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Presented by: 
Scott Day, Principal, Urban Development Services 
San Antonio, TX 
(210) 930-3866 
scott@urbandevelopmentservices.com 

Business Development and Recruitment 
for Main Street Commercial Districts 
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Convince me to open a business 
or move my business in your 

downtown 
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Threats to 
Downtown’s 
Independent 

Business Base 
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Market Direction Analysis 
 

Existing 
Business 

 
New 

Business 

Existing 
Customers 

New 
Customers 
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show·room·ing 
ˈSHōˌro͞omiNG/ 
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 a result of 
showrooming, a physical 
store may lose sales" 
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Data Management 

• Understanding Data 
• Accessing Data 
• Strategically using the information 

generated by data systems 
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Why firms go out of 
business 

• Lack of capacity: 
– money to invest in 

business, property 
– Poor management skills 

• Money 
• 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 

• Other reasons 
– Business transition or 

sale 
– Personal crisis 
– Acts of God 
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Why firms move 
• Physical facilities or 

conditions of area 
– Outgrowth of space 
– Leasing problems, relations 

with landlord 
– Inadequate or poorly 

managed parking 
– 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 
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Changes impacting retail 
over the last 100 plus 

years.   
• Transportation 
• Communication 
• Technology 
• Social Changes 
• Easy access to credit 
• Retail has become theater 
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Financial 
markets that can 
accumulate 
pooled funds. 
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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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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) 
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Per Capita Retail Space 
Comparison 

 • US 46.6 square feet  

• UK 23.0 square feet  

• Canada 13.0 square feet  

• Australia 6.5 square feet  

• India 2.0 square feet 

• Mexico 1.5 square feet  

• China .5 square feet 
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WalMart Facts  
• Total area under roof  

meters or 1.5 
Manhattans 

 
• If retailers were 

classified as 
countries, WalMart 
would have the 26th 
largest economy @ 
$474 Billion 
 

• 2.2 million employees 
 
• $442 sales per square 

foot 
 

• 200 million customers 
at more than 10,400 
stores in 27 countries 

   
• Total Profit $11.8 

Billion 
 

• Walmart is bigger than 
Home Depot, Kroger, 
Target, Sears, Costco, 
and K-Mart combined 
 

• World’s largest 
corporation.   
 



U
rb

an
 D

ev
el

op
m

en
t S

er
vi

ce
s…

..C
ha

ng
in

g 
th

e 
W

ay
 A

m
er

ic
a 

L
oo

ks
 a

t U
rb

an
 S

pa
ce

s  

U
D

S 
 

    

0

50

100

150

200

250
W

al 
Mar

t

H D
Kro

ge
r

Sea
rs

Ta
rg

et
Albe

rts
on

s
Kmar

t
Cos

tco
Safe

way
JC

 P
en

ne
y

Top Ten Retailers in Billions of Dollars 
2001 



U
rb

an
 D

ev
el

op
m

en
t S

er
vi

ce
s…

..C
ha

ng
in

g 
th

e 
W

ay
 A

m
er

ic
a 

L
oo

ks
 a

t U
rb

an
 S

pa
ce

s  

U
D

S 
 

    

0
50

100
150
200
250
300
350
400
450
500

W
al 

Mar
t

Cos
tco

Kro
ge

r
Hom

e D
ep

ot
Am

az
on

Ta
rg

et
W

alg
re

en
CVS

Lo
wes

Sa
few

ay

Top Ten Retailers in Billions of Dollars 
2014 



U
rb

an
 D

ev
el

op
m

en
t S

er
vi

ce
s…

..C
ha

ng
in

g 
th

e 
W

ay
 A

m
er

ic
a 

L
oo

ks
 a

t U
rb

an
 S

pa
ce

s  

U
D

S 
 

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 
 

• 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. 
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Setting the stage for 
recruitment 

• Successful events 
• Business expansions 

are occurring 
• Visible, positive 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 

Why, because you need something to sell! 
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What a comprehensive retention 
program can—and can’t—do  

• It can’t solve all the 
problems. 
 

• It can’t save all 
businesses 
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How to strengthen business 

• Business Retention seminars 
 

• Low interest loans and grants 
 

• Sharing of market data 

 

“Think of your commercial district 
as an incubator without walls” 
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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 
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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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Incentives 

• Business 
• Buildings 
• Infrastructure 
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Business Incentives 

• Free trash pick up? 
• We supply the parking? 
• We stage events that focus on your 

target demographic 
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Building Incentives 

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

• Economic Development Sales Tax 
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Infrastructure 

• 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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“White Boxes Ready” 
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Making 
decisions 
about the 
market 
place 
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Data Gathering 
• Building inventory 

 
• Public space inventory 

 
• Business inventory 

 
• Base maps 

 
• List of all local, state and 

national assistance and 
incentives.  
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Elements of the Market 
Analysis 

• Intercept Survey 
 

• Phone Survey 
 

• Business Survey 
 

• Demographic Survey 
 

• Sales Gap Analysis 
 

• Determining Trade Area  
 

• Competition Comparison 
 

• Determining Downtown’s Current and Future 
Business Mix…cluster development.  
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Consumer Data 

• Identify consumer 
spending power 
(Sales spending 
potential already 
purchased.  Make 
sure to share 
data.) 

 

 

 

 

 

 

• Identify changes or trends in local market 
demographics 
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Consumer Survey 

• Measure 
consumer views 
and expectations 

 

• Source of ideas 

 

• More than just 
paid staff saying 
that they want 
something 
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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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Criteria for selecting businesses 

Prospect, 1 Prospect, 2  Prospect, 3 

Sales leakage 
analysis 
Business 
cluster analysis 
Business mix 
analysis 
Consumer 
Survey 
Business 
Survey 
Proper fit w/ 
Building 
Other…….. 
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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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What are Some Options? 

• Entertainment 
• Antiques 
• Arts 
• Professional 

services (Ct.Hse) 
• Cottage industries 

• Style 
• Price Point 
• Competitive Cluster 
• Complementary 
• Destination 

 

   Combinations of the above are certainly possible 
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Develop market-driven strategies & 
 positioning statement. 
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Port Townsend, Washington 

Recreation & leisure tourists 
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Cultural arts audience 
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3. Tourists—primarily 
adult but child 
friendly 
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Identify key businesses. 
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 Chesbro Music,   Idaho Falls, ID 
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Steps to take with key 
businesses 

• Meet with them personally 
• Let them know they are important 
• Identify 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 

 



U
rb

an
 D

ev
el

op
m

en
t S

er
vi

ce
s…

..C
ha

ng
in

g 
th

e 
W

ay
 A

m
er

ic
a 

L
oo

ks
 a

t U
rb

an
 S

pa
ce

s  

U
D

S 
 

    

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 
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How to locate prospects 
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Where to find 
businesses 

• Consumer Survey 
• Chain  Stores 
• Franchise 
• Regional Chains 
• Cottage-Home 

Industries 
• Media Reps 
• Business License 
• Media Stories 
• Trade Publications 

 

• Hold “new” 
business 
competition 

• Trade Shows 
• Inquire with sales 

reps 
• SBDC’s 
• #1…..existing 

businesses 
needing more 
space 
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 Consider Community Initiated 
Development: 

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

• 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 

• Business  

– Community owned business 

– Community guaranteed funding 
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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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Beloit, WI 
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Wooster, OH 
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Community Owned Stores 

• 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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Crowd Funding-Likely 
Requirements  
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Location Neutral Businesses 
Or…..Cottage Industries 
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Food Businesses 
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Local Artisans 
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Clothing Manufacturing 
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Patricia Wolf Designs -  Smithville, TX 
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Local Manufactures 
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Local Financing 
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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 

     



U
rb

an
 D

ev
el

op
m

en
t S

er
vi

ce
s…

..C
ha

ng
in

g 
th

e 
W

ay
 A

m
er

ic
a 

L
oo

ks
 a

t U
rb

an
 S

pa
ce

s  

U
D

S 
 

    

If one of the 
buildings is 
ugly… 
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“Never be afraid to try 
something new. Remember, 

amateurs built the ark. 
Professionals built the 

Titanic.” 
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“ The Titanic would have 
missed the iceberg if it had 
just changed course by 1 

degree” 



INSTANT



TACTICAL 
URBANISM

A HANDS-ON APPROACH 
TO IMPROVING OUR 

NEIGHBORHOODS AND CITIES



STREETSCAPE INTERVENTION

CALLING STREET 
ARTISTS



STREETSCAPE INTERVENTION



STREETTREES

BUSSTOP
SEATING

STREETSCAPE INTERVENTION



CURB
DELINEATION

STREETSCAPE INTERVENTION



AFTER

BEFORE

RECLAIMING SPACE



RECLAIMING SPACE

FREEBIKE 
RENTALS

 & REPAIR

INFO
BOOTHS

AREA
TOURS



RECLAIMING SPACE

ACTIVE 
STREETS

STREET 
TREES

CROSS
WALKS

LIVE 
MUSIC



RECLAIMING SPACE

POP-UP
SHOPS
& FOOD

TRUCKS



WALKING TOURS
BIKING

COMMUNTY EMPOWERMENT



OPEN HOUSES

COMMUNITY DESIGN CENTER

COMMUNTY EMPOWERMENT



A VIRTUAL 
CONVERSTION

COMMUNTY EMPOWERMENT



INCREMENTALEFFORTS

BIG 
CHANGES 
TAKE



CATER YOUR
ENGAGEMENT



PUBLIC REACH
IS KEY



HUMAN
CAPITAL
GOES A
LONG 
WAY



UDS 
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 



Are Carnivals Enough? 



Promotions 

• General Image  
• Special Events /Traffic Building  
• Retail Events 

 



Need to know 

your 

market 

demographics 



Image 



































Special Events 



Unique Business Resources 













Unique Resources 









Parades 

























Sporting Events 









Ethnicity 











Traffic Building 



Concert Series 



Games 



Traffic Building 

• 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 









Should all events make 

money? 



Who gets the money? 



Trademark 

 

Copyright 



Resource Identification 

• Cultural…Music/Food/ 
• Historic / People 
• Geographic 
• Natural/Environmental 
• Agricultural 
• Unique businesses 
• Unique products 
• Transportation 
• Built 
• Holidays 

 
 



• Competitions 
• Parades 
• Festivals 
• Educational 

 
 

Pick your format 



 
 

Demographic 



Need to know 

your 

market 

demographics 



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 

 

 

 





Riverside Gateway, Landscaping 



East Macon  
& Fort Hill 

Urban Loop 

Cherry  
Cotton 
Forsyth 
College 

Riverside 
Drive 

Macon Streetscape Charette Macon Streetscape CharetteMacon Streetscape Charette
Marketing 



Macon Streetscape Charette Macon Streetscape Charette
Riverside Drive 

East Macon  
& Fort Hill 
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Riverside Gateway… and After 



A Marketing Case Study 
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 
Our course is charted: 
 Growth 
 Vibrancy 
 Filling the needs: 
 Local citizens 
 Visitors 
 Investors 

Future Forecast 
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 
Continually work to revitalize downtown by: 
 Encouraging reinvestment. 
 Preserving the unique history of our community. 
 Entice businesses, customers, visitors and residents to 

the downtown area. 

Objective 
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 
 Seek various sources of funding. 
 Texas Capital Fund. 
 Transportation Enhancement Program. 
 Smaller grant opportunities. 
 Hotel Occupancy Tax. 
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 
 Encourage involvement and support of preserving 

our history and architectural heritage. 
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 
 Promote Downtown Brenham as a shopping and 

dining destination. 
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 
 Foster public interest in revitalization efforts. 
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Design 
Organization 
 Promotion 
 Economic Restructuring 
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 
Design 
Organization 
 Promotion 
 Economic Restructuring 
 Planning 

Four Five Point Approach! 
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 Local Citizens. 
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 
Challenges. 
 Limited budgets. 
 Limited volunteers. 
 Burnout. 
 People who think everything is fine…we’re done! 

Considerations 
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How to handle limitations and challenges: 

Moving Forward 



 
How to handle limitations and challenges: 
 Educate. 

Moving Forward 



 
How to handle limitations and challenges: 
 Educate. 
 Partner. 

Moving Forward 
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 
More than $19M in reinvestment. 
Volunteers and friends to support what you do. 
 Increase in tourism dollars spent in the community. 
Civic pride. 
 Preservation of our authentic small town. 

Results 



Questions?? 

JEckermann@cityofbrenham.org 
979.337-7384 
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