Business Development and Recruitment
for Main Street Commercial Districts

Presented by:

Scott Day, Principal, Urban Development Services
San Antonio, TX

(210) 930-3866

scott@urbandevelopmentservices.com



Convince me to open a business
or move my business in your
downtown
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Threats to
Downtown's
Independent

Business Base

Looks at Urban Spaces
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Urban Development Services...

UDS
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Urban Development Services...

Market Direction Analysis

Existing
Customers

New
Customers

Existing
Business

New
Business




show-room-ing
'SHO roomiNG/
noun informal

* noun: showrooming;
noun: show-rooming

 the practice of visiting a
store or stores in order to
examine a product before
buying it online at a lower
price.

« "as aresult of
showrooming, a physical
store may lose sales”
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Urban Development Services...



Estimated Quarterly U.S. Retail E-commerce Sales as a Percent of Total Quarterly Retail Sales:
15t Quarter 2005 - 4th Quarter 2014

Percent of Todal
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Data Management

* Understanding Data
* Accessing Data

« Strategically using the information
generated by data systems

Looks at Urban Spaces
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Urban Development Services...



Why firms go out of
business

» Lack of capacity: « Other reasons
— money to invest in — Business transition or
business, property sale
— Poor management skills — Personal crisis
« Money — Acts of God
* People
* Inventory

» Information
— Inadequate market support

— Product doesn’t match
market needs

— Decreasing customer base

— Market glut of product or
service

— Negative perception of
district
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Urban Development Services...



Why firms move

* Physical facilities or
conditions of area

— Qutgrowth of space

— Leasing problems, relations DOOR
with landlord mg
— Inadequate or poorly DUETC

— Crime/safety problems
— Inappropriate regulations
* Market conditions

— New location nearer or more
convenient to market served

— Better employee base
elsewhere

— Negative image of district
 Business transition or sale

managed parking RECENTTHE 1 15 I
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Urban Development Services...



Changes impacting retail
over the last 100 plus
years.

* Transportation
 Communication

* Technology

* Social Changes

« Easy access to credit

* Retall has become theater
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Urban Development Services...



Financial

markets that can
accumulate

pooled funds

S
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Recent Retail Changes

Shopping centers that are cities
Manufactures are becoming retailers

Non-traditional retailers entering
market

You can buy goods anywhere via TV
or the internet (phones and handheld
computers)

Retail sales tax is now sought after to
augment declining city property tax
revenue.
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Urban Development Services...

Recent Retail Changes con’t

Deadmalls.com lists over 400 shopping malls that are now closed or defunct.
1in 5 malls standing in 1990 have now been torn down or redeveloped.

Rate of new enclosed mall construction is at the lowest point in 30 years....
The last enclosed mall that was built was in 2009, Crystals at CityCenter in
Las Vegas, Nevada.

In 1960 there were 3,000 shopping centers and 4 square feet of retail space
per person in the US. In 2010 there was an all time high of 107,823 shopping
centers in the United States. (98.6% are open air)

5,700 shopping centers in Europe

Between 1986 and 1999 we saw an increase of 56% in the amount of
shopping space. (The majority of these are stand alone shopping centers not
new malls)



Per Capita Retail Space
Comparison

 US 46.6 square feet
e UK 23.0 square feet

* Canada 13.0 square feet } ; ;

e Australia 6.5 square feet [

172}
)
Q
<
(=
n
=
<
=
=
-
~
<
2]
=<
S
=
]
<
9
© pu(
i
)
g
<
>
2
P)
=
~)
=)
=
© i
=
=
<
=
<

* |ndia 2.0 square feet
 Mexico 1.5 square feet

* China .5 square feet

Urban Development Services...
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How Do We Fight Back?

 Management of the overall downtown

« Strategically Growing Businesses
that fit the new downtown
— Repositioning of existing business
— Developing new entrepreneurs

— Recruiting businesses to open new
locations.
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Goal, To retain, develop and recruit

businesses to downtown.

« Objective #1 To collect data regarding the
retail market, real estate market and local
economy. Priority 1

* Objective #2 To assist businesses through a
regular program of technical assistance and
financial incentives. Priority 1

« Objective #3 To assist or participate in the real
estate development process Priority 2
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« Objective #4 To recruit businesses that fulfill
unmet needs in the retail market Priority 3

**The ER Committee should have working
subcommittees or ad-hoc subcommittees for
these four objectives.

Urban Development Services...



 Successful events

« Business expansions
are occurring

* Visible, positive change
« Survey work completed

 Businesses have
Improved their interiors
... merchandising
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Urban Development Services...

Setting the stage for
recruitment

Image events are
working

First impressions
are more
favorable

Business attitudes
are up

Positive
reinvestment stats

Why, because you need something to sell!



What a comprehensive retention
program can—and can't—do

* |t can’t solve all the
problems.

|t can’t save all
businesses
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“Think of your commercial district
as an incubator without walls”

How to strengthen business

* Business Retention seminars

* Low interest loans and grants
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« Sharing of market data

Urban Development Services...
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Urban Development Services...

Strengthening Businesses...
Sample Committee Projects

Developing a business plan
Developing an open-to-buy
Merchandising

Window Display

Interpreting the Market Analysis
Improving business advertising
Insuring a business

Selling on the Internet
Marketing on the Internet

Hiring and Firing



Creating the Right Incentives

 Rental subsidies
 Tax abatements

* Low-interest loans
 Grants

* Business
assistance package

« Tax credits
* Enterprise zones

* Design assistance
package
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Urban Development Services...



Incentives

 Business
* Buildings
e Infrastructure

SAll
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Business Incentives

Looks at Urban Spaces

* Free trash pick up?
* We supply the parking?

» We stage events that focus on your
target demographic

]

(2]
o

R

P

£
<

>
§

[<P)

-

-

o0
=
o

o0
=

]

|
<

Urban Development Services...



Building Incentives

* Real Estate Development, TX Capital
Fund (non profit ownership)

 Economic Development Sales Tax

Looks at Urban Spaces
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Urban Development Services...



Infrastructure

Looks at Urban Spaces

« Anice Read Fund ($5K max.)

* Main Street Improvements, TX
Capital Fund (less than 50K
population) $150K max.

« Safe Routes to School, TX Capital
Fund

« Economic Development Sales Tax
* T.I.F.
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Urban Development Services...

UDS



“White Boxes Ready”
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Making
isions
about the
market
place

dec

SAll

s3dedg ueqa) Je Y00 BILIWY ABAA ) SUISURY) " SIIIAIIS Judwdo[aAd(q ueq.an



172}
)
Q
<
(=
n
=
<
=
=
-
~
<
2]
=<
S
=
]
<
9
© pu(
i
)
g
<
>
2
P)
=
~)
=)
=
© i
=
=
<
=
<

Urban Development Services...

Data Gathering
Building inventory
Public space inventory
Business inventory
Base maps

List_ of all Ioc_al, state and
_natlon_al assistance and
Incentives.



3

Step-hy-Step Market Analysis

A Workbook

Downtown

and Business District -
Market Analysis

..Changing the Way America Looks at Urban Spaces

Contents Introduction
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Urban Development Services...



Elements of the Market
Analysis

* Intercept Survey

* Phone Survey

« Business Survey

« Demographic Survey

« Sales Gap Analysis
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* Determining Trade Area
« Competition Comparison

« Determining Downtown’s Current and Future
Business Mix...cluster development.

Urban Development Services...



Consumer Data

* |dentify consumer
spending power
(Sales spending
potential already
purchased. Make
sure to share
data.)
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* Identify changes or trends in local market
demographics

Urban Development Services...
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Consumer Survey

* Measure \
consumer views %\3\\\%
and expectations & \
6\0 P
* Source of ideas oy © o ‘
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* More than just
paid staff saying
that they want
something

Urban Development Services...



Business Survey

* Asks the same sort of questions as
the Consumer Survey so the two
groups can be compared and
contrasted.

 This information is more attitudinal
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DOWNTOWN WALLA WALLA

ORGANIZATION PROMOTION LOCAL SITES
DESIGN & PRESERVATION ACTIVITY CALENDAR REGIONAL SITES
ECONOMIC RESTRUCTURING ~ DOWNTOWN NEWS HIGHER EDUCATION HOME

133815 NIVW

THE GREAT

The Mission of the Downtown Walla Walla Foundation is to Strengthen the Economic & Cultural
Vitality of Downtown While Enhancing and Preserving Its Historic Character and Beauty.

Business Assistance Links

In an effort to keep vou abreast with the latest information, tips, ideas, and trends relating to the
econcomic well bemg of your business, we have compiled the following links to what we believe
will be valuable information.

If yvou know of other Internet sites which you feel may be helpful to your fellow business persons,
please take a moment to send the web address to the Foundation so that we may take a lock.
You can do this right on-line at the: Contact The Foundation Page.

Consumer Information Center - wwww.pueblo.gsa.qoy

Small Business 2000 - www. sh2000.com/sh-sitemap.html

Small Business Links - www.bigidea.comiSeeSites.htm

Small Business Basics - www.sbfocus.comibasics

Planning Your Business -
www.toolkit.hetscape.comitext/p02-0001.btg

Business Strategy & Skills - www.ninthhouse.com

www. retail.usa.comiindex.html
winwnw.igtalent.com
www. bizmove.com




Criteria for selecting businesses

Prospect, 1 Prospect, 2 Prospect, 3

Sales leakage
analysis

Business
cluster analysis

Business mix
analysis
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Consumer
Survey

Business
Survey

Proper fit w/
Building

Urban Development Services...



Characteristics to Look For
IN New Businesses

« “Value-Added” businesses. These are businesses that take a
product or line of products and add value to it before it's sold.

« Cottage Industries. Cottage Industries are businesses that
manufacture a light, clean product such as specialty clothing or
furniture.

« Artists such as fine art, photography and sculpture including glass
blowing

» Businesses that have an internet presence and a good grasp of
the importance of social media

 Businesses that are well capitalized and have debt. These
types of businesses are usually more motivated to make a profit as
compared to older established businesses.

A tourism component
« Have Great Potential for “Theater”
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Urban Development Services...



What are Some Options?

« Entertainment « Style

* Antiques * Price Point

* Arts « Competitive Cluster
* Professional « Complementary
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services (Ct.Hse)
« Cottage industries

Destination

Combinations of the above are certainly possible

Urban Development Services...
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Develop market-driven strategies &
positioning statement.

VEARB A INVNIVNI VAR UL SUOVRBRT

== =
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Urban Development Services...



Port Townsend, Washington

Recreation & leisure tourists
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..Changing the Way America Looks at Urban Spaces

Urban Development Services...

UDS

Cultural arts audience




3.  Tourists—primarily
adult but child
friendly
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Urban Development Services...



ldentify key businesses.
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Chesbro Music, ldaho Falls, ID

S
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Urban Development Services...

Steps to take with key
businesses

Meet with them personally
Let them know they are important
|dentify their interests and concerns

Ask them to get involved with Main Street
projects

Share the district’s positioning statement
Offer assistance

Add them to the Main Street mailing list
Keep in frequent touch
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Urban Development Services...

Setting the stage for
recruitment

Successful events

Business expansions are
occurring

Visible change
Survey work completed

Businesses have
Improved their interiors ...
merchandising

Image events
are working

First
Impressions are
more favorable

Business
attitudes are up

Positive
reinvestment
stats



Address [ | http: | feany, downtownmargantawn, com)

Al

[ CONTAQT US|

Lirks

|| Eed G0

. McAfee Sitenduisor v

W ain Street Morgantown
2071 High street Suite 2
Morgantown, West Virginia 26505
(304) 292-0168

N

MaprANT)

Business Dining Entertamment Events Lodging Map Parlﬂng Shuppmg E

— 7 I:rl:lme N S 5,
/- [AboutTs] —.\1
[ City of ]
[Bulotgatnt o]
. 75 RETAILERS!
[ Commanitsy |
| 35 RESTAURANTS, CAFES
e & TAVERNS!
[Fomum]
[Blog] 100 PROFESSIONAL
BUSINESSES!
[Llet Theatre ]
[ EailfTrail ]
[ Eelated Links ]
[ Bublic
Transportation ] Click Here to
BUYAEIFT. /.
[ Walking Tou ] CERTIFIGATE, >
\\ [ Whatt District ] J :ragi.-"'“:rt:clliﬁea

AWARDS AND DESIGNATIONS

s 2002 - Designated Urbanized Area (Future WEAD

o 1998 - "Great Amencan Main Street Award" - Cne
of 5 Best Main Street Programs in the Country

s More than 42 awards, making ain Street
Morgantewn the most decorated Iain Street
program i West Virgima

s Designated the fastest-growmg city m West Virgima

s Fated "Best Small City m the East" (Prometheus
Boaks)

s Zelected "Best Small City in the
Mation" (bizjournals. com)

o 2007 Dozen Distinctive Destinations

THE A

METR@P OHTAN,

T ¢ Hiw L-?ﬁA"' T #sR + E|
e | |V [«

w

Clhick abowve to wsit The et Theatre!




[ CONTACT US|

Address |&] http: /v, downkownmorgantown, comy

e

[ &boat s ]

[ Sty of |
[Mlorzantown)

[ Comtrnatits |

[ Eatiners ]
[ Blarket ]

[Eorum |
[Blog]
[Ldet Theatre |
[ EailiTrail |
[ Belated Links ]

[ Putlic
Tratieportation |

[ Walking Tour |

-

k [WhafDistict]

G0 Links

Main|Street Morgantown
201 High Ztreet Zuite 2
Mlorgantowm, TWest Wirginia 26503
(304) 292-0168
A EEEE .
Eusmess Dining Entertainment Evenis Lodging Map Parking Shopping t

Ilamn Street Morgantown and Zeniors Monongalians are proud to present the Morgantown Winter Carmival, an
event designed to brning winter fun and beauty to the downtown area. The carntval will be fee and open to the
public. It will be held February 23, 2008, All events will be cccurnng in downtown Morgantown, Professional ice
sculptors, Ditfartine Iee Company from Jeanette, P& wall be creating more than twenty ice sculptures to be
displayed downtown, Events during the "Winter Carmival nclude the Eick-Of Pancalce Brealdast and Winter
Carntval Princeszs Pageant, both held at Wesley Tnited IMethodist Church. The Courthouse Square will houze
two larger ice sculptures, along with the ughhght of the extubit - a gigantic ice throne, created out of eleven
blocks of ice. The public wall be able to roast marshmallows and hotdogs at the Courthouse Seuare, as well as
participating in other events. The non-profit erganzation Empty Bowls of Monongaha, will be m attendance to
serve and raise awareness of hunger in our area. For more information or to sponsor a sculpture please call the
office 304-292-0168 or email barb@downtowtmorgantow. c ot

The Banff Iountain Film Festival 15 on the road across Worth Amenca and arcund the world, Whether wou are
an expenenced mountameer or an armchair adventurer, this event 1s for everyone. Don't muss the excitement!
Come to the Banff Mountain Festivals - adventure, for excitement, for the msprniation of mountain stonies.
Exzpenence the exhilarating beauty of mountain landscapes. Hear form the world's top adventurers. Listen to their
stories. Relive ther challenges. Eeconnect with adventure.

The Morgantown &dventure Film & Photo Festival is a grass roots event that began m 2005, This event was

rrantad and s st srmandrad aed searatad e s mesans AR larsl adraenhirars Tia ssnae ba sl Bles sealraen e
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About Ripon Main Street, Inc.
Downtown Business Directory
Gift Shops & Retail Businesses
Restaurants

History

Business Opportunities

Real Estate

Renovation Assistance
Special Evenis

Ripon Mystery Cave

Links & Credits

Map

.

Contact Information:

craigi@@riponmainst. com

To help pravent SPAM you must type the

Email Address manually

Ripon Main Street, Inc.
Craig Tebon, Executive Director
127 Jefferson Street

—

A Spectacular Place To Have A Business!

Wwhen deciding where to locate, look no farther than Historic Downtown Ripon. If your business
would benefit frarm being located in a distinctive and unigque setting, Downtown Ripon is the place
for wou. For more information about the benefits of locating your business in the Watson Street
Mational Histaric District, contact the Ripon Main Street, Inc. office. Click Here for a listing of
available property.

Community Profile

Ripon, Wis. is a nationally cedified downtown revitalization program located in east central
YWisconsin. Hipan Main Street, Inc. and the City of Ripon have worked tagether to enhance the
downtown with decorative streetlights, trees, restored buildings and local festivals. The revitalized
central business district has become an attractive place far local residents to live, wark and play,
as well as a popular tourist destination. In addition to its distinctive architecture, downtown Ripon
features an exceptional assorment of retail and service businesses that meet the needs of local
and regional residents. Ripon's diverse business base is anchored by traditional retailers such as
apparel, jewelry and furniture stores, as well as antiqgues, art galleries, boutiques and numerous gift
shops. The district also has a variety of restaurants, a mavie theatre and is the home aof the
Birthplace aof the Republican Party museum.

City of Fond du Lac Green Lake
Ripon County County

Demographics

Population . I

FPopulation Within 10 Mile Radius

Traffic & Transportation

Ripon's central location gives businesses access to three state highways (23, 44 and 49, and is
within minutes of the LS. Highway 41 corridor located east of the community. Wisconsin's largest
business and consumerpopulated markets (Fox Cities, Green Bay, Wadison and Milwaukee] are




MAIN STREET, INC.

Available Property

Ripon, Wis. is a nationally cerified downtown revitalization program located in east central
Wisconsin. Ripon Main Street, Inc. and the City of Ripon have warked together to enhance the
downtown with decorative streetlights, trees, restored buildings and local festivals. The revitalized
central business district has become an attractive place for local residents to live, work and play,

Home

About Ripon Main Street, Inc.

Downtown Business Directory
Gift Shops & Retail Businesses
Restaurants

History

Business Opportunities

Real Estate

Renovation Assistance
Special Events

Ripon Mystery Cave

Links & Credits

Map

'&\ o
s

as well as a popular tourist destination.

Treasury Restaurant Building
114 Watson Street

FOR SALE

Sale Price: $485,000
Space Available: 4 240 square feet

Former 1930s deco style bank building renovated into a
restaurant. Grand 2-story dining area with skylights, vaults
converted into private rooms, plus marble counters, terrazzo
floors, and decorative plaster friezes. Additional Information

Contact: Gary Eake - G. Earl Real Estate, Inc.
(920) 426-0417

www. gearlrealestate.com

E-mail: ge@gebroker.com




How to locate pro




Where to find
businesses

« Consumer Survey < Hold “new”

+ Chain Stores business
. Franchise competition

+ Regional Chains Trad.e ShPWS
. Cottage-Home * |Inquire with sales

Industries reps |
+ Media Reps * SBDC's
. Business License = #1--...existing
businesses

* Media Stories needing more
« Trade Publications  space
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Consider Community Initiated
Development:

 When the private sector won’t act or
can’t act

e To seed the local business mix with a
business that’s critical to attracting
other businesses
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CID can be applied to:

* Real Estate Development
— Purchase
— Lease options

e Business

— Community owned business
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— Community guaranteed funding

Urban Development Services...



Benefits of C.I.D.

 Community buy-in and support.

* More enduring results and results
that are appreciated by the broader
community.
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bushel & peck’s local market
food you love from people you know B e I O it W I
)
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The Final Product
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The City
Square

Steakhouse SoMar Wine Cellars

& Unknown Zone | Prote

TIE Seguin outline (Last ... /2 http://www.heritag...




Community Owned Stores

e Little Muddy Dry Goods in Plentywood, WY
* Powell, WY Merc

 Rawlins, WY, Carbon Merc

* Saranac Lake, NY

* Gove, KS (pop. 103) The Gove Community Improvement Association
(GCIA) 1986 .

— In 1995, the GCIA built a new building with volunteer labor, local
donations, and a ten year no interest loan from the local rural
electric cooperative which has been repaid.

— This building houses the GCIA Grocery as well as a community-
owned eating place called the County Seat Café.

— Hired manager with a board of volunteers, they also provides
legwork

— In 2006, GCIA purchased a local grocery distribution business.
The wholesaler delivers groceries to GCIA which then
redistributes groceries to other local stores. This helps other
rural grocery stores meet minimum purchase requirements from
the supplier, as well as sharing needed produce or meat
products.
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Urban Development Services...



Crowd Funding-Likely
Requirements
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Location Neutral Businesses
Or.....Cottage Industries
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Food Businesses
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CAKELOVE
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RAVIOLI' CHEESES -WiN

FRESH PASTA & SAUCES
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Local Artisans
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..Changing the Way America Looks at Urban Spaces

Urban Development Services...
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Clothing Manufacturing

SAll
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Local Manufactures
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Urban Development Services...
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Looks at Urban Spaces
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Urban Development Services...

UDS

What to Include In the
“‘Package”

Testimonials, new business, old bus.

Tell them how they’ll make money in
your downtown.

Give them 10 relevant facts and key
summaries

Map of traffic generators
Three potential sites
Letter from someone impressive
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“Never be afraid to try
something new. Remember,
amateurs built the ark.
Professionals built the
Titanic.”

Looks at Urban Spaces
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Urban Development Services...



Looks at Urban Spaces

" The Titanic would have
missed the iceberg if it had
just changed course by 1

degree”’
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INSTANT




TAGTICAL
URBANISM

A HANDS-ON APPROACH
TO IMPROVING OUR
NEIGHBORHOODS AND CITIES




SIREETSCAPE INTERVENTION




SIREETSCAPE INTERVENTION



[31:133 TREES

STREETSCAPE INTERVENTION



GURB!
. INEATION

SIREETSCAPE INTERVENTION
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SECLAIMING SPAGE
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COMMUNTY EMPOWERMENT



OPEN HOUSES
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Urban Development Services.............. Changing the way we look at urban spaces



Build Your Promotions
Schedule with Confidence

Rule 1: “Quality over Quantity”
Plan Your Work, Work Your Plan
Beware of Burnout

Take Notes and Keep Records
Measure Results

Take Time to Evaluate

“Tweak” and Refine

Dump “Dogs”



Promoting and Marketing
Your Downtown

Presented by:

Scott Day, Principal, Urban Development Services
San Antonio, TX

urbandevelopmentservices@hotmail.com



d\RNY\IY A\ ‘DAYs
cAt = A«cn&uﬁ M

Are Carnivals Enough?




Promotions

* General Image
* Special Events /Traffic Building
» Retail Events



QUINCY MAIN STREET

CONSUMER MARKET AREA SURVEY NGEd tO knOW

We nre conducting this survey ns part of Ouiney's participation in

Your npnswers will h'l" ne 4'/".":\Iv|||1-1'l||v|‘. to improve Ouincy's quality of |
strvey i desipned o Hind out what types of consumer: lml in Ouin .

habite arte very im]mll.m( o our better understanding shopping patterns 1) )

Past ree

market
demographics

QUINCY AREA TOTAL | <24 | 2t
by AGE_ 1517 18

: Percent of Survey 100% 129 140
) Percent of 1980 Census 00% 16% 259
SEX
Male 41% 28 29
Female 59% 71
LENGTH OF TIME AREA
: Less than 1 year 119% 20
{i ears 27% 44 !
1 ( ~ r
© 10 10 Year: 120
3 2%
509 2z
|
, U 00¢ 15% 670 14
S E 2
S - 14% 17% 29
4 $14,000 - 2 16% 69 19¢
L ~ ) ~ -y
$21,000 - 27 14% 11% 149
6 $28,000 - 41,8 25% 0% 199
S42 000 - 55 QQ¢ Q o
o &L, UV 09,999 704 X
’ \ DS 3 i 0 504
20,000 or Over | 99 0 50
1 HOUSEHOLD SIZE
2 N 23% 67% 33%
L} TWC 33% 28% 24%
4 nree 17% 6% 10%
5 Four 15% 0% 24%
6 Five
FIVE 11% 0% 14%

Six 0% 0%

CTATIIC 1




Image
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Brizard Co

‘ Bubbles
\bruzzi
Natural Selection

Arcata Exchange

Downtown Arcata
You're invited!

F N




Ihe local business people in DOWNTOWN the community in which
FRANKLIN particular pride in the ser business because AFTER ALL,

vice they give
in their home town. The people who owr business in the atmosphere
operate downtown bi 3 s live | welcome and personal service
n Franklin and its surrounding are that makes up Downtown
yow how much it means to deal with Franklin, continues the
neighbors you know and trust. The loc ally tradition of living, working
owned and operated businesses In and growing together as

Downtown Franklin TRULY care about onecommunily

Shopping In Downtown Franklin Is Like
Doing Business With Your Neighbors.

»ir friends and neighbors home for them also. Transacting



CINT-R-0-D-U-C-1:N-G |
THE NEW

DOWNTOWN GRASS VALLEY

BUSINESS ‘@ SHOPPING GUIDE




iPhone Screenshot

Becford
i do 2

Customer Ratings

More Whone Apps by
Rokusck Design

e
B3

Events Nearby About

O ST N HE R




# FPARKING DOWNTOWN . WN INFORMATION







Meet your Downtown Easton Smartphone App

Tree DhortiLoese™ EJA100 Sehe il il Coreneisttelen 00 sl meng downitews' Now Sisletde 34 8 las downdaad Tor Phors 2o bnaeosd, e 300
caletn B doswrfoem mdon and' iecal rrudenl. = Ehe app youT Rndl g cormpiale Eng ol dowrriown buuinesies. WhelSer deing oull o
shopping for something specisd, youT find thots Intrgn shang wade ooal senvics DUSMHFTRES, SFUFBTHON 7 murssem. Ay check put the

Hirarstosw svent Intmg. tres sioammndat=nng aead impanant pareng stoermanon Find & in tha fTunes o Google Py sop mohes oty

Available an the




A urkev Sandwich

And All That Jazz

Something magical happens every Thursday
at noon in lh.\.\mu\\n LLawrence. People gather
round at Ninth and Massachusetts, Suddenly the
air is filled with music. I'leads up and down the
block turn to listen

[t's another Brown DBag Concert and
Downtown Lawrence comes to life. All kinds of
music plaved by all kinds of Lawrence musicians

Sometimes it’s folk. Others bluegrass. And
of course, there’s plentv of jazz. Like it was meant to
be plaved

Bring a sandwich. Or an apple. Or a friend.
And enjov the music and vour lunch hour
The music’s all right here, in Downtown
[Lawrence :

Downtown Lawrence.

[t’s All Right Here. 7

I'he Downtown Lawrence Association.




All Items Great and Smull..
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Downtown Lawrence.
[t's All Right Here.
I I <

Downtown Lawrénce Association
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Special Events



LAKE WALES X)\V.\"l\ MWN INC. PRESENTS
i Jaste ¢
DOwNTeW

| Taste of

DOWNTGWN
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Unique Business Resources



LIVER MUSH EXPO 87
Uptown Shelby, NC
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Unique Resources
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Parades



B2903 Farmers Institute, Savonburg, Kans,
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Traffic Building



Concert Series



Games



4 Traffic Building

e Farmer’s Markets






Special events
should:

*Make sure there are
overlapping activities

*Food
*Music
*Something for kids to do

*Something free to take home



Retail Activities

* Ideally should sell merchandise at full price

* Sometimes sales are necessary to clear
merchandise



Creating

WOW'

on the Street
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Should all events make
money?



Who gets the money?



Trademark

Copyright



Resource Identification

e Cultural...Music/Food/
 Historic / People

* (Geographic

* Natural/Environmental
e Agricultural

« Unique businesses

* Unique products

e Transportation

e Built

« Holidays



Competitions
Parades
Festivals
Educational

Pick your format



Demographic



QUINCY MAIN STREET

CONSUMER MARKET AREA SURVEY NGEd tO knOW

We nre conducting this survey ns part of Ouiney's participation in

Your npnswers will h'l" ne 4'/".":\Iv|||1-1'l||v|‘. to improve Ouincy's quality of |
strvey i desipned o Hind out what types of consumer: lml in Ouin .

habite arte very im]mll.m( o our better understanding shopping patterns 1) )

Past ree

market
demographics

QUINCY AREA TOTAL | <24 | 2t
by AGE_ 1517 18

: Percent of Survey 100% 129 140
) Percent of 1980 Census 00% 16% 259
SEX
Male 41% 28 29
Female 59% 71
LENGTH OF TIME AREA
: Less than 1 year 119% 20
{i ears 27% 44 !
1 ( ~ r
© 10 10 Year: 120
3 2%
509 2z
|
, U 00¢ 15% 670 14
S E 2
S - 14% 17% 29
4 $14,000 - 2 16% 69 19¢
L ~ ) ~ -y
$21,000 - 27 14% 11% 149
6 $28,000 - 41,8 25% 0% 199
S42 000 - 55 QQ¢ Q o
o &L, UV 09,999 704 X
’ \ DS 3 i 0 504
20,000 or Over | 99 0 50
1 HOUSEHOLD SIZE
2 N 23% 67% 33%
L} TWC 33% 28% 24%
4 nree 17% 6% 10%
5 Four 15% 0% 24%
6 Five
FIVE 11% 0% 14%

Six 0% 0%

CTATIIC 1




Traditional Contemporary Hi-tech, Funky,Artistic




Objective?

Market Area?

Target Audience?

What is the primary problem?

What does the target currently
think?

What do we want our target to
think?

What is the single most
important message that we can
convey?

Why should they believe it?

Tone and manner of
our

message?

Name the event
Overlapping activities
Food

Music

Something for kids to
do

Something free to take
home

Logo

Slogan






{
|

|

= | 2
q ' |
3’9

- ---

: .,Jsz.luL




)

. «l)
(e
o

. S

QO
l)

0

Marketing

o

GEORGIA

Riverside
Drive

East Macon
& Fort Hill



MACON
2 MACON

MACON

MACON

MACON

MACON



GEORGIA
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MACON

UUUUU GEE
HISTORIC TRAIL

MAGON -

MUSIC HALL OF FAME




Come take a siroll in historic
downtown Macon. Stop by

the TicK Tock, where Litle

Richard got his start, or hop

in to the Nu Way Weiner
Stancd. Soroll over o
Hawkings General Srore and
stop by Opie Tavlor's Toy
store. End it all with a visit to
the Marble Slab creamery,
where ice cream is more

CaCAps 1}I'.II1 (lt!H.’it_‘l'l.

CITY OF SEVEN HILLS




MACON

TERMINAL STATION

All Aboard!'

Step oot inside Macon
grand Terminal station and
vou will be ransported 1o
the 19205 Home to Macon's
Convention and Visitor's
bureau and New Town
Macon. it is also the fumure
hub for intermaodal
transportaion for Macon and

all of Bibb counry.




RIVER DAYS * OCMULGEE RIVER

NIGHT LIGHT TOUR CHERRY BLOSSOM FESTIVAL



Every Thursday from May
Ist to October 1st, Music will
fill the streets of downtown
Macon. Join us in the
Historic Terminal Station
Plaza for our summer street
bonanza. Grab a cold drink,
mingle with friend and
business associates, and
enjoy the beaury of
downtown Macon. Come
experience the rock and roll

of the City of Seven Hills.

I MACON

CITY OF SEVEN HILLS
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Downtown
Brenham, Texas

4

A Marketing Case Study



Background

Dallas

San Antonio @ \.



Background
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The First Public School District in Texas

BRENHAM










Future Forecast

R Our course is charted:
3 Growth
3 Vibrancy

3 Filling the needs:
R Local citizens
&R Visitors
R Investors



Objective

R Continually work to revitalize downtown by:



Objective

R Continually work to revitalize downtown by:

©3 Encouraging reinvestment.



Objective

R Continually work to revitalize downtown by:
3
3 Preserving the unique history of our community.



Objective

R Continually work to revitalize downtown by:
3
3

3 Entice businesses, customers, visitors and residents to
the downtown area.



Strategies

R Seek various sources of funding.



Strategies

R Seek various sources of funding.
38 Texas Capital Fund.






Strategies

R Seek various sources of funding.
3
3 Transportation Enhancement Program.






Strategies

R Seek various sources of funding.
3
3
@3 Smaller grant opportunities.
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Strategies

R Seek various sources of funding.
3
3
3
©3 Hotel Occupancy Tax.



Exit Business 290 + DowntownBrenham.com

BRENHAM®

Where Town Meets Country—Experience It!

Exit Business 290 + DowntownBrenham.com



Strategies

R Encourage involvement and support of preserving
our history and architectural heritage.
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BRENHAM

HisToRrIC DISTRICT
WALKING TOUR
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Strategies

R Promote Downtown Brenham as a shopping and
dining destination.



EXPECT 10 pE HARMED!

For more Informadion

DowntownBeen ha
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Strategies
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Strategies

R Foster public interest in revitalization efforts.



Strategies







.
:

.
pa— e N

- ¥g




HHAIB#ALLEY

Brewing Company — a-

Q Ut

COMPANY KARBACH
/~ ~#3H BREWING C? Fifs
Moty bheaied i Tozas







1 Ocram (oo'u el
i M&“&«f'f* -

£ T oceanky udy

1 Samy .nhn.'.".ﬁ‘

Iive o fhe o gan
8 Groort By yrumey Byer
S Ny velled prve

L et

ik h"r“‘v‘.'n -
2B e fmand ungiy
b ,on

~




Four Point Approach

R Design

R Organization

R Promotion

R Economic Restructuring



Eour Five Point Approach!

R
R
R
R
R

Planning



Target Audiences

R Local Citizens.



Target Audiences

R
R Elected Officials.



Target Audiences

xR
R
R Visitors.



Considerations

&R Opportunities.
©3 Location.



Considerations

&R Opportunities.
3
3 Established events and attractions.
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Considerations

R Challenges.
©3 Limited budgets.



Considerations

R Challenges.
3
3 Limited volunteers.



Considerations

R Challenges.
3
3
©3 Burnout.



Considerations

R Challenges.
3
3
3
3 People who think everything is fine...we’re done!



Moving Forward

R How to handle limitations and challenges:



Moving Forward

R How to handle limitations and challenges:
3 Educate.



Moving Forward

R How to handle limitations and challenges:
3
©3 Partner.



Results

R More than $19M in reinvestment.



Results

R
R Volunteers and friends to support what you do.



Results

R
R
R Increase in tourism dollars spent in the community.



Results
3

R More than $19M in reinvestment.

R Volunteers and friends to support what you do.
R Increase in tourism dollars spent in the community.
R Civic pride.



Results

2 3 3 & 3

Preservation of our authentic small town.



Downtown
Brenham, Texas

4

Questions??

JEckermann@cityofbrenham.org
979.337-7384
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