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GRANT PROGRAM

CONNECTICUT MAIN STREET CENTER

Success Stories

Connecticut Main Street Center’'s Preservation of Place
grants provide funding for new community initiatives that
can be integrated into, and leverage, more
comprehensive preservation and revitalization programs.

Connecticut Main Street Center has received support for
this program from the Connecticut Commission on
Culture & Tourism, with funds from the State of
Connecticut through the Community Investment Act.

This presentation highlights some of the Success Stories
of the Preservation of Place Grant Program.



Main Street Communities discuss:
» Parking: amount, signage, management
 Cleanliness: revitalization begins with clean, safe & friendly

 Quality and number of retail & dining options: understanding of the
market

* Attractiveness of downtown buildings: visual & structural elements

* Need for housing on upper floors: without people living downtown,
business cannot thrive

e and more...

Each grant proposal must address HOW the project fits into a vision
of, and a plan for, downtown revitalization.



2008

Town of New Milford: $9,300 for Village Center Signage &
Wayfinding Design Project

Rose City Renaissance, Norwich: $10,000 for design & initial
programming of downtown informational kiosk

Town of Putnam: $8,800 for Downtown Parking & Building
Assessment

Simsbury Main Street Partnership: $6,900 for design &
development of heritage tourism marketing campaign & materials
Main Street Waterbury: $10,000 for architectural renderings &
model, development pro forma for rehabilitation of Maple Mill Arts
Center

City of West Haven: $10,000 for development of Downtown
Facade & Signage Guidelines

Town of Windsor Locks: $5,000 to help fund Main Street Area
Master Planning Study

* From communicating how to get around and what's
happening once you get there, to:

 evaluating the assets and challenges in downtown, to

» marketing and promoting the unigqueness of a downtown
district, to

* planning the rebirth of a downtown decimated by well-
intentioned but misguided urban renewal.

CT Main Street Center’s Preservation of Place grant program
has funded projects in 15 Connecticut communities to date.
And the grant program has been renewed for 2012,
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Main Sireet Master Planning Stuady.
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Windsor Locks 'Main Street
the Connectictit Riv

Windsor Locks Canal State Park-Trail
as a downtown catalyst

Windsor Locks Main Street has suffered for years from disinvestment, a
lack of a clearly defined downtown area, and the lingering effects of
urban renewal which tore down traditional Main Street buildings and
replaced them with auto-oriented strip development. Significant historic
properties have been teetering on the edge of no return due to a lack of
maintenance and improvements. Residents were displeased with the
condition of their Main Street. With this as a backdrop, the Town of
Windsor Locks launched a master planning process utilizing a team of
consultants and innovative public outreach methods.

The consultant team included Ferrero-Hixon Associates, landscape
architects and planners; Amadon & Associates, appraisal and planning
firm; and Fuss & O’Neill, engineers. The collective expertise of graphic
representation, market analysis and transportation experience provided a
holistic review of the challenges and opportunities.



HISTORIC INFLUENCES

*CANAL / RIVER
* ACTIVE DOWNTOWN RAILROAD STATION

* VIBRANT MIXED USE PEDESTRIAN
DOWNTOWN

* MILL TOWN — WALK TO WORK
* FORMER DOWNTOWN VITALITY

An innovative public input process was formulated, gaining input from
certain key property owners and developers individually. A “divide and
conquer” strategy allowed for a non-confrontational process as
recommendations could be vetted, minimizing controversy when it
came time to bring all stakeholders together. The Town’s public
outreach included the establishment of a blog and an e-mail direct
marketing campaign.

The master planning study is somewhat unique in that many
recommendations are predicated on the implementation of regional and
statewide initiatives, such as: activation of passenger rail system from
Springfield to New Haven; integration of the CRCOG'’s bike route
system, and the DEP State Parks Division involvement with the
Windsor Locks Canal Trail State Park.
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Though the study was completed in 2008, tremendous strides
have been made in pursuing many of the recommendations.
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The former Dexter Office Building was An attractive new Walgreens includes a
vacant for several years pedestrian plaza along Main Street

= Development borrowed design
7= elements of neighboring structures,
and added pedestrian-oriented lighting

and landscaping

With a clear master plan in place and a shared new vision of
their Main Street, the community input process on a new
Walgreens store at a key gateway site resulted in a highly
successful and greatly admired design which incorporates
elements of neighboring historic properties, and a pocket park
facing Main Street with a beautiful stone wall for sitting,
decorative lighting and benches and a planned street clock.
Konover Development Corporation also offered the
neighboring Congregational Church two acres of land thus
solving a parking issue for the church.
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Windsor Lock’s Main Street Master Planning process has
resulted in a focus on aesthetics and walkability, a step toward
transforming the current Main Street into the vibrant, people-
oriented place in once was. Most of all, it has given the public
confidence in town officials and an ongoing invitation to the
table when discussing the future of the community.



Simspury Main Street Partnership

Branding Simsbury.
New England Nearby.

Heritage Tourism Marketing Program

2008

10



Branding Simsbury was an image development and marketing
initiative led by Simsbury Main Street Partnership to enhance the
image of not only downtown, but the entire town of Simsbury. The
goal is promote and enhance resident and visitor experiences in
Simsbury and within the Farmington Valley. The focus is on heritage
tourism, highlighting Simsbury’s natural, cultural and historic assets.

The selected consultant, the Dornenburg Group, began by compiling a
creative brief, including a SWOT analysis, competition screening,
communications objectives and target audiences, identification of
Simsbury’s competitive advantages, supporting copy points and the
audience call-to-action. A planning session, which involved
widespread community input, resulted in a direction: Simsbury:
Heritage. Charm. Adventure.
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2008 saw the design and production of numerous supporting
print materials, including:

- A Heritage Brochure, which focuses on highlighting the
institutions that preserve, educate and entertain — including
farms, historic buildings and natural assets:

- A Charm Brochure: a map of Simsbury Center with
information on downtown businesses and attractions, listing
historic sites and town services;

- An Adventure Brochure, showcasing outdoor activities,
including biking and hiking trails, fishing, State Parks, boat
launches, farms and more;

- A Custom Marketing Folder, a multi-use piece that can
promote the Town to various audiences
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Dornenburg also designed a movable kiosk, made of all-
weather, durable materials, which includes elements from the
branding campaign and a listing of events and activities that
happen throughout the town each season. It made its debut in
Simsbury Meadows during the 2008 Talcott Mountain Music
Season, which drew over 30,000 visitors to this outdoor venue
in the Town Center.

All of these materials are meant to draw attention to downtown
and increase foot-traffic. By creating a unified image of
Simsbury, this campaign is increasing community pride,
highlighting a multitude of assets, and unifying organizations
by providing common talking points.

13
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Funding a project of this magnitude required many different
components. Simsbury Main Street was successful in applying
for a National Park Service grant for $50,000, matching that
with grants from the CT Commission on Culture & Tourism and
a CT Main Street Preservation of Place Grant.

The remainder of funds came from partnering organizations
and in-kind administrative work donated by Main Street. Itis
Important to also note that Dornenburg Group donated a total
of almost $25,000 in professional services toward this project.

14



SnopsSimsoury.corr

Next steps included a new, interactive website, shopsimsbury.com,
which ties all of these elements together. Main Street also worked with
Dornenburg to develop Travel Itineraries based on the principals of
Heritage, Charm & Adventure.

Branding Simsbury has engaged local, statewide and national
resources. But the most impressive and largest group of partners has
been at the local level. Although Simsbury Main Street Partnership
spearheaded this project, it truly has been a community endeavor, with
the Town being a crucial partner. By including so many partners on the
ground floor, it guaranteed their commitment and buy-in when it was
needed. This beautiful and comprehensive image campaign will serve
Simsbury well for many years to come!
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For 10 years the National Trust has annually selected
communities across America that offer cultural and
recreational experiences different from those found at the
typical vacation destination. The selected destinations boast a
richness of character and exude an authentic sense of place.

On February 3, 2010, the National Trust for Historic
Preservation named Simsbury one of its 2010 Dozen
Distinctive Destinations. Simsbury was selected for “its rural
New England charm that is laced with an unparalleled
environmental consciousness and commitment to preserving a
centuries-old past.”
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Nominated by Simsbury Main Street Partnership, the national
designation was just one more step in Main Street’s overall goal to
enhance the image of Simsbury through a comprehensive plan
spanning several years.

It started back in 2006 with Simsbury’s designation as a Preserve
America Community, a federal program that recognizes and supports
communities that have protected and celebrated their heritage and
used their historic assets for economic development and community
revitalization.

Receiving the federal designation led to grant opportunities, and Main
Street took advantage of this to develop a heritage tourism marketing
program, creating a brand identity for Simsbury. The next step was to
find a creative way to reach out to the public. This opportunity
presented itself via the Dozen Distinctive Destinations program.

17
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Simsbury competed against hundreds of other communities
across the nation - and joins a notable class, becoming the
first and only town in Connecticut to receive the designation.

Within two weeks of the announcement, the Trust reported
that nationally there were 571 mentions, including 377 online /
blogs, 76 TV / national broadcast, and 118 printed articles.
Locally the designation made the front page of two
publications plus two articles in the Hartford Courant.
Coverage also included features in the Travel sections of both
USA Today and MSNBC'’s websites.
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The next step in Main Street’'s comprehensive plan is
leveraging the designation into media coverage both statewide
and across the nation, marketing Simsbury to travel
magazines.

Feature articles in The Boston Globe and The Washington
Post appeared in Summer of 2010.

19



2009

2009 Preservation of Place Grant recipients
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In embarking upon the development of a new website, New
London Main Street sought to create a site that acts as a

virtual gateway to the New London Historic Waterfront District.

This new website helps re-brand the district, bringing the arts,
cultural, historic, retail and restaurant players together — small
entities that do not have adequate marketing budgets of their
own.
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In 2008 New London Main Street received the Pro Bono Award from
the Smizer Perry Corporation, an award-winning marketing and public
relations firm, which provided a new District logo that visually
represents the arts, history, dining and shopping that are at the core of
downtown.

With a 2009 CT Main Street Center Preservation of Place grant, New
London Main Street was able to hire Y Marketing & Ito Design to
design and develop a site that is dynamic, interesting, attractive — as
well as functional and easy to navigate. Additionally, Main Street
created an in-kind arrangement with the regional newspaper which
provides print advertising, and a local professional photographer who
charges less than 1/3 of his regular fees for New London photographs.
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In renovating the website, it was determined that there was much
useful and reusable content, though it needed to be reorganized to
promote ease of use. Main Street contracted writers, photographers
and others to augment the site’s content.

The consultants identified the need for a new Content Management
System, designed so that updates could be made by registered, non-
technical users — lowering dependence on outside, professional web
resources to maintain and update site content.

A whole set of new tools included Events Management, Interactive
Map Management, Coupons, District News Management and
Directory Management.
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In order to keep downtown merchant information up-to-the-minute
accurate, an automatic update occurs every evening at 1:00 am.
Changes in store hours, contact information, etc. are updated without
delay.

The site was completed on-time and within budget in September 2009.
Preview demonstrations, conducted on a wide-screen TV wired for
internet, were conducted at a local Audio Video shop where audiences
were able to view the site’s interactive features and learn about the many
ways the site can be used to promote business or plan a visit to the city.
Promotional articles appeared in The Day newspaper and in New London
Main Street’'s newsletter, touting the “colorful home page that invites
viewers to visit the ‘Fun, Delicious, Historic, Scenic, Cultural District’ of
New London.”
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Measures built into the site will give a complete picture of how
the effort is working: booking of reservations and tickets,
trends analysis, and sales data on advertisements will all be
examined at the end of a full-year’s cycle.

New London Main Street’'s Operations Coordinator and college
interns monitor information and deliver results regularly for
evaluation. Future plans include working with the Mitchell
College Department of Hospitality and Tourism to help track
attendance at events and historic sites. The College will also
work with Main Street to develop surveys that will provide
trending information critical in directing long-term marketing
strategies.
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New London Main Street’s goal of building an innovative

website that serves as a marketing tool for the many arts and

cultural organizations - and that would tie them through the

site to The District’s shops and restaurants — has resulted in

the creation of a coordinated voice for the City.

27
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From Day One, Main Street Waterbury has worked to expand
the public perception of downtown Waterbury as “Clean, Safe
& Friendly”. Like many central business districts, Waterbury
has abundant parking in its metered spaces, garages and
public access surface lots, but the general perception is quite
the contrary.
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In its never-ending quest to uncover each and every partnership it can, Main Street
Waterbury approached the City Parking Authority to discuss the issue of parking in
downtown. The Main Street program had been developing its Ultimate Work Plan
for 2008-2009, focusing a great deal of energy on promoting all the various parking
options in downtown to business owners and customers, and visitors to downtown,;
beautification options for existing ramp garages; and identifying methods of
developing and promoting a validation sticker program and expand the use of smart
cards at parking meters.

Each committee chair conducted necessary research and developed
recommendations. Then Carl Rosa, Main Street's CEO went to work introducing the
Mayor and appropriate staff to each committee chair. Together the Main Street
leaders explained their research, their suggestions for improvement and how the
Main Street committees could help get things done.

30
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Main Street’'s promotion committee collected information for
print materials and a parking-specific website, including maps
of downtown streets with parking resources clearly marked.
The economic restructuring committee worked closely with the
city to activate and promote the innovative smart card. The
ongoing work will address the physical appearance of
downtown — beautification and easy to read signage will
welcome all to downtown Waterbury.

31
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In the words of Parking Commissioner Paul Ciochetti, “The
ultimate benefit of embarking on this parking project has been
the shortened time period required to get real results, and the
camaraderie that our partnership has presented and promises
for future and continued work.”
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2010 Preservation of Place Grant recipients
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To understand the profound impact of the Charrette on its role
in building consensus in Simsbury, it is necessary to
understand the development climate in the community.

The development of several areas in town was pending,
including areas just north and south of the Town Center. The
Town felt caught between property owners and residents,
which was negatively impacting the community’s image in the
state, as battles were played out publicly in the media.

It was critical to identify the right balance between needed
development which can ease the tax burden and provide
amenities to residents, while respecting the valued character
of the town.
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The Town embarked on a Charrette for downtown, hiring Code
Studio out of Austin, Texas, with the goal of creating a shared
vision for the Town Center and translating that vision into new
zoning regulations.

The public was invited to participate interactively with Code
Studio’s team of professionals which includes planners, urban
designers, historic preservationists, transportation and market
analysis professionals — all of whom listened and turned the
public’s ideas into tangible drawings and computer renderings.

As these products were created, the public was invited to react
and give input, leading to more refined versions.
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The major kick-off of the week-long charrette process began
with a four hour, hands-on planning session at the Simsbury
Public Library.

More than 150 residents turned out for this session, including
two student groups from Simsbury High School.

Business owners, property owners, residents, civic
organizations packed the room, clustered around small design
tables.
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Following this initial brainstorming session, Code Studio held
open design and technical sessions throughout the week for
the public to come in and give input. Both the drop-in open
house and the final presentation at the end of the week
received another several hundred participants.

The Charrette provided the vehicle by which residents,
businesses and property owners were able to work together
toward a common vision. This eliminated much of the earlier
animosity, and each side walked away feeling that the process
and early results were a victory for the entire town.

38



At the closing presentation, Code Studio received a standing
ovation from a packed room.

Towns throughout Connecticut are now calling Simsbury’s
Town Planner and First Selectwoman to find out how they
might achieve similar results in their own communities.
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Sirnzpury Town Center: Todlay & Tornorrow

2010 saw the implementation of the charrette principles. In
Simsbury’s case, this is being done by codifying the
community’s vision by way of a form-based code for the Town
Center — translating what was identified as Simsbury’s
“character of place” into regulatory language.
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1. Creation of an “lllustrative Plan” for sustainable build-out of Town Center. (40
year plan)

2. Built Public Consensus for possible “form-based” code/zoning regulation.

3. Drafted a new code for Town Center which contains a sustainable vision for
the Town Center, 2010.

4. Adopt new zoning code, 3/11.

Outcomes:

* PAD (Planned Area of Development) Regulation Adoption, with apps
pending

* Renewed interest in new Code Type for CT

» Additional grant $$ for transportation studies

» Additional grant $$ for additional design guidelines (2011-2012)

» Additional development apps now pending

» Cautiously optimistic public/+political outcomes

41
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Historical context

Good bones of downtown
1. Antiques boom; Tough times; Redevelopment & today

2. Main Street/Downtown — “TRIPLE BACKBONE"; Geographically Central to region;
Quinebaug/I-395/Rails

3. Pro-business, pro-development attitude; Good industrial base — plastics, etc.; Committed
citizens, business-owners

Recent “key elements” of revitalization
1. Farmer’'s Market; Committed Downtown Merchants; Riverfront Commons Redevelopment

Despite progress, needs remain
1. Still a distressed community; Empty mills
2. Disengaged government; Municipal funding/ability to make change

“Small Steps” projects

1. “Putnam Visions” group — committed citizens; manifesto re: sidewalks; Downtown Parking
Study (CT Main St Center)

2. HealthQuest; Piazza Dining; Facade Improvements
3. River Trail; Riverfront/Park Activities; EPA brownfields grants (still working on this...)
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The Need for a Downtown Vision

1. Many individual efforts, not coordinated; Disconnection between
business and government; Planning & Zoning, CSD not accessible

2. Practical step-by-step approach with assignments; Key is ongoing
discussion, steady progress



With a Vision for Downtown guiding them, the Town of Putnam
and its citizens are engaged in a Walkability Audit and

Streetscape Design Study in 2011 — also funded by a
Preservation of Place grant.

45



2011 Preservation of Place Grant recipients
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In this challenging economic climate, the Northwestern CT Regional
Planning Collaborative has developed a program to plan, design and market
opportunities that will encourage the revitalization of village center
businesses in the region.

The Collaborative is evaluating updated regulatory and zoning techniques
for encouraging economic development; feasibility of hiring a regional
economic development coordinator; marketing & tourism promotion; home-
based businesses; streamlining the permitting process and other municipal
actions and investments.

In convening focus groups, locally and regionally, the need for visual
enhancements and marketing the village centers was raised as a top
priority.
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The goals of this project are to increase the vitality of Northwest CT's
historic village centers by designing signage and wayfinding that:

1. directs visitors to the village center and helps them find services &
attractions once there; and

2. reinforces a sense of place both regional and local for visitors and
residents by having consistent signage that is in keeping with the
character of these historic village centers.

An additional goal is to carry out this project in a way that engages
stakeholders (village business owners, local government officials,
and planning & historic commissions) and helps them to
understand the importance of working together both locally &
regionally to keep village centers vital.
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A regional workshop kicked off the project, gathering input
from stakeholders and developing regional theme concepts.
This was followed by local workshops to include town leaders,
business owners, representatives from historic and heritage
organizations, members of the town planning and economic
development commissions.

The objective was to agree on possible signage designs that
include regional themes & local flavor, locations for the
signage, and priority destinations to be included on wayfinding
signs.
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Downtown Rockville grew up at the center of a group of mill sites
along a 1.5 mile stretch of the Hockanum River in Vernon that
flourished throughout the 19t century. After 1952, when the last of
the mills closed, Downtown Rockville and its surrounding residential
neighborhoods suffered the same levels of disinvestment that
affected many urban areas. The cascades along the river remain,
but are nearly invisible to all but the most industrious observer.

The 2011 Preservation of Place program is funding a feasibility
study which will determine the strategy of creating both visual and
physical access to the falls as the river passes through Downtown
Rockville. The project began in Spring 2011 with identification of
property lines and outreach to owners and large-scale clean-up of
the site to facilitate access.
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This feasibility study will result in the development of a plan to
create visual access to the falls (including a lighting scheme),
to develop pedestrian access to one or more areas
overlooking the falls, and to assure security to the properties
abutting the mill pond.

As part of the Rockville Downtown Association’s public
outreach work, this project was successfully listed on the 2011
National Trust for Historic Preservation’s This Place Matters
campaign — a program that helps people protect, enhance,
and enjoy the places that matter to them - in every state and
every neighborhood.
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The Cornrnunity Invesiment Act

Connecticut Main Street Center’s Preservation of Place Grant
Program is funded via The Community Investment Act.

The Community Investment Act, enacted in 2005, stimulates
private investment to protect our natural, agricultural and
historic resources, and to assist affordable housing.

CIA funds come from a surcharge on real estate document
recording fees. They are then invested in agricultural viability,
dairy farm support, historic preservation, open space,
farmland, affordable housing, Local Capital Improvement
Projects and Town Clerk records management.

September 2011
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