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DIFFICULT TIMES

NEW REALITY NEW REALITY

� Limited population 
growth

� Increasingly diverse 
demographic market

� Volatile economy

� Changes in credit and 
financing

� Consolidation of chain 
retailers

� Increased vacancy 
rates and fewer 
qualified tenants

� Deferred maintenance

� Stagnating rents and 
RE values

• Delays in major 
projects



CHANGING TECHOLOGY

• High speed internet coming to rural areas
• Customers are web site
• Rise in internet coupons
• Back door retail opportunities
• Mass Mingling (foursquare, Google latitude, fire 

eagle�

NEW REALITY

• Social media sites and E-
commerce are generating 
new customers and 
revenue and blurring trade 
area boundaries.

• Changing consumer 
demand fueling new start-
up opportunities and 
changing site criteria.

• Public partnerships and 
financing more important.

STRONG DOWNTOWNS

� Held in strong affection

� Strong image

� Well maintained 

� Hub for fun and activity

� Focus on sustainability

� Evolving clusters or 

niches

� Residential component

� Anchor uses

REVITALIZATION STRATEGY:
SIX COMMON MISTAKES

� Apathetic/Dysfunctional 
Community 

� Not understanding 
market opportunities

� A focus on what is 
missing instead of what 
you have

� Not thinking outside the 
box

� Reactive vs. Proactive 
approach to development

AFTER THE RECESSION:
STRATEGY FOR REVITALIZATION

� Rebuild organizational 
capacity.

� Redefine who and 
where you are.

� Focus on within: 
Strengthen and 
expand existing base.

� Develop a proactive 
development effort that 
focuses on emerging 
trends, catalyst 
projects and local 
entrepreneurs.

REBUILDING 
ORGANIZATIONAL 

CAPACITY 



A STRONG DOWNTOWN IS MORE 
IMPORTANT THAN EVER

• Rising commercial values can offset declines in 
residential tax base. 

• Retail sales are important revenue for Govt.
• Small businesses employ local residents. 
• Local expenditures create multiplier effect. 
• Increasingly important to younger market segments.

DONT’S 
• Don’t copy someone 

else’s vision
• Avoid “crisis 

management”
• Avoid “turf wars”

• Beware of the “Big 
Project”

DO’S
• Accentuate the unique
• See the big picture
• Recruit right volunteers
• Realistic work plan
• Build Partnerships 
• Communicate
• Advocacy role

REBUILDING
ORGANIZATIONAL CAPACITY

VOLUNTEERS TO FIND
• Cheerleader

• Role Model

• Believer
• Knowledgeable

• Networkers

VOLUNTEERS TO AVOID

• Latecomer or early leaver

• The gossiper

• The Know-It-All 

• The doubter

• The Pet project

CLARIFY VISION 

REALISTIC WORK PLAN BUILD PARTNERSHIPS

• Promotion Committee
• Design Committee
• Merchant Association
• Chamber of Commerce
• Local Government
• SBDC or SBA
• Community College
• Financial and 
Real Estate Community



STRONG DOWNTOWN 
MANAGEMENT

� Ombudsman and Advocate
� Between Landlords and tenants
� Between City and businesses

� Advisory committee
� Restaurants
� Residents
� Property owners

� Communication 
� Website
� Email newsletters
� Automated phone messaging system

WHO ARE YOU REALLY?:

Reassessing Market Opportunities

� Trade Area 
Boundaries

� Demographic Trends
� Lifestyle Trends
� Retail Sales Demand

WHO ARE YOU REALLY?:

Reassessing Market Opportunities REDEFINE TRADE AREA

TRADE AREA
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TRADE AREA

Use surveys 
to clarify 

trade area



NC Small Town Main Street

Zip code 
surveys

TRADE AREATRADE AREA

Use free 
report to 

draw 
boundaries

Claritas

ESRI site 
reports

REVIEW MARKET DATA
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� Gen Y (70 M people ages10-29)
� Gray Wave (77 M people ages 55-69)
� Increasingly diverse households

REVIEW MARKET DATA

•People are delaying 
retirement

•More members of 
family are living 
together 

DEMOGRAPHIC DATA 

• U.S. Census
• NC State Data Center
• NC Rural Center
• COG’s

ECO-FRIENDLY “GREEN”
BUSINESSES



FRUGALITY IS IN FASHION SHOP LOCAL

FARM TO TABLE CHARITABLE CAUSES

WHO ARE YOU REALLY?

INVENTORY DOWNTOWN’S ASSETS AND 
LIABILITIES

INVENTORY DOWNTOWN’S ASSETS AND 
LIABILITIES

� Physical conditions
� Buildings

� Streetscape

� Environmental 

� Regulatory

� Social 

� Business Mix
� Function and use

� Location
� Cluster

� Business Viability



BUILDING FAÇADE AND 
CONDITIONS

STREETSCAPE

DOWNTOWN ASSESSMENT 

� Crime and Grime
� Regulatory Environment
� Public Opinion
� Parking and Traffic

DOWNTOWN ASSSESSMENT

TYPES AND USES



BUSINESS CLUSTERS

Relationships

Maps

BUSINESS INVENTORY

Downtown 
Diva or similar 
data base 
software

INDENTIFY “AT RISK”
BUSINESSES

� Availability of capital
� Changing technology
� Rising expenses/Insufficient sales 
� Increasing regulations
� No immediate exit strategy

� Survey businesses to clarify issues
� Personal interview
� Survey monkey 
� Zoomerang

� Conduct audits
� Inventory and store layout
� Back door sales

INDENTIFY “AT RISK”
BUSINESSES

� Evaluate technology savvy
– Website
– Social media
– Email newsletters and surveys

� Evaluate financing gaps and issues
– Talk with Local lenders and CPA
– Talk with Landlords

INDENTIFY “AT RISK”
BUSINESSES

BUILD FROM WITHIN:
STRENGTHEN AND EXPAND 

EXISTING BUSINESSES

� Create interest and change image

� Increase sales performance

� Improve business performance

� Increase financing opportunities



FAÇADE IMPROVEMENTS STREETSCAPE IMPROVEMENTS

CHANGE IMAGE

Downtown Graphics Network

CHANGE IMAGE

CREATE INTEREST CREATE INTEREST

Use Events to 
Create interest

•Unique 
characteristics  

•Destination 
businesses

•Consumer trends



CREATE INTEREST

•Directory

•Web site with 
interactive map

•Targeted 
brochures

CREATE INTEREST

Use market material 
and website to market 
to businesses as well 
as customers

INCREASE SALES 
PERFOMANCE

Retail sales should build 
on emerging consumer 
interest/trends

INCREASE SALES 
PERFORMANCE

Create special 
events that focus 
on key markets or 
existing business 
clusters

• In-store events

• Grand openings

INCREASE SALES 
PERFORMANCE

•Cross merchandising 

• Email, Twitter and

Facebook

INCREASE SALES 
PERFORMANCE



IMPROVE BUSINESS 
PERFORMANCE

• Business Resources
• Educational 

opportunities 
• On-site specialists 

BUSINESS RESOURCES

•Resource 
Guides

•Directory and 
interactive map

•Web sites

•Targeted 
Brochure

•Demographic 
Report

EDUCATIONAL SERVICES

• Attend Conferences

with volunteers

• Experiment with webinars 

and Podcasts

• Entrepreneurial training 

• Charge for workshops

• Partner with other groups

ON-SITE COUNSELING

• Main Street Staff
• Consultants
• SBDC
• Trade Associations
• Local Businesses

INCREASE FINANCING 
OPPORTUNITIES

� Financing from friends and family has 
dropped.

� Credit card and bank loans terms have 
changed.

� Lenders have changed underwriting 
standards for RE loans.

� ITC value declining. 

60% small business 
rely on family or credit 
cards

Franchise down 
payments have gone 
from 15% to 44%

INCREASE FINANCING 
OPPORTUNITIES
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INCREASE FINANCING 
OPPORTUNITIES

� Federal
� SBA –7A, 504, 

Advantage
� REAP Energy Credit
� USDA revolving loan
� Historic ITC
� New Market Tax 

Credits
� Enterprise Zone

State
� Main Street Solutions
� Mill Tax Credit
� Historic ITC
� NC Rural 

Development Center 
NC Capital Access Loan

NC Step Grant

Building Reuse Grant

INCREASE FINANCING 
OPPORTUNITIES

LOCAL GOVERNMENT
� Code Ombudsman
� Design Assistance
� Facade Grants
� Revolving Loans
� TIF
� SMD, BID
� Permit or tap fee 

waiver

PRIVATE SECTOR
� LLC or Angel Investors 
� Banks, Credit Union
� Franchise
� Specialty lenders
� Equipment lease
� Rent subsidies

INCREASE FINANCING 
OPPORTUNITIES

• Triage and Tweak existing programs

• Establish LLC 
• Establish a Community Investment Fund 

Staunton Community Fund

ESTABLISH A PROACTIVE 
BUSINESS DEVELOPMENT

� Encourage emerging 
business clusters

� Encourage emerging 
catalyst developments

� Develop 3d places

� Establish property 
owner support for 
plan.

LIFESTYLES CHANGES =
BUSINESS OPPORTUNITIES

EMERGING BUSINESS 
CONCEPTS

� Food

� Wellness

� Hobbies

� Upper floor 
housing 

� Professional 
services



EMERGING BUSINESS 
DEVELOPMENTS

� Farmers’ 
Markets

� Movie 
Theater

� Cafés

� Brew 
pubs

EMERGING BUSINESS 
CONCEPTS

• Business 
incubator

•Retail 
incubators

•Food and 
Beverage 

� Indoor facility

� Food stamps 
and credit cards

� Use Market to 
spin off new 
stores

� Add 
entertainment 
and sit down 
eating

MARKETS AS INCUBATORS INCUBATORS

•Master Lease

•Ad budget

Consignment & 
leased floor area or 
departments

Full-time employee

RETAIL INCUBATOR
Sharing space 

RETAIL INCUBATOR
Temporary space



CREATE 3D PLACES CREATE 3D PLACES

FINAL THOUGHTS

KEY TO SUCCESS

• Active, well organized 
organization

• Clear understanding 
of who you are 

• Rebuilding from 
within. 

• Encouraging new 
development that 
builds upon unique 
characteristics. 


