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WELCOME  

Welcome to the Main Street family! 

Wisconsin was an early adopter to the National Main Street Program, establishing a 

formal statewide Main Street program in 1987. More than 70 communities have participated in 

this program over its 31-year run. In 2012, the Connect Communities program was started, creating an 

expanded statewide network of community leaders dedicated to improving and enhancing downtowns 

throughout Wisconsin. More than 115 communities large and small have participated in this program 

since that time. 

WEDC believes that downtowns and urban commercial districts play an important role in the local and 

statewide economy, functioning as prominent employment and business centers as well as the historic 

and cultural center of a community. Successful neighborhoods and districts don’t just happen, but need 

to be planned and nurtured, with interest and action from the many stakeholder groups who share a 

vision for the future of the community.  

This toolkit is designed to provide a set of instructions, references and resources to help local partners 

leverage the unique assets of their communities to promote economic vitality. Designed for 

communities just getting off the ground with revitalization programs, as well as those interested in 

moving to the next level of achievement, the toolkit highlights financial resources and technical 

assistance, as well as providing instructional checklists and examples of commonly used materials. We 

hope you will find it useful and look forward to seeing you at future education and networking events.  

Sincerely,  

WEDC Main Street, Business & Community Development Team 

 

 

 



 
 

 



 
 

 

GETTING STARTED IN CONNECT COMMUNITIES 

Successful applicants to the Connect Communities or Main Street programs have demonstrated the 

desire and ability to facilitate community development. We recognize that all communities are unique, 

and that local stakeholders best understand the economy and drivers within their own community. Our 

downtown development programs provide additional tools, resources, technical assistance and 

networking to communities interested in advancing economic and community development at the local 

level. This guidebook includes several sections which highlight potential ideas, initiatives, tools and 

resources associated with; downtown, business park and neighborhood revitalization and development. 

Each section includes a checklist of common initiatives and activities, an overview of strategies and 

techniques for communities to explore, examples and best practices which can be employed locally, 

and a list of additional resources available.  

Participation in the Connect Communities and Main Street programs does require annual reporting on 

local activities and achievements. Sample progress tracking forms are provided in the appendix and 

may be used to monitor accomplishments throughout the year. Capturing and tracking this information 

on an ongoing basis will make reporting easier and more accurate, providing valuable information 

which can be used to demonstrate the strength of your market and attract businesses and investors. 

Sample work plan documents are also included in the appendix which can be used to plan initiatives for 

the year, considering grant deadlines, event dates and other local activities.  

Participants in our downtown development programs are eligible to take advantage of the following 

opportunities and assistance:  

- A kickoff visit from your WEDC Regional Economic Development Director and/or Main Street 

Staff to tour your community, meet with local leaders, understand local goals, and provide 

guidance and feedback on economic development initiatives. 

- Annual visits from WEDC Regional Economic Development Director and/or Main Street Staff to 

discuss progress to date, program goals and recommendations for additional resources, 

partnerships or solutions. 

- Invitations to each of three annual Main Street Workshops, covering a variety of downtown 

revitalization topics. 

- Invitations to participate in each of four regionally hosted roundtable forums, covering topics of 

interest to the group at large.  

- Invitations to quarterly webinars and discussion calls on downtown revitalization and 

organizational and funding topics.  

- Information on partner activities, opportunities and events of interest to community 

development, such as conferences and trainings hosted by the Wisconsin Downtown Action 

Council, University of Wisconsin Extension, Local University Professors/Students, National Main 

Street Center and others.  

- Access to online communication platform (Chatter) which allows communities and WEDC staff 

to post and respond to questions, comments or suggestions by other Connect Communities 

participants.  

- Ability to nominate local individuals, companies and projects for recognition at the Main Street 

Awards program (Annually each April) 

Main Street programs will have access to additional technical assistance and resources provided by 

Main Street staff and consultants on an as-needed basis to facilitate local initiatives and goals.  

 

 



 
 

 

Regional Economic Development Director Territories 

 

 

 

For a complete list of Regional Economic Development Directors please visit  
https://wedc.org/programs-and-resources/regional-economic-development-directors/ 

 

https://wedc.org/programs-and-resources/regional-economic-development-directors/
https://wedc.org/programs-and-resources/regional-economic-development-directors/
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GETTING STARTED 

Moving your economic development program beyond the startup phase 

to an established organization with a proactive work plan and vision takes 

time and effort. Fortunately, Wisconsin has many communities which have 

successfully made this transition. WEDC’s Business and Community Development 

team has a significant number of resources and best practices to help your organization take steps 

toward becoming a permanent and sustainable downtown or economic development organization. This 

chapter provides an outline of steps, partners and processes that will need to be completed in order to 

make this transition. In addition to the resources and checklists included in this section, many WEDC-

sponsored workshops, roundtables, webinars and conference sessions cover topics of great interest to 

new and emerging downtown organizations, including strategic planning, committee work planning and 

volunteer development. Attending these sessions and reaching out to other program communities will 

also provide a great foundation for successful revitalization planning and implementation. 

Because downtown revitalization is the primary focus of the Main Street and Connect Communities 

programs, this guide uses the Main Street™ Approach as a foundation for discussing economic 

development activities. This approach traditionally refers to a non-profit and community-based effort, 

and therefore refers to a director and board of director structure when discussing the organization of 

economic development efforts. However, the approach can be successfully adapted and utilized by 

non-profits, municipalities or other entities to further economic development objectives.  

 

  

  

  

  

  

 

 

 

 

  

 

 

 

 



 

 
- 2 - 

 



 

 
- 3 - 

 

CONNECT COMMUNITIES CHECKLIST 

As you get started in the Connect Communities program, make sure to take the time to complete the 

following. If your program has been in existence for some time, it’s a good opportunity to take a step 

back and revisit or update some of the basic information on your district and program. 

1. __ Identify primary program contact and at least 4 additional participants (these individuals will 

have access to the online list serve and receive communications.) 

2. __ Send in your registration form and payment to WEDC. (Main Street and returning Connect 

Communities will receive an annual contract each July) 

3. __ Contact your Regional Economic Development Director or Main Street Staff to schedule a 

kickoff visit.   

4. __ Hold a town-hall type of meeting to help educate the public about downtown revitalization. 

Talk with the local media and invite them to attend. WEDC staff would be happy to participate, 

answer questions and/or make a presentation. This is a great venue to solicit participation 

from the community for specific programs. 

5. __ Set a vision and goals for your organization. Your vision should reflect a long-term (20-year) 

objective, with measurable goals for short-term tasks (say, 1, 3 and 5-year goals). If your 

program is just getting started, you may also want to add 90-day tasks to provide visual and 

measurable signs of progress to stakeholders. 

 

6. __ Set up a document and system for tracking progress on local economic benchmarks (you will 

be required to report annually on changes in downtown businesses, jobs, investment, etc.) as 

well as on progress toward local goals. Sample tracking sheets are included in the appendix. 

 

7. __ Join the online Chatter group and/or follow Wisconsin Main Street on Facebook and ask 

questions/share experiences with other communities.  

 

8. __ Conduct a series of business visits to understand your local business owners, goods and 

services offered, individual talents and common challenges. Determine business ownership 

structure, number of years in business, and any major concerns they have about their 

business, space, or the community as a whole.  

 

9. __ Establish local communication channels to inform businesses about upcoming programs and 

projects and to promote program achievements. Hard copy or e-newsletters, utility mailers or 

social media are all great tools for communicating with the community at large. Make sure 

everyone knows what you are trying to achieve and how they can get involved. 
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THE FOUR POINTS OF MAIN STREET 

 

 

 

 

 

 

 

 

The four points work together to create a strong whole, rather than each group working independently. 
Focusing solely on one element such as design (perhaps in the form of façade improvements), without 
also cultivating a sustainable business mix or marketing the district to customers is unlikely to be 
successful, just as a marketing campaign might bring people to town, but won’t cause them to linger or 
return without a pleasant environment and businesses to patronize. Most revitalization projects will 
incorporate more than one of the four points, including individuals with multiple perspectives and with 
objectives benefitting the community from multiple aspects.  
 
While it is common for organizations to feature one committee focused on each of the four points, it is 
increasingly the case that individual work groups are formed to focus on larger projects, with each 
group considering ways to incorporate each of the four points into each initiative. For instance, the wine 
walk project team will focus on organization (recruiting and thanking volunteers), promotion (marketing 
the event to target demographics), economic vitality (involving businesses and ensuring that they have 
the opportunity to market to participants, collecting information on participants/event impact) and design 
(incorporating artists at each stop, introducing temporary design elements such as lighting or luminaries 
along the wine walk path). 
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THE MAIN STREET APPROACH 

 

Main Street™ is a philosophy, a program, and a proven comprehensive approach to downtown 

commercial district revitalization.  This approach has been implemented in more than 1,400 cities and 

towns in 40 states across the nation with the help of the National Main Street Center and statewide, 

countywide and citywide downtown revitalization programs. 

The success of the Main Street™ approach is based on its comprehensive nature.  By carefully 

integrating four points into a practical downtown management strategy, a local Main Street™ program 

will produce fundamental changes in a community's economic base: 

Organization  involves building a Main Street™ framework that is well represented by business 

and property owners, bankers, citizens, public officials, chambers of commerce, and other local 

economic development organizations.  Everyone must work together to renew downtown.  A strong 

organization provides the stability to build and maintain a long-term effort. 

Promotion  creates excitement downtown.  Street festivals, parades, retail events, and image 

development campaigns are some of the ways Main Street™ encourages customer traffic.  Promotion 

involves marketing an enticing image to shoppers, investors, and visitors. 

Design  enhances the attractiveness of the business district.  Historic building rehabilitation, street and 

alley clean-up, colorful banners, landscaping, and lighting all improve the physical image of the 

downtown as a quality place to shop, work, walk, invest in, and live.  Design improvements result in a 

reinvestment of public and private dollars to downtown.  

Economic Vitality  involves analyzing current market forces to develop long-term solutions.  Recruiting 

new businesses, creatively converting unused space for new uses, and sharpening the competitiveness 

of Main Street's traditional merchants are examples of Economic Vitality activities. 
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THE EIGHT PRINCIPLES GUIDING SUCCESSFUL 
REVITALIZATION PROGRAMS ARE: 

 

1. Comprehensive.  A single project cannot revitalize a downtown or commercial neighborhood.  An 

ongoing series of initiatives is vital to build community support and create lasting progress. 

2. Incremental.  Small projects make a big difference.  They demonstrate that "things are happening" 

on Main Street and hone the skills and confidence the program will need to tackle more complex 

projects. 

3. Self-Help.  The State can provide valuable direction and technical assistance, but only local 

leadership can breed long-term success by fostering and demonstrating community involvement and 

commitment to the revitalization effort. 

4. Public/Private Partnership.  Every local Main Street™ program needs the support and expertise of 

both the public and private sectors.  For an effective partnership, each must recognize the strengths 

and weaknesses of the other. 

5. Identifying and Capitalizing on Existing Assets.  Unique offerings and local assets provide the 

solid foundation for a successful Main Street™ initiative. 

6. Quality.  From storefront design to promotional campaigns to special events, quality must be instilled 

in the organization. 

7. Change.  Changing community attitudes and habits is essential to bring about a commercial district 

renaissance.  A carefully planned Main Street™ program will help shift public perceptions and practices 

to support and sustain the revitalization process. 

8. Action Oriented.  Frequent visible changes in the look and activities of the commercial district will 

reinforce the perception of positive change.  Small, but dramatic, improvements early in the process will 

remind the community that the revitalization effort is underway. 
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REVITALIZATION PROGRAM PARTNERS 

 

The local revitalization program must involve groups throughout the community to be successful.  

Different groups have different interests in the downtown.  And, while each may have a particular focus, 

all groups ultimately share the common goal of revitalizing the commercial district.  By involving a broad 

range of constituents in the process, the downtown program can help each group realize that this 

common goal exists and that cooperation is essential for successful revitalization.  Furthermore, by 

identifying each organization’s greatest strengths, the downtown program can help focus that group’s 

energy in the areas where it will be most effective and have the most to contribute.  Groups typically 

represented and involved in successful local downtown revitalization programs include: 

Retail & Service Sector Business Owners 

Retail and service sector activity is an important part of the downtown’s economic base; consequently, 

business owners have a vested interest in the success of the downtown revitalization program.  

Retailers are often most interested in, and the most valuable contributors to downtown promotional 

activities, though their involvement in other downtown activities can also be beneficial. 

Property Owners   

Since they literally own the downtown, property owners have a direct interest in the downtown 

program’s success and often become active participants in the revitalization process.  Absentee 

owners, though, may show little or no interest in the program, nonetheless, they should be kept 

informed about revitalization activities and, as the program develops greater competency in directing 

downtown’s economic growth, should continue to be invited to take part in its projects. 

Chambers of Commerce   

The chamber of commerce is an important player in most downtown revitalization programs because of 

its interest in the community’s commercial development.  The chamber can help the downtown program 

by providing liaison with local and regional economic development agencies, helping businesses 

expand, recruiting new businesses and sharing information resources.  Remember, though, that the 

chamber must be concerned with community-wide development.  Focusing too much on the downtown 

can contradict its direct mission. 

Financial Institutions   

Local financial institutions benefit from a revitalized downtown in many ways, from making new 

business loans to being able to attract new industry to the community.  Banks and credit unions can 

support the revitalization program by helping package loans, taking part in interest buy down and other 

financial incentive programs, providing leadership and seeking innovative ways to stimulate downtown 

economic development.  Many financial institutions also find that participation in the local downtown 

revitalization program helps satisfy their directives under the Community Reinvestment Act. 
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Consumers   

In many ways, consumers stand to benefit the most from a revitalized downtown offering goods and 

services that meet their needs.  Many local consumers who may not belong to an existing community 

organization will still be interested in participating in the revitalization effort and in helping make the 

downtown - and the community - a livelier place to be. 

 

City and County Government   

Without the support and involvement of local government, it is doubtful that a downtown revitalization 

program will achieve long-lasting success.  Local government can help provide the financial and 

information resources, technical skills and leadership to the revitalization effort.  Because local 

government plays a major role in directing the community’s economic growth, it must be an active 

participant in restructuring the downtown’s economic base and developing innovative solutions to 

downtown issues. Local utilities can also be a key ally, both as an investor and marketing partner. 

Media   

Downtown revitalization means creating new jobs, generating new investments and bringing more 

money into the community - all newsworthy activities.  Thus, the media are usually major supporters of 

a downtown revitalization effort.  In addition to publicizing the local program’s successes, media can 

provide information about local market characteristics to help the revitalization effort find better ways to 

meet consumer needs. 

Regional Planning Commissions and Economic Development Organizations 

These groups can provide the local downtown program with market data and other technical 

information about the downtown’s market area.  They can also help the program identify resources and 

establish relationships with regional, state and national economic development agencies. 

Historic Societies and Historic Preservation Organizations   

These groups can contribute expertise in local history, preservation technology and related fields to the 

downtown revitalization program. 

Civic Clubs   

By taking part in the revitalization program, civic clubs can help improve the community’s quality of life 

and make the downtown a more pleasant and vibrant place for community activities. 

Schools   

Schools can contribute to successful downtown revitalization in several ways.  First, by involving young 

people in the revitalization process, the downtown program can reach a segment of the community that 

may not be familiar with downtown.  Second, they can help students become positive contributors to 

the community’s quality of life.  Finally, by giving students opportunities to use their academic skills in a 

“real world” environment, they can help the downtown revitalization effort implement programs and 

activities. 

Source: National Main Street Center 
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POTENTIAL FUNDING SOURCES   

CITY GOVERNMENT 

City government can be a partner in funding basic operating expenses and often also contributes 

dollars to specific downtown projects.  Basically there are two funding pots from which you can solicit 

money from city government: the general fund, and special dedicated funds.  Within these funds the 

city government has a certain amount of money that must be allocated for particular projects.  For 

instance one special dedicated fund is made up of money from gas taxes.  This money must be 

allocated to street projects.  City dollars can be applied to downtown management, public 

improvements, public facilities, technical assistance, and possibly promotions. 

MEMBERSHIPS 

Fees paid for membership to an organization can be a source of funding for most all aspects of 

downtown revitalization.  In order for membership dues to be a strong source of funding for a program, 

a well-thought-out strategy and campaign must be administered.  This form of fundraising is ongoing 

and can only succeed with a good chair to spur the board on.  Follow-through is essential to a good 

membership campaign. Be sure to consider individual as well as corporate memberships when 

developing your rate structure. Individuals may not be willing to contribute as much dollar-wise, but can 

be a strong source of free public relations.  

CORPORATE DONATIONS 

Corporate donations may be distinguished from membership dues primarily by the size of contribution.  

Many corporations have actively supported commercial revitalization efforts through donations of 

money, services, and equipment.  And, most look upon donations to social and economic development 

causes as investments in the community.  Their willingness to give will be directly proportional to their 

existing or future corporate presence in the community.  A corporation will typically evaluate a donation 

in terms of return on investment (usually in terms of dollars, publicity, human betterment, or economic 

growth).   

BUSINESS IMPROVEMENT DISTRICT (BID)  

A BID is a local self-help funding mechanism authorized by state law that allows businesses and 

property owners within a defined area to establish a special assessment district.  Funds raised can be 

used to provide management, services, facilities, and programs to the district.  Setting up a BID 

requires a lot of effort and time to put together, and are usually very politically sensitive.  The UW-

Extension has put together an extensive resource guide for starting a business improvement district, for 

more information check out the website at https://lgc.uwex.edu/business-improvement-districts-bids/ 

FUNDRAISING EVENTS 

Fundraising events are a good source of revenue for downtown management, promotions, public 

improvements, and public facilities.  They differ from special events in that they occur regularly, they 

are conceived and run like a business, and they are regarded as a business venture by the sponsoring 

organization.  The whole purpose of putting on a fundraiser is to make money, therefore it is critical that 

goals, plans, and budget are thoroughly worked out, or the fundraiser may end up being much less than 

profitable.  

https://lgc.uwex.edu/business-improvement-districts-bids/
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PRODUCT SALES 

A budget can be subsidized by selling products related to the organization, community, or promotion.   

Some examples of these are t-shirts and sweatshirts, posters, specialized game boards, and bricks for 

streetscape projects.  Product variety is only as limited as the imagination.  Before going into special 

product sales, there must be a well-thought-out plan in place for actually selling the items.  Don’t 

depend on product sales to make ends meet. Also, explore options and considerations associated with 

sales tax collection and reporting BEFORE you start selling.  

SPONSORSHIPS  

Sponsorships are a good source of funding for special events and promotions.  Suppliers of many of 

the products used in special events as well as media are willing to donate a portion of their product to 

be listed as a sponsor of the event.  Like corporate donations, potential sponsors evaluate such 

contributions in terms of return on investment.   Businesses seldom sponsor anything from a totally 

philanthropic viewpoint. 

RETAIL FEES 

Retail or “In” fees are paid by the primary beneficiaries of a particular promotion or group of promotions.  

Usually the promotion is thought of, a budget is developed, and then a fee is determined by dividing the 

total budget by the projected number of participants. Ads within downtown directories, or in visitor 

guides distributed at area hotels are good examples, although any ongoing promotion could be funded 

in this manner.  

FOUNDATION DONATIONS 

Foundation donations are grants given by foundations to aid social, educational, charitable, religious, 

and other activities which serve the common welfare.  Foundations are non-governmental, nonprofit 

organizations which, primarily through investment of their assets, have produced income that is 

awarded as grants.  Foundations generally have restrictions concerning what they will and will not 

support.  In order to qualify for a foundation grant you must be a tax-exempt organization recognized by 

the IRS.  Foundation grants can be used to fund public improvements, public facilities, technical 

assistance, promotions, and downtown management depending on the purpose, activities, and area of 

interest of the foundation. 

ROOM TAX 

A hotel/motel/lodging tax is similar to sales tax.  It is a tax that has been imposed on hotel/motel room 

rental through a city ordinance.  The hotel/motel tax ranges from 4-8% and is managed by a tourism 

committee at the City level.  This entity provides funds to local marketing efforts, events or activities 

which promote tourism with an emphasis on generating additional overnight visitors.   

VOLUNTEERS 

Volunteers are an often overlooked means of funding many commercial revitalization projects.  

Volunteers can provide many services which might otherwise require cash resources well beyond the 

means of the organization.  Volunteers might sell spots in a coordinated advertising campaign; they 

might provide part-time office help or clerical support; volunteers might help solicit donations and 

memberships; they might help paint a building or sweep a sidewalk, prepare a financial statement or 
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submit a tax return, design a logo or print the newsletter.  Given correct motivation and correct 

management, volunteers can do almost anything.  

SERVICE FEES 

Service fees are a common source of funds for many nonprofit organizations, but are not often used in 

the commercial revitalization field.  Service fees might be generated for professional services such as 

commercial building design assistance, parking management or enforcement, property management, 

real estate negotiation or packaging, retail promotion packaging, advertising, or business recruitment.  

Service fees are a dependable and self-perpetuating source of income, but can be deceptive.  Many 

nonprofit organizations have started profit producing services to subsidize their basic mission driven 

projects, only later to learn that the services were not actually producing income, but sapping the 

resources of the organization. 

SUBSIDY FROM PROFITABLE BUSINESS 

A number of very entrepreneurial nonprofit organizations have started for-profit arms to make money 

and subsidize their basic programs.  Examples related to a commercial revitalization effort might 

include a real estate development company subsidizing a commercial district management nonprofit, or 

a nonprofit leasing its real estate to for-profit businesses to generate income to support the nonprofit’s 

activities.  Subsidies from profitable businesses can be another source of ongoing and dependable 

operating support, but should be viewed with similar cautions to income service fees. 

TAX INCREMENT FINANCE (TIF) 

Tax increment finance, or TIF, is a common economic development tool available to municipalities. 

There are various kinds of TIF districts, but they all operate by utilizing future increased tax revenues 

resulting from new development or enhanced property values to fund projects that support economic 

growth and expansion. Common examples of TIF-eligible expenses include infrastructure upgrades or 

expansion, flood mitigation, streetscape projects, and land write downs for development. However, the 

amount and type of projects which can be funded will depend on the boundaries and project plan for 

the TIF district in question.  
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STRATEGIC PLANNING 

The goal of a strategic planning session is to identify the overall mission or vision for the organization, 

and to establish a set of goals that the organization will work towards. This is typically established 

through a facilitated brainstorming session.  

Example downtown mission statement & goals:  

Mission Statement: The mission statement has one clear and simple message; it states the 

purpose of the organization.   

Example: The purpose of the Kruppopolis Downtown Development Association is to develop 

and promote a healthy and prosperous downtown within the context of cultural and historic 

preservation. 

Goals: The goals are more specific statements of purpose, which can be clearly divided into a 

committee structure.  Usually it is best for each committee to have only one goal.  This goal 

should reflect the general purpose or mission of the committee. 

Example: Goal for the Board of Directors and Organization Committee - Provide effective 

centralized management of the downtown and increase involvement in the program. 

Example: Goal for the Promotion Committee - Promote the downtown as the community's 

social, cultural, and economic center. 

Example: Goal for the Design Committee - Encourage visual improvements through good 

design compatible with historic features. 

Example: Goal for the Economic Vitality Committee - Strengthen and broaden the economic 

base of downtown. 

Issues: Issues are typically classified as “problems” or “unmet opportunities”.  They are not 

usually focused on just one activity, but tend to be broader, encouraging a number of possible 

activities. 

Example: There aren’t enough things for kids to do downtown. 

Objectives: Objectives are specific statements of how a goal will be reached.  They usually 

outline the major areas of responsibility for committees.  Objectives give structure to the 

numerous activities undertaken and help explain why a specific activity has been chosen. 

Objectives are usually issues that have been turned into positive action statements.  Objectives 

might also be measurable.   

     Example: Provide [at least two] more activities for children in downtown.  
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SHORT TERM ACTION PLANNING 

Action Plans, or Work Plans, build off of the organizational strategic plan by identifying activities and 

tasks that need to be undertaken to accomplish the larger goals and objectives. Committees or project 

work groups may want to reflect on the elements of the strategic plan which fall within their scope of 

activities, and brainstorm possible activities which will influence these factors. The group can then 

identify the top three most important or influential activities and create timelines and tasks for 

accomplishing these items. Each task will need to be assigned to an individual who will be responsible 

for completing it, and a deadline and budget within which it will need to be accomplished.  

Examples of a committee or work group action plan include:  

Activities: Activities are specific projects that have an identified timeframe.  When completed, 

they are usually recognized as tangible accomplishments, such as an Easter parade or building 

inventory. 

Tasks: Tasks are specific steps required to complete an activity. 

Step 1.Goal setting / work plan session for Board of Directors (plan 4 to 5 hours to complete). 

- List issues at random. 

- Determine what area of concentration each issue fits under (organization, 

promotion, design, Economic Vitality, and possibly parking).  Group them 

together, and then delete duplicates.  Note that the areas of concentration are 

reflective of the Main Street™ committee structure.  

- Determine priorities.  Remove the rest of the issues. 

- Create objectives.  Each objective statement should begin with an action verb. 

- Create a goal statement for each committee based on the objectives--the 

organization "stuff" usually falls to the board or a subcommittee of the board. 

- Create an overall mission statement to guide the organization, use the committee 

or work group goal statements as a reference (if a mission statement has already 

been created, check it against the committee goals to see if it is still reflective of 

what the organization is working towards accomplishing). 

Step 2. The Board of Directors should come up with a list of potential committee or work group 

members based on the objectives for each group. 

Step 3. Work Group/project team "activity planning" brainstorming session (takes about 2 

hours per committee). 

- List possible activities under each objective. 

- Determine priority activities for each objective. 

Step 4. Group "action planning" session (takes 2 or 3 hour-long meetings to complete). 

- Discuss possible timelines for each priority activity (i.e. when should this be 
started and how long will it take from beginning to end). 
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- Complete an “action plan” for each priority activity in which planning will need to 

begin within the next two-three months.  

- Fill out a “timeline” sheet.  Put all priority activities from the committee 

somewhere on the form.  Think about what the workload will mean for those 

implementing activities -- is it realistic?  Adjust as needed.  The Board of 

Directors should approve the finished timeline. 

Step 5. Refer back to your completed timeline sheet at each group meeting.  The committee or 

task force responsible for an upcoming activity should fill out an “action plan" as each 

activity draws nearer.  If the activity has a completion deadline, scheduling from the 

deadline backwards may prove useful.  Plan for "Murphy's Law"! 

 

 

 

 

 

 

 

 

 

 

 

Community meetings and walking 

tours are two ways to get new 

perspectives and ideas to kickstart 

revitalization activities.  
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ASSIGNING ROLES AND RESPONSIBILITIES  

Responsibilities of Committee/Work Group Members: 
• Commits to at least one year of service 
• Commits to monthly meetings/ and to subcommittee meetings if appropriate 
• Works 3 to 5 hours per month outside of meetings 
• Attends all training sessions 
• Reads selected orientation materials 
• Learns about the Main Street™ Approach to downtown revitalization 
• Recruits/orients new members 
• Prepares in advance for meetings 
• Cooperatively drafts an annual work plan 
• Takes responsibility for projects 
• Always presents the organization positively to the public 
 
Roles of a Committee/Work Group Chair: 
• Recruits members 
• Runs meetings 
• Organizes work plans and keeps the group "on-track" with work plans 
• Forges consensus 
• Is a spokesperson on behalf of the committee to the board and vice versa (This doesn't mean the 

chair has to be a board member.  Programs should have board representation at the committee level 
to be a two-way conduit of information.) 

• Works to coordinate projects with staff 
• Does the “paperwork", including minutes, work plans, evaluations and committee records 
 

Qualities of an Effective Chairperson: 
• Understands and teaches others about the Main Street™ Approach 
• Has a genuine desire to lead the committee and make great things happen 
• Has strong organizational skills 
• Is a team player! 
• Enjoys learning 
• Enjoys managing people and projects 
• Facilitates group discussion 
• Makes sure meeting agendas stay on track  
• Maintains a positive attitude that inspires and encourages others 
• Respects other people’s viewpoints and skills 
• Can manage diverse personalities and conflicts 
• Communicates the committee’s goals and progress to members and the public 
• Displays integrity, self-confidence, persuasiveness, decisiveness, and creativity 

 

If your organization has a director, this individual will have specific coordinating duties. If you 

do not have a director, these duties will fall to the president, with some duties delegated to 

committee chairpersons. Duties of the president/director include: 

• Coordinating volunteers to accomplish activities of the downtown revitalization program  

• Managing administrative aspects of the program 

• Developing, in conjunction with the board, appropriate downtown revitalization strategies 
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• Developing and conducting, in conjunction with the board and organization committee, ongoing public 

awareness and education programs 

• Assisting business and property owners with business and property improvement projects 

• Encouraging a cooperative climate with other downtown or community organizations 

• Helping to build productive relationships with appropriate public entities 

• Developing and maintaining a data system to track the progress of the local program 

• Serving as an advocate for downtown issues at local and state level 

• Working toward developing skills as a downtown management professional 

 

Related to each of these major functions, the Executive Director has several additional areas of 

responsibility, including; 

 

• Coordinating activity of revitalization program committees  

  - Ensure communication is established  

  - Assist with implementation of work plan  

  - Provide ongoing volunteer support and encouragement 

 

• Managing administrative aspects of the program  

  - Record-keeping and accounting (jointly with the treasurer) 

  - Budget development (jointly with board and/or president and treasurer) 

  - Purchasing 

  - Preparing and filing reports 

  - Filing legal documents (jointly with board and/or president and secretary)  

  - Supervising other regular or contractual employees 

 

• Developing, in conjunction with the board, appropriate downtown revitalization strategies 

  - Identification of unique assets and resources 

  - Identification of concerns and issues 

  - Development of a work plan that focuses on all four points of the Main Street™ Approach 

 

• Developing and conducting, in conjunction with the board and subcommittee of the board, ongoing  

 public awareness and education programs 

  - Fostering public understanding of the downtown revitalization program's mission and goals 

  - Keeping the program in a positive light in the eyes of the public 

  - Developing a cooperative relationship with the media 

  

• Assisting business and property owners with business and property improvement projects 

  - Providing ongoing communication, advice, and guidance 

  - Coordinating consulting services of the state or local program 

  - Personal consulting or finding additional professional consultation as appropriate 

  - Acts as liaison between the property/business owners to promote Main Street programs and 

resources (such as Kiva matching loans or business assistance workshops/trainings) 
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• Encouraging a cooperative climate with other district or community organizations 

  - Building opportunities for partnership with the local chamber and other economic development       

organizations 

  - Identifying and maintaining contact with other key downtown/neighborhood organizations 

 

• Helping to build productive relationships with appropriate public entities 

  - Developing and maintaining relationships within city government 

  - Identifying and maintaining contact with other important public entities (elected and staff) 

 

• Developing and maintaining a data system to track the progress of the local program 

  - Economic investment 

  - Building inventories 

  - Photographic documentation 

  - Job creation and business retention 

  - Sales tax data 

  - Volunteer participation 

  - Filling out the State’s online monthly reporting system 

 

• Serving as an advocate for downtown issues at the local and state level 

  - Familiarity with, and understanding of, local concerns and issues 

  - Speaking effectively on the program’s goals, issues, and results 

  - Working to improve public policy relating to issues affecting downtown  

 

• Working toward developing skills as an organization management professional 

  - Taking advantage of training opportunities provided through the state program 

  - Identifying other opportunities for personal and professional growth 

  



 

  

 
- 18 - 

 

DESIGNING WELL-ROUNDED COMMITTEES/WORK GROUPS 

Project teams of a revitalization program using the Main Street™ Approach are typically made up of 

five to seven people who meet at least once a month to plan and prepare activities or complete 

projects. These activities usually create additional demands for time and volunteers.  The group should 

consider forming task teams to involve others in the effort for specific projects and activities. 

 

Organization: 

Likely candidates are: 

___ downtown merchants ___ downtown property owners  

___ residents ___ civic group volunteers 

___ media representatives ___ accountants 

___ volunteer specialists 
 
Promotion: 

Likely candidates are: 

___ merchants and employees ___ civic groups involved in the arts 

___ school board members ___ marketing/advertising professionals 

___ teachers of marketing or design ___ staff in advertising or tourism offices 

___ graphic designers and artists ___ people who want to be “part of the action” 

 

Design: 

Likely candidates are: 

___ architects ___ history buffs 

___ real estate agents ___ interior designers and florists 

___ contractors ___ graphic designers and artists 

___ downtown property owners  ___ architecture students 

___ city planners 

 

Economic Vitality: 

This committee needs a broad range of people to guide its development. Not only will you want people 

with a variety of technical and professional skills; but you will also want people with different working 

styles — some who enjoy working independently, some who are good number crunchers, some who 

are good at working out the details, and some who can see the big picture.  Likely candidates are: 

___ merchants ___ downtown property owners  

___ realtors/mortgage brokers  ___ consumers 

___ marketing professionals and teachers ___ developers 

___ stock brokers ___ business students 

___ the City’s economic development staff ___ Economic Development Council (EDC) staff 

___ Small Business Development Center  

 (SBDC) representatives  
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SUSTAINING YOUR ORGANIZATION 

Organizations have natural lifecycles. Most organizations, with or without staff, will need to transition 

executive directors and board presidents as well as signature activities, events and programs. Because 

downtown revitalization is a long-term strategy where it may take a decade or more to achieve desired 

results, organizational sustainability is an important concept. If done correctly, the tools to evaluate, 

evolve and reinvent the organization while retaining its core mission can be built into the framework, 

ensuring that transitions will be smoother when they do occur.  

Some best practices that you can adapt into your organization to ensure that it stays prosperous and 

effective into the future: 

• Have term limits. Knowing that you will have a successor maximizes productivity and 

accountability.  

• Update your work plans, job descriptions and other documents annually. This will help 

identify areas of overlap or potential gaps in cross training, and is critical in the case of 

organizational succession.  

• Actively solicit help. Whether for events or 

specific tasks, the organization should be proactive 

in recruiting and retaining individuals with a wide 

range of skill sets and backgrounds. In addition to 

maximizing internal capacity, this keeps the 

organization in touch with the community and 

creates a diverse marketing team. 

• Regularly meet and coordinate with partner 

organizations. This can take the form of a 

coordinated board retreat or as part of an annual 

planning discussion. Understanding the vision and 

work plan of partner organizations will allow each 

organization to focus on its core mission, 

eliminating competition for funds.  

As part of the annual strategic and work planning process, 

the board should revisit its core audiences, and identify a 

core value that they are providing to each group. As the 

makeup of businesses in the downtown changes and local demographics or customer preferences 

change, these value propositions may also need to adapt to ensure that the organization remains 

relevant in the community.  

In the downtown development world, it is often the loss of a major funding source which results in the 

death of an organization. This can happen when an organization has ceased to demonstrate value (real 

or perceived), or when competing interests are able to divert funds to a new crisis or fad. To avoid this, 

Main Street organizations should strive to diversify their funding, and to continually demonstrate 

program impacts from the perspective of all funding entities (i.e. property tax increase for municipalities, 

increased pedestrian traffic, event attendance and residential density for businesses). Established 

organizations often achieve additional longevity by contracting services with other partners within their 

geographic area (i.e. snow removal for the City, marketing or event planning for the Chamber, 

residential outreach for housing entities). These type of relationships provide both funding and 

credibility for the organization. 
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MEASURING SUCCESS 

 

As with any organization or initiative, it is important to be able to measure and track the success of the 

organization. Demonstrating measurable success is a critical first step to receiving and maintaining 

funding, whether from public or private sources. Additionally, the ability to tell a story about your 

organization’s successes helps volunteers feel that their time is valuable, and encourages businesses 

and community organizations to support, and participate in, local initiatives.  

Communities participating in either the Main Street or Connect Communities program are already 

required to track a certain amount of information about program success. If you are unsure as to how to 

begin to track program impacts, this information is a good place to start.  

Required Reporting Topics: 

• Number of businesses which opened in downtown 

• Number of businesses which expanded in downtown 

• Number of new jobs created in the district 

• Private investment in downtown (rehabilitation, renovation, development and property purchase) 

• Public investment in downtown (streetscape, grants/loans, public spaces and infrastructure) 

• Activities/events and training which occurred downtown (including attendance) 

• Volunteer hours dedicated to downtown 

The information included in the above topics will provide a good overall picture of the economic health 

of your downtown. Additionally, the information is fairly readily available, provided that a system is in 

place to track progress year-round. If you are unsure about how to obtain this information, the following 

points can help get you started:  

• First and foremost, ASK!!! Explain to the business or building owner why this information is 
important to your program.  

• Costs for public improvement projects are filed in the building/planning department. Obtain this 
monthly and at maximum of two months. 

• Permits for private improvements projects are on file in the building/planning department. 
Review the list against your notes, talk to building or business owner about the amounts. 

• Real estate transactions are public records and are kept on file at the county offices. 

• The mill rate can be found from your county assessor (ask for the city mill rate). 

• Have realtors provide MLS data monthly. Review the monthly transaction list of properties in 
your area.  

 

For long-standing organizations, it can be useful to measure historic trends in the community. This will 

help establish a baseline for conditions in the community as well as the ability to compare and contrast 

progress locally with conditions in other nearby communities or at the regional or state level. In addition 

to economic information, organizations can benefit from tracking other data related to the perception of 

downtown and quality of life type topics. This information can be used to change people’s perceptions 

of downtown, or highlight the impact of other specific programs. Some examples of data that is 

commonly tracked at the downtown (or center city) level include:  

• Number of housing units and residents 

• Number of businesses and jobs by industry 

• Traffic Counts (vehicle and pedestrian) 
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• Average rental rate for commercial, office and apartments 

• Website traffic/Facebook ‘likes’ 

• Number of prospective businesses assisted 

• Retail sales information 

• Demographics of workers and residents 

• Coupon use, ad views, etc. 

It is also important to have measurable outcomes for each of your organizations goals. It is difficult to 

demonstrate impact if the objective was not clear from the start. Each objective should have a 

mechanism for measuring success and tweaking future efforts. The below are examples of 

programmatic goals:  

• Increase social media reach by 10% 

• Grow volunteer base by 10% 

• Attract more families to 

events (add one event or 

event element that attracts 

families) 

• Increase pedestrian traffic 

(5% increase in foot traffic) 

• Expand programming (total 

of 150 event days 

downtown – include all 

programming) 

• Grow awareness of 

downtown amenities (50% 

in public survey aware of 

events/businesses) 

Some resources which can help 

locate and track this type of 

information are provided in the 

Additional Resources chapter of 

this document.  

Once information has been 

collected, it is important to 

distribute relevant information far 

and wide. Annual reports are a 

common method for distributing 

information to investors. More 

focused tools such as press 

releases, program flyers and 

infographics (example below) are 

all effective ways to communicate 

success with the broader public.  
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COMMERCIAL DISTRICT 
REVITALIZATION 

Although most individuals intrinsically recognize the overall importance of a healthy and vibrant 

commercial core to the local economy, these districts compete with a wide variety of economic 

development initiatives for local funding and investment. Fortunately, the benefits of downtown can be 

quantified in terms of economic impact on the larger community, and there are a wide variety of 

downtown revitalization activities which can be accomplished with limited funds. The Main StreetTM 

approach to downtown revitalization focuses on grassroots initiatives and local involvement to capitalize 

on downtown’s role as the center of the community. This section provides an outline of the Main 

StreetTM approach, speaking points for your organization to use in communicating the value of 

downtown to the broader community, and ideas for jumpstarting your revitalization program. 
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REVITALIZATION CHECKLIST 

Initiatives and activities commonly associated with successful revitalization programs.  

1. __ Determine your organization's boundaries/primary focus area.  Remember it's not an "in or 

out" issue -- it's a "where should we concentrate our efforts for maximum success".  Look for 

an area that represents a traditional central business district and center for socio-economic 

interaction that is characterized by a cohesive core of historic and/or older commercial and 

mixed-use buildings. 

2. __ Create a dedicated website or section of an existing website that will be dedicated to local 

economic development efforts. If your program includes multiple areas of focus, include 

separate sections for downtown, industrial park, etc.  

 

3. __ Create a master events calendar for the next year to aid in work planning and event 

scheduling. Create a Facebook page for your revitalization efforts, and related event pages for 

any major events planned throughout the year.  

4. __ Hold a specific district goal setting session with a broad group of stakeholders. If certain topics 

rise to the top of your town hall meeting, it may be useful to allow individuals to sign up for a 

committee at that time. Brainstorm a list of activities which help achieve the identified local 

goals (in the beginning, think "quality, effective, low-cost, and doable").  Be realistic in what 

you can accomplish, but also don't think too "small".  WEDC staff may be able to help facilitate 

and/or provide ideas to help refine work plans based on these ideas.  

5. __ Create a draft first-year budget based on the stakeholder input, then seek out funds from 

supporters for projects and programs.   

6. __ Conduct an inventory of all upper and lower floor spaces. Make a list of business names, 

offerings and operating hours, as well as all first floor vacancies, including rental rates/sales 

prices and contact information. For upper floor units, determine number and size of units and 

vacancy rate, as well as rental rates for any vacant units.  

7. __ Collect all existing regional press coverage and/or rankings of your community, local 

businesses, schools and attractions. Create a media section of your website featuring this 

information as well as a collection of photos of your community.    

8. __ Host a district business roundtable to identify key opportunities and challenges, define the 

local trade area and typical customer profile, and determine the type of education or 

assistance which would be most beneficial.  

9. __ Get press releases out to the media for free publicity. Make a date monthly or quarterly to 

identify press-worthy events or achievements and promote these activities.  Make sure to 

recognize major business anniversaries (identified in your business visits) as well as new 

business openings and other activity.  

10. __ Review local zoning and signage ordinances to ensure that   the desired type of 

improvements and businesses are encouraged and supported. Revise and update as 

appropriate to encourage high quality development and desired uses.
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WHY YOUR COMMERCIAL DISTRICT IS IMPORTANT 

In case some in your community need convincing, here are some good reasons why downtowns and 

urban districts are important to the overall economic health and well-being of your community.  

1.  Your central business district is a prominent employment center.  Even the smallest urban district 

employs hundreds of people.  Central commercial districts are often the largest employer in a 

community. 

2.  As a business center, your commercial district plays a major role.  It may even represent the largest 

concentration of businesses in your community.  It also serves as an incubator for new businesses - the 

successes of tomorrow.  

3.  Most of the businesses in your district are independently owned.  They support a local family who 

supports the local schools, etc.  Independent businesses keep profits in town.   

4.  The health of your urban district is a reflection of how your community sees itself—a critical factor in 

business retention and recruitment efforts.  When industry begins looking at your community as a 

possible location, they examine many aspects including the quality of life.  Included in quality of life is 

the vitality of urban districts — is it alive and viable, or does it represent local disinterest and failure?   

5.  Your district represents a significant portion of the community’s tax base.  If this district declines, 

property will decrease in value and subsequently increases the tax burden on other parts of your 

community. 

6.  The central business district is an indispensable shopping and service center.  Though it may no 

longer hold the place as your community’s most dominant shopping center, it still includes unique 

shopping and service opportunities.  Attorneys, physicians, accountants, and insurance offices, as well 

as financial institutions, are often located in central districts. 

7.  Your district is the historic core of your community.  Many of the buildings are historically significant 

and help highlight your community’s history. 

8.  Urban districts represent a vast amount of public and private investment.  Imagine the costs to 

recreate all the public infrastructure and buildings already existing in your central business district. 

Think of the waste of past dollars spent if historic districts are neglected. 

9.  A central business district is often a major tourist draw.  When people travel, they want to see 

unique places.  There isn’t a district like yours in the world! 

10.  Commercial districts are usually government centers.  Most likely it is where your city hall, county 

courthouse, and post office are located.  This “one stop” shopping for government services is a notable 

feature of urban districts across the country. 

11.  And, perhaps, most important, your district provides a sense of community and place.  As Carol 

Lifkind, author of Main Street: The Face of Urban America, said “...as Main Street, it was uniquely 

American, a powerful symbol of shared experiences, of common memory, of the challenge, and the 

struggle of building a civilization... Main Street was always familiar, always recognizable as the heart 

and soul of the village, town or city.” 

 

Edited from an article by Alicia Goehring, Wisconsin Main Street, 1998 
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IDENTIFYING ECONOMIC DEVELOPMENT PROJECTS 

Economic Vitality:  Economic Vitality strengthens your community's existing economic assets while 

diversifying its economic base. This is accomplished by retaining and expanding successful businesses 

to provide a balanced commercial mix, sharpening the competitiveness and merchandising skills of 

business owners, and attracting new businesses that the market can support. Converting unused or 

underused commercial space into economically productive property also helps boost the profitability of 

the district. The goal is to build a commercial district that responds to the needs of today's consumers. 

While the roles of organization promotions and design committees often seem straightforward, many 

ER committees struggle to identify the way that they can be most effective in influencing change in 

urban districts. In part, this is because Economic Vitality is a distinctly local task. The things that are 

most important in your community are different than those in other districts. The businesses, owners, 

real estate and economy that make up your district are unique, and the type of programs, assistance 

and strategies that will be effective in improving individual districts are also unique.   

The first step in identifying appropriate projects and programs is to define the key challenges facing 

your district. Some commonly identified issues include:  

• Businesses in need of marketing assistance 

• Businesses in need of succession planning assistance 

• Lack of businesses in certain categories (i.e. dining, shopping, service) 

• Limited information on local market, available properties 

• Too many or long-standing vacant storefronts 

• Presence of blighted properties or underutilized real estate 

• Lack of suitable real estate (spaces too large/small/dated) 

• Limited residents/workers in/around district 

• Limited knowledge of district business offerings in the community 

• Limited capture of regional visitors 

• Lack of gathering/event space 

Selecting the top three issues facing your district is a good first step in creating a valuable and impactful 

ER committee work plan. The next step is to identify short, mid and long-term strategies that address 

these specific issues. The following pages profile some typical initiatives and programs which address 

issues associated with three major economic drivers; business performance and mix, economic and 

market data, and real estate planning.  

Keep in mind that Economic Vitality activities tend to take a long time to produce results, making it 

important to incorporate a few initiatives that can provide assistance and activity in the near and mid-

term for the benefit of both businesses and customers. Additionally, the ER committee may identify 

ways to coordinate with and/or enhance events and promotions coordinated by other communities to 

maximize economic benefit to the district.  
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Business Assistance 

Purpose: To improve the business climate in your commercial district by providing strategic assistance 

to existing and prospective businesses.  

Sample Initiatives: 

• Business startup guide 

• Coordinated marketing program (identify businesses with similar customer profiles) 

• Business succession planning 

• Social media / merchandising / marketing training 

• Startup assistance, co-working space management 

• Shared space arrangements 

• City-wide/regional marketing/business partnerships (i.e. tourism destinations, employers) 

• Cash mobs, secret shoppers 

Market Information 

Purpose: To understand and distribute information on the local economy which promotes sustainable 

business and development opportunities and recruits owners or operators for locally supported uses.   

Sample Initiatives: 

• Local market profile (updated annually) 

• List of all district properties, values and lease rates 

• List of all district businesses and inventory lines (shopping & dining guide) 

• Available space listing (WITH prices – at least a starting point or range) 

• Property owner outreach, assistance 

• Business and property owner surveys (customer zip codes, occupancy costs) 

• Targeted recruitment outreach  

• Resident and employee surveys 

• Pedestrian counts, event vehicle counts, event/shopper surveys 

Real Estate Planning / Implementation 

Purpose: To increase access to, availability and function of district real estate through renovation, new 

construction or public space enhancements.  

Sample Initiatives: 

• Upper floor residential or office space conversion incentive 

• Utilization of vacant lots (pocket park, community garden, café seating) 

• Resident or employee parking program 

• Development planning for vacant or underutilized sites 

• Creating awareness of key sites (popup shops, display signs, email campaigns) 

• Streamlined lease templates, financial modeling 

• Shared purchasing programs (tuckpointing, etc.) 
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These activities (and many others in this guide) are things that can be accomplished locally with 

existing talent and resources, or by hiring an outside consultant. There are pros and cons to each of 

these approaches. If your group is contemplating moving forward with a major planning initiative, 

consider the following when deciding which approach is most appropriate:  

 

 Pros Cons 

Completing Study/Plan  

In-House 

- The process of developing 

the plan often provides 

valuable insights 

- Creates an opportunity to 

bring multiple groups 

together for the common 

good 

- Result is customized plan 

based on local 

needs/priorities 

- Frees up funds for 

implementation 

 

- Can be time consuming 

- Process may be drawn out  

- May not have expertise in all 

areas locally 

- Final plan may be 

susceptible (or perceived to 

be) to local politics 

 

Engaging Extension, RPC or 

Local/Civic Partner 

- Still requires local 

coordination of meetings, 

outreach 

- Focused on local and 

regional needs and 

resources, partnerships 

 

- Plan may be less robust, or 

may point to additional 

planning needed 

- May not be available for all 

types of 

projects/geographies 

 

Hiring a Professional 

Consultant 

- In some instances, grants 

may be available to fund a 

portion of the study  

- Creates credibility with 

outside investors 

- May bring awareness of new 

opportunities, resources or 

funding sources 

- Acknowledges larger trends 

and best practices 

 

- May reduce engagement 

from local groups 

- A defined scope is required 

to achieve desired results 

- Can be costly – studies and 

plans start at $10,000 and 

can cost as much as 

$50,000 
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UNDERSTANDING YOUR DISTRICT’S ECONOMY 

Each community has a unique mix of residents, businesses, visitors and property owners that influence 

the size and type of businesses which can be supported in the local economy. Understanding the 

opportunities and limitations presented by each of these groups can help focus efforts on strengths and 

opportunities that are most likely to succeed.  

Market Analysis 101 

A market analysis determines the current mix of businesses, goods and services available in the 

community with the size of the available customer base, including residents, workers and visitors. It 

also explores the competition which exists in the region for these same customer dollars, and/or the 

ability of local businesses to attract additional outside customers to the community for certain goods 

and services. Your community has several core customer groups, including;  

• Residents available full time (retired persons, stay at home parents, unemployed, live/work in 

community). 

• Commuting residents (residents who live in your community and commute elsewhere daily for 

work.  

• Workers (daytime employees that commute to your community on weekdays) 

• Residents from surrounding rural areas, as well as nearby communities with limited retail 

offerings.  

• Students, hospital patients, business visitors or other destination travelers, including event 

attendees.  

• Tourists, travelers on local arterials and other transient customers.  

Each of these groups has unique spending patterns, demand types and marketing avenues. 

Understanding the number and composition of each of these groups in your community is an important 

component of local demand.  

Step 1: Understand Your Market 

How far will people travel to shop in your community? When are they around? How much money do 

they have, and what do they prefer to spend it on? To determine this, you need to collect data from 

within your community as well as secondary sources. Key pieces of information, which can be 

combined with the results of business visits, your business inventory and surveys include: 

• Trade Area: Determine how far people typically travel to work or shop in your community. This 

geographic area will be used for the rest of the analysis. To find out how far people travel to 

shop, the best method is to ask a variety of local retailers where their customers come from. To 

determine how far and from which directions people will commute for work, visit the Census’s 

Labor Mapping Program at onthemap.ces.census.gov. Enter and confirm your location, perform 

an analysis, choose all employees, and select distance and direction.  

 

• Demographics & Spending: Visit locateinwisconsin.com, and search for buildings or sites 

within your community. From there, you can click on either consumer spending or 

demographics, modify the trade area to an appropriate size, and download spreadsheets on 

local market characteristics. You can also work with local real estate firms or economic 

developers to access custom demographic reports based on your trade area.  
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• Target Market Assessment: If it appears that there are certain business types which could be 

supported in your market but are not currently available, determine whether a new business 

could be supported, or if it is an opportunity to expand services or additional inventory at an 

existing business. Sizeup.com will allow you to determine the average business earnings for 

various types of establishments within your trade area. Generally, you will need to have local 

demand in excess of twice the average earnings of a business (preferably, 3-4x average 

earnings) to ensure a sustainable business. If the business is based on a target market such as 

young families or older adults, holding a focus group to determine the specific needs and 

current spending patterns of these groups may be useful.  

Step 2: Understand Local Opportunities 

Once you understand the customer base and potential demand available to businesses, you will need 

to also understand how existing businesses are accommodating various customer demographics and 

what, if any potential exists to expand the capture of local dollars by existing businesses. Additionally, 

the availability of existing vacant real estate or buildable sites in high traffic areas will present 

opportunities or limitations to the ability to accommodate retail and service business expansion. Key to 

understanding these issues are the following: 

Business Mix Assessment: Use your inventory of existing businesses and operating hours to assess 

the type of goods and services available to various consumer groups. For instance, if a certain type of 

businesses have no evening or weekend hours, commuting residents may be unable to access these 

goods locally. Site visits to individual stores may also highlight lesser known offerings (i.e. a hardware 

store which also sells appliances) which can be marketed more effectively to the marketplace. 

Additional conversations with business owners regarding their top selling items may also help illustrate 

the type of customers served by various establishments.  

Property Inventory: Using your list of available properties, evaluate the mix of spaces in terms of size 

and amenities. Does your community have both small and large spaces available? Is there expansion 

potential for existing businesses? Have spaces been updated with modern plumbing and electrical 

service, or would this be an expense for the future tenant? This list can be compared with the average 

size of the type of businesses you’d like to attract. If some desired recruitment sectors require specific 

buildout (drive through windows, restaurant hoods/vents, extensive plumbing), you will also want to 

determine if any of the existing spaces can accommodate this type of improvement. If not, or if all 

available spaces will require costly upgrades to accommodate desired businesses, you  may need to 

explore opportunities to incentivize existing property owners to make upgrades, or to offer assistance to 

prospective businesses which can be marketed together with the space to make local options more 

competitive.  

Step 3: Qualitative Information 

Although demographics and market data are important elements of an economic development plan, 

capturing local market flavor is also important. There will always be unique assets and opportunities 

which are not included in bulk data sets, and creative approaches to maximizing local market 

opportunities. Additionally, providing market-specific information will emphasize your community’s 

proactive approach to development, and increase the likelihood that prospective businesses will contact 

your organization for information when exploring site options, creating additional opportunities to build a 

relationship and make the case for your community as a business destination. 
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In addition to information gained at your town hall meeting and through individual business visits, 

focused surveys of key market segments or groups can provide useful information. Some survey 

formats which you might consider, depending on your local economy, include; 

• Merchant survey: who are your top customers, what are the top selling items, what are your 

busiest hours?  

• Customer survey: how frequently do you visit the community, what other 

businesses/establishments do you visit while you are in town, what would make you come 

more/stay longer?, what businesses, goods or services are missing that you would utilize?  

• Consumer image study: social media, phone or internet survey to determine how regional 

residents and workers perceive your community. What is it known for? By whom?  

• Visitor/Event Survey: intercept survey of visitors to a special event or attraction. Where do they 

come from? How long do they stay? What else do they do while they are here? Have they 

attended before? Would they come back?  

If you conduct a survey, be sure that you communicate the findings, and that you take action on at least 

one recommendation based on the findings. Demonstrating that you listened and acted on concerns is 

important in establishing buy-in.  

The above information was excerpted from the publication Downtown and Business Market Analysis by 

the UW Extension Center for Community and Economic Development. They also publish a webinar on 

the topic which can be viewed by clicking here or visiting uwex.edu/downtown-market-analysis.  

 

 

 

 

 

 

 

  

https://sas.elluminate.com/site/external/jwsdetect/playback.jnlp?psid=2012-09-18.1004.M.77CD7DE7CD471D58A98BB350FF4FF8.vcr&sid=1304
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PROMOTIONS, MARKETING AND OUTREACH 

Promotions: Promotion takes many forms, but the goal is to create a positive image that will rekindle 

community pride and improve consumer and investor confidence in your commercial district. 

Advertising, retail promotions, special events, and marketing campaigns help sell the image and 

promise of downtown to the community and surrounding region. Promotions communicate your 

commercial district's unique characteristics, business establishments, and activities to shoppers, 

investors, potential business and property owners, and visitors.  

Especially when a program is new, it is important to consistently create awareness by providing 

information to the broader market. Promotions, marketing and outreach are all elements of this outward 

communication, but have different purposes and audiences. The general purpose and approach to 

these methods are outlined below. 

General Outreach 

As with economic development, promotions and marketing are best done purposely and proactively. 

General outreach is one element of this outreach, focusing on raising awareness of the 

district/community and providing information to remain top of mind with target audiences. Although 

most people are familiar with core outreach tools such as Facebook and e-newsletters, there are some 

tips and tricks that can be used to ensure a consistent and proactive media presence for your 

organization. 

Ambassador Team 

Organizing a team of volunteers responsible for serving as downtown or community ambassadors can 

be critical to maintaining consistent outreach. Generally, these individuals should be positive  

• Ribbon Cuttings 

• Business Welcome Visits 

• Business Anniversary Celebrations 

• Business Networking and Coordinated Marketing 

• Business Recruitment (arm volunteers with a list of desired business types, and small 

informational brochures on your community. Encourage them to distribute cards personally to 

owners of relevant and desirable businesses in comparable communities that might consider a 

second location.) 

Communications Plan 

Establish a consistent communications plan, preferably one that includes regularly occurring elements. 

Many districts work with local radio and newspaper stations to feature recurring columns or interviews 

highlighting district events or initiatives. This type of regularly occurring and pre-scheduled outreach 

reinforces a proactive approach to outreach and marketing. If you find yourself getting behind on social 

media communications, utilizing a tool such as hootsuite to pre-schedule messages can help (be sure 

not to pre-schedule items that could change, such as event reminders, and to keep content current and 

relevant in between scheduled posts).  
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Existing Business and Prospect Communications 

With more than two-thirds of prospective businesses using the Internet as a primary research tool when 

scouting a new site, it is important to make key pieces of information readily available on your website. 

Additionally, growth of existing businesses is an equally likely source of economic growth. 

Communicating with business citizens requires a different approach than communicating with 

customers and visitors. Likely, business outreach will incorporate two major purposes; first, serving as a 

clearinghouse for all information on your district, and second, providing timely updates and reminders 

on business opportunities and upcoming events.  

Information Clearinghouse 

This role is typically fulfilled on the organization or community website. A well-populated and updated 

website which is search engine optimized will allow existing or prospective businesses to access 

information that may be required for researching spaces, developing business plans, creating 

marketing plans, or planning for future events. Relevant materials include available space listings, 

demographic profiles, business listings, calendar of upcoming events, available incentives and district 

profiles. If your organization publishes and annual report, this should also be available on the website. 

Media kits can also be included in this area. It may be necessary to periodically communicate updates 

and new information via social media, newsletters or press releases, but a majority of the traffic on this 

site will come through online searches or referrals from staff or partners.  

Reminders and Updates 

In contrast to the information clearinghouse, some communications will be outwardly focused. These 

communications should be targeted only to business and civic partners and inventors, and should 

feature relevant information on business marketing, education and partnership opportunities, and 

should include high level information on program successes and measurements. Communicating 

relevant news (good or bad) with this audience first can help further build a sense of community and 

engagement by allowing partners to be knowledgeable about local events and communicate messages 

effectively and consistently with their employees and customers.  

Promotions & Events Oriented Marketing 

More targeted marketing is required to reach specific groups of individuals, to promote specific events, 

or to encourage a specific activity among the target audience. Promotions and events are a significant 

element of a vibrant district, reinforcing its place as the central gathering space for the community. 

However, not all events are created equal. Events should be strategically planned to accomplish one or 

more of the following, and an events calendar should incorporate various types of events.  

• Introduce new populations to the district. These events might draw a specific audience from a 

larger geographic area, or cater to a demographic group that does not often visit your district. 

Examples might include a chalk art fest and family block party, late night hours and 

entertainment, multi-cultural celebrations or sporting events.  

• Reinforce/change perceptions of the district. These events focus on building a brand for the 

district (and the community). Examples might include an arts walk, music in the park, or living 

mannequin events highlight the arts and cultural aspects of the community. Similarly, worker 

appreciation events or loft tours highlight business or residential opportunities. They draw 

attention to specific elements of the district which may often be overlooked, and emphasize the 

district’s role as the hub of this activity.  
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• Increase merchant sales/awareness. Many events bring people to the district and create 

awareness of businesses, but may not actually inspire people to shop during that visit. Other 

events encourage or require visitors to enter individual businesses, increasing the potential for 

sales during the event itself.  
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REVITALIZATION STAKEHOLDERS/BENEFITS 

Organization:  Organization establishes consensus and cooperation by building partnerships among the 

various groups that have a stake in the commercial district. By getting everyone working toward the 

same goal, your Main Street program can provide effective, ongoing management and advocacy for the 

downtown or neighborhood business district. Through volunteer recruitment and collaboration with 

partners representing a broad cross section of the community, your program can incorporate a wide 

range of perspectives into its efforts. A governing board of directors and standing committees make up 

the fundamental organizational structure of volunteer-driven revitalization programs. Volunteers are 

coordinated and supported by a paid program director. This structure not only divides the workload and 

clearly delineates responsibilities, but also builds consensus and cooperation among the various 

stakeholders. 

Local Residents/Consumers 

• enhanced marketplace (better shopping and 

the benefits of shopping locally) 

• sense of pride in the district 

• social/cultural activities 

• opportunities to keep kids in town 

• sense of hometown community 

• historical awareness (preservation of 

architecture and human history) 

• opportunity to participate/volunteer 

• better communication (newsletter) 

• political advocate 

• home values increase 

 

Property Owners 

• increased occupancy rates 

• rent stability  

• increased property values 

• increased stability 

• reduced vandalism/crime deterrent 

• assistance with tax credits, grants, loan 

programs, design, and co-op maintenance 

• communication medium with other property 

owners 

• better image 

• new uses, especially on upper floors 

 

City Government 

• increased tax base 

• more tourism 
• increased property values 
• increased number of jobs 
• better goals and vision 

• healthy economy 
• better services available 
• positive perception of districts/neighborhoods 

and community 
• better relations between city hall and private 

sector  
• takes political heat, develop consensus for 

political requests (avoid “victimization”) 
• industrial recruitment 
• impetus for public improvements and Certified 

Local Government grant dollars 
• increased volunteer base for city 
• education resources for city leaders (officials) 

on planning and economic development 
 

Retail Business Owners 

• increased sales 

• improved image 
• increased value of business 
• coordinated efforts between local business 

and franchises 
• quality of business life 
• educational opportunities (seminars and 

workshops) 
• increased traffic 
• district marketing strategies (promotion and 

advertising) 
• better business mix 
• new market groups in the district 
• community pride 
• have needs/issues addressed 
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Service Business Owners 

• image building/improvement 
• pride 
• new/renewed/repeated exposure 
• increased variety of services 
• healthier economy generates new/more 

business 
• increased competition means more 

aggressive business styles 
• tapping leakage 
• increased population, new customers 
• improved image, creates new market 
 

Financial Institutions 

• community reinvestment act (federal 
government requirement) 

• potential for loans, deposits, and other 
services (bank cards, financial services) 

• improved image and good will 
• survival of community critical to bank success 

and economic stability 
• central location more cost effective  
        

Preservationists 

• Main Street Approach reinforces common 
goal of preservation  

• increases coalition 
• increased awareness and credibility 
• education of public and group 
• improved public image 
• improved economic feasibility of preservation 
 

County Government 

• increased public relations for county 
• viable district increases tax base 
• rippling effect 
• viable district is a draw for industry and 

county-wide area businesses 
• common partnership with city hall 
• county/community pride 
• heritage preservation 
• alternative to a redevelopment district 
• quality of life issues especially for employees 
• help with parking issues 
 

Utility Companies 

• additional business 
• longer business hours 
• more employees 
• healthy businesses feel freer to increase 

utility usage 
• healthy economy causes community to grow 
• overcome bad guy image 
• proof of new products 
• quality in main street public improvements 
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PARTNERS AND RESOURCES 
 

In addition to WEDC, there are a number of other local and regional partners which provide training, 

technical assistance or resources which are invaluable for promoting district revitalization. Some of the 

most commonly used resources include:  

UW Extension Center for Community and Economic Development The Center for Community and 

Economic Development, in addition to providing online tutorials and resource guides at 

cced.ces.uwex.edu, also hosts quarterly webinars on economic development topics. The UW Extension 

also coordinates the First Impressions program, which pairs communities to conduct secret visits and 

share perspectives from a first time visitor to the community. UW Extension staff are also trained 

facilitators and can assist in hosting community visioning sessions.  

Wisconsin Downtown Action Council The WDAC hosts a variety of educational sessions annually, 

including community visits, workshops and, every two years, a two-day conference. Information on 

upcoming events can be found at Wisconsindowntown.org. Their website also highlights some case 

studies on effective projects and links to other strategic partners.  

Wisconsin Trust for Historic Preservation The Wisconsin Trust promotes preservation of 

Wisconsin’s historic structures. Staff from the trust are available to assist with the creation of local 

historic districts and designation of historic landmarks. The trust is also involved in certifying 

developments using historic tax credits, and staff are available to work with building owners or 

prospective developers to address issues commonly associated with historic renovations. Information 

on services and educational events can be found at wipreservation.org.  

Wisconsin Arts Board/Arts Wisconsin The Wisconsin Arts Board (state agency) and Arts Wisconsin 

(non-profit) promote Wisconsin artists and arts programming. The Arts Board offers educational 

programming and an annual grant award to local nonprofits and communities for promoting and 

cultivating arts education and awareness. Information is available at  Artsboard.wisconsin.gov. Arts 

Wisconsin hosts educational workshops and summits and supports arts awareness: artswisconsin.org. 

Wisconsin Department of Tourism The department of tourism serves as a resource for information 

and training, as well as administering some grant programs which can be used for tourism and event 

development. The department annually collects data on tourism spending dollars and trends by County 

across the state, and also hosts an annual conference which addresses a wide range of tourism related 

topics. Grant programs include funds intended to attract sporting events to the state, funding for tourist 

information centers, meeting and convention development, and joint effort marketing grants which 

promote regional events and tourism marketing initiatives. Information available at travelwisconsin.com.   

Wisconsin Rural Partners Rural partners is a network of partners dedicated to enhancing rural 

Wisconsin communities. The group provides awards to innovative rural communities and hosts 

educational sessions including an annual conference and small community forums. Event listings and 

past winner profiles are available at wiruralpartners.org. 

WWBIC/Western Dairyland (Eau Claire area) provides education and funding for existing and 

prospective small business owners. With online and regional courses and advisors, as well as an online 

business sales marketplace, retail and service businesses can access a variety of resources at 

wwbic.com or westerndairyland.org. 
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Funding 

A common challenge facing many organizations is the identification and solicitation of funding for 

various aspects of downtown operations and programming. To help illustrate the mix of funding which 

often goes into revitalization organizations, the following table identifies some of the most common 

activities and programs within each of the Main Street Four Points, and identifies common sources of 

funding for each. Of course, many organizations have developed other innovative and creative 

approaches to fundraising, but those identified here include the most commonly identified sources of 

funding.  

Four Points Activity Common Funding Source 

Organization Newsletter and Social Media Free via MailChimp/Facebook 

 Coordinated and Joint 

Marketing 

In-Kind, Bulk Purchase 

Discounts 

Design Sign Grants TIF, Donations, Revolving Loan 

Fund 

 Design Assistance In-Kind from Local 

Professionals, City 

 Fix Up Days In-Kind Supplies and Labor 

Promotion Summer/Holiday Events Sponsorships, Entrance Fees 

 Shopping Events Sponsorships, Participant 

Registration 

 Arts/Culture/Entertainment Sponsorships, Participant 

Donations, Concessions Sales, 

Crowdfunding 

Economic Vitality Façade Loans/Grants TIF, Grants, BID 

 Streetscape Enhancements Individual Donations, TIF, BID, 

Sponsorships, Crowdfunding 

 Redevelopment or Renovation 

Assistance 

TIF, Historic Tax Credits, 

WEDC Community 

Development Investment 

Grants 
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ENHANCING THE QUALITY OF PLACE 

Design: Design means getting downtown into top physical shape and creating a safe, 

inviting environment for shoppers, workers, and visitors. It takes advantage of the visual opportunities 

inherent in a commercial district by directing attention to all of its physical elements: public and private 

buildings, storefronts, signs, public spaces, parking areas, street furniture, public art, landscaping, 

merchandising, window displays, and promotional materials. An appealing atmosphere, created 

through attention to all of these visual elements, conveys a positive message about the commercial 

district and what it has to offer. Design activities also include instilling good maintenance practices in 

the commercial district, enhancing the district's physical appearance through the rehabilitation of 

historic buildings, encouraging appropriate new construction, developing sensitive design management 

systems, educating business and property owners about design quality, and long-term planning. 

DESIGN PRINCIPLES 

From the lessons learned over the years in Main Street communities across the country, certain 

principles have been established that affect most if not all communities. A few principles that pertain 

specifically to design are as follows: 

Start small: Few visual changes occur in the first year of a new revitalization initiative (or even the first 

three years). The reason for this is three-fold. First, the first year is often spent getting the organization 

up and running and gaining community support. Second, it often takes many small improvements for 

people to see that things are changing, and only then will they be motivated to make changes 

themselves. And third, urban districts took many years to decline, and it will take some time for 

revitalization to take hold. And then it will take long-term, ongoing management to maintain that level of 

success. It is important for organizations to make the community aware of this fact early on, so that 

they don’t expect grand scale changes right away. 

Appreciate and build on what already exists: Historic districts have evolved over time. Buildings were 

built during different eras, creating a unique mix of architectural styles, many of which were compatible 

with each other. Over the past few decades, however, many new buildings were designed to call 

attention to themselves, with no regard for the adjacent architecture. A Design Committee should 

appreciate the best of the past and work to guide new development and building improvements to be 

compatible with these aspects. 

Avoid themes: As discussed in the first principle, historic districts were built over time. Each building 

has its own history and own style. It should NOT be the intent of a downtown organization or design 

guidelines to create a false image throughout the district, such as making every building look like it was 

built in 1898. Also, it should NOT be the intent to create a false theme throughout the district, such as 

the “northwoods” or “swiss chalet” look. It SHOULD, however, be the intent to bring each building back 

to its own original state, or as close to it as possible. 

Recognize the limitations of design improvements: The old saying “if you build it they will come” may 

not always be true. A property owner could spend millions of dollars restoring a building and win 

numerous design and preservation awards, but if there isn’t a coordinated effort to attract the right 

tenants, and the building sits vacant, then it cannot be viewed as a success. This is one of many 

examples in which all four points of the Main Street approach must work in unison. 
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Stress quality: This pertains to every aspect of revitalization…stressing quality in everything from 

building restorations to the graphics on the organization’s newsletter is extremely important in achieving 

the level of professionalism needed to gain community support. 

ELEMENTS OF DESIGN 

Many people think only of building restorations when looking at revitalization. Just as an organization 

must focus on all four points of the Main Street approach, a Design Committee must focus on more 

than just building restorations. There are five main aspects of design involved in district revitalization. 

Neither aspect can revitalize a community alone. The five aspects are: Building improvements, public 

improvements, signage and awnings, visual merchandising, and historic preservation planning. Each 

will be discussed further in later chapters, but a brief description of each are as follows: 

Building Improvements range from low cost (under $10,000) to high cost (millions of dollars) and from 

building cleaning and maintenance to total restoration. As the name suggests, this aspect deals with 

the building itself, from bricks and mortar to doors and windows. New construction falls under a sub-

category of building improvements and includes building additions, infill construction, and new stand-

alone construction. 

Public Improvements include any and all streetscape elements, from lampposts and benches to parking 

and pedestrian traffic. This includes streets, alleys, parks and plazas. 

Signage and Awnings can reflect an image, both good and bad, of the quantity and quality of goods 

and services available. This aspect deals with proper design of these elements. 

Visual Merchandising deals with the display areas both inside the store and at the display windows. 

Similar to signs, this aspect can also reflect an image, both good and bad, of the quantity and quality of 

goods and services available. 

Historic Preservation Planning deals with everything from historic designations, zoning, tax credits, 

building codes, comprehensive planning, smart growth, etc. Each are tools to be used in preserving a 

community’s historic character and unique sense of place. 

PLACEMAKING 

Placemaking is an umbrella term for activities designed to create places where people want to be. 

Placemaking incorporates the elements of design with a focus on short-term projects and activities 

which test concepts, spark creativity and encourage human engagement and interaction. By starting 

with temporary and inexpensive concepts, placemaking allows for ideas to be tested and refined before 

implementing larger projects.  

An example of a placemaking process for a pocket park might involve the installation of lawn chairs, 

string lights or interactive play materials to measure and observe who uses the park, what time of day, 

and in what way. After testing several types of seating and materials, more permanent fixtures can then 

be installed which cater to these groups, in the locations that are preferred and designed to 

accommodate the type of uses desired (i.e. eating lunch, reading, groups recreating, etc.). 
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WAYS TO GET STARTED TODAY 
 

1. Hold a stakeholder meeting. Show some of the Main Street power points or videos available 

from Wisconsin Main Street or ask a member of the staff to make a presentation. Then figure 

out the strengths and weaknesses of your district and set some goals. 

 

2. Beat the streets...know your constituents, and keep them informed!  Find out the needs of your 

businesses by communicating with them on a regular basis.  React with appropriate projects. 

 

3. Publish a newsletter to keep primary stakeholders and others in the community informed about 

your progress. 

 

4. Educate various stakeholder and community groups about the importance of the district (see 

previous list of benefits).  

 

5. Photograph your buildings now.  Building rehabilitations can best be promoted with before and 

after photos. 

 
6. Complete an inventory of buildings and businesses in the district.  

Include size, ownership, cost to rent, and availability. 

 

7. Establish a close working relationship with the local chamber of 

commerce and other community or business development 

organizations.  Coordinate a monthly lunch meeting for the executive 

directors of all of these organizations to touch base and stay informed 

about each other’s activities. 

 

8. Create an instantly recognizable logo for your organization that 

symbolizes your district.  Make sure the logo is easy to use and will be able to meet various 

graphic needs. You may need a separate logo for your district and your organization.  

 

9. Build a strong relationship with the area news media.  Make it easy for them to cover your 

stories. 

 

10. Recognize a volunteer of the month in your newsletter or the local newspaper.   

 

11. Thank volunteers over and over again! Find unique ways of engaging and rewarding volunteers. 

Consider putting out a ‘help wanted’ ad to recruit volunteers with specific skill sets.  

 

12. Organize a youth advisory board to tap into students’ viewpoints about the district, increase your 

volunteer pool, and provide an educational opportunity for area youth. 
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13. Train your volunteers.  Hold a short training session, and provide them with information about 

the organization, news articles, your work plan, etc.  Develop volunteer job descriptions. 

14. Join the National Main Street Network or International Downtown Association (larger 

communities). For information, visit www.mainstreet.org or www.ida-downtown.org.  

15. Hold a fundraiser for a specific project. Try out one of the new crowdfunding platforms, or go the 

old fashioned route with penny jars at local businesses.  

 

16. Hold an annual cleanup day with the assistance of volunteers and community groups.  Make it 

fun!  Also develop an ongoing maintenance program. 

 

17. Create a brochure (and website or Facebook page) to explain your revitalization organization.  

Emphasize the importance of volunteers to the effort. 

 

18. Sponsor monthly “coffee breaks” for merchants to talk about revitalization activities and issues 

that affect them.  Rotate the location among businesses. 

 

19. Take a field trip to other communities that have implemented successful revitalization programs 

or projects. 

 

20. Put together a presentation (or video) highlighting your organization’s accomplishments for 

presentations to community groups. Get on the agenda for local civic and government 

organizations to share your successes. Make sure to mention your upcoming initiatives.  

 

21. Complete an inventory of your streetscape amenities, such as trash receptacles, benches, 

street lights, and trees.  Develop a plan for future improvements. 

 

22. Install quality custom “welcome” signs at the entrances to your central commercial district. 

 

23. Initiate preservation planning, including application for status as a Certified Local Government 

(CLG).  Seek assistance from the Wisconsin Historical Society, 

http://www.wisconsinhistory.org/hp/clgs/ 

24. Develop design guidelines and best practices to encourage appropriate building 

renovation projects. 

25. Participate in Small Business Saturday and Shop Local Day. Shoplocal.com, 

360.org and americanexpress.com. 

26. Create incentive programs for building renovation projects.  Grant and loan 

programs have been used successfully by many communities. 

27. Coordinate a walk through the district.  Identify “problem areas” that need 

attention. Think about areas you want to be and those you do not. How do you 

navigate the district?  

 

http://www.mainstreet.org/
http://www.ida-downtown.org/
http://www.wisconsinhistory.org/hp/clgs/
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28. Get a group together to explore the district during non-traditional times, including nighttime. How 

does it feel? How is it different/the same as daytime hours? How could the evening experience 

be enhanced?  

 

29. Spruce up...plant flowers, clean the alleys, sweep the streets, pull the weeds. 

 

30. Put together a banner program. Extra points for engaging local artists.  

 

31. Encourage business owners to change their window displays 

frequently, and to light them at night.  Sponsor a window display and 

interior merchandising workshop. 

 

32. Put attractive displays in vacant windows.  Local organizations, 

school classes, your local historical society, or other businesses may 

be very willing to help.  

 

33. Look for a building that can be dramatically improved with a relatively 

small cash outlay, such as repairing or removing torn awnings, fix broken windows and repair 

broken signs. Work with the property owner to make it happen. 

 

34. Put together a “sign squad”.  Remove signs and the supporting hardware that no longer serve 

existing businesses. Make sure to get property owner permission.  

 

35. Sponsor design workshops to educate building owners, contractors, 

and volunteers on appropriate building improvement projects. 

 

36. Develop an architectural awareness contest that draws attention to 

the district’s historic assets. Consider an ‘architectural features’ 

poster or postcard highlighting unique local building details.  

 

37. Pass a preservation ordinance for the district. 

 

38. Showcase a recent facade and interior renovation.  Provide a tour of 

a quality interior remodeling or upper floor residential conversion.  

Publish a photo of a quality facade renovation in the local newspaper. 

 

39. Create an urban people place — a park or children’s play area. Consider temporary installations 

– interactive sculptures, hopscotch on the sidewalks, etc.  

 

40. Produce a historic walking tour and brochure to promote the district’s history. 

41. Assess parking. Add signage where needed. Encourage business owners to leave prime 

spaces for customers. 
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42. Coordinate an image development promotion or campaign that promotes your district’s 

strengths and assets. 

 

43. Encourage community groups to work with your organization in scheduling their events in the 

district.  

 

44. Plan and then publish a calendar of events for your district. 

 

45. Develop a weekly newspaper column or radio show dedicated to your revitalization program. 

 

46. Invite citizens to teach a craft or hobby in a park or unused storefront in your district. 

 

47. Hold a local artist contest and give awards for the best photography/art/sculpture highlighting 

the district. Use representations of the finalists work for promotions.  

 

48. Have a parade! 

 

49. Hold a street dance! 

 

50. Make sure your events are listed in all local, regional, and statewide listings and tourism 

publications. 

 

51. Work with district merchants to create retail promotions that make those cash registers ring. 

 

52. Coordinate an exciting holiday promotion to bring people to the district! 

 

53. On a designated evening or Sunday afternoon have merchants fix simple hors d’oeuvres to 

serve in their business. 

 

54. Develop a business directory with a map to help visitors 

and local people find what they are looking for.  Business 

directories also call attention to the wide variety of retail 

businesses, services, professional and government offices 

that the district has to offer. 

 

55. Help local businesses increase their online presence by 

adding business hours, menus and photos to common 

search sites such as Google, Yelp, and Citysearch.  

 

56. In the summer, show movies on the outside of a building. 

 

57. Schedule performances in the district by local artists and musicians. 

 

58. Hold a district scavenger/treasure hunt. 
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59. Sponsor an advertising and marketing seminar. Many local partners can provide this service 

free of charge. Facilitate other educational programs to address the specific needs of your 

district businesses. 

60. Conduct a district market analysis to better understand your customers and to help identify 

their needs.  Gather census information on your community and trade area.  Also, conduct 

“focus groups”. Get step by step instructions on how to do it at: 

http://www.uwex.edu/ces/cced/downtowns/dma/index.cfm  

61. Meet with area realtors.  Let them know what Main Street’s goals are, especially in relation to 

district properties. Be sure they are aware of market opportunities, and any available incentive 

programs. Consider a tour of all vacant or available properties for realtors and potential 

investors. 

 

62. Stay informed.  Budget for professional development opportunities, such as revitalization 

conferences.  Develop a library with revitalization information that can be used by volunteers, 

businesses, and the community in general. 

 

63. Stay on top of district vacancies.  Be prepared to share information about them with business 

prospects.  Use your completed market analysis to develop a business retention, expansion, 

and recruitment strategy. 

64. Encourage/facilitate renovation of upper floors of buildings for services, office space, or housing.  

 

 

 

http://www.uwex.edu/ces/cced/downtowns/dma/index.cfm
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EXAMPLES & CASE STUDIES 

Below is a template for a business startup guide. A publisher template for this document is available 

from Main Street staff for use in your community.  
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BEST PRACTICES 

The following are some best practices chosen from among past Main Street Award Winners. These 

projects represent a wide variety of initiatives from communities large and small.  
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Fond du Lac Marketing Meetups 

After a business retention survey identified marketing assistance as the 

primary need of local businesses, the Downtown Morning Marketing 

Meetups were formed. The groups are an informal way for downtown 

businesses to learn from one another and experts on a variety of 

marketing topics. Held monthly, subjects rotate from topic-specific deep 

dives, roundtable discussions on participant efforts and guest 

presentations. Hosting locations rotate to let attendees understand each 

other’s businesses and other partnership opportunities in downtown. 

Roundtable discussions draw participant names out of a hat, providing five 

minutes of individualized assistance and ideas for the selected business 

from other attendees. The variety of formats, venues and participants 

keeps the group fresh while also encouraging creativity and new ideas, 

many of which are evident in local business marketing efforts.  
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INDUSTRIAL & 
COMMERCIAL 
DEVELOPMENT 

Industrial and commercial employers select locations for new facilities and expansions based on 

different factors from locally-focused retail and service businesses. As such, these businesses require a 

different approach to supporting retention, growth and recruitment.   

In some communities, industrial development is carried out by a separate industrial development 

corporation, while other communities rely on the same set of individuals to carry out all types of 

economic development activities. In either case, it is recommended that the community create a 

separate action team to assist with professional and industrial business initiatives. This team should 

include individuals with specific knowledge necessary to address the likely concerns and questions 

raised by these individuals. Commonly, these action teams include representatives from the local 

municipality, regional economic development organization, utility provider(s), technical college or 

educational institutions, and business and industry representatives.  

Another key difference between communities which will influence the character of a local business 

development effort is the ownership of business and industrial park land.  Some municipalities own 

parks outright and sell land to individual businesses, others rely on privately operated parks to establish 

market expectations. In many communities, both of these scenarios may exist, with both public and 

privately offered sites available, catering to different groups of individuals. Regardless of ownership, the 

ability to clearly communicate the availability and pricing of various parcels and to set clear 

expectations among participants is essential to effective recruitment and retention activities. 
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INDUSTRIAL & COMMERCIAL DEVELOPMENT CHECKLIST 

1. __ Contact your County or local Economic Development Organization to discuss County and/or 

regional opportunities and partnerships, and competing business parks.  

2. __ Conduct a business survey. WEDC works with many local and regional economic 

development organizations to coordinate outreach and surveys to Wisconsin’s large 

employers. Check with your regional account manager to see if a survey has been done in 

your area recently. If not, WEDC can help connect you with tools to collect relevant 

information from your businesses.  

3. __ Create an economic development action team, and provide training on key topics relevant to 

your local economy (local ordinances, regulations, partner capabilities, etc.).  Invite local, 

regional and state partners in to meet with the group to discuss additional incentives available. 

4. __ Assess available properties and sites within your community. Talk with real estate 

professionals to identify gaps in available supply and understand pricing and vacancy trends. 

Compile a list of all available properties, and work with owners and agents to market these in 

online commercial databases and on locateinwisconsin.com.  

5. __ Host a quarterly business roundtable. Include a relevant topic/presentation, and allow 10-15 

minutes for feedback from the group on overall economic conditions or local initiatives.  

6. __ Compile a local commercial and industrial profile. Identify workforce pools, commuting 

patterns, major employers and industry sectors, and available incentives and resources. Also 

feature information on local housing and community assets and local economic trends 

(residential growth, public and private investment, etc.). 

7. __ Create a local business resource guide which highlights local business offerings and contact 

information. Include a local events calendar, and a quick reference guide addressing 

frequently asked questions (i.e. trash pickup, utility contacts).  

 8. __ Develop a marketing package for vacant industrial and business park land. Include relevant 

maps highlighting site location within the municipality and region, and provide specifics on 

transportation, utilities, zoning and other relevant information. Work to complete additional 

pre-development tasks such as wetland delineations and archaeological surveys to reduce 

time to market and risk for prospects.   

9. __ Implement/coordinate local initiatives or programs based on business owner input. Commonly 

desired programs include wayfinding signage, gateway signage (to City/business park), 

façade or sign grant programs, zoning district adjustments, etc.    
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ASSESSING LOCAL MARKET POTENTIAL 

Industrial and office employers have unique business and/or industry specific requirements associated 

with site selection. Their corporate culture, cost structure, financial and ownership structure and 

requirement timing are all elements which significantly drive location decisions but which  may not be 

controlled at the local level, and are often not known by municipalities and economic development 

partners until a short list of potential sites has already been identified. Because of the significant 

uncertainty surrounding corporate recruitment, a focused and successful retention and expansion 

program which provides relevant data and industry support to existing businesses is likely to have as 

significant an impact on recruitment by creating a proactive and supportive business culture which will 

be equally recognized and appreciated by prospective businesses.  

The following information should be known and readily available to all economic development staff and 

action team members relative to the community as a whole as well as individual development sites 

and/or available properties. This information can then be provided easily to prospects and inquiries 

from local economic development organizations which often require a quick turnaround. As with market 

information collected for retail and service businesses, compiling information for a professional and 

industrial market profile will include a combination of factual data gathering and strategic outreach to 

local partners.  

Information Source 

Site Size, Access and Zoning for all New Development Options County Assessor, Municipality 

Site Ownership, Pricing and Time to Development 

• Include presence/absence of pre-development reports and 

testing 

Owner 

Address, Square Feet, Loading, Celling Height and Clear Span, 

Power, and Price for Existing Facilities 

Owner, Broker 

Utility Information 

• Electrical Service Capacity and Price (Amps, Voltage, 

Phase) 

• Water and Wastewater Capacity and Price (gallons per 

minute, available capacity) 

• Gas Service Capacity and Price (Line Size) 

Utility Providers 

Education & Training Opportunities Technical College 

Local workforce size, skills, commuting and wage data EMSI (via Regional Planning 

or WEDC) and Census  

Community Economic Profile 

• Industry & Employment Mix  

• Major Employers and Industry 

• Location and Distance to Rail, Air and 4-Lane Highway 

• Business Amenities  

• Local Economic Incentives 

US Census, Workforce 

Development, Local Data 

Collection 
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Municipal Amenities, Cost of Living, Housing Options and 

Quality of Life 

Municipality & Civic Partners, 

Real Estate Agents 

Maps 

- Regional Location & Transportation 

- City Location and Landmarks 

- Utilities and Zoning 

- Parcel map and surrounding uses 

- Floodplain 

Local Municipality, Utility, 

County, Regional Planning 

Commission 

 

Bonus information: While not required, this information can help tell the story and demonstrate local 

capabilities and understanding of business needs.  

• Testimonials from existing companies 

• Industry specific information on logistics partnerships, industry supply chain 

• Availability of temporary space for staging and interviews 

• Spec building plans and/or quotes for development of suitable structure on site 

• Guaranteed development review timeline for standard projects 

BUSINESS RETENTION & EXPANSION 

A majority of economic growth in any community will come through organic growth and expansion, 

whether growth by existing employers adding jobs, relocating existing product lines to a community, or 

a resident or visitor familiar with the community promoting the site to an outside business. Very few 

companies relocate to a location with which they have no prior experience. For this reason, establishing 

a consistent business retention program is the most critical element of a business expansion program. 

These programs can be tailored to the local community, but typically include some form of each of the 

following: 

• Business Visit Program. Periodic and systematic approach to visiting with all local employers, or 

all employers over a certain size. Often, these visits may also include representatives from civic 

partners or elected officials. WEDC can provide survey instruments that can be used on these 

visits to collect and track relevant information, and identify potential services which may be of 

assistance to companies with specific challenges.  

• Business Recognition Programs. Recognition programs create bonds between businesses and 

the community but also provide a needed service to the businesses involved. Companies need 

to maintain a positive reputation to attract the best possible employees, sell their products and 

garner political support. A recognition program not only expresses the community’s appreciation 

but also raises community awareness about their companies, enhancing their reputation, and 

educating the community at large on broader economic development issues and the need for a 

pro-active economic development program.  

• Custom Assistance. If a number of businesses have identified a common problem, it is likely 

that some form of assistance may be available to help address the problem. Many programs 

exist at WEDC, Workforce Development and USDA, among others, which are intended to 

address real estate, workforce, and technical assistance challenges facing businesses.  
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COMMERCIAL DEVELOPMENT & MARKETING 

Whether you have an established business park or are considering acquiring or rezoning land to 

provide potential growth opportunities to existing commercial districts, most of the marketing and 

infrastructure decisions will need to be made based on the type of businesses that are likely to be 

attracted to your community.  

Business Park Outreach 

For existing commercial districts, the most important factor is outreach and awareness. Because it may 

not be obvious which sites are available, and/or most individuals do not regularly drive by or through 

business parks, most community members may not be aware of business opportunities which exist. 

The following strategies can help build awareness and ensure that prospective businesses will be able 

to find sufficient information on available properties to readily determine whether the facility or site will 

meet its criteria.  

• Online marketing: For smaller properties, craigslist can be a useful tool, while larger properties 

will need to locate in online commercial databases such as Locateinwisconsin.com. A majority 

of these sites offer free listings for landlords.  

• Featured property marketing. When new properties become available, or for properties which 

are receiving limited interest in the market, it may be useful to include a featured property 

section in an existing newsletter highlighting the property assets, photos and pricing along with 

industry or business types which may be a good fit for the space.  

• Property tours. Many communities host regular real estate and developer tours of the 

community. These tours may include both downtown infill and greenfield development sites and 

highlight major development or redevelopment/reuse opportunities within the community. Tours 

often highlight major amenities and/or existing businesses to further educate the real estate 

community about the local economy and growth opportunities.  

New Commercial Development 

Because the process of identifying and acquiring land is difficult, costly and time consuming, it is 

important to select a location which offers the greatest economic potential. Although selecting a low-

cost site may be appealing initially, it may result in significantly long term losses if it takes longer than 

anticipated to be absorbed, and/or if the site is only attractive to low-cost businesses while higher 

paying jobs and businesses locate in other parks adjacent to downtown or other amenities. There are a 

number of factors to consider when identifying suitable acreage for business park development or 

expansion.  

What is the primary use? 

Although nearly all large commercial uses will require some form of truck loading, storage and office 

space, the ratio of the various uses varies greatly depending on the primary use of the space. 

Considerations associated with each of the primary uses (50% or more) are outlined below.  

• Distribution and/or warehousing. Primarily defined by the number, size and type of truck bays, 

distribution space may also feature rail-served doors or trans-load opportunities. Warehouse 

and distribution businesses typically value ceiling height and column spacing over total building 

size or age. Depending on the product stored, they may need special sprinklers or other HVAC 

systems. A primary location factor is proximity to major transportation corridors.  

• Traditional or heavy manufacturing. This category covers a wide range of businesses, but 

features buildings with primarily production area, and a smaller warehouse area. Most product is 

shipped as it is manufactured, with on-site distribution primarily for order preparation and raw 
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material/input storage. A suitable workforce, building age and function (or, lot size) and 

adequate zoning are important considerations. Depending on the industry, the reliability and 

capacity of utilities including electrical, gas, water, wastewater and/or broadband may be a 

critical consideration.  

• Light manufacturing, research and development. These businesses include a fairly balanced 

ratio of all three types of space, typically performing some research or development activities, 

custom or high-technology manufacturing, and also house marketing, sales and other 

professional staff on site. These businesses look for available workforce, business park image, 

suitable facilities and/or land, and proximity to amenities when considering new locations.  

Minimum Park Standards 

At a minimum, a newly designed business park today should feature:  

• A minimum of 10 acres, ideally with expansion to 50+ acres. Generally flat, outside the 

floodplain and without active or suspected brownfield contamination. 

• Access to major transportation corridors (preferably direct access without passing through 

town).  

• Infrastructure available to the site, with all improvements or approvals (i.e. lift stations, traffic 

signals) in place. While it is not advisable to install interior roads and other infrastructure to 

maximize site flexibility, building the infrastructure and stubbing an entrance road can make it 

easier to visualize the future park layout and increase speed to market for initial sites.  

• Square or rectangular parcels. If the site is oddly configured overall, but excess area can be 

used for shared detention, this will further improve the efficiency of individual sites. 

• Adequately zoned. Review local zoning to confirm that it supports the type of businesses that 

are likely to be attracted to the park. Differentiate local parks from each other to provide options 

– for instance, one park may have higher design standards and smaller lots, while another 

allows outside storage and provides rail service. In smaller communities, make sure you can 

accommodate all potential uses. Often certain uses may have been disallowed in previous 

decades, but may be more desirable based on changing business practices (i.e. metal working).  

Additional Considerations 

There are a number of factors which can make a business park undesirable for potential tenants which 

may not be easily discernable. All potential sites should be screened for the following items. Some of 

these assessments will take time and/or money, but can avoid significant cost and delay in the future. 

These include; 

• Archaeological survey 

• Endangered species survey 

• Phase I environmental survey (and Phase II if required). Note that these studies have an 

expiration date, and may need to be repeated prior to construction.  

• Wetland delineation 

Some communities may choose to work with developers or builders to pre-design and approve a 

building for one or more sites within the business park. This approach can allow the municipality to 

guarantee a shovel-ready start date for new construction, further reducing risk associated with the site. 

This is especially effective for small businesses which may not have planned effectively and find 

themselves in need of new space within a short timeline. Similarly, local development authorities may 

support development of a multi-tenant speculative building (or partially pre-leased building) to provide 

for-lease options in the market and also accommodate companies in expansion mode during 

construction.  
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Certified Sites 

WEDC oversees a site certification program for Wisconsin business parks. The program is designed to 

provide additional awareness and marketing for sites which offer shovel-ready opportunities for 

businesses and site selectors with time sensitive projects. The municipality or developer will need to 

have all of the reports and studies in place to demonstrate a shovel-ready facility and pay a certification 

fee. An on-site visit is conducted to certify the site as development ready and suitable for manufacturing 

facilities. The application to participate in this program is open annually during late spring/early 

summer. Minimum criteria to be listed as a certified site includes:  

• At least 20 acres in size without wetlands and not adjacent to floodplain 

• Single owner with willingness to sell 

• Flat, geometrically square or rectangular site with industrial zoning 

• Access to road, rail and/or airport facilities but outside flight path of any airport 

• Without environmental, endangered species or archaeological impediments to development 

• Completed ALTA survey and Fire Insurance Classification rating of 4 

For more information on business park marketing and development, contact your Regional Economic 

Development Director. 

PROFESSIONAL & OFFICE BUSINESS MARKETING 

The size of your community and distance from a major economic center will significantly influence the 

amount of demand for professional and office space. While urban areas can draw from a broader 

economic pool to support large corporate campuses or office buildings, smaller suburban and rural 

areas have a much smaller labor pool with a more limited pool of potential businesses. However, even 

in rural communities there are likely a number of professional employees in the market which can be 

tapped to more fully utilize upper floors in the district or office space in business parks. Strategies to 

measure and market professional office space in urban and rural communities are outlined below.  

Urban Markets 

In urban markets where a significant concentration of employees is located within the labor shed, 

companies typically base location decisions on location relative to workforce and critical employees 

(Management and IT staff), location image and cost. In industries with high recruitment requirements or 

employee retention issues, employee amenities will be a consideration, while service industries or 

those with a significant component of lower wage workers may value access to public transit. A much 

smaller population of companies, both startups and large corporate subsidiaries, have corporate social 

responsibility objectives which may require or give preference to green buildings, historic properties or 

other specialty characteristics. In most cases, urban landlords will market properties through real estate 

organizations or have dedicated leasing agents, making it easier to access information and 

communicate available opportunities to prospective businesses. 

Rural Markets 

With a few exceptions, rural markets are unlikely to attract stand-alone professional office users. 

Professional workers in these communities will often be associated with other employers (hospitals, 

industrial headquarters, etc.). Although in some cases it may be possible to convince these employers 

to locate their professional staff in standalone offices in the district or elsewhere, improving space 

utilization and corporate image,  more often the primary users of office space will be locally or regionally 

oriented service providers (lawyers, insurance, real estate, engineering),  or spaces which can 

accommodate a variety of uses within a single office space featuring office amenities (often referred to 

as executive suites or co-working spaces). In other instances, these markets may be able to attract 
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operations which seek out locations with direct access to multiple metropolitan areas and/or low cost 

space options. Examples of these type of businesses include back office functions, property 

management or maintenance services, call centers and, occasionally, data centers.  

To determine the potential professional employment demand in your community, look up the following:  

• In the Census online interface, review the number of employees currently working from home 

within your community and surrounding rural areas. These individuals may represent candidates 

for membership in a shared coworking space which provides access to high speed internet, 

conference facilities and copiers, coffee, etc.  

• Using the Census On The Map tool,  compare the number of workers residing in your 

community with those working in your community for industry segments most closely associated 

with professional employment (legal, finance, real estate, professional services, etc.). If there 

are specific industries where a significant number of employees must commute elsewhere to 

work because there are no jobs within the community, it may be possible to demonstrate the 

presence of a significant skilled workforce in this area. This is especially true if these employees 

are commuting a great distance for employment.  If a large regional company currently employs 

a majority of these individuals, it may be possible to work with this business to open a satellite 

office within your community to facilitate reduced commutes for some workers on a full or part 

time basis. 
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PARTNERS & RESOURCES 

There are a number of resources, educational opportunities and financial assistance tools available to 

assist with industrial and business development activities. The vast majority of individual financial tools 

are associated with promoting growth in individual industries, supporting job creation, or facilitating 

capital investment, and are evaluated on a case by case basis. Economic development professional 

should contact their Regional Account Manager for more information and direct assistance as the need 

arises. A map of these account managers is included in the introduction chapter for this document. 

Additional resources are available at the regional level through economic development organizations 

and partnerships, as well as at the County level. These partners should be part of your local action 

team and can help direct prospects to relevant resources. However, additional technical assistance and 

training can also be accessed through the following organizations:  

Wisconsin Manufacturing Extension Partnership: Providing information on training for economic 

development professionals and business owners, WMEP provides a clearinghouse of industry 

statistics, regional economic indicators, export and technology trends on its website, as well as hosting 

a number of annual events and workshops for its partners. Visit the website at wmep.org.  

Department of Workforce Development: DWD offers multiple data sets for economic development 

professionals at the County and Metropolitan levels. This includes industry skills, unemployment, 

degrees granted and industry cluster prevalence. DWD also offers a number of training programs which 

can assist businesses to upgrade existing workforce or recruit and train workers for new business 

segments or growth areas. Visit worknet.wisconsin.gov for more information. 

LocateinWisconsin.com enables location based searches of the number of businesses and 

employees within a set geographic area or travel time from the community, and also features an 

available property and site search. Locateinwisconsin is also the resource for information on certified 

sites, which are highlighted in the property search function.  

Wisconsin Manufacturer’s and Commerce: WMC is a membership organization for Wisconsin 

businesses, providing education and leadership on issues associated with employee recruitment and 

retention, workplace safety and other topics impacting business operations for large employers. Learn 

more at wmc.org.  

NAIOP: Wisconsin’s NAIOP chapter office is located in Milwaukee. The organization is primarily 

focused on real estate and development professionals, but offers market information and tools to 

facilitate real estate development and marketing for professional office and industrial property owners 

and managers in Wisconsin. A chapter event schedule and membership information is available at 

naiop-wi.org. 
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WAYS TO GET STARTED TODAY 

1. Survey businesses and employees about community infrastructure, ordinances, assets and 

needs. Identify expansion and hiring expectations, and explore any difficulties anticipated with 

these plans.  

2. Host a business summit to discuss community growth and expansion opportunities, challenges 

and municipal/school/chamber/downtown/business partnership opportunities.  

3. Highlight area businesses and their products in existing newsletter/email or social media 

platforms. 

4. Provide educational seminars and coordinate industry specific training within the community. 

WEDC offers a number of training opportunities, including import/export and industry cluster 

presentations that might be of interest. Local technical colleges may also be able to offer 

trainings on common topics such as HR, OSHA, technology, etc.  

5. Coordinate an industry open house to coincide with a community expo or school career day. 

Encourage residents to visit local businesses and learn about their business.  

6. If you haven’t already done so, formalize a price structure for available land. This may be a set 

price, or a sliding scale based on jobs and investment. However, it is important to communicate 

some pricing criteria as part of the marketing package.  

7. Complete pre-development surveys on intended business park areas such as wetland 

delineation, archaeological surveys, endangered species assessments, etc.  

8. Secure approvals and pricing estimates for any necessary infrastructure improvements in 

potential development areas. Examples might include intersection development, utility 

expansion, expanded wastewater/electrical capacity, etc.  

9. Create or update local map layers. If you do not already do so, consider using GIS to illustrate 

local utilities, parcel boundaries, floodplains and other relevant information.  

10. Request a password and add vacant properties or development sites to locateinwisconsin.com 

and other commercial listing sites. This is required in order to be considered for site selection 

searches. 

11. Solicit testimonials from local business leaders regarding the benefits of locating in your 

community.  

12. Explore the ability to coordinate job postings if worker recruitment is an issue. Use social media, 

website and civic partners to compile and promote job openings within the community.  

13. Consider hosting a worker appreciation program or event to recognize local employees and 

better connect them to the community. This could include a free lunchtime picnic, entertainment 

and inter-company challenges at a worker celebration, or coordinated specials or discount 

programs specific to workers.  

14. Inventory brownfield and underutilized sites, and identify potential future uses. Explore grants to 

facilitate investigation or cleanup to speed up transition of these properties.  
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15. Conduct a supplier/vendor survey to determine if there are any shared industry needs which 

could be provided locally (i.e. warehousing, cold storage, metal/plastic fabrication, packaging), 

or services which could be coordinated between businesses to achieve cost savings (i.e. 

logistics). 

16. Identify the industries most likely to be attracted to your community, and create industry-specific 

information sheets featuring local wage rates, supply networks, labor pools and other relevant 

information.  

17. Consider adding wayfinding and gateway/identity signage to increase awareness and image of 

business and industrial park areas.  

18. Review existing zoning ordinances and design guidelines to  ensure that existing zones and 

parks will accommodate the types of businesses and promote desired image within the 

community.
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EXAMPLES & CASE STUDIES 
 

Irontek Co-working & Incubator, Beloit 

Irontek is both a co-working space and incubator in downtown 

Beloit. Entrepreneurs can join as members, allowing them to utilize 

desk space or private office space while taking advantage of 

amenities such as 24-hour access, free wi-fi, conference rooms, 

coffee and beer on tap, mailing and copying services as well as 

entrepreneurial programming and networking events. Rates range 

from $30/day to $100/month depending on use.  

Waunakee Commercial Real Estate Bus Tour 

Waunakee welcomes 45 real estate professionals annually for its 90-minute bus tour highlighting 

commercial development, revitalization and business park development opportunities within the Village. 

The trip includes tours of new developments including residential development, and also includes 

several stops at major development opportunities. The event is sponsored by local banks and the bus 

line, and culminates in a catered reception and optional golf outing. Guest speakers include developers 

profiling new developments and local demographic trends, business leaders addressing elements of 

the local business climate, and other representatives are on hand to answer questions about schools, 

amenities and other Village-specific questions. 
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COMMUNITY & 
NEIGHBORHOOD 
ENHANCEMENT 

Although quality of life is an overused term in economic development and no business decisions are 

made purely on the basis of community aesthetics and amenities, in reality a community’s residential 

neighborhoods and public spaces have a significant role in shaping the perception of a community for 

visitors of all types. Well-kept residential areas and attractive and populated public spaces convey a 

positive image of a community as an economically prosperous place with engaged citizens. It also 

makes a community appear welcoming and safe to outsiders, reinforcing broader economic 

development objectives.   

In addition to the general aesthetic reasons for neighborhood enhancement strategies, many 

communities are actively seeking to create life-long residential opportunities for their residents and to 

capture increasing amounts of resident spending in order to offset a decline in projected population 

growth and consumer spending resulting from an aging population.  Some of the common strategies 

employed to revitalize older residential neighborhoods, promote market supported housing 

development and connect and activate public spaces are profiled in this chapter.  
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COMMUNITY & NEIGHBORHOOD ENHANCEMENT CHECKLIST 



1. __ Work with UW Extension to participate in the First Impressions program to gain insight into 

how visitors and/or prospective residents view your community.  

2. __ Conduct an assessment of public parks and outdoor spaces. Is the amount and variety of 

spaces appropriate? Which spaces are underutilized?    

3. __ Visit mapmyrun.com and mapmyride.com to identify running and biking paths currently used 

by residents and visitors. How do these routes compare to marked paths and designated 

routes?  

4. __ Conduct a windshield survey of residential neighborhoods. Are there areas in need of 

improvement? What is the primary demographic group in these areas?     

5. __ Host a realtor roundtable to better understand public perceptions of your community and 

identify the groups most often interested in relocating to the area.     

6. __ Use census data and information from locateinwisconsin.com to better understand the rate of 

growth in older adult populations over the next decade. How can these households be 

accommodated within the community? Is more one-level housing needed? Assisted living or 

nursing care units?    

7. __ Decide if your community development efforts will focus on the entire community, or on a 

targeted neighborhood or area with the greatest need. Within the focus area, solicit block 

captains who will be in charge of outreach and communications with households on their 

block.      

 8. __ Develop a work plan and budget to promote neighborhood revitalization and public space 

improvements over the next 5-10 years. Identify potential funding sources and grant cycles. 

Consider making small grants available to neighborhood groups for projects that they value at 

the local level.     
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ASSESSING LOCAL MARKET POTENTIAL 

Market potential from a community development perspective is different from the economic analysis 

required to recruit and grow the types of businesses discussed in previous chapters. Although housing 

development is market driven, people use emotion far more when making a residential choice than 

companies do when leasing space.   Additionally, community needs related to housing have the 

potentially to change significantly as local demographics change. While businesses and employers in a 

community can adjust to these changes by shifting product mix and recruiting employees from outside 

the immediate area, a community will need to adapt its services, amenities and potentially zoning or 

other ordinances to accommodate different groups throughout various life stages. The following 

analysis tools can help communities determine current and projected future service gaps and demand 

shifts that will influence the demand for and use of municipal services.  

Housing Market  

The most critical element of recruiting and retaining a diverse residential population is the ability to 

retain households throughout the lives of individuals. The needs of young professionals, new families, 

families with older children, empty nesters and retired individuals differ greatly, and individuals will often 

seek new housing arrangements during each of these transitions. If your community does not have a 

variety of housing types and price points, one or more of these groups may be inadvertently 

encouraged to relocate outside the district, potentially drawing other family or friends with them. A lack 

of housing diversity may be due to any of several common factors; 

• Restrictive zoning limiting the location or size of multi-family properties, limiting project feasibility 

or increasing required rents.  

• Local population aging rapidly with no local assisted living facilities, or presence of competing 

facilities in nearby communities. 

• Limited new or updated housing catering to younger families, or limited executive or moderate 

housing to support household expansion.  

To explore unmet demand within your own market, use the online Census interface select your 

community as the primary geography.  Under topics, search for and download the following reports: 

- Selected Housing Characteristics (ACS Data) 

- Tenure by Age of Householder 

- Age of Householder by Household Income 

Comparing the information from these three reports, you will be able to evaluate the distribution of 

existing housing units by age, price and vacancy. You will also be able to compare the preference for 

various housing types by age group. Compare this information with the state, or with nearby competing 

communities. Are fewer younger and older households in your community renting? Typically between 

50 and 75 percent of households under 25 and over 75 rent. Fewer renters in these age groups may be 

a sign that there are insufficient options available to accommodate this demand.  

Additionally, you will be able to evaluate how affordable your housing is for existing residents. Are a 

substantial number of households paying more than one-third of their income for housing? Or is the 

reverse true – are there a portion of rental households with higher incomes renting units for 

substantially less than they can afford? This may be a sign that there is demand for more affordable 

and/or market rate housing.  

To explore how this demand is likely to change over time, visit locateinwisconsin.com, and under the 

demographic profile for your community, it will provide the 5-year growth projections for the total 

population in each age range by decade.  As with all analysis, it is recommended that communities 

further explore local trends through focus group discussions, such as with local realtors or potentially 
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underserved groups. These discussions will help define the specific housing preferences (location, 

amenities, size, price point) desired by each group, which in turn can help a community approach a 

developer with expertise in that product type.  

Parks and Recreation 

Often highlighted as the most visible aspect of quality of life, a community’s 

park and recreation amenities provide the outdoor living space and 

programmed area within a community.  

The National Recreation and Park association publishes guidelines on the 

number and size of parks that should be present in a community based on 

its size. However, just because a community has many and/or varied park 

space, it may not be well located or utilized within the community.  Evaluate 

both the relative location and amenities present in each park. If a park 

originally designed with playground equipment is now located in a 

predominantly older adult neighborhood, installing more benches, tables, 

walking paths and lawn games may be more desirable to the current 

population. 

In addition to traditional park space, the presence or absence of dedicated bike paths and lanes, and 

even the location and accessibility of sidewalks can determine the amount of physical activity by 

residents. Younger children may only be allowed to bike outside in areas where sidewalks or dedicated 

paths are present, and older residents may rely on sidewalks for access to shops and amenities. While 

many communities plan pedestrian and cycling amenities with recreation in mind, connecting these 

networks with common retail, service and employment destinations can have a substantial influence on 

the amount of consumer dollars captured locally, as walkable businesses attract twice as much 

business from nearby customers versus those that require the customer to drive to the establishment.  

Public Amenities 

As with housing, the need for and use of public amenities changes over time. Providing universal 

amenities that can accommodate the needs of various groups can help households age in place, 

encourage interactions among different demographic groups, and promote active lifestyles and social 

interactions which enhance the sense of community. These amenities can include traditional facilities 

as well as specialty services, including the following: 

• Streetscape elements: younger and older residents may not be able to walk as far, or may 

prefer resting areas during extended trips. Providing adequate seating and benches, particularly 

along walking paths or pedestrian shopping areas, can extend the visit of families with young 

children or older adults.  

 

• Activated spaces: Outdoor activities are important for enhancing the perception of safety and 

security within a community, and also help outsiders become part of the community. Creating 

locations where activities can take place and encouraging local organizations to utilize 

community space is a low cost way to achieve these goals. Many communities are using 

underutilized space to provide opportunities for dog parks, urban gardens, fitness classes and 

other community activities that do not require financial support.  

 

• Dedicated facilities: Although outdoor activities are the most visible and engaging form of 

public activity, a Midwestern climate also requires indoor facilities to support activities during 

much of the year. While many local businesses may fill a portion of this need (i.e. coffee shops 

and bowling alleys), communities can often use vacant or underutilized indoor spaces to host 
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morning mother-tot get-togethers, senior lunches, after school youth activities and evening civic 

group meetings. Depending on the use, there may be funds available to support construction 

and/or build out of this type of facility, and combining uses can make such a space cost 

effective. 

 

• Public Assistance: Targeted services such as taxi/rideshare services, meals on wheels and 

health care transportation can improve the quality of life for older adults as well as the families 

of these individuals. Services for the elderly are the fastest growing need in many Wisconsin 

communities, although other municipalities are having success with programs targeted at other 

groups such as English language lessons, daycare cooperatives, and on-site workforce training.  
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PARTNERS & RESOURCES 
 

Partners for Housing Renewal & Development 

USDA and HUD both have programs to support single and multifamily renovations. The programs 

promote upgrades to exterior fixtures, HVAC and ADA accessibility for homeowners with qualified 

incomes or landlords willing to guarantee affordability standards for a period of time.  

• USDA: http://www.rurdev.usda.gov/HAD-HPG_Grants.html and 

http://www.rurdev.usda.gov/HAD-Direct_Rental_Loans.html 

• USDA Owner Occupied: http://www.rurdev.usda.gov/HAD-RR_Loans_Grants.html 

• HUD: http://www.hud.gov/offices/hsg/mfh/progdesc/renthsg207.cfm 

WHEDA – The Wisconsin Housing and Economic Development Authority provides funding for 

affordable housing, first-time homebuyers, and corporate-supported employer home buying programs. 

More at wheda.com.  

Partners for Community Engagement 

University of Wisconsin Extension – local extension agents are trained in community visioning and 

facilitation, and can help explore local partnerships to further community development. Find your 

County contact at uwex.edu/ces/cnred/countymap.cfm. 

USDA also offers a number of grants and loans to promote community based activities such as local 

foods, farmer’s markets and cooperative activity in communities under 50,000.  

Churches – Local churches often provide services, whether it is shelter, food pantries or income 

assistance. Additionally, they are a valuable partner in marketing community programs, facilitating 

services to needy individuals and hosting community visioning sessions.  

HOA’s/Neighborhood Groups – In addition to the block captain programs, HOA’s and Neighborhood 

Groups are effective communications tools. Today, most of these groups have Facebook or other 

online communication tools and may be willing to share information from the municipality.  

Civic Groups – Civic groups such as the Rotarians, Kiwanis and others have civic engagement and 

service as key foundations of their mission. Communicating and coordinating with these group can help 

identify other outside partners, facilitate fundraising and provide a support network for local efforts.  

Arts Councils – Arts councils bring a wealth of local talent and regional audience. They are invaluable 

partners for establishing community arts program, public art elements, youth engagement and other 

placemaking activities. If an arts council/group is not established in your community, explore ways to 

encourage the networking of creative individuals locally.  

Coalition of Wisconsin Aging Groups – Local Aging Coalitions can provide valuable insight on senior 

needs and issues throughout Wisconsin. Through their members and service providers, they can solicit 

input and communicate opportunities for senior centers, assisted living and other groups to participate 

in and support local initiatives. Find your regional representative at cwagwisconsin.org. 

http://www.rurdev.usda.gov/HAD-HPG_Grants.html
http://www.rurdev.usda.gov/HAD-Direct_Rental_Loans.html
http://www.rurdev.usda.gov/HAD-RR_Loans_Grants.html
http://www.hud.gov/offices/hsg/mfh/progdesc/renthsg207.cfm
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WAYS TO GET STARTED TODAY 

1. Ask an outside visitor to locate your commercial districts, business parks, schools, parks, library 
and City Hall without referencing a map. Are these assets easy to find and accessible? If not, 
develop a wayfinding program to help direct visitors to key destinations.   

2. Promote available housing improvement programs such as USDA’s Housing Renewal Program 
to qualifying homeowners. Encourage residents to take advantage of low and no cost funds to 
upgrade their home and improve energy efficiency.   

3. Launch a series of community walks and bike cruises. Consider closing streets to cars along 
certain routes and promoting community walks and cycling in these areas. Explore opportunities 
to do the same with walk to school and workforce lunchtime walking programs.  

4. Explore additional events hosted within neighborhoods or targeted specific demographic 
segments that you’d like to attract or retain in the community. Bike in movies or concerts, fitness 
classes or 5k races and casual bocce ball in the park are all options for park programming with 
different audiences.  

5. Consider offering a matching grant to neighborhoods or blocks which initiate local projects. 
Grants could fund social events such as block parties, or neighborhood improvements such as 
entrance signage, park enhancements or street plantings, provided the neighborhood is able to 
demonstrate consensus.   

6. Sponsor dumpster days or tree-a-thons to promote 
neighborhood cleanup. In neighborhoods with a greater 
share of older residents, consider coordinating a 
coordinated cleanup day where volunteers can assist older 
homeowners with improvements.  

7. Host a realtor tour to familiarize outside real estate agents 
with community amenities, demographics and 
neighborhoods. Invite representatives from the school, 
library and other amenities to provide information and answer questions on their programs.   

8. Watch the Better Block TED talk with a group of local residents. Choose an underutilized park or 
block, and plan a locally driven project to temporarily transform the space.  

9. Use marketing materials from Project 350 (350.org) to promote a shop local program within the 
community.  

10. Visit your churches and discuss needs that they see (or are serving) within the community.  

11. Explore the potential to create a local home improvement resource center (perhaps in 
partnership with a local hardware store). Residents can receive training and check out 
equipment necessary to carry out a variety of home improvement projects.  

12. Create a landlords group to increase communication with rental property owners. This group 
can more easily communicate with renters and also has valuable information on trends in the 
market. Some communities charge a nominal fee (i.e. $10) to register rental housing units within 
the community and improve tracking of unit ownership and occupancy status. If the group 
includes primarily local individuals or companies, they may benefit from periodic educational 
sessions or roundtables with police or civic groups regarding building code changes, legislative 
changes surrounding rental housing policies, etc.  
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13. Encourage local businesses to promote living locally. Explore the ability to provide matching low 
interest loans or other incentives if companies also provide incentives for purchasing a home 
within the community.  

14. If you have a Tax Increment Finance district which will be closing in the near future, consider 
using the Housing Renewal clause to create revolving loan fund supporting improvements to 
older properties to promote quality affordable housing.  

15. Hold a joint meeting with local civic groups (Rotary, Kiwanis, etc) to create an inventory of 
services and assistance currently available locally, and discuss partnerships to address 
challenges facing the community.  

16. Consider creating a volunteer bank in your community to help match volunteer tasks or 
positions with individuals looking to get involved. This could include paid and unpaid options, 
tasks for individuals, families or groups.  

17. Increase youth engagement in decision making. Consider appointing a youth 
member/representative to municipal and civic committees and boards.  

18. Work with a local architecture or landscape architecture 
program to have students create design reference 
guides for the type of housing commonly found in your 
community. This type of ‘curb appeal guide’ or design 
assistance allows homeowners to envision the type of 
changes that they’d like to make in their home, and 
create cost estimates for this type of project. Additional 
incentives may be provided in the form of low or no-
interest loans, or no-cost permit months to promote 
improvements to existing housing stock. 

19. Host an Tour of Downtown Living or equivalent – similar 
to a tour of homes, these events feature the unique residential options available in the 
downtown area – often eliminating preconceived notion of the type of units available. For added 
credit, feature a vacant upper floor as part of the tour in hopes of inspiring someone to take on 
the project.  
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EXAMPLES & CASE STUDIES 

Waunakee Creative Economy Initiative:  

 

The Village of Waunakee launched the creative economy 

initiative to discover and engage the creativity, artistry and 

innovation in Waunakee. Activities associated with the project 

include the Imagination Celebration, the day-long event that 

invites Waunakee-area artists, performers and crafts to 

showcase their work. Both Imagination Celebration events 

drew more than 1,200 attendees. The Village’s Lone Eagle 

group also provides a networking opportunity for self-

employed people who work from their homes. Another recent 

project is the Wall at the Hall that invites artists to display their 

work at Village Hall. 

 

Renew Monona Program:  

 

The City of Monona’s Renew Monona Loan Program is a housing stock renewal loan program that is 

intended to improve the affordability and attractiveness of purchasing homes in Monona. The program 

was created by the City of Monona Community Development Authority (CDA) and will be administered 

by the City of Monona. Most of Monona’s housing stock was constructed in the 1950’s and although the 

homes have been well maintained, many of them no longer meet the needs of today’s households, 

particularly young families with children. We have heard from many families interested in buying a 

house in Monona that the cost of bringing a home up to modern standards, when added to the initial 

purchase price, makes a Monona home purchase unaffordable compared to purchasing a newer home 

in a suburban location. 

 

Berlin Landlord Group 

 

The Berlin Landlord Group is an organization for residential 

landlords in Berlin, with the goal of providing and maintaining 

quality rental housing within the City. The BLG hosts quarterly 

meetings providing an interactive setting for landlords to 

maximize their rental investment while providing quality 

housing. Common topics address by the group include Crime 

Free Housing, Utility Rate Billing, Legal Background Checks, 

Tenant Screening, Building Code Updates, Nuisance Property Enforcements, Security Deposits and 

Abandoned Items, etc.  

 

Watertown Arts Council Public Art Program 

 

The Watertown Arts Council has undertaken a number of community 

development and beautification initiatives, including murals, fountains, 

sculptures and banners throughout the district. The group has a 

circulating curated art collection which is displayed in public buildings 

and private businesses throughout the City, and also hosts an annual 

art festival which has grown annually since its first festival in 1965 

with nearly $10,000 in institutional purchases from local partners.  
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ADDITIONAL RESOURCES 

No two communities are alike, and no two economic development programs are the same. The ability 

to leverage local talents, tailor programs and target initiatives to highlight those elements that make 

your community unique is what will ultimately determine the success of your local program.  

This guide provides an overview of common economic development activities associated with the core 

economic drivers in your community. However, there are numerous additional examples of creative 

approaches addressing local problems and establishing community-based networks for growth. 

Hopefully, by assessing the strengths and challenges facing various elements within your community, 

as illustrated in this guide, you have discovered common trends and also established partnerships and 

support from within the community which will help move the community’s plan forward. WEDC staff and 

partners look forward to working further with your community in the days and years ahead to further 

refine and advance individual strategies to help your community achieve its vision of a prosperous 

future.  

 

RESOURCE TABLE OF CONTENTS 
Guide to acronyms and abbreviations 

External resources & links 

Connect Communities reporting guide 

Work Plan Template 

Guide to Non-Profit Organizational Categories 

Examples of Revitalization Program Logos 
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Sample Organization Bylaws 

Sample Organization Budget 

Sample Manager  & Board Job Descriptions 

 

 

 



  

 
- 82 - 

 

GUIDE TO COMMON ACRONYMS AND ABBREVIATIONS 

Local 

BID      =  Business Improvement District, a self-taxing district formed under Wisconsin State Law, 

this entity is a legal quasi agency of the local municipality. 

CDA = Community Development Authority – locally organized governmental body with  

                        the ability to oversee real estate projects on behalf of the municipality.  

FTE  =  Full-time Equivalent  

PSA  = Public Service Announcement 

RDA = Residential Development Authority (or, occasionally, Redevelopment Authority).   

                       Similar to a CDA but may have specific focus on residential or development  

                       projects. 

 

State  

CDBG  =  Community Development Block Grant. Funds for projects benefitting low to  

                        moderate income populations. Largely provided through the state, although  

                        larger communities may self-administer funds.  

DNR    = Department of Natural Resources – State organization in charge of permitting for 

waterfront and environmental corridors. 

DOT  = Department of Transportation – Responsible for maintenance and repair of State 

Highways. Also maintains traffic count data.  

ERSI   =   The demographic information service that WIMS subscribes. Most communities will 

encounter this information as they are working on their market analysis.   

SBA = Small Business Administration – provides small business resources, counseling and 

financing services, especially for veterans, minorities and other targeted groups.  

SBDC =  Small Business Development Center – provides small business resources, training and 

counseling services.  

SHPO  =  State Historic Preservation Office, for the state of Wisconsin this is the Wisconsin 

Historical Society. This agency is the primary point of contact for getting properties listed 

on the National Register of Historic Places and for applying for the state and federal 

rehabilitation tax credits. 

WEDA =  Wisconsin Economic Development Association 

WEDC =  Wisconsin Economic Development Corporation, the public-private authority that houses 

WIMS 

WHEDA =  Wisconsin Housing and Economic Development Authority  

WWBIC  =  Wisconsin Women’s Business Initiative Corporation – provides training and financing for 

small businesses (of any gender), including online training.  

UWEX =  University of Wisconsin-Extension, provides market analysis, webinars on  

                       relevant topics, tracks industry trend data and runs the First Impressions  

                       program.  

 

Federal 

501(c) 3 =  A common non-profit status, also known as a charity. While the preferred not for profit 

status for Main Street communities, each situation requires local analysis. Some of our 

communities are 501 (c) (6), 501 (c) 4, and some are BIDS (See above). 

HUD  =  Housing and Urban Development. Provides funds for low and moderate income  

                        communities or populations, especially for housing.  

IRS  =  Internal Revenue Service 

NPS  =  National Park Service 
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SOI      =  Secretary of Interior, who is the federal agency that all National Register applications 

have to be approved by and all federal rehab tax credits must be granted through. The 

SOI has its own standards that buildings have to be  

 

Main Street 

ED  =  Executive Director 

EV  =  Economic Vitality 

PR  =  Promotions 

Org  =  Organization 

MS = Main Street 

CC = Connect Communities 

NMSC =  National Main Street Center  

NTHP = National Trust for Historic Preservation – houses the Main Street Center. 

WIMS  =  Wisconsin Main Street 

 

 

Miscellaneous 

ADA  =  American with Disabilities Act 

BID      =  Business Improvement District 

CVB  =  Convention and Visitors Bureau 

EDC  =  Economic Development Council or Committee 

EDO  =  Economic Development Organization 

IDA      =  International Downtown Association – Another organization working to improve 

downtowns.  

ROI     =  Return on Investment We encourage all of our communities to use their reinvestment 

statistics to show their stakeholders the ROI that the program has had.  

RPC  =  Regional Planning Commission 

TIF or TID =   Tax Increment Finance District  

USDA =  US Department of Agriculture. Provides funding for rural communities for a  

                        variety of planning, development and business related initiatives.  

WDAC = Wisconsin Downtown Action Council – hosts conferences and provides  

                       resources for downtown revitalization 
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EXTERNAL RESOURCES 

Many additional no-cost resources at the local, state and national level are available for communities 

pursuing economic development and downtown revitalization. These resources are profiled below, 

grouped according to topic.  

Best Practices 

Chatter Group (Main Street and Connect Communities Only): salesforce.com 

Downtown Resource Library (Main Street and Connect Communities Only): 

www.wedc.org/downtownresources 

National Main Street Center List Serv and Solution Center (Members of NMSC Only): mainstreet.org 

International Downtown Association (some require membership): ida-downtown.org 

Wisconsin Main Street Facebook Page: Postings on best practices, activities at statewide downtown 

organizations and national inspiration: https://www.facebook.com/WisconsinMainStreet 

Wisconsin Main Street Pinterest Page: Postings on best practices, activities at statewide downtown 

organizations and national inspiration: www.Pinterest.com/WIMainStreet 

 

USDA: The USDA offers a rural community revitalization resource page which includes case studies 

and best practices. http://www.nal.usda.gov/ric/ricpubs/downtown.html#dr  

Main Street Workshops, Webinars and Conferences. Several workshops and webinars are held in the 

state each year for Main Street and Connect Communities. Additionally, the Wisconsin Downtown 

Action Council (WDAC) holds a statewide conference on downtowns every other year.  

Historic Preservation 

National Register of Historic Places: Listing of properties on national register as individual buildings or 

within a historic district. nps.gov and wisconsinhistory.org 

Tax Credit FAQ: Information on utilizing Wisconsin historic tax credits to fund rehabilitation and 

renovation of historic buildings. wisconsinhistory.org 

Research Information & Market Data 

UW Extension Downtown Toolkit: Previous research reports, market analysis information and tips for 

applying market research to downtown revitalization. http://fyi.uwex.edu/downtown-market-analysis/ 

Locate in Wisconsin: Information on available properties and community profiles, including population 

and demographics, consumer spending and other local market data.  inwisconsin.com 

On The Map: Mapping tool which utilizes economic census data to illustrate community patterns, 

employment clusters and age and wage rates of local employee groups. 

http://onthemap.ces.census.gov/ 

Size Up: Information on business revenues by industry and local industry opportunities – available to 

the zip code level depending on geographic location. Sizeup.org 

https://www.facebook.com/WisconsinMainStreet
http://www.pinterest.com/WIMainStreet
http://www.nal.usda.gov/ric/ricpubs/downtown.html#dr
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Local Assessment Data: County Assessor’s offices track records on property ownership, parcel size, 

and assessed value of properties in your district. Nearly all are online, and many have interactive GIS 

search features.  

Local Zoning Code: Information on zoning, historic districts and guidelines. May be available on your 

Municipality’s website, or at municode.com in the Code Library. 

Strategic Planning 

Brainstorming tools for non-profits and creative organizations: spiderscribe.com allows for collaborative 

brainstorming and mind mapping in a digital environment.  

Community survey tools: zoomerang and survey monkey are well known free online survey tools which 

can be used to solicit public insight. When you’re done, wordle.com will take community feedback and 

create a word cloud to visually display feedback and preferences.  

Marketing and Promotions 

Shop Local Programming: 350.org provides downloadable marketing tools and promotional campaigns 

to support shop local efforts.  

Infographics: Demonstrating the value of your downtown can be done more easily with a well-designed 

infographic. Try creately.com, canva.com, wordle.com or infogr.am to get started. 

Email marketing: Mailchimp.com is free for non-profits and provides sophisticated email campaign 

management and tracking tools for digital communications.  

Website planning: if you’re working an update or overhaul for your website, consider using slickplan to 

help with the planning process. This tool allows users to experiment with information hierarchy and 

connections to ensure that no user has to spend more than two clicks to get to critical information.  

Small Business Assistance 

WWBIC: Online and in person training as well as grant and loan programs for small businesses 

Wwbic.com 

SCORE: Personalized consulting for small businesses by retired executives. Score.org 

SBDC: Program of the SBA which focuses on matching small businesses and entrepreneurs with 

training and financial assistance. http://www.sba.gov/content/small-business-development-centers-

sbdcs 

Bizstats: Budget planning information for a variety of industries which lets businesses measure their 

cost and revenue structure against nationwide averages for similar businesses.  

Measuring Value 

Economic Impact Calculator: Americans for the Arts has developed a toolkit for measuring the return on 

investment from arts initiatives. 

http://www.americansforthearts.org/sites/default/files/aepiv_calculator/calculator.html 

Triple Bottom Line: Another calculator that evaluates the economic, fiscal and social health of nonprofit 

organizations (or downtowns).  tbltool.org 
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PROGRAM REPORTING 

As part of the Connect Communities and Main Street programs, you will be asked to report on your 

community’s progress according to multiple factors. Keeping track of this information along the way will 

make this a much simpler and more accurate process. This information should be equally useful to the 

local community as a way of highlighting local accomplishments and progress over time. An infographic 

template will be provided to help you communicate your progress to local partners.  

 July August September October November December 

How many new 

businesses opened or 

closed?  

      

How many businesses 

expanded?  

      

How many new jobs 

were added in the 

district?  

      

What was the total 

private investment in 

the district? Did anyone 

buy a building, rehab a 

façade, renovate a 

building or build a new 

structure?  

TIP: Count a building when it 

sells, or when work is completed.  

      

What was the total 

public investment in the 

district? How much was 

invested in 

infrastructure, for loans 

or grants, or on 

streetscape or public 

spaces?  

      

What activities were 

implemented or held in 

the district? Include 

events, business 

education or training 

workshops, new 

marketing or 

promotions, etc.  

      

How many volunteer 

hours were dedicated to 

projects and initiatives 

in the district?  
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 January February March April May June 

How many new 

businesses opened or 

closed?  

      

How many businesses 

expanded?  

      

How many new jobs 

were added in the 

district?  

      

What was the total 

private investment in 

the district? Did anyone 

buy a building, rehab a 

façade, renovate a 

building or build a new 

structure?  

TIP: Count a building when it 

sells, or when work is completed.  

      

What was the total 

public investment in the 

district? How much was 

invested in 

infrastructure, for loans 

or grants, or on 

streetscape or public 

spaces?  

      

What activities were 

implemented or held in 

the district? Include 

events, business 

education or training 

workshops, new 

marketing or 

promotions, etc.  

      

How many volunteer 

hours were dedicated to 

projects and initiatives 

in the district?  
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SAMPLE COMMUNITY SURVEY QUESTIONS 

A good first step in setting priorities for revitalization is to survey the population of individuals already in 

the marketplace. Learning who is coming downtown, who is not, for which activities, when and why will 

help tailor marketing and event activities to be most effective. Not only is a survey the only way to 

establish baseline information on market awareness and comfort, but it also helps determine 

community priorities and uncover the aspects of your downtown that are most cherished and unique. 

The optimal survey will take no more than 10-15 minutes to complete, and asks for demographic 

information at the end (once the participant is more comfortable).  

How often do you visit downtown? (choices i.e. once/week, few times per week, few times per month, 

few times per year, rarely) 

Which of the following activities do you come downtown for vs. frequent other destinations? (three 

choices for each – most often downtown, equally likely, most often elsewhere). Choices might include 

purchase groceries, eat breakfast, eat lunch, eat dinner, shop for goods and services, run personal 

errands, attend to professional business, attend worship, attend educational classes, visit 

parks/recreation, visit arts/cultural, seek entertainment, participate in children’s activities) 

Which three destinations or businesses downtown do you visit most frequently? 

Please list three businesses or amenities that you feel are missing from downtown which you would 

visit if they were available.  

If I do not come downtown, it’s because (choose the most influential factor): choices include lack of 

diverse shopping, lack of dining options, difficult to get there, difficult to park near destination, generally 

unappealing environment, concern for safety, lack of information/knowledge, not convenient to my 

home, other 

Which of the following events have you attended in the past 12 months (list all downtown events) 

The following are characteristics commonly associated with high-performing downtowns. Please 

indicate how you feel our downtown is performing in each of these areas. (second question, identify 

how important you feel this issue is to address in the next five years (very, somewhat, not) 

 Strong Adequate 
Needs 

Improvement 

Businesses have appropriate and adequate hours    

Directional signage is sufficient    

Walking and biking to, in, and around downtown is easy 
and safe 

   

Driving to, in, and around downtown is easy and safe    

Older buildings are well preserved    

Downtown presents a positive image to visitors    

Businesses have attractive storefronts    

Housing and adjacent neighborhoods meet market needs    

Downtown has things to do for multiple age groups    

Special events create a sense of vibrancy in downtown    

I would encourage my friends and family to shop downtown    
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Downtown is clean and inviting    

I feel safe downtown, even at night    

 

Which of the following describes your relationship to downtown (check all that apply). Choices: property 

owner, business owner/manager, downtown employee, downtown resident, city resident, area resident, 

visitor, student (if applicable) 

How long have you lived in/near (community)? Choices: under 1 year, 1-5 years, 6-10 years, 11-20 

years, 20+ years.  

Which of the following includes your age? Choices: 25 or under, 26-35, 36-45,46-55,46-65, 66 and over 

Does your household include children under age 18?  

Is there anything else you feel we should know?  
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SAMPLE BUSINESS RETENTION SURVEY QUESTIONS 

Often, the most effective way to learn what your businesses think about the community and their 

business is simply to ask. Not only do people like to be asked their opinion, but they are likely to 

provide the type of honest feedback necessary to make meaningful change and elicit community 

support for your efforts. The following questions help uncover perceptions and issues locally that can 

be addressed in the strategic planning process for maximum impact. Retention surveys are best 

conducted in person, but can be supplemented with online forms.  

Business Name, primary product, hours of operation and contact name 

With respect to this business, what are you most proud of?  

What is your business anniversary (month/year)? (important so we can help you celebrate) 

What products or qualities give your business a competitive advantage or make you unique?  

Who is your primary/target customer?  

What type of marketing/advertising do you currently do? (list social, print, broadcast, brochures) Which 

are effective?  

What is the biggest advantage to a business location in downtown?  

What is the biggest challenge to a business location in downtown?  

Over the last three years, have the following factors increased, stayed the same or declined (foot 

traffic/customers, sales, employees, products/square footage) – followup in person to ask what drove 

the change 

If you could move any three businesses closer to your business, what would they be (new to the 

community, or relocated nearer to you).  

What are the biggest challenges you are currently experiencing – is there any support or assistance 

that could help your business address this challenge?  

Please indicate which of the following events you feel benefits your business, which benefit the 

community but not your business, and those you are unsure of the benefits of (list events).  

Do you currently own or lease your space?  

In the next five years, are you considering any of the following? (choices: increasing/decreasing 

products/services, increasing/decreasing square footage, increasing/decreasing staff, 

increasing/decreasing hours, relocating, adding a second location (where to last two), retiring/selling.  

If yes to any of the above, do you anticipate any challenges? 

Is there anything else you’d like to share?  
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WORK PLAN TEMPLATE 

A well-structured work plan is essential to carrying out effective initiatives and programs of all types. 

This work plan is ideally developed annually based on the organization’s strategic or long-range plan, 

and is used throughout the year to monitor and track upcoming deadlines and budgets associated with 

individual committees or projects.  

 

Sample Completed Work Plan 

Project or Program:  Operate Farmer’s Market 

Goal of Project or 

Program:  

Increase weekday 

activity downtown, 

promote local 

artisans and 

farmers. 

Event or Program 

Date: 

Wednesdays May 1 – Oct 1 

Measurable 

Outcome Desired:  

5% Increase in 

attendance and 2 

additional vendors 

Total Project 

Budget:  

$5,000 

Tasks Responsible 

Persons 

Start Date End Date Budget 

Confirm use of 

parking lot 

Suzy March 1 March 1 N/A 

Send registration to 

previous year 

vendors 

Brian March 1 March 15 $150 

Identify and solicit 

new vendors based 

on committee input 

Brian March 1 March 30 $50 

Advertise market: 

Calendar 

Website 

Event Guide 

School Flyer 

Suzy April 1 Through 

September 

$500 

Setup and 

Takedown of 

tables/signage, 

count attendees 

Anna 

Greg 

May-June 

July-Oct 

Wednesdays 

2-7 

N/A 
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Work Plan Template 

 

Project or Program:   

Goal of Project or 

Program:  

 Event or Program 

Date: 

 

Measurable 

Outcome Desired:  

 Total Project 

Budget:  

 

Tasks Responsible 

Persons 

Start Date End Date Budget 
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GUIDE TO NONPROFIT, TAX-EXEMPT ORGANIZATIONAL 
CATEGORIES 

 501(c)3 501(c)4 501(c)6 

Purpose Charitable or 
educational 

Nonprofit civic 
leagues and 
organizations 
promoting social 
welfare 

Promotion of some 
common business 
interest 
 

Comments Must be organized 
and operated 
exclusively for one or 
more of the purposes 
specified 

Can serve 

recreational purposes 

as well; can serve a 

wider class of 

beneficiaries than (c)3 

and (c)6 organizations 

Must be devoted to 

improvement of 

business conditions of 

one or more lines of 

business, rather than 

performance of 

particular services for 

individuals; primarily 

membership groups 

Political activity 

allowed? 

May not direct a 

substantial part of its 

activities towards 

influencing 

legislation.  Cannot 

support a candidate 

for public office. 

May be involved in 

lobbying but cannot 

support a candidate 

for public office 

Unlimited lobbying 

efforts as long as 

activities are directly 

to promoting common 

business interests of 

the organization 

 

Exempt from federal 

tax? 

Yes Yes Yes 

Charitable 

deductions available 

to donors? 

Yes No No 

Eligible for foundation 

and federal grants? 

Yes Not usually Not usually 

Property tax 

exemption? 

In most states Not usually Not usually 

Business deductions 
available to donor? 

Only as charitable 

deductions 

No Portion of 

membership dues 

attributable to 

permissible lobbying 

that has a direct 

interest to member is 

deductible 
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EXAMPLES OF REVITALIZATION PROGRAM LOGOS 
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SAMPLE ORGANIZATIONAL CHART 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 

 

 

 

 

 

Revitalization 

Organization 

Board of Directors 

• Financial 

• Advocacy 

• Policy 

• Planning 

• Personnel 

Executive Director 

Executive 

Committee 

Organization 

• Volunteer 

Development 

• Communications 

• Public Relations 

• Fundraising 

Design 

• Public Spaces 

• Building 

Improvements 

• Design Education 

• Enforcement 

Economic Vitality 

• Market Research 

• Business Assistance 

• Financial Assistance 

• Property Development 

Promotion 

• Marketing Strategy 

• Image Building 

• Retail Promotions 

• Special Events 
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SAMPLE DEVELOPMENT ASSOCIATION BYLAWS 
ARTICLE I 

Name and Term 

The name of this corporation will be the Kruppopolis Downtown Development Association, hereafter referred to as the KDDA 

or Association, and its duration will be perpetual.  

ARTICLE II 

Offices 

A.  Principal office: The principal office of the KDDA will be in the State of Wisconsin, County of Gooding, City of Kruppopolis.  

Further, it will be located within the boundaries of the Kruppopolis Downtown Development Association. 

B.  Registered office: The registered office of the KDDA will be maintained in the State of Wisconsin, and may be, but need not 

be, identical with the principal office.  The address of the registered office may be changed from time to time by resolution of 

the Board of Directors. 

ARTICLE III 

Amendments 

These By Laws may be amended by resolution at any time by an affirmative vote of at least two-thirds of the entire Board of 

Directors. 

ARTICLE IV 

Purposes 

A. Organization: KDDA will organize and promote constructive relationships between local government bodies and private 

business and citizens.  KDDA will support other charitable and educational organizations whose primary interest is to preserve 

and develop the beauty and economic stability of Kruppopolis.  KDDA will represent the concerns of the downtown area at the 

city, county, and special district level. 

B. Promotions: KDDA will promote and sponsor discussion groups and will educate and inform citizens and members on 

topics of interest and concern to the downtown area.  KDDA will maintain information regarding revitalization in the downtown 

area.  KDDA will sponsor cultural, employment and commercial district revitalization activities in the downtown area.  KDDA 

will provide a forum for sharing knowledge, common experiences and problems.  KDDA will issue publications and information 

regarding its activities and other information relevant to downtown revitalization.  Such publications may include the following: 

• planning studies 

• an organization brochure 

• informational brochures, maps, and guides 

• special event flyers, pamphlets, and posters 

• a newsletter 

C.  Economic Vitality: KDDA will help to educate and assist downtown business owners and property owners in matters of 

preservation, promotion, and finance.  KDDA will help recruit new stores to minimize the effects of vacancies and to diversify 

the retail mix.  KDDA will aid in acquisition of adequate financing for new and existing businesses and for renovation of historic 

structures.    

D.  Design: KDDA will advocate for the planning and coordinating design of improvements in, or adjacent to the downtown 

area.  KDDA will aid in providing design services for buildings and signage.  KDDA will provide information on painting, 

construction, historic renovation, and preservation.  KDDA will promote and assist in city beautification projects.  KDDA will 

participate in the planning and development of public interest projects in the downtown area.  KDDA will promote effective 

redevelopment efforts and assist in planning for the stabilization and revitalization of the downtown area.  KDDA will, whenever 

possible, recommend appropriate uses and design standards for downtown development compatible with historic preservation. 

ARTICLE V 

Powers 

A.  General Powers: KDDA will have all powers granted by Wisconsin law.  It will also have the power to undertake, either 

alone or in cooperation with others, any lawful activity which may be necessary or desirable for the furtherance of any or all 

purposes for which the KDDA is organized. 
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B.  Investment Powers: KDDA may invest both assets secured by KDDA, and services provided by KDDA resulting in 

development, as program related investments.  Any returns from such investment will be used by KDDA for the furtherance of 

any or all purposes for which the KDDA is organized.  No portion of the returns will inure to the benefit of any member, 

Director, Officer or staff member of KDDA. 

ARTICLE VI 

Boundaries and Membership 

A.  Boundaries: The primary focus area of the downtown district will be defined by Eleanor Avenue on the south, Betsy Avenue 

on the north, Andrew Street on the west, and Theodore Street on the east. 

B.  Membership: Any individual, business, or organization interested in becoming a member of the KDDA can file an 

application for membership in such form as the Board of Directors prescribes.  Each active member will be entitled to one vote 

on matters that come before the membership.  The Board of Directors will establish annual dues as it deems appropriate.  

Such establishment of dues will include method of payment.  Any member may resign from membership in the Association 

upon giving written notice thereof to the Secretary or the Executive Director of the Association.  Members who resign from 

membership will not be entitled to vote or receive refund of dues therefore paid. 

ARTICLE VII 

Membership Meetings 

A.  Annual Meeting: The annual meeting of the KDDA membership will be the second Tuesday in April or such other time as 

the Board of Directors may direct.  Members will be notified by either regular mail or electronic mail at the address listed on 

their business license or membership application more than 30 days before the meeting convenes.  The purpose of the annual 

meeting will be to complete tallying and announce the Board of Directors of KDDA for the following year, and such other 

business as the Board of Directors brings before the membership. 

B.  Special Meetings: Special meetings for the membership will be held at any time and place as may be designated in the 

notice of said meeting upon call of the President of the Board of Directors, or a majority of the Board of Directors, or upon the 

written petition by at least twenty-five percent (25%) of the active membership.  A notice stating the place, date, and time of 

meetings will be provided either personally or by regular or electronic mail to each member at least ten days prior to the 

meeting.  Other interested parties will be given such notice of meetings as the Board of Directors deem appropriate. 

ARTICLE VIII 

Directors 

A.  Duties: The Board of Directors will manage, set the policy for, and oversee the management of the affairs of KDDA.  They 

will control its property, be responsible for its finances, formulate its policy, and direct its affairs.  The Board of Directors may 

hire an Executive Director and support personnel.  The Board of Directors may enter into contracts necessary to accomplish 

the KDDA goals. 

B.  Qualifications: There will be nine members on the Board of Directors.  Any member, employee of a member business, or 

partner or associate in a member business of KDDA may be a Director.  However, there must be a Director from both retail 

and non-retail businesses, as well as a real property owner from within the primary focus area of the KDDP.  There will not be 

a majority of any occupation on the Board.  Directors must be of sound mind and of legal age. 

C.  Term: Every Director will be elected for a three (3) year term.  However, the initial Board of Directors will serve staggered 

terms.  Directors on the initial Board will be elected by lot: three for three (3) years, three for two (2) years and three until the 

first annual meeting.  No member shall serve more than two consecutive three-year terms without stepping down from serving 

for at least one year. 

D.  Elections: Directors will be elected by the membership by mailed ballot.  Tallying of ballots will be completed, and the new 

Directors announced at the Annual Meeting.  Every member will have one vote for each available Director’s position.  

Nominations to the ballot slate will be made either: 1) by petition submitted to the KDDA office more than 25 days in advance 

of the annual meeting, signed by five members; or 2) by the nominating committee, which will consist of the outgoing Board 

members and the President.  Ballots will be mailed to each member more than 14 and less than 24 days before the annual 

meeting.  Ballots must be received at the KDDA office by 5 p.m. on the day before the annual meeting.  In the event of a tie, a 

runoff election will be held by written ballot at the annual meeting.  In the event there is not a Director elected from the three 

categories listed in Article VIII, B; then the new Director with the fewest votes will not be named, and an election for that 

position will be held by written ballot at the annual meeting. 

E.  Vacancies: A Director may resign at any time by giving written notice to the KDDA President, Vice President, or Executive 

Director.  Any vacancy in the Board occurring because of death, resignation, refusal to serve, or otherwise will be filled for the 
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unexpired term by action a majority of the remaining Directors.  Three consecutive unexcused absences from regular Board of 

Director’s meetings will be considered a vacancy. 

F.  Meetings: The Board of Directors will meet at least monthly.  The President and/or any three Directors may call a meeting 

of the Board.  At a duly called meeting of the Board of Directors, five (5) members will constitute a quorum.  All business of the 

Board of Directors will be transacted at a duly called meeting of the Board. 

G.  Compensation: Directors will receive no compensation for their services as Directors, but the Board may, by resolution, 

authorize reasonable reimbursement for expenses incurred in the performance of their duties.  Nothing herein will preclude a 

Director from serving KDDA in any other capacity and receiving reasonable compensation for such service. 

H.  Liability: Directors will not be personally liable for the Association’s debts, liabilities, or other obligations. 

ARTICLE IX 

Officers 

A.  Number of Officers: KDDA will have a President, Vice President, Secretary, Treasurer, and such additional officers as the 

Board of Directors may from time to time designate.  Each officer will serve a one year term.  Officers will be elected by the 

Board of Directors at the first Board meeting following the Annual meeting of membership.     

   

B.  Duties of President: The President will preside at all meetings of the Board of Directors, and at the annual meeting ending 

his or her term of office.  The President will be entitled to the same vote as any other Director. The president shall sign all 

checks and documents pertaining to KDDA for which the President’s signature is necessary or desirable. 

C.  Duties of Vice President: In the absence of the President, or his or her inability to act, the Vice President will possess all 

the President’s powers and discharge all Presidential duties.  The Vice President may also sign any checks or documents 

necessary for KDDA. 

D.  Duties of the Secretary: The Secretary will record and maintain a full and correct record of the proceedings of KDDA.  The 

Secretary may also sign any checks or documents necessary for KDDA, and will perform such other duties as the Board may 

from time to time direct. 

E.  Duties of Treasurer: The Treasurer will maintain in good order all financial records of the Association.  The Treasurer may 

sign checks for the KDDA.  At the annual meeting, and at regular Board of Directors’ meetings, the treasurer will provide a 

report and summary statement on the financial affairs of KDDA. 

F. Temporary Officers: In cases of absence or disability of an officer of the Association, the remaining Officers may vote to 

delegate the powers and duties of such officer to any other officer or member of the Board.   

ARTICLE X 

Committees 

KDDA will have the following standing committees: 

Organization, 2) Promotion, 3) Design, 4) Economic Vitality. 

KDDA will also have such other committees as the Board of Directors may from time to time establish.  Committees will report 

at least monthly to the Board of Directors.  At least one Director will serve on every committee.  Committees will be appointed 

by the President with the approval of the Board of Directors.  Committees need not be limited in membership to KDDA 

members, but can have representatives from other relevant areas of the community. 

ARTICLE XI 

Finances and General Provisions 

A.  The fiscal year of the Association will begin on the first day of July, and end on the last day of the June in each year.  On 

the first year of incorporation, the fiscal year will begin upon incorporation and end on the last day of June. 

B.  Except as the Board of Directors may otherwise authorize, all checks, drafts, and other instruments used for payment of 

money and all instruments of transfer of securities will be signed by the Treasurer and one Officer, or by the Treasurer and the 

Executive Director.  In the absence of the Treasurer, any two Officers or one Officer and the Executive Director may sign in the 

place of the Treasurer.  

C. Within two months after the close of the fiscal year, the Treasurer will prepare a year-end financial statement showing in 

reasonable detail the source and application of the previous year’s funds and the financial condition of the Association.  Th is 

statement will be presented to the Board of Directors at a regular board meeting. 
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ARTICLE XII 

Corporate Seal 

KDDA will have no corporate seal. 

ARTICLE XIII 

Indemnification 

A.  KDDA may indemnify any Officer or Director, or a former Officer or Director, their heirs or assigns, for any and all 

judgments, settlement amounts, attorneys fees and litigation expenses incurred by reason of his or her having been made a 

party to litigation due to his or her capacity or former capacity as Officer or Director of KDDA.  KDDA may advance expenses 

where appropriate.  Payments of Indemnification shall be reported at the next annual meeting.  The provisions of this section 

apply to any cause of action arising prior to the adoption of these By Laws also.  The rights of indemnification set forth herein 

are not exclusive. 

B.  An Officer or Director is not entitled to indemnification if the cause of action is brought by KDDA itself against the Officer or 

Director, or if it is determined in judgment that the Officer or Director was derelict in the performance of his duties, or had 

reason to believe his action was unlawful. 

C.  No Director, trustee or any uncompensated officer of the KDDA will be personally liable to the corporation or its members 

for monetary damages for conduct as a Director, trustee, or any uncompensated officer provided that this Article will not 

eliminate the liability of a Director or any uncompensated officer for any act or omission occurring prior to the date when this 

Article becomes effective and for any act or omission for which eliminated of liability is not permitted under the Wisconsin 

Nonprofit Corporation Act.  

ARTICLE XIIII 

Amendments 

A.  The Board of Directors shall have the power to alter, amend, or repeal the bylaws or adopt new bylaws by a quorum vote at 

a duly called meeting of the Board, provided that no such action will be taken if it would in any way adversely affect the 

KDDA’s qualifications under the Internal Revenue Code or corresponding provisions of any subsequent Federal tax law.   

This document is a complete and correct copy of the KDDA’s bylaws, adopted by the Board of Directors on this date, May 3, 

2008, and is now in effect. 

 

__________________________  _______________ 

Mr. Downtown, Secretary               Date 

Sample Development Association  
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SAMPLE FIRST YEAR OPERATING BUDGET  

ANYTOWN DOWNTOWN DEVELOPMENT ASSOCIATION 

FIRST YEAR OPERATING BUDGET    

(Mid-sized program, population approx. 5,000-50,000, full-time director) 

     

        Cash        In-Kind         TOTAL 

Personnel     

     Exec. Director (gross salary)          38,000              38,000  

     Benefits            1,800                1,800  

     Payroll Taxes            4,560               4,560 

     Clerical, Bookkeeping               420               300                  720  

     Filing Fees, etc.            1,000                1,000  

Total Personnel          45,780               300             46,080  

     

Office     

     Rent            2,800            2,400               5,200  

     Utilities               450                   450  

     Telephone            1,200                1,200  

     Internet/Website               900                  900 

     Office Supplies               850               200               1,050  

     Postage            1,100                1,100  

     Org. Insurance               500                   500  

     Equip./Repair               600            1,500              2,100  

     Dues and Subscriptions               400                   400  

Total Office            8,800            4,100             12,900  

 

 

    

Other     

     Photography               300                   300  

     Printing            2,500           1,000               3,500  

     Local Meetings               250                   250  

     Wkshps., Trngs., & Travel            2,400              200               2,600  

     Public Relations            1,700                1,700  

     Advertising & Promo            3,000           1,500               4,500  

     Tech Assistance            2,100                2,100  

     Committee Expenses            2,000           4,300               6,300  

     Miscellaneous               500                   500  

Total Other          14,750           7,000             21,750  

     

TOTAL OPER. EXPENSES          69,330         11,400             80,730  

 

     

        Cash      In-Kind       TOTAL 

Personnel     

     Exec. Director (including taxes)          19,000              19,000  

     Benefits            1,100                1,100  

     Payroll Taxes            2,280               2,280 

     Clerical, Bookkeeping               420              300                  720  

     Filing Fees, etc.            1,000                1,000  

Total Personnel          23,800              300             24,100  
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Office     

     Rent            2,880           2,400               5,280  

     Utilities               450                   450  

     Telephone               900                   900  

     Internet/Website               900                  900 

     Office Supplies               600              200                  800  

     Postage               900                   900  

     Org. Insurance               400                   400  

     Equip./Repair               600           1,500               2,100  

     Dues and Subscriptions               400                   400  

Total Office            8,030           4,100             12,130  

     

Other     

     Photography               300                   300  

     Printing            2,500           1,000               3,500  

     Local Meetings               250                   250  

     Wkshps., Trngs., & Travel            2,400              200               2,600  

     Public Relations               900                   900  

     Advertising & Promo            1,300           1,500               2,800  

     Tech Assistance            1,400                1,400  

     Committee Expenses            1,500           4,300               5,800  

     Miscellaneous               500                   500  

Total Other          11,050           7,000             18,050  

     

TOTAL OPER. EXPENSES          42,880         11,400             54,280  
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BOARD COMPOSITION 

The Board should be a decisive, action-oriented group, small enough to easily establish a quorum and 

large enough to include broad community representation.  Ideally, the board should have between 9 

and 13 members chosen from the following groups (note that every group does not need to have 

representation on the board -- this list is meant to help you think through potential candidates). In 

addition to the professional affiliations of board members, make sure to seek diversity of opinions as 

well. A mix of members by gender, age, ethnicity, tenure in the community and other considerations not 

only ensures better decision making but also creates a more broad-based built-in audience for 

organization activities.  

___ Downtown Retailers 

___ Professionals 

___ Downtown Property Owners 

___ Service Sector  

___ Financial Institutions  

___ Large Employers 

___ Chamber Board (not staff) 

___ Heads of Neighborhood Organizations 

___ Identified Community Leaders 

___ Local Civic Organizations 

___ Preservation or Historical Society 

___ School District (including students) 

___ Interested Community Members 

___ City and/or County Government (works best in ex-officio capacity) 

___ Regional Planning/Economic Development Agencies 

An ideal board of directors should not have a majority from any single category. 
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SAMPLE JOB DESCRIPTIONS 

OFFICIAL TITLE: MEMBER, BOARD OF DIRECTORS 

Requirements: 

Board members should be prepared to make a financial commitment, and contribute 4 - 10 hours a month to the 

program.  Downtown revitalization program boards typically meet monthly for 60 - 90 minutes.  The board may 

delegate some of its duties to an executive committee or other task forces.  Board members are usually expected 

to serve on one or more of these task forces and/or standing committees of the downtown program. 

Board Responsibilities: 

The board has the final responsibility for the success or failure of the downtown revitalization program.  It is 

responsible for all of the finances of the organization and establishes program policy.  The board is responsible 

for maximizing volunteer involvement in the downtown revitalization effort.  Collectively, the board makes 

decisions about the program's direction and monitors progress on a regular basis.  It sets priorities, and makes 

decisions about the program's political stance.  It oversees the work of the executive director; has the primary 

responsibility for raising money for the program, and supports the work of the committees by volunteering time 

and expertise in support of their efforts.  The board of directors is also responsible for fulfilling the legal and 

financial requirements in the conduct of its business affairs as a nonprofit organization.   

Individual Responsibilities: 

• To learn about and promote the purpose and activities of the local downtown revitalization organization, and 

the Main Street™ Approach whenever appropriate and possible. 

• To attend regular monthly meetings of the board or to notify staff when absence is necessary. 

• To actively participate on at least one committee. 

• To actively participate in specific activities or projects promoted by the board which may include: 

-fundraising 

-membership recruitment 

-representation on behalf of the program at meetings and/or events 

-attend trainings and workshops 

 

• To make an annual membership contribution, if applicable  

• To stay informed about the purpose and activities of the downtown program in order to effectively participate 

in board decisions and fulfilling responsibilities.  

 
OFFICIAL TITLE: PRESIDENT 
Time Required: 

8 - 10 hours per month above and beyond that of a regular board member.  The president shall be exempt from 

the requirement of participating on other committees and task groups. 
 
General Description: 

The president serves as a link between the board of directors and the executive director.  He/she assists the 

executive director in defining priorities and directions based on the published goals of the organization, Resource 

Team recommendations, and board policies.  The president acts as a link between the organization and the 

community, serving to explain the program to the public, helping to involve new people in the program, and 

rallying support.  The president also oversees the organization in a functional way, guiding and facilitating the 

working relationships within the organization. 
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Major Job Elements: 
 

• Communication 
  -with the board 
  -with the community 
  -with the executive director 
• Coordination within the organization so as to facilitate the decision-making process 

• Delegation of responsibility within the organization 

• Monitoring accountability of the organization 

• Supervising the performance of the executive director 

 
Other Job Elements: 
• Assists the executive director in determining the board meeting agenda 

• Chairs board meetings 

• Calls special meetings when necessary 

 
Reports to: 

The board of directors 

 

Area of Major Time Commitment: 

Communication with the board, the community, and the executive director 
 
Area of Greatest Expected Impact: 

Monitoring accountability 
 
Anticipated Results: 
• Active participation by the membership 

• Positive image of the organization 

• Cohesiveness within the organization 

 
Basic Skill and Value Requirements: 

The president should have: 
• Good leadership, team-building, and management skills 

• Strong verbal and written communication skills, including good listening skills 

• Be flexible and open-minded 

• Be sensitive to cultural, religious, and ethnic diversity 

• A strong belief in the mission statement and principles guiding a downtown revitalization program and a 

willingness to support them 

• A good understanding of the Main Street™ Approach and a willingness to be an ambassador of the concept 

• A realistic understanding of the commitment of time and energy it takes to hold an officer’s position 

 

OFFICIAL TITLE: VICE PRESIDENT 

 

Time Required: 

4-8 hours per month above and beyond that of a regular board member 
 
General Description: 

The vice president’s role is that of support for the president.  He/she shares the presidential responsibilities as 

delegated by the president, working in whatever capacities the president and vice president deem to be the most 

beneficial to the organization.  These capacities should be written up in the form of a temporary job description on 

a year by year basis.  The vice president performs the duties of the president when the president is unable to do 

so. 
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Major Job Elements: 

Determined each year 

Other Job Elements: 

Determined each year 

Reports to: 

The president 

Basic Skill and Value Requirement: 

The vice-president should have: 

• Good leadership, team-building, and management skills 

• Strong verbal and written communication skills, including good listening skills 

• Be flexible and open-minded 

• Be sensitive to cultural, religious, and ethnic diversity 

• A strong belief in the mission statement and principles guiding a downtown revitalization program and a 

willingness to support them 

• A good understanding of the Main Street™ Approach and a willingness to be an ambassador of the concept 

• A realistic understanding of the commitment of time and energy it takes to hold an officer’s position 

 
OFFICIAL TITLE: SECRETARY 

 
Time Required: 

4-8 hours per month above and beyond that of a regular board member 

General Description: 

The secretary serves as the primary record keeper of the organization.  He/she is responsible for transcribing the 

minutes at each board meeting and preparing an “official” copy for approval by the board of directors. 

Major Job Elements: 

Record keeping: 

• Transcribes minutes at board meetings 

• Prepares an “official” copy of the minutes for the executive director within two weeks after a board meeting. 

• Maintains these documents in a form which is at all times accessible to board members and the executive 

director, and which is carried to board meetings for use as an historical reference of the organization’s 

discussions and actions. 

Other Job Elements: 

Determined each year 

Reports to: 

The board president 
 
Area of Major Time Commitment: 

Record keeping 
 
Basic Skill and Value Requirement: 

• Strong verbal and written communication skills, including good listening skills 
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• Be flexible and open-minded 

• Be sensitive to cultural, religious, and ethnic diversity 

• A strong belief in the mission statement and principles guiding a downtown revitalization program and a 

willingness to support them 

• A good understanding of the Main Street™ Approach and a willingness to be an ambassador of the concept 

•  A realistic understanding of the commitment of time and energy it takes to hold an officer’s position 
 
 
OFFICIAL TITLE: TREASURER 
 
Time Required: 

4-8 hours per month above and beyond that of a regular board member 

 
General Description: 

The treasurer is responsible for fiscally monitoring the program.  This includes keeping all financial records up to 

date.  The treasurer is ultimately responsible for seeing that the bills of the organization are paid in a timely 

manner. 
 
Major Job Elements: 

• The timely payment of any organizational debts incurred, including all taxes due 

• Preparation of a monthly financial report to the board which should be submitted to the executive director for 

inclusion with the minutes of the meeting for the month following the reporting period.  This should be 

submitted within two weeks of the following monthly board meeting. 

• Maintain all financial books and records in an auditable format, according to standard accounting practices. 

Other Job Elements: 
• Maintains a complete set of financial records for the organization 

• Provide financial information on request 

 

Reports to: 

The board of director through the executive board 

Area of Major Time Commitment: 

Preparing monthly financial statements 

Area of Greatest Expected Impact: 

Keeping the board informed of the organization’s financial status 

Anticipated Results: 

• A clear and accurate picture of the organization’s financial status 

• Financial decisions can be made in a timely and efficient manner 

Basic Skill and Value Requirement: 

• A good understanding of accounting principles and financial management 

• Strong verbal and written communication skills, including good listening skills 

• Be flexible and open-minded 

• Be sensitive to cultural, religious, and ethnic diversity 

• A strong belief in the mission statement and principles guiding a downtown revitalization program and a 

willingness to support them 
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• A good understanding of the Main Street™ Approach and a willingness to be an ambassador of the concept 

• A realistic understanding of the commitment of time and energy it takes to hold an officer’s position 

Title: Executive Director  

ANYTOWN DOWNTOWN DEVELOPMENT ASSOCIATION 

1.  Work Objectives 

The downtown executive director coordinates activity within a downtown revitalization program utilizing 

historic preservation as an integral foundation for downtown economic development. 

He or she is responsible for the development, conduct, execution and documentation of the downtown 

program.  The director is the principal on-site staff person responsible for coordinating all program activities 

locally as well as representing the community regionally and nationally as appropriate. 

 

2. Full Range of Duties to be Performed 

a. Coordinates the activities of downtown program committees, ensuring that communication between 
committees are well established; assists committees with implementation of work plan items. 

b. Manages all administrative aspects of the program, including purchasing, record keeping, budget 
development and accounting.  Prepares all reports required by the state Main Street™ Program and by the 
National Main Street Center.  Assists with the preparation of reports to funding agencies and supervises part-
time employees or consultants. 

c. Develops, in conjunction with the downtown program’s board of directors, strategies for downtown 
economic development through historic preservation utilizing the community’s human and economic 
resources.  Becomes familiar with all persons and groups directly or indirectly involved in the downtown 
commercial district.  Mindful of the roles of various downtown interest groups, assists the downtown 
program’s board of directors and committees in developing an annual action plan focused on four areas:  
design, promotion, organization, and Economic Vitality. 

d.    Develops and conducts ongoing public awareness and education programs designed to enhance 

appreciation of the downtown’s architecture and other assets and to foster an understanding of the downtown 

program’s goals and objectives.  Through speaking engagements, media interviews and public appearances, 

keep the program highly visible in the community. 

e. Assists individual tenants or property owners with physical improvement programs through personal 
consultation or by obtaining and supervising professional design consultants; assists in locating appropriate 
contractors and materials; when possible, participates in construction supervision; provides advice and 
guidance on necessary financial mechanisms for physical improvements. 
 
f. Assesses the management capacity of major downtown stakeholder groups and encourages participation 
in activities such as promotional events, advertising, uniform store hours, special events, business 
recruitment, parking management and so on.  Provides advice and information on successful downtown 
management.  Encourages a cooperative climate between downtown interests and local public officials. 

 

g. Advises downtown merchant’s organizations and/or chamber of commerce retail committees on program 

activities and goals.  Assists in the coordination of joint promotional events, such as seasonal festivals or 

cooperative retail promotional events, in order to improve the quality and success of events to attract people 

downtown.  Works closely with the local media to ensure maximum event coverage.  Encourages design 

excellence in all aspects of promotion in order to advance an image of quality for the downtown. 

h. Helps build strong and productive working relationships with appropriate public agencies at the local and 

state levels. 
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i. Utilizes the Main Street™ format, develops and maintains data systems to track the process and progress 

of the local program.  These systems should include economic monitoring, individual building files, thorough 

photographic documentation of all physical changes and information on job creation and business retention. 

j. Represents the community at the local, state and national levels to important constituencies.  Speaks 
effectively on the program’s directions and findings, always mindful of the need to improve state and national 
economic development policies as they relate to smaller communities. 

 

 3. Resource Management Responsibilities 

The executive director supervises any necessary temporary or permanent employees, as well as professional 

consultants.  He or she participates in personnel and program evaluations.  The executive director maintains 

local program records and reports, establishes technical resource files and libraries and prepares regular 

reports for the state Main Street™ Program and the National Main Street Center.  The executive director 

monitors the annual program budget and maintains financial records. 

4. Job Knowledge and Skills Required 

The executive director should have education and/or experience in one or more of the following areas: 

architecture, historic preservation, economics, finance, public relations, design, journalism, planning, business 

administration, public administration, retailing, volunteer or nonprofit administration and/or small business 

development.  The executive director must be sensitive to design and preservation issues.  The director must 

understand the issues confronting downtown business people, property owners, public agencies and 

community organizations.  The director must be entrepreneurial, energetic, imaginative, well organized and 

capable of functioning effectively in an independent situation.  Excellent verbal and written communication 

skills are essential.  Supervisory skills are desirable.   

The foregoing is an accurate and complete description of this position as jointly agreed upon and signed by a 

representative of the downtown organization and the executive director. 

 

________________________________  ________________________________ 

President / Date     Employee / Date 


