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Agenda
Part 1: What is Main Street?
Part 2: The Method
Part 3: Virginia Main Street Services
Part 4: Work Plan Development
Part5: Q&A
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Part 1: What is Main Street?
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VIRGI NI A

IVIIL'N What is Main Street?

National Main Street

. X
> PN/ Center
74\ &c a subsidiary of the

National Trust for Historic Preservation

e Method for reinvigorating the traditional
downtown neighborhood

e Grassroots revitalization strategy

MAIN STREET
AMERICA"
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VIRG I NI A

IVI/ATN State Coordinated Program
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VIRGI NI A

IVI/ATN 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 20n

Ashland & Fredericksburg added in 2013
70 + DHCD Commercial District Affiliates
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VIRGI NI A

N Net New Businesses since 1985

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

Virginia Communities
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VIRG I NI A

NN Net New Jobs since 1985

11 908III

30 Years of Impact: How the Main
Street Program has Revitalized
Virginia Communities
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IV[] N What s 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

VIRGI NI

IVI/iT N What is Main Street?

Methodology used to
revitalize historic business
districts

Underlying premise:
encourage economic
development within the
context of historic
preservation

VIRGI NI A

IVI/AT N What is Main Street?

—

Advocatesareturn tocommunity
self-reliance, local empowerment,
and the rebuilding of traditional
commercial districts based on their
uniqueassets:

Distinctivearchitecture
Pedestrian friendly environment
Cultural center

Local enterprises

A sense of community
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VIRGI NI A

IVI/1T N Outcomes of a Main Street Effort

Sustainable Development
Entrepreneurship
Community pride
Public/private
partnerships

Vibrancy

Regional allure

“Sense of Place”

Part 2: The Method

. f S e ety

b

Peninsula Town Center, Hampton, VA
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Commercial Development

Property
development/management

Marketing

* Leasing

Human/financial resource
Partners management
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VIRGINIA

IVI/AT N Main Street Four-Point Approach®
Space * Design

* Promotion

* Economic Restructuring

“Ziheslais - Organization
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leveraging an engaged public

Distinct organizationand governing body

Typically 501(c)3 nonprofit
Fundraising benefits - tax deductions
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Legal/financial/human management

Set vision/mission/goals/pr
Volunteer development
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VIRGI NI A

N Stakeholders Why s

NTEDSTTES
ST seRvcE

Take the lead on developing
space by strengthening and
leveraging built history
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Town

Design

Design a dream
marketplace

Fagade improvements
Streetscape projects
Rehab incentives
Way finding

Walking tours,
education, etc.




Take the lead on developing
businesses by strengthening and
leveraging entrepreneurs

VIRGI NI A

VLN 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
entrepreneurs

Implement incentives
fie..
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VIRGI NI A

N Economic Vitality

Cultivate entrepreneurial spirit/culture
¢ Createand maintainan entrepreneurial network
e Attractentrepreneurs to the Main Street district
Grow entrepreneurial ventures
¢ Bea downtown business information center
« Facilitateaccess to existing humanand financial capital

ucesler

VIRGI NI A

N What Works

Aggressive management

An independent organization of community-
represented stakeholders

Market-centered strategies

Comprehensive incremental approach using all the
Four (interrelated) Points

11



Take the lead on developing
markets by strengthening and
leveraging cultural history

o —

VIRG I NI

IVIiIN Promotion

Crafta marketing plan
¢ Identify current assets & market position
Create your commercial district brand
Market-driven events ’
 Business promotions

o 58
e Image Building o " ,.\U
¢ Fundraising ‘

&
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Winchester Branding
Brand

 “A brand represents the promise of a unique experience”

¢ “the sum of what people think of, and what they expect”

* “person’s gut feeling about a product, service, or
company”

* “it embodies the feelings, qualities, characteristics,
attributes, personality,and symbols of the institution”

* “it gives the product or service singularity from every
other competitorin the market”

13



Winchester Branding

City of Winchester Goals and Vision

The Old Town Branding Task Force aligned its
branding initiative with the city’s goals outlined
in Strategic Plan 2013-18

 Grow the economy
« Continuerevitalization of historic Old Town
e Createa more livable city forall

Winchester Branding

Winchester Vision 2028
¢ Principle1: Beautiful and historic city
e Principle 2: Hometown for families
¢ Principle3: Vibrant downtown
¢ Principle 4: Growing economy
¢ Principle 5: Great neighborhoodswith a
range of housing choices
¢ Principle 6: Easy movement

Winchester Branding

Target Audience
PrimaryAudience - Creative Class
Wide range of creative occupations
Like “Street Level Culture”
* teeming blend of cafes, sidewalk musicians, and
small galleries and bistros
Provide a variety of activities
» traveling, antique shopping, bike riding, and
running
See Branding Narrative on back of Agenda
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Part 3: Virginia Main Street Services
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VIRGI NI A

"N Designated Community Services

Technical Assistance
¢ Organizational assistance
* Downtown marketplace plan development
¢ Designassistance

* Promotion developmentassistance

Workshop Series
Branding i Mature New Community
. . Community Services H
Public Relations Services Estimated value
Grants stimated annual of $105,000 over
2 alue of $20,000 3years :
Scholarships

Part 4: Work Plan Development
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IVI/LTN Main Street Best Practices

Maintain a Coordinated Action Plan
Createa Downtown Development Plan
Crafta Market Position Statement
Continually engage the community

VIRGI NI A

IVUL'N What'sin an annual plan?

Organization’s mission statement

List of goals and objectives

List of board and staff

List of committee members

Committees’ annual project list

Detailed project workplans for each committee
Program budget (optional)

Program partners/funders (optional)

————
v

I R G I N I A

AULIN Starship Main Street

Vision Statement: the dream
Mission Statement: a statement of purpose

Goals: general statement/each committee
Objectives: major areas of work
Activities: specific projects

Tasks: specific steps

*See DFA Mission & Vision Statements on back of Agenda

16



IVLAIN Starship Main Street

Vision

To be a vibrant and inclusive Main Street community
that combines small-town charm and big-city
opportunity and is nationally recognized as a desirable
place to work, live, and thrive.

Mission

The OTDB inspires community involvement, fosters
economic vitality, encourages creativity and
entrepreneurship, and attracts residents, visitors, and
investors to Old Town Winchester.
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‘N Coordinated Action Plan

Promotion

Conductbusiness promotionsand
encourage cross promotions between

Survey eventattendees as to what

they would like downtown

EconomicRestructurin Organization
‘Work with property owners to offer
incentives to new businesses

Hosta Business Plan Contest businesse:
Survey existing businesses - whatare .

Put available space list on website
Raise funds for new incentives for

S

Press coverage on activities of the
ER committee events

FARMVILLE

~DOWNTOWN—
PARTNERSHIP

2015 WORK PL

Organizational Work Plan by Commitiee
January 1 —December 31, 2015

minimum the followin
Busingss info (Own

NEW BIZ: EXISTING BIZ:
ECONOM el IAIR: SHERT M 3
ECONOMIC RESTRUCTURING R e | CHAIR: SHERT MCGUIRE,
2 BUDGET 2
NEW BUSINI MING (TARGE
EW BUSINESS RS WHO: TIMING (TARGET)
GOAL: DEVELOP A MASTER PLAN FOR DOWNTOWN,
TASK
Create a working map (o include at a

Downtown olders
*  Fducate and Reenit a Network af

Champions on Main Street for Support

e William M

Add'l. Communications

Products Serviced NATCS Codes) Louice Waller with
ssessed Vil loHouse Longwood inferns Febroary
defined by Todd Barman's 2012 report
TASK: Fducational Work Session with
(Overnl 1,000 Chais Sadler March
for Business Recruitme nt anc!
Placcment)
TASK: Final Dovelopment of Plan (0 - TR May
et in-House ‘eam Work Session ay
TASK: Devclopment of Communication
Plan
: ;}u:np D:m'wu .m‘\:uﬂv;m.‘,.h i —
D it (Printing, Social Gatherings Harlan Horton MayJune

Guire
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IVL'i'N Work Plan Development

Board establishes Committee Goals & Objectives

Committees brainstorm potential activities to
meet objectives

Committees develop detailed Work Plans for
each activity

Board reviews and approves Work Plans

Committees implement Work Plans as approved
by the board

VIRGI NI A

"N powntown Development Plan

A concrete and compelling vision of a fully
functioning future marketplace
1. Define a market to go after using numbers to
inform decision making

To position development within regional and local
markets

To gauge quantity of customers (demand) versus
leasablespace (supply)

Resource: https://dhcdvms.wordpress.com/reports




| mmmm————

VIRGI NI A

IVULIN Market Position Statement

Sample market position:

Downtown specializes in rejuvenating the mind, body,
and spirit; offering pensive arts, refined
entertainment, rural exercise, and elegant relaxation
within a revitalized historic setting. Downtown caters
to sophisticated women and their families through the
region.

Who is the customer?
What are the primary set of goods?

| mmmm————

VIRGI NI A

IVULIN Market Position Statement

OTDB EconomicRestructuring Technical Assistance Visit Report
Winchester, Virginia, September 2011
Prepared by Todd Barman, Senior Program Officer, National Main Street Center

Recommendation: OTDB, staff, and volunteers need to define
Downtown Winchester’s market position

Market position
¢ A commercial district specialization or niche based on a primary
consumer segment served and/or a primary set of goods and services
offered (what the district is best at selling and to whom).
¢ Thegoal is to differentiate; to be memorable and remarkable so
consumers consistently choose your commercial district over the
competition.

| mmm———

VIRGI NI A

IVULIN Market Position Statement

OTDB EconomicRestructuring Technical Assistance Visit Report
Winchester, Virginia, September 201
Prepared by Todd Barman, Senior Program Officer, National Main Street Center

Downtown’s best customer
« People who live and work within walking distance (expected to shift
toward young professional and early retirees)
¢ Winchesterare moderate- to upper-incomeresidents
« Visitors - heritage travelers in particular

Draft Market Position: Downtown Winchester specializes in
cultural exchange; introducing Winchester area residents to
Washington D.C. culture and introducing visitors from
Washington D.C. to Shenandoah culture.

19
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IV'IIN Main Street Guiding Principles

Comprehensive
Incremental

Public-private partnerships
Action-oriented

Buildson existing assets
Emphasizes quality
Changingattitudes
Self-help

VIRGI NI A

IVLIA'N moreinfo. ..

Website -
www.dhcd.virginia.gov/MainStreet

Blog - https://dhcdvis.wordpress.com/
Regional Rev Up: Cooking up success with work
plans and budgets, November 16

National Main Street Center
L4 www.nminstreet.orﬂ
» 2016 National Conference, Milwaukee, WI
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