael Bobo, identified such 
leaders: Jeffrey Feike, Mary Bright, Dr. Jeanne Barker, Paul Lanham, Ron 
Jordan and Susan Williams.

Made up primarily of business owners, the Loudon County Chamber has 
attracted members from a variety of backgrounds. Businesses and indi-
viduals within the Chamber represent professions spanning advertising, 
insurance and lawn care. These members have opted into a network that 
facilitates publicity, referrals, business leads, contacts and community 
information.

The chamber members are vital to the success of Lenoir City’s Downtown 
Revitalization efforts. Their membership proves their commitment to the 
community and a potential willingness to be involved. Their membership 
also provides an efficient way to communicate - through digital newslet-
ters, emails, mailing lists and Chamber events. However, no formal com-
munication has been made between the Loudon County Chamber and its 
members about plans for Lenoir City’s Downtown Revitalization. Unless 
chamber members are also involved in organizations like the Downtown 
Merchants Association, they are not likely to have heard of plans for 
Downtown Revitalization.

Team Members
The Lenoir City opinion leaders audience research team consisted of 
Rachel Anderle, Jesse Hood, Allison Johnson, Kelsey Johnson and Sarah 
Marshall.  
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Lenoir City Opinion Leaders

Government Officials
Lenoir City is modeled after the Mayor-Alderman type of government. 
This type of government was founded in 1907 when the city was 
reincorporated into what is now recognized as modern day Lenoir 
City. Lenoir City is directed by a seven-member Board of Mayor and 
Aldermen, elected at-large and on a non-partisan basis for four-year 
staggered terms. Elections are held on the first Tuesday of the month 
in November, during even numbered years.

The current board of Mayor and Aldermen is made up of the 
following: Mayor: Tony R. Aikens, Council members: Mike Henline, 
Douglas “Buddy” Hines, Bobby Johnson, Sr., Jim Shields and Eddie 
Simpson.

Mayor Tony Aikens holds the most power in Lenoir City, and he seems 
to have a positive public perception. Amber Scott is the City Manager 
of Lenoir City. Scott is a UT graduate who is rising up through the ranks 
of city government. The aforementioned government officials are 
active in the community and are key figures that could be used when 
conveying our messages to the public.

Community Opinion Leaders 
In an interview, Michael Bobo provided the names of the individuals 
we should communicate with about revitalization efforts. Many of 
these people are prominent members in the community with few 
government ties. Most information about these specific community 
leaders was gathered online. The News Herald and the city’s quarterly 
newsletter also provided insight into our target audience. 

Mary Bright
Bright is one of the key motivators of the movement to revitalize downtown. 
Bright has a history of retail management and recently moved back to her 
hometown of Lenoir City after having been in North Carolina for 38 years. 
She took over her uncle’s framing business, which was the original Backdoor 
Gallery. Bright has worked with the local schools to display their artwork in 
the gallery. The front of the store is to show the art from local artists while 
the back of the building is still used for framing.

Bright stated in a newsletter that is distributed through Loudon County that 
went out earlier this year, “I just love downtown,” she said, “I want to see 
downtown thrive. I have a passion to see it revitalized.”

Bright said that she decided to relocate to downtown Lenoir City because 
after a long career in retail, she desired to come “back home” and open 
a business where she could put her passions for merchandising, retailing 
and revitalization of downtown into action. Mary’s hope for the future 
of her business is that she continues to “offer something special to this 
area that is unique and to support local artists, bringing attention to them 
in the community”. Mary and other opinion leaders see themselves as 
public servants, here to help area residents and visitors have an enjoyable 
experience and to fill a void in the retail setting. Mary’s desire to revitalize 
downtown Lenoir City and make it a thriving and successful area is evident.

Mike Lanham
Mike is the son of, deceased, Paul Lanham who opened Lanham Furniture 
55 years ago.  The business is one of the only ones that has opened and 
thrived on Broadway. The building has been a mainstay in downtown and 
has been standing at its current location at 215 East Broadway since 1970. 
According to a newsletter that is sent out across the county, “Lanham was 
asked what he loves most about being located in downtown Lenoir City, and 
he replied that ‘I have been here since I was five-years-old – with the store 
celebrating its 55th year in business – it (downtown) represents home to 
me.’ Downtown Lenoir City is a unique area where unique businesses can 
thrive.” Lanham Furniture has supported many causes such as KARM, Good 
Neighbors Shoppe, Ronald McDonald House and the Lenoir City schools. 23



Lenoir City Opinion Leaders

Primary Research
A survey created by students at the University of Tennessee was distributed among the prominent Lenoir City leaders through Michael Bobo and Mary 
Bright. They sent the survey to both the Loudon County Chamber of Commerce, which has 500 members, as well as 20 members of the Lenoir City 
Downtown Merchants Association. The primary goal of the survey was to measure the attitudes and awareness of these opinion leaders in Lenoir City. 
Roughly 520 individuals were emailed. Only 39 returned the survey and 34 completed their responses. See Appendiz A for the complete survey. 

Of the individuals who participated, approximately 97 percent identified as white, while 84 percent classified themselves as employed full-time. In 
addition, roughly 60 percent of the survey takers were women. The following graph shows the age range of the respondents.  
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Lenoir City Opinion Leaders

Currently, over half of the people that were surveyed responded that 
they either never go to downtown Lenoir City or they only go once 
a week. Though there is a low rate of people that go downtown, the 
data showed that 95 percent of the opinion leaders who participated 
in the survey are aware of the current downtown revitalization 
initiative.

The survey respondents’ attitudes toward the downtown 
revitalization project was considerably hopeful based on the survey 
results; 76 percent expressed “extremely positive” attitudes toward 
the project. However, when asked about the current condition of 
Lenoir City’s downtown, common responses included words such as 
“sad,” “dead,” and “drab.” Their perception of Lenoir City’s current 
downtown causes them to travel to Knoxville for entertainment, 
shopping and restaurants. The survey revealed that 94 percent of 
respondents travel out of Lenoir City for entertainment. 

Despite the fact that a majority of survey respondents have positive 
hopes for downtown revitalization their current actions do not 
support that hope. The survey shows that over a quarter of people 
believe that they are likely to only go to downtown Lenoir city either 
once a week or never once the revitalization efforts are completed.

Takeaways
The survey’s low response rate suggests a lack of interest from the Lenoir City opinion leaders. The recipients of the emails from the Loudon County Chamber of 
Commerce and Lenoir City’s Downtown Merchants Association are essential to a successful downtown revitalization. The team that distributed the survey had 
to go through multiple channels to obtain a response rate of less than 10 percent response rate. This apparent disinterest in taking a short survey is alarming 
and suggests a lack of personal investment in the revitalization goal. 

The Downtown Merchants Association shows markedly more interest in the revitalization of downtown, but they do not have the power that the entire Loudon 
County Chamber of Commerce holds. The Chamber members must get on board with redevelopment or this campaign will never have the strength it needs to 
be successful. Without the most powerful leaders in the city excited and involved, the rest of the public will have no confidence that any goals will be met or 
any changes will be made.
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Lenoir City Lake Dwellers and Suburbanites

Getting to Know the Lake Dwellers and Suburbanites
Tellico Village is a group of neighborhoods surrounding Tellico Lake 
encompassing 16,000 acres, and 4,000 homes. The average resident is 64 
years old. The majority, 85 percent, of the community are retired, and 15 
percent still working. Of the people who are still working, 8 percent are 
working full time. The majority of these homeowners, 95 percent, are 
Caucasian and 88 percent are registered Republicans. Eighty-five to ninety 
percent of the villagers are college educated with the overwhelming 
majority having masters or doctorate degrees.

Tellico Village is made up of seven different neighborhoods including: 
Mialaquo, Togua, Chota, Tanasi, Tommotly, Coyatee and Kahite. Tellico 
Village is not a municipality, which is a town with corporate status and 
local government. Tellico is a planned urban development, comprised 
of the second largest voting block behind Lenoir City. In the last two 
presidential elections, it has produced more voters than Lenoir City. 
Tellico Village is self-governed, consisting of a board of directors made 
up of seven volunteers and seven different advisory committees that are 
made up of five to seven villagers. The committees advise the board on 
community decisions.

Individuals from the upper Midwest are the main group of people 
moving to Tellico Village. These people are described as “half backers”, 
which are people that retired to Florida and did not enjoy the heat 
so they moved half way back. The main amenities Tellico offers are 
three golf courses, three fitness centers, several churches within the 
community, a yacht club, a restaurant/bar and grill and 200+ clubs the 
community members can join. The three largest clubs are the GM, Ford 
and Chrysler clubs due to the fact that many of the retirees have worked 
for one of those companies.

Tellico Villagers are an active group of people. Tellico Villagers started 
the majority of non-profit organizations in Loudon County, and they 
are known for having a volunteer spirit within the Loudon County 
communities. Property taxes in Loudon County are low, which is part of 
the attraction to the area. Twenty to twenty-five percent of the property 
taxes in Loudon County come from Tellico Village. Since taxes are so low, 
Tellico Villagers are do not resent the small amount of taxes they do have 
to pay even if they do not technically receive the “normal” tax benefits.

Primary Research
Our group performed intercept interviews from a convenience sample 
of 10. Our findings reinforced previous findings from secondary research 
and John Cherry’s suggestions. 

Question
“Lenoir City is currently working to revitalize its downtown district. 
Generally speaking, what would bring you downtown or make 
downtown appealing to you?” 

See Appendix B for interviews.

Team Members
The lake dwellers and suburbanites research team consisted of Destinee 
Dowdy, Katherine Gaul, Anna McClung, Rebecca McKinney and Jordan 
Shipowitz.
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Lenoir City Lake Dwellers and Suburbanites

Takeaways
Tellico villagers and suburbanites enjoy the large box stores on Highway 321. However, they tend to do most of their shopping in Knoxville and they enjoy 
the free festival events that take place in Market Square in Knoxville. Products that are made locally are important to them and they love live music. 
Villagers who have had negative experiences in downtown Lenoir City tend to complain about the unreliable store hours, parking issues, lack of anything 
to do, and construction. The villager’s active spirit lends them to enjoying things like “bar trolleys”, which are bars that travel throughout cities like bicycles; 
many villagers will go to Nashville and Chattanooga just for this. When asked what they would like to see in the downtown area the villagers repeated 
consistently that they would love a movie theatre and unique shops that give downtown the true downtown feeling. 

Tellico Villagers do not distinguish between ‘historic downtown Lenoir City’ area and the highway area. This is valuable to understand because the 
campaign may need to incorporate an educational aspect into the objectives and strategies.. 

Although Tellico Villagers are wealthy, that does not mean that they aren’t frugal. The majority is retired, so they have a fixed income. They seem to be 
most drawn to big box stores or reasonably priced restaurants where they can get good deals. 
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OBJECTIVES

Lenoir City Natives 

1. To reduce negative and indifferent perceptions of downtown Lenoir 
City among Lenoir City natives from 60 percent to 40 percent by June 
30, 2017.

2. To increase awareness of downtown Lenoir City revitalization plans 
among Lenoir City natives from 40 percent to 85 percent by June 30, 
2017. 

3. To inspire support for downtown Lenoir City revitalization efforts 
among Lenoir City natives by securing the membership of 500 Lenoir 
City residents in an online community by June 30, 2017. 

Lenoir City Hispanic Community 

1. To raise awareness about downtown revitalization from nearly zero 
to at least 10 percent of the Hispanic population within six months of 
the campaign launch.

2. To increase participation in the downtown revitalization planning 
process to at least 10 percent of the Hispanic population within six 
months of the campaign launch.

 
Lenoir City Opinion Leaders

1. To increase of involvement in the downtown revitalization 
movement among Lenoir City opinion leaders by having 20 key 
community leaders, as identified by Michael Bobo, join a Facebook 
page dedicated to updating the public on the status and vision of 
Lenoir City’s downtown revitalization efforts by June 2017.

2. By December 2017, encourage 24 Loudon County Chamber of 
Commerce members to speak at the bimonthly networking meetings 
about downtown revitalization, which will create a cohesive vision 
and increase involvement among leaders.

Lake Dwellers and Suburbanites 

1. To increase the number of Tellico Villagers’ recognition of the 
downtown revitalization efforts from virtually zero to 25 percent with-
in the next six months.

2. To get 20 percent of Tellico Villagers to communicate about down-
town revitalization through word of mouth to fellow Tellico Villagers 
within the next six months.
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STRATEGIES & TACTICS

Broadway, the main street running through downtown, is incorporated into the downtown 
revitalization slogan because research shows certain audience members associate the word 
“downtown” with Highway 321 or Downtown Knoxville. The interchangeable “it” allows 
for the slogan to be customized according to what each audience values. The slogan will 
be used through different channels and mediums to communicate progress of downtown 
revitalization and increase excitement about the idea of downtown revitalization. This slogan, 
and the message strategy behind it, will help achieve the campaign goal, which is to generate 
excitement and enthusiasm, inspire participation, and establish public support for Lenoir City’s 
downtown revitalization.

Message Strategy
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Lake Dwellers                                
& Suburbanites

Movies 
Boutiques
New Ideas

New Beginnings
Tradition
Growth

Lenoir City Natives
Family
Food

Friends 
Events

Lenoir City 
Hispanic Community
Education/Educación

Culture/Cultura
Music/Música

Authenticity/Autenticidad
Health/Salud
Food/Comida

Lenoir City                               
Opinion Leaders

People 
Excitement 

Unity 
Nostalgia

Audience-Specific “Bring it to Broadway” Suggestions

Life
Family

Community
Local

Entertainment
Restaurants

Shopping
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Strategies

• Set up a public forum on a website dedicated to downtown revitalization for Lenoir City residents to express their opinions and ideas regarding downtown 
revitalization efforts. 

• Utilize messages that promote ownership and pride of Lenoir City to inspire Lenoir City residents, Tellico Village residents and members of the Hispanic 
community to participate in downtown revitalization. 

• Locate and secure individuals in Lenoir City (including opinion leaders in the Hispanic community) and Tellico Village areas who can become brand 
ambassadors for downtown Lenoir City revitalization by promoting participation and awareness of revitalization efforts on social media channels and 
community events. 

• Facilitate integration between the Hispanic population and other Lenoir City residents to establish that the city belongs to everyone by stressing the 
importance of words like “our” and “community” to demonstrate that no group should be left behind. Use Spanish in messages to display the significance 
of integration between the two communities in Lenoir City. 

• Encourage Mary Bright to continue leading the downtown revitalization movement by creating a task force of 10 individuals branching from the 
Downtown Merchants Association. 

• Help Downtown Merchants Association members and opinion leaders in the Hispanic community, Tellico Village and Lenoir City communities stay on the 
same page and updated about downtown revitalization efforts.  

• Propose a downtown mural painted by students of Lenoir City schools that is bright and easily visible from Broadway. 

• Develop a Hispanic planning committee to ensure this group is not ignored and to determine how best to include them in any given situation or event. 
Generate interest for the committee through word of mouth and flyers posted in common gathering areas for the Hispanic community.

• Create partnerships with organizations like the East Tennessee Hispanic Chamber of Commerce and the Hola Hora Latina Nonprofit to help the community 
maintain their culture while branching out to interact with other groups through social media.
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Tactics 

Tactics related to spreading awareness about downtown revitalization

• Create a website dedicated to the revitalization efforts. A public forum channel will be a part of the website.
• Create content that can be placed on Lenoir City websites to inform Lenoir City natives of downtown revitalization plans. Content includes:

• Information about current events and projects in downtown Lenoir City.
• Images of projected plans for downtown.
• Information on how residents can participate in downtown Lenoir City efforts.
• A blog option added to the existing Lenoir City site with monthly updates on the downtown revitalization progress and highlight ways to get 

involved.
• Educate Tellico Villagers about downtown revitalization by encouraging participation in community events through the nominated Tellico Village 

Downtown Revitalization ambassador.
• Create news releases that can be utilized by News-Herald and all local news stations (WATE, WBIR, WVLT) to inform Lenoir City residents of 

downtown revitalization efforts.
• Create a multimedia presentation touting upcoming revitalization efforts to be presented at community town hall meetings and church gatherings 

that utilizes the slogan: “Bring It To Broadway!”
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Tactics related to spreading awareness about downtown revitalization

• Encourage the local Hispanic radio station, WKZX 93.5, to broadcast positive 
messaging about downtown revitalization and to keep the community up to 
date with changes in Lenoir City.

• The Loudon County Chamber hosts an informational booth at community 
events, such as car shows and festivals, to inform event goers about future 
upcoming events and involvement options. 

• Set up interviews for Mary Bright on local radio stations and TV stations to 
update the public about Lenoir City downtown revitalization efforts.

• Use Tellico Village TV channel TVB: Channel 193 on cable, which is also 
streamed live on their website, by featuring John Cherry and Michael Bobo 
updating on revitalization efforts. 

• Put every single event related to downtown revitalization in the Tell-E-Events 
newsletter.

• Add information about Lenoir City, and the upcoming changes, to the Tellico Village website location page. 

• Pitch stories to the Tellico Village Connection for coverage on current and future revitalization projects.

• Incorporate quick informational segments or updates given by John Cherry or other prominent members in the revitalization effort in 
normally occurring community events such as the downtown car shows, other small festivals, Yacht Club meetings and various Tellico 
Village club meetings.

• Use Nextdoor.com to give ‘instant’ updates on revitalization efforts. Make them seem like ‘insider’ info. 

• Publish new content pertaining to the revitalization into the Tell-E-Gram to keep primary stakeholders and others in the community 
informed about the progress. 
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Tactics related to social media

• Create messages that contain the hashtag #BringItToBroadway that can be sent through Lenoir City social media pages on Facebook and Twitter and inspire 
pride of downtown Lenoir City.

• Spread awareness of downtown revitalization through social media accounts, e.g. Facebook groups for Lenoir City, Tellico Village and Hispanic communities. 

• Create a Facebook group solely dedicated to updating the public about downtown revitalization and providing clear answers to questions or concerns.

• Create a social media content calendar containing biweekly Facebook posts promoting downtown revitalization events, efforts and updates for the Loudon 
County Chamber page.

Tactics related to branding and creating buzz about downtown revitalization 

• Spread buzz about revitalization efforts by distributing bumper stickers, keychains and t-shirts to residents that include the “Bring it to Broadway!” logo at 
events located downtown Lenoir City.

• Use any existing email distribution lists or online communities, such as Facebook groups to create a “buzz” among each audience in Lenoir City.

• Use print media to create a buzz about revitalization among the different Lenoir City Communities.

• Post flyers and have conversations in Hispanic churches to spread buzz through word of mouth.

• Have Las Lupitas and other Hispanic restaurants and businesses use print media (posters, flyers, brochures, etc.) and digital media (social media, websites, 
etc.) to get their customers excited about downtown revitalization.

• Bring Michael Bobo or local politicians to speak at the weekly Tiki Event held at the yacht club. 

• Use the “superior lifestyle” section of the Tellico Village Living magazine to boast about revitalization efforts. 

• Update all current Lenoir City signage to be consistent with the new Lenoir City brand and colors. 

• Update the city’s brochure to use orange and black.

• Create branded signs for Lenoir City parking options.
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Tactics that encourage participation

• Develop a Hispanic planning committee to ensure this group is not ignored and to determine how best to include them in any given situation or event. 
Generate interest for the committee through word of mouth and flyers posted in common gathering areas for the Hispanic community.

• Create partnerships with organizations like the East Tennessee Hispanic Chamber of Commerce and the Hola Hora Latina Nonprofit to help the community 
maintain their culture while branching out to interact with other groups through social media. 

• Appeal to the Hispanic community’s self-interest and bridge the language barrier by providing educational opportunities. 

• Participate in Tellico Village Yacht Club meetings to show property owners ways they can become involved in rebuilding downtown.

• Once revitalization plans are more concrete, hold an event with chamber members and Tellico Village residents about what the project is all about and 
possibly host a pickle ball tournament with the chamber members.

• As revitalization progresses, have an unveiling or grand opening event of every significant new business added to downtown. Advertise through newsletters, 
TVB and Nextdoor.com to get Tellico Villager and other Lenoir City residents to attend. 

• Have Mary Bright visit Lenoir City High School art class to discuss the vision of a mural in downtown Lenoir City.

• Have Winston Blazer, a member (nonvoting) of the Loudon County Chamber from Tellico Village, speak at numerous Tellico club meetings about how club 
members can become involved in the revitalization effort. 

• Recognize a “Tellico Villager of the Month” involved with the project in the Tell-E-Gram newsletter, TVB channel, and News Herald. 

• Use the quarterly Tellico Village POA magazine to explain possible business coming to downtown and perhaps attract people interested in opening a small 
business.
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DESIGN
Strategy brief – social media (Facebook, Instagram, Twitter)

Key public:
Followers of Lenoir City social media accounts (if they retweet, repost, like, or favorite posts).

Secondary public:
Lenoir City social media users.

Actions desired from public:
To get the Lenoir City community enthusiastic about downtown revitalization efforts, to show public support for the project and to participate in the efforts.

Overriding messages for a series of posts:
Come to Downtown Lenoir City; get excited for the revitalization; bring what motivates you to downtown Lenoir City; join us in revitalizing downtown; let us 
know what would bring you to Downtown Lenoir City.

Photographs/graphics:
Photos of the progress in downtown (the new streets and sidewalks, images of the newly developed park, photos of buildings in Lenoir City’s downtown), 
images of new artwork (brochures, billboards, logos and flyers) for the downtown revitalization and photos of individuals filling out their “it” of Bring it to 
Broadway.

Hashtags and/or text links:
Hashtags: #BringItToBroadway #Bi2B #Bringit2Broadway #downtownrevitalization
Text Links: “Downtown Lenoir City” and “Lenoir City Revitalization” can be used to open link to the Downtown Lenoir City’s website for current information 
on revitalization.

Search Engine Optimization terms (10-20 key phrases):
Keywords: Lenoir City downtown revitalization, Bring it to Broadway, Lenoir City downtown.

Analytics to monitor posts:
Each social media outlet offers the tracking of analytics. For more detailed reports, analytics can be monitored through the purchasing of Business Facebook
and Sprout Social Media accounts.

Editorial calendar:
Establish a routine for social media posts through outlets such as Google Calendar, Excel and Google Docs. An updated post regarding downtown 
revitalization can be scheduled biweekly for each social media outlet, in addition to posts scheduled for a specific day or event. 37



Key public (brief profile including motivating self-interests)

Hispanics
• Make up nearly 18 percent of Lenoir City’s population and live within walking distance of downtown area 
• Most Hispanic residents have no interest in downtown revitalization but would prefer help with education

Lake Dwellers
• Live in a group of neighborhoods known as Tellico Village 
• Average resident is 64 years old 
• The majority, 85 percent, of the community is retired, and 15 percent are still working 
• Since the majority is retired, they are frugal 
• Seem to be drawn to big box stores or reasonably priced restaurants where they can get good deals
 • Secondary publics (if any): No secondary publics

Action desired from public(s):

Hispanics
The radio advertisement should be able to attract interest among the hispanic residents about downtown revitalization efforts.

Lake Dwellers
• The television public service announcement should be able to distinguish historic Lenoir City downtown area and the highway area, as well as 

create excitement among lake dwellers. 

Overriding message (should  tie to overall big idea and appeal to self-interest):
 • Get excited about revitalization. Show public support for downtown. Participate in efforts. 

Tone: informative but upbeat
 • Format (jingle, single voice, dialogue, etc.): single voice
 • Length (10 seconds, 15 seconds, 30 seconds 60 seconds, etc.): 30 seconds
 • Slogan or tagline (if any): Bring it to Broadway
 • Primary messages (two- five short statements, similar to sound bites)
 • Secondary messages (bulleted supporting data, facts, examples, stories, testimonials, etc.)

• Both the ad and the psa should be able to communicate these messages to their respective residents. 
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Primary message: Bring It to Broadway! What are you bringing to 
downtown?

Secondary message: Each audience has different values, which the 
interchangeable “it” is designed around.

Primary message: In Lenoir City, Broadway is the main street.

Secondary message: Lake Dwellers do not know where downtown is 
located, so communicating this idea will prove effective to this audience.

1
2
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Opinion leaders and how they will be used (testimonials, quotes, etc.) 

• Alfonso Marquez/Preacher at Iglesias Bautista de la Cruz
• Maria Gonzalez/Leader at the Family Research Center
• Opinion Leaders can be used for sound bites. Hispanic community can hear
leaders are in agreement with downtown revitalization efforts.

Title: Bring It To Broadway! 

Proposed voice actors: Opinion Leaders • Alfonso Marquez
• Maria Gonzalez
• John Cherry
• Mayor
• Lenoir City Officials

Sound effects: To be determined 

Music: Preferably something upbeat to communicate excitement about downtown 
revitalization efforts. 

Permissions: To be determined. 

Production quantity: As needed during campaign launch.
Where and when distributed: During campaign; La Lider 94.3 FM and Tellico Village 
TV station Additional uses after airing:
• Promotional events
• Festivals
• Booth setups
For use as determined.
Timeline/deadline: No specified deadline or  meline

Hi! I’m Alfonso Marquez, preacher at Iglesias Bautista de la 
Cruz, and I want you to Bring It to Broadway, whether it’s 
food or education! Come to downtown and experience the 
new downtown district. What is your ‘it’? Whatever it may 
be, bring it to Broadway.
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Example Social Media Posts

InstagramTwitter
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Facebook
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Key Publics: Tellico Village, Suburbanites, Lenoir City Natives, Lenoir 
City Government Officials, Hispanic Community, Loudon County 
Chamber of Commerce

Secondary Publics: Tourists, Knoxville residents, East Tennessee 
residents, Loudon residents

Action desired from publics: The website should be able to attract 
people to visit Lenoir City.

Overriding message and tone: When logging onto this website you 
should be able to see the best features of Lenoir City and what there 
is to do. The tone should be happy and progressive as well as a touch 
of nostalgia when listing different parts of Lenoir City’s history. The 
website should serve as a way to show off the best parts of Lenoir City 
and the government officials responsible. 

URL: http://www.lenoircitytn.gov/welcome/ 

SEO terms (key words or phrases): Lenoir City, “Lake Capital of the 
South,” Bring It To Broadway, Charming, Historic 

Opinion leaders and how they will be used (testimonials, quotes, etc.):
• Mayor
• Government Officials
• John Cherry
• Hispanic Leaders

Strategy Brief-Website

Visual design and elements (logo pictures and illustrations): Photos of 
the progress in downtown (the new streets and sidewalks, images of the 
newly developed park, photos of buildings in Lenoir City’s downtown, 
images of new artwork (brochures, billboards, logos and flyers) for the 
downtown revitalization and photos of individuals filling out their “it” of 
Bring it to Broadway. 

Color Palette: Orange, Grey, Black, White and Blue 

Fonts: To Be Determined 

Interactive Elements: “Your Lenoir City” 

Promotion to drive traffic to URL: Social Media Campaign 

Social media links: To Be Determined  
 
Timeline/deadline: To Be Determined
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Primary Messages from the home page (2 -5 short statements, similar to sound bites): 

1. Message from the Mayor “Lake Capital of the South,” and why you should choose Lenoir City  
2. Video testimony from Lenoir City Residents
3. What can Lenoir City do for you? 

Primary navigation categories and subcategories (how they appeal to the key publics self interests)

A. About Lenoir City
 1. Experience the city through the eyes of a Lenoir City Native
 2. If you are already a Lenoir City Resident, tell people why you love living here  
 
 3. Blog about Lenoir City
 4. Videos of Lenoir City  

B. Your Government
 1. Mayor
 2. City Administrator
 3. City Council
 4. City Departments
 5. Recorder’s Office
 6. Chamber of Commerce

C. Things to do in Lenoir City
 1. Parks and Recreation
 2. Restaurants
 3. Lake Capital of the South 
 4. Featured Events

D. Jobs in Lenoir City
 1. Lenoir City Job of the Week
 2. Interested in Education?  

E. Contact Us
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Lenoir City Downtown Revitalization

Creative Branding
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LENOIR CITY REVITALIZATION

BRING 
IT TO 

BROADWAY
LOCAL • FOOD • ART • SHOPPING

WHAT WILL YOUR IT BE?
• CHOOSE OUR DOWNTOWN •
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EVALUATION PLAN
In order to measure the success of the revitalization of downtown Lenoir City, we will implement evaluative techniques that will help determine 
whether or not our objectives were met. The following evaluation techniques will measure each objective.

Objectives

1. To reduce negative and indifferent perceptions of 
downtown Lenoir City among Lenoir City residents 
from about 60 percent to 40 percent within six 
months of the campaign launch.

Criteria: Negative or indifferent perceptions of 
downtown Lenoir City among residents can be 
estimated at 40 percent or below two months after 
the campaign ends.

Tool: Based on the benchmark from the original 
survey, negative perceptions of downtown Lenoir 
City are around 40 percent. The original survey will 
be distributed again among Lenoir City residents. It 
will be compared to the original survey results, and 
will measure the decrease in negative or indifferent 
perceptions of downtown Lenoir City.

2. To increase awareness of downtown Lenoir City 
revitalization plans among Lenoir City residents 
from about 45 percent to 85 percent within six 
months of the campaign launch.

Criteria: 85 percent or more of Lenoir City residents 
are aware of downtown Lenoir City revitalization 
efforts within two months of the campaign ending.

Tool: The original survey will be distributed again 
among Lenoir City residents. When compared to 
the benchmark of 45 percent from the original 
results, we will be able to measure any increase in 
awareness of downtown Lenoir City revitalization 
plans. 

3. To raise awareness about downtown 
revitalization efforts from nearly zero percent to 
at least 10 percent of the Lenoir City Hispanic 
population within six months of the campaign 
launch.

Criteria: At least 10 percent of the Lenoir City 
Hispanic population is aware of downtown Lenoir 
City revitalization efforts within two months after 
the campaign ends.

Tools: We will create a survey that gauges the 
awareness of downtown Lenoir City revitalization 
efforts. Based on personal interviews, the current 
awareness among the Lenoir City Hispanic 
population is nearly zero. A survey will be able to 
measure any increase in awareness of revitalization 
efforts. The survey will be distributed two months 
after the campaign’s ending.
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4. To increase interest and participation in 
revitalization efforts from nearly zero percent to at 
least 10 percent of the Hispanic population within 
six months of the campaign launch.
 

Criteria: 10 percent or more of the Lenoir City 
Hispanic population is participating in downtown 
revitalization efforts.

Tool: A survey will be created and distributed to 
the Lenoir City Hispanic population two months 
after the campaign’s ending. Because the current 
interest and participation in downtown Lenoir 
City revitalization efforts is virtually zero, we will 
be able to gauge the any increase in interest and 
participation.

5.To inspire support for downtown Lenoir City 
revitalization efforts among Lenoir City residents 
by securing the membership of 500 Lenoir City 
residents in an online community within six months 
of the campaign launch.

Criteria: 500 Lenoir City residents have participated 
in an online community within six months of the 
campaign launch. 

Tool: Two months after the campaign ends, we’ll 
plan to count the amount of Lenoir City residents 
that joined the online community created to inform 
them about downtown Lenoir City revitalization 
efforts. 

6. To increase involvement in the downtown 
revitalization movement amongst Lenoir City 
opinion leaders by increasing the members of the 
Downtown Merchants Association by 10 individuals 
six months after the campaign’s launch.

Criteria: Ten or more Lenoir City opinion leaders 
have joined the Downtown Merchants Association.

Tool: Two months after the campaign’s ending, we 
will count the amount of new members that joined 
the Downtown Merchants Association during 
the six month campaign. We will also survey the 
newest members and ask them why they joined the 
organization.

7. To increase involvement in the downtown 
revitalization movement among Lenoir City opinion 
leaders by having 20 key community leaders, as 
provided by Michael Bobo, join a Facebook page 
dedicated to updating the public on the status 
and vision of Lenoir City’s downtown revitalization 
efforts by six months from the campaign’s launch.

Criteria: At least 20 Lenoir City opinion leaders, 
as designated by Michael Bobo, have joined an 
informational Facebook page about downtown 
revitalization efforts.

Tool: Two months after the campaign’s ending, 
we will count all of Michael Bobo’s provided key 
community leaders that joined the informational 
Facebook page.
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BUDGET 
Advertising Costs

Billboard in Loudon County (48”sheet) (6 months) An estimated $5,700
Radio advertisement “La Lider”(30 sec.) (6months) (40x/week) $1,800
Social media advertising (Instagram, Facebook, Twitter) $1,280
Creation of downtown website An estimated $2,000
TOTAL: $10,780

Custom Printing and Rebranding Costs
Rebranding parking signs (15) An estimated $600
T-shirts (500) $2,456.92
Key chains (500) 305.83
Surveys (2000) $200
Posters (500) (12x18 glossy paper) $210.67
Bumper Stickers (500) $296.96
Flyers (10,000) (4.25x5.5 quarter stock) $266
Clothing Pins (500) $2312
Brochures (500) (paper gloss) $108
Pens (500) $75
TOTAL: $6,831.62

Special Event Costs
Food catering for special events (per day) $200
Tent, table, and chair rentals for special events (per day) An estimated $800
Interactive Chalk and Magnetic board An Estimated $175
TOTAL: $1,175

Downtown Revitalization Efforts Total Cost $18786.62
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APPENDICES
Appendix A: Survey and Facebook responses

Survey sent to Lenoir City Natives
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Facebook responses and posts related to Lenoir City Natives 
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Survey sent to Movers and Shakers 
 
Q1 This is a survey created by students at the University of Tennessee who are involved in the Smart Communities Initiative. This survey intends to gain information about the public’s 
opinions regarding a revitalization of Lenoir City’s downtown district. Answers to this survey are anonymous and will not be shared with other parties. Your participation in this study is 
voluntary. Do you agree to take this survey?
Yes (1)
No (2)
If No Is Selected, Then Skip To End of Survey
 
Q2 Have you heard of the Downtown Revitalization efforts?
Yes (1)
No (2)
 
Q3 How would you describe your feelings towards a Downtown Revitalization effort?
Extremely positive (1)
Moderately positive (2)
Slightly positive (3)
Neither positive nor negative (4)
Slightly negative (5)
Moderately negative (6)
Extremely negative (7)
 
Q4 What do you love about Lenoir City?
 
Q5 What words would you use to describe Lenoir City’s current downtown?
 
Q6  Which of the following social media networks do you use? (Check all that apply)
Facebook (1)
Instagram (2)
LinkedIn (3)
Twitter (4)
I do not use any social media (5)
 
Q7 What is your preferred method of receiving updates about downtown Lenoir City?
Email (1)
Phone Call (2)
Text Message (3)
Social Media (4)
Other (5) 

Answer If What is your preferred method of receiving Lenoir City updates? Other Is Selected

Q8 What communication method(s) do you prefer?
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Survey sent to Movers and Shakers 
 
Q1 This is a survey created by students at the University of Tennessee who are involved in the Smart Communities Initiative. This survey intends to gain information about the public’s 
opinions regarding a revitalization of Lenoir City’s downtown district. Answers to this survey are anonymous and will not be shared with other parties. Your participation in this study is 
voluntary. Do you agree to take this survey?
Yes (1)
No (2)
If No Is Selected, Then Skip To End of Survey
 
Q2 Have you heard of the Downtown Revitalization efforts?
Yes (1)
No (2)
 
Q3 How would you describe your feelings towards a Downtown Revitalization effort?
Extremely positive (1)
Moderately positive (2)
Slightly positive (3)
Neither positive nor negative (4)
Slightly negative (5)
Moderately negative (6)
Extremely negative (7)
 
Q4 What do you love about Lenoir City?
 
Q5 What words would you use to describe Lenoir City’s current downtown?
 
Q6  Which of the following social media networks do you use? (Check all that apply)
Facebook (1)
Instagram (2)
LinkedIn (3)
Twitter (4)
I do not use any social media (5)
 
Q7 What is your preferred method of receiving updates about downtown Lenoir City?
Email (1)
Phone Call (2)
Text Message (3)
Social Media (4)
Other (5) 

Answer If What is your preferred method of receiving Lenoir City updates? Other Is Selected

Q8 What communication method(s) do you prefer?

Q9 How frequently do you go to the Downtown Lenoir City area for reasons other than the use of government buildings?
Daily (1)
4-6 times a week (2)
2-3 times a week (3)
Once a week (4)
Never (5)
 
Q10 Once the efforts of Downtown Revitalization are completed, how many days will you likely go to the Downtown Lenoir City area for reasons other than use of government buildings?
Daily (1)
4-6 times a week (2)
2-3 times a week (3)
Once a week (4)
Never (5)
 
Q11 How frequently do you leave Lenoir City for reasons other than work?
Daily (1)
4-6 times a week (2)
2-3 times a week (3)
Once a week (4)
Once or twice a month (5)
Never (6)
 
Q12 When you travel out of Lenoir City for entertainment, what places do you most often visit? (Check all that apply)
Downtown Loudon (1)
Turkey Creek/ Farragut (2)
Gatlinburg/Pigeon Forge (3)
Downtown Knoxville (4)
 
Q13 What media outlet(s) do you use most to learn about upcoming events and news about Lenoir City and the Revitalization efforts? (Check all that apply)
News-Herald (1)
Local News Stations (2)
Social Media (3)
Websites (4)
I don’t use media outlets for this (5)
Other (6) 

Answer If What media outlet(s) do you use most to learn about upcoming events and news about Lenoir City and the Revitalization efforts? (Check all that apply) Other Is Selected
Q14 What media outlet(s) do you use to learn about events and the revitalization efforts in Lenoir City?

Q15 Are you more likely to use online sources to share information about Lenoir City’s Downtown Revitalization efforts, or are you more likely to share information by word of mouth?
Share online stories (1)
Tell people what I’ve heard (2)
I don’t ever hear about revitalization efforts (3)
I usually don’t share what I learn (4) 63



Q16 What is your gender?
Male (1)
Female (2)
Other (3)
Prefer not to answer (4)
 
Q17 What is your age?
Under 18 (1)
18 - 24 (2)
25 - 34 (3)
35 - 44 (4)
45 - 54 (5)
55 - 64 (6)
65 - 74 (7)
75 - 84 (8)
85 or older (9)
 
Q18 What is your education level?
Less than high school (1)
High school graduate (2)
Some college (3)
2 year degree (4)
4 year degree (5)
Professional degree (6)
Doctorate (7)
 
Q19 What is your employment status?
Employed full time (1)
Employed part time (2)
Unemployed looking for work (3)
Unemployed not looking for work (4)
Retired (5)
Student (6)
Disabled (7)
 
Q20 What is your ethnicity?
White (1)
Black or African American (2)
American Indian or Alaska Native (3)
Asian (4)
Native Hawaiian or Pacific Islander (5)
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Appendix B: Interviews

Lenoir City Natives

Interviewee 1
The first interview was conducted with a woman around 20 years old, who works at the Sonic on Highway 321 near downtown Lenoir City. 
When downtown was first mentioned, the woman thought of downtown Knoxville. Her perception about downtown Lenoir City was negative. 
She believes downtown Lenoir City has out dated buildings and a lack of activities for young people to do. However she would consider going 
downtown if a variety of activities for high school and college students existed. 

Interviewee 2
The second interview was conducted with a woman who was born in Lenoir City and has been living in the city for 28 years. She works for the 
Marriott hotel on Highway 321. She is somewhat aware of downtown revitalization plans for Lenoir City. When she was asked how often she 
visits downtown Lenoir City, she said that she could not remember the last time she had visited downtown. She is a mother of two and believes 
downtown Lenoir City does not have much to offer her family. She would visit downtown if Lenoir City added a park.

Interviewee 3
The third interview was with a male server at the Chili’s located on Highway 321. The interviewee is younger, but considers himself a Lenoir City 
native. He only goes to downtown Lenoir City to go to the post office. He said that he could only recall a pawnshop being downtown. He does not 
remember downtown Lenoir City ever being a place of interest for him and his friends. The interviewee revealed that something as simple as a bar 
would bring him to downtown Lenoir City.

Interviewee 4
The fourth interview was conducted with a woman who goes to school part time at Roane State and works at Aaron’s on Highway 321. She goes 
through downtown Lenoir City everyday to get home. She has noticed recent improvements made to the roads in downtown Lenoir City. She 
explained that in the past, the roads were filled with potholes and almost impossible to drive on. When asked how often she travels downtown, 
the interviewee said that she only travels through downtown Lenoir City. She would be willing to visit downtown Lenoir City if the area hosted 
more events. 
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Lenoir City Hispanic Community

Interviewee 1: Alfonso Marquez
10/11/16, Lenoir City Family Resource Center
One of the foremost Hispanic opinion leaders, Alfonso Marquez is the preacher for Hispanic church Iglesias Bautista de la Cruz, and is incredibly active in 
promoting education in addition to spreading his religious and spiritual messages. For example, he helps Hispanic individuals acquire their GEDs and hosts 
“Apriendo puertas” in the church to teach Hispanic adults English speaking and writing skills. At a meeting focused on incorporating the Hispanic population, 
Marquez provided many insights into the community mindset:
• “The Hispanic community is very timid in integrating.”
• “The process of integration will have to be long term.”
• “Downtown is not a place for the minority.”
• “The younger generation is more open to change and integration. This project will have to start with the younger generation if you want attention.”

Interviewee 2: Monty Ross
9/8/16, The University of Tennessee
10/11/16, Lenoir City Family Resource Center
In both the initial client meeting and the meeting about marketing the downtown to the Hispanic community, local politician Monty Ross reiterated the 
importance of the Hispanic population, hoping to see them integrated with the rest of Lenoir City’s residents. “We want to get Hispanic business leaders 
in the same room to discuss what needs to be done,” she said, “the cultures are very separate at this point, so we want to bring people together.” She also 
explained that, “the millennial generation is very open to integrating the public and excited to teach the Hispanic community.” However, she later said to 
Marquez that the revitalization would happen “with or without you,” displaying frustration and exemplifying the cultural divide between Hispanics and city 
officials.

Interviewee 3: Maria Gonzalez
10/12/16, phone 
Maria Gonzalez, leader of the Family Research Center in Lenoir City, also provided helpful information about the Hispanic population. When asked what 
would motivate her or other Hispanics to go downtown, she suggested the following:
• Hispanic foods, traditional drinks, products, music, and video shops
• Health services such as prenatal programs, health promoters, wellness programs and health education
• After school programs for children including mentorships, tutoring centers and museum visits
• Adult education such as Centro Hispanico, English classes, computer classes and job search workshops
• Hispanic Citizen Police Academy programs about cime prevention, community safety, law enforcement and civic engagement
• Legal consultation, citizenship information and preparation
• Cultural activities such as annual celebrations of Latino culture and Hispanic Heritage Month, Latino health fairs and farmers markets
We tested the slogan “Our Lenoir, Nuestra Lenoir,” to which Gonzalez replied,
“I was thinking of ‘La Placita Broadway,’ but what you said is also good.” 
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Lenoir City Hispanic Community

Interviewee 4: Rebekah Schoutko
11/10/16, email
Rebekah Shoutko, an English as a second language (ESL) educator and staff member of the Latino Student Alliance at Lenoir City High School, provided 
information about her students during an informational interview. She mentioned that, “some of them know about revitalization efforts because there are 
some classes in the school that are involved in the project.” However, she explains that there is not much for her students to do downtown, and they would 
benefit from “something that relates to their cultural Hispanic heritage.” 

She loves the antique shops downtown, but her students are not interested. Schoutko feels that an education center downtown offering English classes, 
Spanish literacy classes, and GED classes would be immensely beneficial for her students. She envisions a place “where families could go for resources such 
as counseling, legal help, and more.” She also reiterates the notion that Hispanics do not feel a sense of belonging in Lenoir City, but rather to the Hispanic 
community as a whole. “There is still some racism throughout the community and many of my students’ parents only speak Spanish, so they are much more 
comfortable staying within the Hispanic community,” she said. These issues are broader than small town politics, which Schoutko explained because her 
students’ biggest concerns involve the 2016 presidential election. “They are unsure of their status in the country,” she said. 

Interviewee 5: Michael Handelsman
10/11/16, 10/28/16, Family research Center, UT Campus
Michael Handelsman is a professor teaching the Spanish class associated with the SCI program this year. Although we did not formally interview him, he 
expressed concern about gentrification in Lenoir City, an issue his students agreed must be addressed. Gentrification threatens traditional Hispanic culture 
and could have a serious impact on the daily lives of many people of all ages in the downtown area. Secondary research provides insight into this problem as 
well. One Huffington Post article described a scenario where landlords bulldozed a piñata store in Austin, and these types of occurrences are unfortunately 
not uncommon. Whether or not gentrification could play a large role in Lenoir City is yet to be seen, but such concerns are viable.

Interviewee 6: Stephanie Macedo
10/10/16, The University of Tennessee
Stephanie Macedo is a Hispanic student at the University of Tennessee, and she discussed her experience growing up in a Hispanic community. Reaffirming 
corresponding research, Macedo stressed the importance of family and churches, as well as large celebrations and recreational activities including 
traditional music and food. Although Macedo is not from Lenoir City, she provided suggestions for appealing to many traditional Hispanic values. For 
example, she said, a popular way to make money is to sell food, knick-knacks, and other specialty items. She referenced the local flea market in Knoxville as 
a good example of a successful way for people to mingle and purchase necessities. These types of events draw families to the downtown area.

Interviewee 7: Pedro
9/25/16, Las Lupitas
Pedro is a worker at the deli counter at Las Lupitas. Pedro was friendly and willing to talk, but was completely unaware of the downtown revitalization 
efforts underway. He explained that there is nothing to do in downtown Lenoir City, and he and his coworkers live, eat and have fun in their group. After 
work, many of the locals play soccer (or football, as the sport is properly known) together.
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Lenoir City Hispanic Community

Additional Interviewees Las Lupitas employees and customers
9/25/16, Las Lupitas
We also intercepted and talked with a variety of employees and customers at Las Lupitas on a Sunday afternoon, from adolescents to the more elderly. 
These individuals had varying skill with English, and some were more suspicious of us than others. Despite this diversity, not a single person knew about 
downtown revitalization.

Lenoir City Lake Dwellers and Suburbanites

Interviewee 1
The first person interviewed was a Caucasian senior-aged woman. She sounded excited about the idea of revitalization. However, we think she did 
not totally understand where Lenoir City’s downtown is or she doesn’t totally understand the space limitation of downtown Lenoir City.  She wanted 
shopping options to bring her downtown. She suggested more big box stores. She said she wanted to see a Best Buy, Bed, Bath & Beyond and Kroger/
Publix/Ingles. The woman’s main concern was getting a larger grocery store closer to her home. She also mentioned a movie theater would bring her 
downtown. 

Interviewee 2
The second person interviewed was also a Caucasian senior aged woman. She also did not understand the difference between the downtown district 
and the highway district. She seemed less excited about the revitalization of downtown Lenoir City, but offered suggestions that her husband would 
enjoy. Her suggestions included stores such as Lowes and Home Depot, as well as events such as car and gun shows. The car show suggestion is valuable 
because the three largest clubs in Tellico Village consist of GM retirees. She also agreed that a movie theater would attract her to downtown. 

Interviewee 3
The third person interviewed was a Caucasian senior-aged man. This man had the greatest understanding of where historic downtown Lenoir City is 
located, as well as an understanding of the typical business types located in downtowns. He suggested local clothing stores and moderately-priced 
restaurants. He mentioned Le Noir, which is more upscale and only serves French cuisine. He suggested there should be restaurants that appeal to the 
general masses and their budgets.

Interviewee 4
The fourth person interviewed was a Caucasian senior-aged woman who was the head of an organization that wanted to ensure Tellico Villagers may 
stay in their homes as long as possible by providing grocery, medical, repair and other services. She had a very good understanding of Tellico Villagers, 
in general, but her personal preferences were for unique shopping options. She wanted local shops that offered clothing, jewelry and accessories. She 
mentioned a movie theater, as well. 

Interviewee 5
The fifth person interviewed a Caucasian senior-aged man. He has lived his entire life in Lenoir City and is a major supporter of local businesses. He 
travels into the downtown area mainly for the purpose of going out to eat. He specifically enjoys eating at Le Noir and La Lupita. He would travel into the 
downtown area more often if downtown offered a greater variety of local restaurants and shops.
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Lenoir City Lake Dwellers and Suburbanites

Interviewee 6
The sixth person interviewed was a Caucasian senior-aged man. Similar to the last man we approached; this man had a high affinity for local 
restaurants and supporting local business owners such as the barbershop. He appreciates the freshness and friendliness of these local businesses and 
wants a greater variety downtown. 

Interviewee 7
The seventh person interviewed was a Caucasian middle-aged policeman. He admitted to not traveling to the downtown area very often. The last few 
times he traveled to downtown was for the post office. However, he thought chain stores and restaurants, specifically, hardware stores such as Lowes, 
would give him reason to go downtown more often. 

Interviewee 8
The eighth person interviewed was a Caucasian senior-aged woman. She also suggested additional big box stores. Specifically, she wanted a more 
accessible Wal-Mart or a large grocery store like Kroger. Again, she may not have actually been thinking of the ‘historic downtown district.’ It seemed 
that she thought we were the ones making these plans and has some insight into what plans has already been made because she asked, “I heard a 
rumor that they’re putting a Wal-Mart downtown. Is that true?” She didn’t truly consider or answer our question. She wanted information from us. 

Interviewee 9
The ninth person interviewed was a Caucasian senior-aged woman. She said she wished there were nice ‘boutique’ style shops located downtown. She 
seemed to have a good grasp of the types of businesses that go into ‘typical downtown’ areas. 

Interviewee 10
The last person interviewed was a Caucasian senior-aged man. He also seems unaware of either the true location of downtown or the space capacity 
of it. He suggested big chain hardware stores like Lowes and Home Depot. He mentioned that his wife wanted a large, one-stop grocery store like 
Kroger. 
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