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Our mission is to  
 develop and promote a 
healthy and prosperous 
downtown, serving a 
community rich with 
culture and history.  

April 2011 

Monthly HBC Board 
meetings are the third 

Thursday of the month, at 
6:00 pm, HBC office.  

SHOPPING LOCALLY 

           
          Shop Local campaigns are springing up everywhere. These cam-
paigns can transform business districts into retail destinations. With so many 
“Mom & Pop” businesses in our downtown commercial district, we are truly a 
unique shopping experience. Locally supported one-of-a-kind stores can be-
come retail destinations, with inventory or services unique to our area or spe-
cialized by the small business owner. Travelers will definitely detour off the 
highway or even plan a side trip to include a special shopping experience.  
            Shopping locally does not suggest you must buy all goods and ser-
vices in town. Rather, it is a conscious effort and desire to support local busi-
nesses and our local economy in the following ways: 
 
●Shopping locally creates jobs. Our shops create local employment and self-
employment. These people in turn spend in the local economy.  
●Local independent shops invest more in your communities. Local busi-
nesses are proportionally more generous in their support of local charities, 
schools, and community events. Supporting local shops means a financial 
contribution to your community.  
●Local shops sell great products at affordable prices. Some people get out of 
the habit of shopping locally and are then surprised by the range of products 
available.  
●Shopping locally saves you time and money. You travel less, saving on time 
and fuel.  
●Shopping locally retains your communities. People don’t like losing shops 
and services in small towns but don’t equate this with how they spend their 
money.  
●Shopping locally retains your distinctiveness. Independent shops create dis-
tinctive shopping experiences and stock different products. Local businesses 
respond more quickly to the needs of local customers, stocking products to 
meet changing population needs.  
●Shopping locally saves the environment. Local shops often stock a high 
percentage of locally sourced goods that do not require long-distance trans-
portation, helping to reduce our global footprint.  
●Local shops are for everyone. Most people can get to their local shops eas-
ily. This is especially important for the elderly, young people and others who 
rely on public transportation.  
●Local shops value you more. Evidence from numerous surveys show peo-
ple receive better customer care and service locally. These businesses sur-
vive by their reputation and repeat business, which means you get a higher 
standard of service.  
●Shopping locally saves services. Private and public sector services cluster 
around shops. As shops disappear so do hairdressers, banks, restaurants 
and other businesses. 
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●March and April renovations and relocations down-
town certainly give an excitement to the air. It’s spring! 
Tony and Cheryl Herman are renovating their building 
at 1911 Main Street in preparation for a new retail 
business.  
●Round I of the Destination Downtown Façade Im-
provement program is also underway, with three awn-
ing replacements projects and three additional façade/
storefront improvements. This round of HBC’s 50/50 
matching grant program is made possible by the Leo 
Adler Community Fund.  The Adler Fund is also help-
ing HBC buy six additional trash receptacles for down-
town.   
●Cody’s General Store is moving to 1828 Main Street 
(formerly Dragonfly Resale Shop) and will be open for 
business the first part of April. Owned by Jody Jefferies 
and Christy Vega, Cody’s is a wonderful collection of 
American country/primitive/folk goodies for sale; open 
Mon-Fri (10:00 – 6:00), Sat. (9:00 – 4:00).  
●Delicioso Mexican Restaurant, now at 2820 Broad-
way, is moving to 1910 Main Street (formerly The 
Fillin’Station). The Ortiz Family hopes to be moved in 
by the end of April. Welcome! 
●M. Wilson Interior Design is relocating from 1924 
Broadway to 1830 Main Street. 

You’re Invited!   Historic Baker City, Inc.’s 
CELEBRATE DOWNTOWN! 

Annual Meeting, Downtown Awards & Celebration 

     Thursday,  April 21, 2011  5:30—7:30 pm 

At Crossroads Carnegie Art Center   2020 Auburn 

Refreshments Served  

QUEEN CITY OF’THE  INLAND EMPIRE 
At about the turn of the century, Baker City was known as 
the “Queen City of the Inland Empire”, and boasted a popu-
lation of approximately 6700, larger than Spokane or Boise 
City. Elegant restaurants in fine hotels served superb cuisine, 
orchestras played and the Baker Theatre opera house was 
frequently filled to capacity for road-show company produc-
tions. Baker’s golden years for building activity were be-
tween 1890 and 1910. Eastern Oregon was enjoying its sec-
ond mining boom during that period and the profits from the 
mines financed many of the fine brick, masonry and stone 
commercial buildings and residences that still grace the city. 
Baker’s first elegant hotel, the 70 room Hotel Warshauer, 
later named the Geiser Grand, was completed in 1889. It fea-
tured a richly-furnished interior, including a dining room 
which had a seating capacity of 200. Mining entrepreneurs 
from across the United States stayed at the Warshauer while 
visiting the area mines and making deals. 

The Top Five Customer  
Retention Marketing Tactics 

 
The probability of selling to an existing customer is 
60-70%. The probability of selling to a new pros-
pect is 5-20% (credit: Marketing Metrics).Research  
also shows that a 10% increase in customer reten-
tion results in a 30% increase in the value of the 
company (credit: Bain and Co.).  Many marketing 
plans are so focused on customer acquisition that 
they largely ignore customer retention.  Here are 
some ideas to help you kick-start your customer 
retention marketing: 
 

1. Regular Communication with Customized Con-
tent and Special Offers .This is the cornerstone of 
any good customer retention program and careful 
attention should be paid here.  Most companies 
have some sort of newsletter to communicate with 
existing customers but fewer are actively making 
offers to their current client base that are custom-
ized according to what is already known about the 
customer.   

 
2. Poor customer service accounts for 70% of cus-
tomer loss.  Marketing should  take that number 
very seriously and work with the support team to 
deliver content that can help the service folks and 
sales staff do their job.   

 
3. Listen (and then talk). The overwhelming major-
ity of unhappy customers will never communicate 
their dissatisfaction with you.  Regularly checking 
in on customers will help you to see signs of an 
impending departure while there’s still time to fix 
problems.    
 
4. Loyalty programs, appreciation awards and cus-
tomer referral rewards: Rewarding customers for 
referring you new business or for repeat buys is 
always a good idea. Even in markets where that 
isn’t appropriate you can still give customers an 
award to recognize them (and give them some-
thing to brag about). 
 
5. Bring Your Customers Together. At large com-
panies an annual customer conference tends to be 
one of the most successful marketing tactics 
done.  Companies with smaller customer bases 
and  budgets are doing similar things by creating 
online spaces (in the form of forums, custom  so-
cial networks, Facebook or LinkedIn groups, etc) 
where customers can connect, share their experi-
ences and learn from each other. 
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