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The Downtown Alliance, presents Downtown the Magazine. Downtown
the Magazine tells the story of the people, businesses and events
contributing to a dynamic urban center.
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Downtown the Magazine is an important tool in reaching your
customers through cost-effective advertising, targeted to thousands
of downtown employees, locals across the Wasatch, visitors and
conventioneers. In addition, Downtown the Magazine is also delivered
to local residents that frequent downtown for their dining, shopping and
entertainment needs. This guide is designed to attract the attention and
interests of those who like to engage in Utah’s capital city.
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Downtown the Magazine will feature profiles on the people who live,
work and play in Downtown SLC.
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• Deseret News
• The Salt Lake Tribune
• Utah Business
• Affluent and targeted
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• Direct mail to targeted
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STORY BY BETHANY LOPEZ

Lessons in Leadership

PERSONALITIES

Four executives succeeding in business as a woman

Left: Jenni Holladay
Below: Pauline Ploquin

“Lessons in Leadership”, Four executives succeeding in
business as a woman
“It was a self-taught proving ground,” she says.
“And now, Third Sun Productions has forged
its own path outside the traditional ad agency
landscape. We work with great people—most
often nonprofits and small businesses. While we’re
a small organization of just four employees, we’re
much bigger than that thanks to the partners we
work with in town. There’s an incredible creative
pool of talent in Salt Lake to draw from.”

“Making Their Mark”, Checking in with Downtown’s Top
Hoteliers
“Oh My Tech”, Utah is bristling with companies working on

Jocelyn Kearl

the cutting edge of technology. Here we introduce three
who’ve found home, sweet, home in downtown SLC

T

hings radically shifted from the moment
our CEO, Matt Anderson, attended the
3% Conference, which promotes female
leadership in advertising.” recounts
Pauline Ploquin, chief relationship officer
and partner at Struck, a Salt Lake-based integrated
agency. “Not only did he learn more about the true value of
female perspective in great work, but he felt the discomfort
of being the gender minority in the room. It sent him on
a more profound journey: not only did we need more
women at Struck, but to draw them, we’d need to foster a
diverse environment where they’d want to stick around,”
The advertising and marketing spheres can indeed be
painfully sparse when it comes to female leadership and
representation. Compound that with the fact that Utah’s
still working to close its corporate leadership gender gap,
and it feels like marketers still have a very long way to go.
But diversity in leadership is a business problem, which
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means there’s a solid business solution, points out Jenni
Holladay, vice president of strategic marketing and chief
growth officer at The Summit Group Communications.
“Women make more than 80 percent of household
purchasing decisions, so brands are literally losing money
if they don’t connect with them,” Holladay says. “If a
marketer misses the importance of female perspective,
they’re frankly doing themselves a disservice.”
Not content to sit solo at the conference room table,
here we introduce you to five women using savvy and
leadership to solve the problem proactively while taking
their companies to the next level and changing the face of
their industry, for good.
Jocelyn Kearl, Co-Owner & Chief Strategist, Third
Sun Productions
Jocelyn Kearl found her footing in marketing through
years of nonprofit work, grant-writing and fundraising.
fall 2018 / winter 2019
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Now 13 years in, Third Sun Productions primarily
offers branding and websites, with more than
200 clients, half of whom are nonprofits and
community organizations. “We’ve been lucky to
attract partners and clients who play a major role
in making Salt Lake so interesting,” Kearl says.
“That includes the Salt Lake Farmer’s Market,
the Utah Arts Festival, the State Room, Utahns
Against Hunger and Meditrina. There’s so much
going on here, and we love helping clients cut
through the noise.”
Every business has a vision and a mission—or at
least it should. But conveying that strategically
is a fun problem-solving job for experts. “Why
don’t we have more women flowing into creative
jobs?” asks Kearl. “The skill set isn’t hard for us to
access—rather, bias holds us back from entering
and moving up. But the women in our industry
and business network have an innate desire to
support each other and lift each other up.”
And, if one can’t create diversity externally, one
can still foster it internally. Her advice to up-andcomers: “Know your stuff, pay your dues, master
the technology that’s critical to your craft and don’t
let anyone tell you to pipe down.”

Jenni Holladay, Former Vice President of
Strategic Marketing and Chief Growth Officer,
The Summit Group
With degrees in both business and design, Jenni
Holladay was drawn to marketing because it uses
storytelling to solve business challenges.
In her role, Holladay expertly oversees marketing
strategies for The Summit Group’s clients
while taking the reins on the agency’s new
business growth. The Salt Lake-based strategic
communications agency has served clients ranging
from Subway to Microsoft to T-Mobile to Merit
Medical. Holladay also serves on the advisory
board of Utah’s EY Entrepreneur of the Year
program. While she is proud that The Summit
Group’s leadership is half female, she sees a major
opportunity to encourage and mentor women in
her professional circle. “As a leader,” she says, “my
goal is to encourage understanding and to give
voice to those who might be hesitant to speak up.”
Holladay goes beyond spotting business
opportunities for her agency and focuses on
internal mentorship and development too. “I love
inviting female colleagues to chime in. Our voice
is our value. We’re building business and doing
results-oriented work when everyone knows their
insights are heard. There’s nothing better for the
creative process than that.”
Holladay points out that the best leadership
comes with vulnerability: “A leader who goes out
of their way to make others feel understood is the
kind of leader you want to work for and do great
things for.” She hopes, too, that as a leader, she can
encourage others to take an active role as well. “I
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want to give people the tools, the platform, and
the support to take on projects that will challenge
them to create great work. We have so many smart,
educated and creative marketing professionals
in this market that I believe we rival that of large,
coastal agencies. I’ve enjoyed competing on a
national scale and showing people just how savvy
our city is.”
Always looking forward, Holladay is taking on a
new role this fall after over a decade at The Summit
Group. Fortunately, she’ll still be sharing her
talents in the Salt Lake marketing landscape—
now, building out marketing and creative practices
at Method Communications.
Pauline Ploquin, Chief Relationship Officer,
Partner, Struck
After years overseeing operations and client
relationships at Struck and working with every
type of brand and medium under the sun, Pauline
Ploquin says that she’s proudest of the agency’s
downtown the magazine
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STORY BY TESSA R. WOOLF

PLACES
“Edison Street”, The inside scoop on the good eats,
live music, tasty java and more on this charmingly funky

Edison Street

downtown side street

The inside scoop on the good eats,
live music, tasty java and more on this
charmingly funky downtown side street

W

hat used to be an
unassuming alley
in the heart of
downtown, home to
little more than a few
choice parking spots for moviegoers headed
to nearby Broadway Centre Cinemas, today
Edison Street is flush with some of Salt
Lake’s hippest hangouts.

dining scene

Space Reservation

9:06 AM
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PREVIOUSLY FEATURED EDITORIAL TOPICS

“Meet Thy Neighbor”, Digging into downtown’s communal

DEADLINES

Cover.indd

The street is anchored on the south end by
bar/restaurant Copper Common (111 E
Broadway, Ste 190, coppercommon.com).
Order a round of craft cocktails (just $6
each, Sunday through Thursday) from the
knowledgeable mixologists and nosh on bar
snacks and small plates like house pickles,
deviled eggs, and shrimp ceviche.

“Sentinels of a Bygone Era”, Noticing—and appreciating—
downtown’s wealth of original apartment buildings

Above: Campos Coffee Roastery &
Kitchen.

20

Just around the corner from Copper
Common is Sailor Taylor Tattoo (215
S Edison St, sailortaylortatttoo.com),
the one-man inkery and piercing parlor
of artist Taylor Millet. (You can find
Millet’s renowned watercolor painting on
continuous display nearby at Urban Vintage

Antiquies, 221 E. 300 South). Across the
street is Edison’s newest addition: Campos
Coffee Roastery & Kitchen (228 S Edison
St, us.camposcoffee.com). The urban
roaster and java shop is the second stateside
outpost of the Australian-based Campos
brand (the first landed up in Park City).
Friendly waiters with Aussie accents serve
breakfast and lunch fare with a dash of
Down Under flare—think dippy eggs with
toast soldiers, vegemite braised short ribs
with tomato sauce—not to be confused
with ketchup—and Tim Tam milkshakes.
If dessert for breakfast is your thing, try the
Australian Iced Coffee with housemade ice
cream and whipped cream.
Neighboring Campos is Diabolical
Records (238 S Edison St,
diabolicalrecords.com). In a world where
digital music is king and record stores are an
endangered species, Diabolical is on the up
and up thanks to their curated selection of
indie music on vinyl and tape, free weekly
concerts from local and touring bands, and
their semi-annual Bandemonium event
fall 2018 / winter 2019
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( July and December); the willing are
randomly paired with a local band and have
two weeks to create a five- to 10-minute
set, to be performed in the store.
Perhaps one of this area’s longest
continuous residents is Cedars
of Lebanon (152 E. 200 South,
cedarsoflebanonrestaurant.com). The
faithful have flocked here since 1981
for homespun Lebanese specialties like
the lamb shish kebab, chicken tagine
and couscous Marrakesh, as well as the
generous and affordable weekday buffet.
But Cedars is not all about what’s on the
menu. Friday and Saturday nights there
come alive with belly dancers entertaining
in the dining room and downtown
partygoers stopping to mingle in the
hookah lounge. Cap off your evening with
a strong cup of sweet Middle Eastern
coffee, a fitting endpoint to a colorful yet
comforting dining experience.
Next door to Diabolical is edgy advertising
agency Super Top Secret (244 S Edison
St, wearetopsecret.com). The speakeasylike office space lends a dose of mystery
and intrigue to the block, but one thing’s
certain: the secret is out on the allure of
Edison Street. I

Top two
photos:
Copper
Common.
Lower
photo:
Diabolical
Records.
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MARCH 25

Art Deadline
STORY BY DOWNTOWN ALLIANCE STAFF

MARCH 29

EXPERIENCES

downtown, now is the ideal time to
reimagine our public spaces, forge
new collaborations focused on
creative problem solving, galvanize
our street life, and celebrate our
diversity. Now is the time to create
the downtown we have always
wanted. How will this happen? By
supporting and championing our
creative community.”

“The Blocks”, What You Need to Know About Utah’s
downtownslc.org
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Premier Arts, Cultural and Entertainment District
ABOVE: MAYOR JACKIE BISKUPSKI

“By Any Other Name”, How a businessman’s loving

AND FORMER DOWNTOWN ALLIANCE

THE BUSKER FESTIVAL.

O

n a sun-dappled July day earlier
this year, Salt Lake City Mayor
Jackie Biskupski, staff from
the Downtown Alliance and
officials from Salt Lake County’s Center
for the Arts gathered on Exchange Place
Plaza to announce a new partnership.
Dubbed THE BLOCKS in reference to our
capital city’s famously large city blocks, this
collaboration, they explained, was created to
showcase downtown Salt Lake City’s broad
range of artistic, cultural and entertainment
programming. “With its wide variety of
venues, audiences and non-stop creative
energy, THE BLOCKS offers a quality
and consistent experience you cannot get
anywhere else in Utah,” Biskupski said.

homage has evolved into one of downtown’s most beloved
performance venues
“Return of the Custom Suit”, Breaking down the buzz

THE BLOCKS spans downtown Salt Lake
City’s urban core, running from the west
side of 600 West to the east side of 400
East, and the north side of North Temple
to the south side of 400 South. A smidgen
of the offerings and events located within
this conveniently compact area include the
El Mac & Retna Ave Maria mural (160 E.
200 South) and Jann Haworth’s SLC Pepper

surrounding this old-is-new trend
Sampling Salt Lake’s Sizzling
Dining Scene

mural (250 S. 400 West),
the monthly Third Friday
Gallery Stroll, the Utah Arts
Festival, Abravanel Hall, the
Eccles Theatre, the Twilight
Concert Series, the Utah
Museum of Contemporary
Art, the Craft Lake City DIY
Festival, Pride Weekend, the
Living Traditions Festival and
variety of events celebrating
local Greek, the Pacific
Island, Italian, Japanese
and Hispanic communities.
“With experiences ranging
from intimate to arena,
traditional to contemporary,
world-renowned to backyard,
structured to spontaneous,
highly-refined to cutting-loose, THE
BLOCKS is Salt Lake’s Cultural Core,” says
Tyler Bloomquist, Downtown Alliance artistic
director of THE BLOCKS.
One of the exciting initiatives as part of THE
BLOCKS is a mural inside the underpass
at 200 West. Earlier this year, the THE

“As Salt Lake City is embracing our new
growth and outside interest, we have seen an
infrastructural shift to answer the demand
for an engaging and inviting urban lifestyle,”
Bloomquist says. “With more people living,
working, commuting into, and experiencing

BLOCKS partnered with the Salt Palace
Convention Center to create a community
mural in this previously underutilized space.
Six local artists—Traci O’Very Covey,
Chuck Landvatter, Matt Monsoon, Evan Jed
Mammott, Alexis Rose and Jimmi Toro—
created 150-foot-wide, paint-by-numbers
style mural along the wall of the underpass,
fall 2018 / winter 2019
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which the public was then invited to help fill
in during a celebration held in August.

EXECUTIVE DIRECTOR, JASON MATHIS;
RIGHT: A JUGGLER PERFORMS DURING

9/10/18 9:06 AM
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And while the quality of life
benefits downtown Salt Lake’s
artistic community provides are
likely immeasurable, the economic
impacts of our
city’s arts offerings
are very much
quantifiable and
play a key role
in our state’s
financial well-being.
According to a
study by Americans
for the Arts, 7.4
million people attended arts
and culture events in Utah
in 2015, spending more than
$194 million in the process.
Furthermore, spending
by Utah arts and cultural
organizations and their
audiences supports more than
10,000 jobs.
“In THE BLOCKS
we have great
dining, amazing
theaters, and
interesting visual
arts and we want the
entire surrounding
regional community
to know about and experience
all this district has to offer,” says
Sarah Pearce, division director
of Salt Lake County’s Center
for the Arts. “This joint effort by
Salt Lake County and Salt Lake
City is a testament that investing
in the arts makes huge impacts
both directly and indirectly to the
economic vitality of a community.
Visual arts can stimulate a lonely
alley or abandoned building and
performing arts, film and music
events attract audiences that spend
money not only on tickets but also

at surrounding retail, restaurants and bars.
And, a community with a vibrant arts scene
attracts new visitors, new residents and new
businesses.”
So, whether you’re looking for a new gallery,
a poetry reading, a play by a celebrated local
writer, a performance of a Bach masterpiece,
an edgy piece of street art, the nation’s biggest
LGBTQ festival, engaging architecture,
whetting your pallet with a new cocktail
or coffee, creating alongside your kids at
a contemporary art museum or simply
stumbling across a ballet versus breakdance
battle, THE BLOCKS has you covered. I

downtown the magazine
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TWO-PAGE SPREAD

1/4 V

16.75”W x 10.875”H — trim size
17.0”W x 11.125”H — with bleed
0.25” — live margins

1/3 V

1/3 SQ

1/2 H

FULL PAGE

1/4 VERTICAL

1/3 SQUARE

1/2 HORIZONTAL

1/3 VERTICAL

3.6”W x 4.85”H

8.375”W x 10.875”H
— trim size
8.625”W x 11.125”H
— with bleed
0.25” — live margins

4.625”W x 4.625”H

7.75”W x 4.875”H

Deadlines
Space Reservation
Camera-Ready Art
Published

March 25, 2019
March 29, 2019
May 2019

Ad Guidelines

Advertising Rates
Ad Size

Rate

2 Pages (double truck)

$6,950

Back Cover

$5,800

Inside Cover

$5,200

Full Page

$4,300

1/2 Page

$2,575

1/3 Page

$1,850

1/4 Page

$1,400

Buy ads in three issues, get the fourth free
Note: First payment due April 1, 2019

For more information contact:
Derek Deitsch

2.25”W x 10”H

derek@downtownslc.org or 801-645-6086

1. All images must be in CMYK
mode 300 dpi (High Res.).
2. Web images are not usable for Downtown
SLC magazine. The only acceptable method
of getting images from a Website is if the
Website has a separate area for downloading
high resolution images. A signed release of
copyright must accompany use for such photos.
3. Advertiser is responsible for all copyright usage
and releases Utah Media Group and Downtown
SLC magazine of any responsibility for copyright
for items/photos provided for publication.
4. Because of copyright issues, we will not
scan pre-printed advertising photos or
other material for use in any ad.
5. All placed images must be embedded and
must not be compressed, ie, LZW or JPG.
6. All colors in document must be in CMYK
mode (no spot or RGB colors).
7. All fonts (both screen and printer fonts) must
be included or converted to paths (outlined).

Ad Submission
1. Email press ready PDF (with “bleeds” if required)
to: derek@downtownslc.org
2. If the file is too large please call your rep for
additional instructions.

Acceptable Formats

Adobe InDesign, Adobe Photoshop, Adobe
Illustrator, Print-ready PDF files (preferred)

