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Agenda

Part 1: What is Main Street?

Part 2: The Method

Part 3: Virginia Main Street Services
Part 4: Q&A
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" IVIAIN What is Main Street?

National Main Street
Center

a subsidiary of the
National Trust ﬁar Historic Preservation

\S ) ¥
280
* Method for reinvigorating the traditional

downtown neighborhood

e Grassroots revitalization strategy



J MAIN STREET

AMERICA’
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IVL/.' N State Coordinated Program
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IVL/.' N State Coordinated Program

25 Virginia Main Street Communities
St. Paul- smallest at 1,000
Lynchburg- largest at 65,000
30 programs since 1985
Bristol, Farmville, Hopewell, & St. Paul added in 2011

Ashland & Fredericksburg added in 2013

70 + DHCD Commercial District Affiliates
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IVI/ V' Net New Businesses since 1985

30 Years of Impact: How the Main
Street Program has Revitalized
Virginia Communities
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MJ N Net New Jobs since 1985

11.908 II
al

30 Years of Impact: How the Main
Street Program has Revitalized
Virginia Communities




IVL/1 ) N What is a vibrant downtown?

Major employer & economic stimulator
Strong base for independent businesses
Heart & center of community activity

Symbol and representation of a
community’s quality of life, history,

identity, pride and sense of place

Tourist attraction
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MJ N What is Main Street?

Advocates a return to community
self-reliance, local empowerment,
and the rebuilding of traditional
commercial districts based on their
unique assets:

Distinctive architecture
Pedestrian friendly environment
Cultural center

Local enterprises

A sense of community
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IVL/." N Outcomes of a Main Street Effort

Sustainable Development
Entrepreneurship
Community pride
Public/private
partnerships

Vibrancy

Regional allure

“Sense of Place”
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Commercial Development

Property

Space development/management

* Marketing

* Leasing

Human/financial resource

Partners . management
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MJ IN' Main Street Four-Point Approach®
* Design
* Promotion

* Economic Vitality

“Zivesiads » Organization
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IVL/ Organizational Structure

Distinct organization and governing body
Typically 501(c)3 nonprofit
Fundraising benefits — tax deductions

‘ Board of Dlrectors \ ‘ Program Manager \
‘ Organlzatlon \ ‘ Promotlon H DeS|gn \ ‘Economlc Restructurmg\

— Volunteer Development — Marketing Strategy — Public Spaces — Market Research
— Communication / Public Relations |- Image Development — Building Improvements — Business Assistance
— Fundraising — Retail / Business Promotions |~ Education | Technical Assistance | Finanial Assistance

— Festivals | Special Events — Regulation / Enforcement — Property Development
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M/ N Organlzatlon

Set vision/mission/goals/priority
activities

Legal/financial/human management
Volunteer development
Fundraising

Stakeholder and public educati
Build Partnerships!

lﬂ?f‘ J




VL | Stakeholders oy ms

Business Owners
Property Owners
Local Government
Residents

Downtown Employees
Utilities

Financial Institutions

E.D. Organizations

Worgg

Historic Preservationists
Service Organizations

Arts & Cultural Institutions
Local Media

Youth & Schools

Churches

Surrounding Communities

Visitor’s Bureau
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IVL/.' N Typical Funding Sources

Town (County)

Downtown businesses & building owners
Industries & financial institutions/utilities
Resident/private citizens

Fundraising events (festivals/merchandise)

25-50%
15-20%
25-40%
5-10%

10-20%









Design a dream
marketplace

Facade improvements

Streetscape projects

Rehab incentives
Way finding
Walking tours,
education, etc.
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Artest: Benjamin Paige, 111 Artist: Radford Wine

Sponsor:

Incredible Flying Objects Sponsor: MarketPlace Realty
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IVUiIN Promotion

Craft a marketing plan
* [dentify current assets & market position
Create your commercial district brand
Market-driven events
* Business promotions
* Image Building
* Fundraising
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/ Qﬂéﬂ:ﬁ“ Market Position Statement

Sample market position:

A great place where creative individuals can choose
from an eclectic selection of women’s and children’s
apparel and accessories, home goods, and personal
care products.

Who is the customer?
What are the primary set of goods?
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Compliments of the Town of 5t Paul and the
5t Paul Industrial Development Authority
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oAppalathian Spring

~\ St Paul

Click on markers
to play video

(leveland

Clinch Clips
Clinch River Valley Initiative
www.clinchriverva.com
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Downtown Life

@ Entrepreneurship
@ Outdoor Recreation

o Regional Stewardship
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Buy Local Campaigns

SHOP = EAT = ENJOY
Resources: www.BeACulpeperLocal.com

540.332.3867

www.staunton downtown .arg


http://www.amiba.net/
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IVLiIN Economic Vitality

Conduct market analysis

Inventory existing buildings and
businesses

Assess needs of existing businesses
Design and implement
retention/assistance programs
Proactively recruit and cultivate Za7 |
entrepreneurs e

Implement incentives ﬁ




Farmer’s markets in
Virginia have grown from g
88 In 2004 to 240 in 2014,
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VL Steps For Filling Vacancies

Retain existing businesses
* Prevent new vacancies
e Help current businesses to expand or spin off

Prepare to passively recruit prospective businesses
Establish a solid business owner attraction program
Become an entrepreneurial support organization

Proactively recruit



How do | find a space?

What are the staps | naad o follow

How much time should | allow
for the process?
Whare do | find halp?

A GUIDETO
Starting your

Business®

BIDDEFORD

.---h';'

heart of biddeford

woww haariofiddelord.org = (207) 450 333

Market your Business
Information Center and
available human financial
capital

A Guide to Starting Your
Business in Biddeford


http://www.heartofbeddeford.org/

EDUTHWEET

VIRGINIA

Virginia
Technology
Development

Center

141 Highland Drive
Lebanon, Va.

ATTENTION

All Entrepreneurs
and
Small Business Owners

Join us for a day of networking, business training
and marketing resources for those who plan to start
their own business and the communities that support

these entrepreneurs. Registration is free and lunch
will be provided.

Reg online iﬁmrmpm
W s , call Brandi Hall

at 274- Eﬂﬂrﬂlﬂﬂf
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IVLiIN Economic Vitality

Cultivate entrepreneurial spirit/culture
e Create and maintain an entrepreneurial network
 Attract entrepreneurs to the Main Street district
e Be a downtown business information center
* Facilitate access to existing human and financial capital

Gloucester
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{%‘Eﬁg:?“ The Main Street Approach®

Three Tightly-Integrated Components

1. Community Visioning and Market
Understanding

2. Transformation Strategies — Implemented
through the Four Point Framework

3. Impact and Measurement

V | R G I N I A

IVL/
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p‘n The Main Street Approach®

AMERICA"

TRANSFORMATION STRATEGY

= COMMUNITY VISION
= MARKET UNDERSTANDING

= QUANTITATIVE OUTCOMES
= QUALITATIVE OUTCOMES

TRANSFORMATION STRATEGY

ORGANIZATION

PROMOTION
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pn The Main Street Approach®

AMERICA"

IMPLEMENTATION THROUGH 4 POINT
FRAMEWORK + OUTCOMES:

= ACTIVITIES

= RESPONSIBILITY
= BUDGET

= FUNDING

4
TRANSFORMATION ST\RATEGY‘.
4

-\~-'

TRANSFORMATION STRATEGY TIMELINE

METRICS

ORGANIZATION
PROMOTION
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tp The Main Street Approach®

AMERICA"

Three Tightly-Integrated Components:
1. Community Visioning and Market
Understanding(INPUTS):

» Community Vision: What do people want?
= Market Research: What can the market
support?

V | R G I N I A

IVL/
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&HSTREET Community ViSiOn

AMERICA"

Farmyville’s historic downtown is the ideal hometown
with a bustling social and commercial community set in an
architecturally diverse historic commercial district. In 2025,
the district is:

Rejuvenated, renewed, exciting;

Robust with a range of retail shops, restaurants,

visual and performing arts;

A destination for area residents, college students,

and visitors; and

Home to special events celebrating pride in cultural

V | R G I N | A

and heritage. M/
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tp The Main Street Approach®

AMERICA"

Three Tightly-Integrated Components:

2. Transformation Strategies
» guide the direction of the revitalization initiative
* bring about substantive transformation
» reflective of community vision
* based on a solid understanding of the district’s
economic opportunities
» implemented through the Four Point Framework
= measurable
V | R G I N I A

» re-evaluated every 2-5 years M/



Transformation Strategy

Strategy: Fill Vacancies

Design
Promote the facade grant program
Work with VMS on getting design
assistance for property owners
Get businesses to leave window lights on
at night

Economic Restructuring
Work with property owners to offer
incentives to new businesses
Host a Business Plan Contest
Survey existing businesses — what are
their needs
Develop 10 reasons to locate here

Promotion
Conduct business promotions and
encourage cross promotions between
businesses
Survey event attendees as to what
businesses they would like downtown

Organization
Put available space list on website
Raise funds for new incentives for
businesses
Press coverage on activities of the
ER committee events
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{1 The Main Street Approach®

AMERICA"

Three Tightly-Integrated Components
3. Impact and Measurements (OUTPUTS)

* (Qualitative Outcomes
* (QQuantitative Outcomes

V | R G I N I A

IVL/
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Impact and Measurements (OUTPUTS)

Quantitative OQutcomes

* Jobs created and lost

» New, retained and expanded businesses

= (losed, relocated, or downsized businesses

= Number of building rehabilitations and new
construction projects

» Amount invested in each rehab or construction
project

= Number of public improvements

* Amount invested in public improvements
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IVL/ What Works

Aggressive management

An independent organization of community-
represented stakeholders

Market-centered strategies

Comprehensive incremental approach using all the
Four (interrelated) Points
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MJ N Designated Community Services

Technical Assistance
» Organizational assistance

e Downtown marketplace plan development
* Design assistance

* Promotion development assistance

Workshop Series

Branding ............ Mature . 1 New Community
: : .  Community i Services

Public Relations : i | Estimated value }

Grants : Estimated annual i i of $105,000 over !

: : value of $20,000 ; 3 years
Scholarshlps ....................................... D T T T T T T S PR e .
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IVL/ Who is eligible?

Communities with:
Traditional, historic commercial district

A downtown advocacy organization
e Volunteer base
e Paid Executive Director

Local government support
Private sector support
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IVI/.' N DHCD Community Affiliates

Requirements

Employ the Main Street Four Point Approach
Current community contact information
Attend trainings

Services

Telephone consultation I ‘
Main Street Information Sessions
Workshop Series S TARTUPS

Organizational assistance
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IVL/ Contacts. ..

National Main Street Center

Main Street Now Conference, Milwaukee, WI
May 23-25, 2016

Virginia Main Street

VMS Blog -
VMS Conference, Staunton, VA
July 11-13, 2016


http://www.mainstreet.org/
http://www.dhcd.virginia.gov/MainStreet
https://dhcdvms.wordpress.com/
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