


Trusted partner

Industry Leaders

A Worked with 800 communities since 2011
A Vast network of retail and restaurant industry professionals
A Only municipal firm with in -house commercial real estate team
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. ‘ oy DOWNTOWN REVITALIZATION

We know what we want.

Historic buildings restored to their former glory

Storefronts that are filled with thriving businesses

Vibrant sidewalks filled with people and activity

Beautiful streetscapes with tree -lined streets and public art

Calendar full of events that bring people downtown




DOWNTOWN REVITALIZATION

We know what we want.

How do we get there?

Where do we start?
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downtown strategies
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Bite -sized Plan
A 5-year timeframe
A Outline what you should do, not everything you could do

A Focus on practical, small-scale strategies rather than big
dreams and visions

ategic Plan
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Focus on what to do next

A Outline 20 -30 strategies, not a list of 200+ ideas

A Narrow the list down to where you need to focus your
time, energy, and resources over the next 5 years.

Implementation Support

A Not only do we develop strategies for you, but we also
help you get a jumpstart on taking action and
implementing the plan.
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your shoes.

We are a team of former practitioners

To Io To Do Io Io Do Io Do Do

Main Street director

Tourism director

Community Development director

Main Street Board of Directors Chairperson
Tourism Board of Directors Chairperson
Design Committee Chairperson

Volunteer

Planning and Zoning Commissioner

Board of Directors Member

Downtown Association Member

Jennifer Gregory
President, Downtown Strategies

Jeremy Murdock
Community Development Specialist

Laura Marinos
Director of Client Services

Taylor Turner
Client Services Manager
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Discovery

We ensure our efforts build on your
existing program of work.

We analyze data, review current work
plans, then visit your market to meet
with local leaders and gather input from
stakeholders.

The major milestone of the
Discovery phase is the inrmarket
Strategic Visioning Workshop.




Strategic Visioning
Workshop

In Market Visit Consists of:

A Core Team input
A Downtown walking tour
A Stakeholder Input Session

A Business owners

A Property owners

A Residents

A Community leaders

A And any other individual or group
that has a vested interest in the two
downtowns.
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Spatial Al's PersonalLive Segmentation

Top 10 Segments by Visitation #C
amo &

Segment Name Trade Area

MO03 #Camo&Cornfields 20.2% CO rnﬁ eldS

Mo4 #Kids&Country 22.5%

105 #ScenicSeniors 6.4% M a r ket

NO1 #DirtRoadDynasty 15.0%

K01 #RuralRetirement 5.9%

LO2 #CornfieldCabernet 7.4% AS S e S S m e n t
MO1 #WideOpenSpaces 3.8%

NO4 #Merica 7.7%

001 #SmallTownSatellites 4.3%

NO2 #SouthernCross 2.4% Supply vs. demand
Benchmark downtown Culver i.e. peer analysis

Current downtown users based off mobile data

._ ‘ : analytics
19 4 A | P T Aoy Targeting the future Culver consumer:
y W D SRR e Kalibrate Competitive Insights

Consumers

Consumers by



file:///C:/Users/sthornton/Downloads/m03.pdf
file:///C:/Users/sthornton/Downloads/m03.pdf

Market Assessment

Mobile data analytics: Geofence of The Lakehouse Grille showcasing where their consumer is
coming from.




Strategic Action
Plan

Market Analysis+ 4 Focus Areas

Our plan is structured around a market
analysis using cutting-edge data and
4 key Focus Areas.

Successful downtowns need Initiatives in
all 4 Focus Areas.

market analysis

+

policy & administration
design

tourism & promotion

economic vitality




Strategic Action Plan
Policy & Administration

Sets the foundation for the change you
want to see. Gu[dlng future change
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gCarrotsu
A Incentive programs designed to spark
private investment.
@Sticksu
A Policies and codes that direct and
guide private development.
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Strategic Action Plan
Design

Rather than master plan drawings and
renderings, we highlight short -term
Interventions that can be made to
Improve the aesthetics, walkability, and
overall vibrancy of the downtown area.

We must create a comfortable and
Inviting place for people.
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Strategic Action Plan
Tourism & Promotion

Tourism is about connecting the dots
between visitors and the downtown
businesses and attractions. It is about
creating a unique and authentic
experience for visitors.

We must constantly invite people into the
downtown area through large festivals
and events, small-scale promotions, and
marketing efforts.

3 %ﬁr A“ a4 \

| Extended Hours Promotions
b8

g 3
Ny A il

3§
Wayfinding Signage System
. e Tetcher County
D -
PARK




Y _?" S——

Wx = v’ v . » »
) vate Vacant &

&‘ G‘:\t(‘ivei;i\ized Storefronts

Strategic Action Plan *

Economic Vitality

A key component of downtown revitalization
efforts is assisting the private sector.

A How do we get higher and better use out of
our downtown properties?

A How do we activate vacant storefronts?

CO.STARTERS

Business Recruitment Packet

A How do we ensure that our local businesses
are able to compete in the current economy?

A What programs can we use to attract new
entrepreneurs and startups?



Implementation matrix

Strategic Action Plan

Tahoe City Action Team

Design Update dated, damaged, and faded trail signage with new graphics that include the updated branding package. Year 2 TCDA

S 21 E:ﬂ::e the use of sidewalk stickers as short-term, low-cost signage along the waterfront area and throughout the tawn Year 1 g Action Team
Tourism & 11 Pilot 1 experience-based promaotion or event focused on creating a curated, exclusive experience to connect the Year 2 5 TCDA
Promotion : affluent customer base with local businesses, destinations, and attractions.
Economic : o ] :

Vitality 4.1 Implement business compatibility assessment program for partnership matching NOW 5 NTC
Econamic _ I -

Vitality 4.1 Launch menthly partnership facilitation workshops for collaboration development Year 1 3 NTC
Economic : 3 ) NTC & legal

Vitality 4.1 Create collaboration agreement templates for different partnership types Year 1 % advisors
Economic ; S - NTC & business

Vitality 4.1 Develop seasonal partnership coordination for workforce and resource sharing Year 1 3 iy
Econamic ) L ) NTC & tourism

Vitality 4.1 Establish package development support for comprehensive visitor experiences Year 1 3% T
Econamic q : " NTC & Placer

Vitality 4.2 Megotiate temporary use agreement for former fire station programming NOW - County
Econamic y " " NTC & local

Vitality 4.2 Launch pop-up vender program for rotating retail, foed, and service vendors Year 1 ) vendars

$ Tactical/low-cost strategies
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Implementation
Support

Jumpstart action from the plan by

Once we have identified the starting point
through the plan, we help you get a jumpstart
on taking action.

We hold your hand through the
Implementation process.

Give you confidence and help you see results.

Templates & Training
Providing Examples
Connecting to Partners

Troubleshooting

Facilitating local action




