' CONNECTICUT |

MAIN STREET

CENTER

Inspiring Great Downtowns

www.ctmainstreet.org

What Makes a Vibrant Main Street?

1 * Introduction to CT Main Street Center

2. The Main Street Approach: How it was
developed

3. Example: a Main Street Action Plan

4' The Evolution of Main Street in Connecticut



CT Main Street Center

® Thought Leader & Advocate

® Education & Training

= Research / Access to information
= Expert one-on-one guidance

® Customized, a la carte services

= Publicity & Success Stories

ctmainstreet.org



http://ctmainstreet.org/education-resources/community-resources/
http://ctmainstreet.org/education-resources/community-resources/

The CT Main Street Network

13 Professionally Managed Main Street Programs
38 CT Main Street Communities

2 Regional Members, representing 34 communities

A Sense
of Place

Connectivity Economic
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Stewardship &
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COMPONENTS OF A VIBRANT MAIN STREET

Place
Historic .
o Preservation Placemaking . o
Connectivity Economic Vitality
Walkable Transit The Arts :
& Bikeable Options Fun Events Innovation

Support Local
Business
Transit Oriented Jobs

Development

Housing

Multimodal Redevelopment

Connectivity

counscncur X

MAIN STREET

Conservation CENTER

s Health
Growth Equity Cultural

Values
Sustainability

Environment

Neighborhoods
of Choice

Stewardship

Inclusiveness

OUR HISTORIC MAIN STREETS
Centers of Community Life

Vibrant neighborhoods with
a mix of uses:

= Retail & dining

= Residential & office

= Government & institutions

= Multi modal transportation

However, there were forces

and trends that changed the

course of Main Street...
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ECONOMIC VITALITY

Restoring E mic Value
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MAIN STREET

CENIER

ORGANIZATION

Restoring Civic Value
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Create an inviting, Inclusive
people-centered public spaces

Market district

atmosphere
character
assels
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The Main Street Approach
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The Main Street Approach

ORGANIZATION

Restoring Civic Value

= Build leadership & strong
organizational capacity

= Ensure broad community
engagement

= Forge partnerships across

sectors

17

Main Street utilizes a preservation & place-based
economic development strategy

18



Main Streets
must be managed

19

How Main Street Management Works

Governing Body

Downtown Manager /Executive

ORGANIZATION DESIGN PROMOTION
Community/ Inviting Appearance Demographics & Stats
Public Relations Pedestrian Orientation Image & Branding A )
Business Retention
Advocacy Signage & Wayfinding Special Events
Business Expansion
Vogﬁézgzzir;?er Parking Management Retail Promotion .
; Business Attraction
Networking Master Planning

20



How Revitalization Works

Strategic Planning for Downtown

1. Understand Your Market

Develop the Vision

SWOT Analysis (Strengths, Weakness, Opportunities, Threats)
Goal Setting

Work planning: Projects, resources & partners, timeline, budget

L e S

Implementation and communication

21

Market Research: Know Your Customer
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SAMPLE

MAIN STREET

ACTION PLAN

Niantic Main Street

Year 1

New Haven

<————> New London

12



Niantic

ga Niantic Main Street

Blain Strvu

Vision Statement

Downtown Niantic is an inviting seaside village easily accessible by
car, foot, boat and train. It is a wonderful place to live, work and
play where residents and visitors gather for specialty shopping,
creative entertainment and arts, gourmet dining and water

activities within a village that has recaptured its historic past.

SWOT Analysis

Strengths — Weakness — Opportunities - Threats

26
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What are your advantages?

Destinations? Accessibility? Historic fabric?

What do you do well?

Is your organization respected? Do you have a
“cust-omeent ed” town hall?

Local skills & expertise?

Community engagement, design, or marketing
professionals as volunteers?

Local programs & services?

Weaknesses

What could be improved?

What should be avoided?

Missing any key skills or
competencies?

Do you have a weak or negative
external image? Or self-image?



What trends can be taken advantage
of?

Can you capitalize on existing &
potential assets?

Expanding programs to address
critical issues?

Can you build partnerships, leverage
resources? Build capacity?

What obstacles do you face?

What is your competition doing?

What trends can affect you
adversely?

15



%% Niantic Main Street, Inc.

Goals

1. Become the coordinating agency for the
revitalization of downtown Niantic.

2. Improve the image of downtown Niantic.

3. Improve the competitiveness, selection, variety and
quality of downtown Niantic businesses.

31

Niantic Main Street Action Plan — Year 1

Goals Organization Design Economic Promotion

1) Become the
coordinating
agency for the
revitalization of
Niantic Village

2) Improve the
image of Niantic
Village

3) Improve the
competitiveness,
selection, variety
and quality of
Niantic
businesses

32
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Niantic Main Street Action Plan — Year 1

Niantic Village

Speakers Bureg

campaign for
Streetscape projeq

—

revision to expal
residential option]

Goals Organization Design Economic Promotion
= Develop = Photo = Bldng/Prpty = Develop/launch
membership inventory/audit inventory website & social
1) Become the program for = Organize Spring | = Neighborhood media
coordinating g\dlylduals & ClearUp Day (consumer) = Events calendar
usinesses
age_?cl_y fct)_r thef ) = Develop private Survey = Establish retail
revitaiization o = Establish fundraising = [nitiate zoning advisorgmtee

7]

selection, variety
and quality of
Niantic
businesses

Facade Improvem
for 262277 Main
Street

training program

= Produce = Design Guidelines| = Initiate shared | = Launch branding|
newsletter, parking dialogue| program
: = Master Streetscapg ’
2) Improve the featuring Phase 1 with property | . create new
image of Niantic businesses & owners Amaritin
Village partners . Support/promqte
Boardwalk project
3) Improve the = Establismonthly = Draft& shepherd | = Business Survey = Build downtown
prov i Mer c halnt outdoor dining = Business customer DB
competitiveness, Mi x er s o| ordinance , o
networking = Create retail iie

event w/ movie
theater

33

Main Street Project Plan Project Leader:  Jane B.

Committee: Organization

Goal #1 - Become coordinating agency for Niantic Village

Project: Establish Speakers Bureau

Tasks Who Timetable | Budget | Partners | Vol. Status Metrics

Hours

Develop list of | Karen K. &| June 1 $0 NMS Board | 3/10 Informal list i Listcompiled

civic orgs Org Cmte office & official

Select public | Jane B. April 2 $0 CT 1/1 Completed | Coach

speaking coacl Storytelling selected

Cente(inkind)

CoaclOrg. LornaS. | April 2 $0 20/20 Completed | 34 speakers

Cmte. speaker!

Match speaker{ Paulingé., | May 1 $0 CivicOrgs | 0/11 Not completq Matched list

w/ civicorgs | Candy S.

Edit Pauline L.| Readyby $0 Civic Orgs | 0/20 Not completq 69

presentations | MS/Civic | 9/1/03 presentation

based on Org in Yeat

audience members

TOTALS 5+ vols | April - $0 24162 6-9 new

August orgs as

partners

34
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A healthy Main Street starts with

Clean, Safe, Attractive & Fun

I Clean Team: Sidewalks, streets, plantings, etc.
I Code Enforcement: Blight, public safety

I Downtown Ambassador Program:
“Welcome!”, maps & guides, etc.

I Signage & Wayfinding: Gateways, parking, districts,
attractions, places to sit, etc.

I Attractive Storefronts: Window displays, clean
entrances, appropriate lighting

I Healthy Businesses: respond to the market,
customer service, inventory control, cross-promoting

35

Library
Civic Orgs
Faith-based
School system

College & University System
(interns)

36
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Communicating to Stakeholders

= Social Media

eers
Call for Volunt = Networking events

INPACT

= Speaking Engagements

Websites

Newsletters

-_—
n

Localmedia & TV

What do Milleniiais want?e

®* Smaller
= Denser

" More affordable

= Walkable
neighborhoods

= Preferably close to
transit

® Interesting amenities

38



Downtown New Britain

@
@
® new

Experience the NEW
“People want to invest in cities that are investing

in themselves, and we are doing just that.”
Mayor Erin Stewart

39

‘Fogchve £ [T

The Beehive Bridge
New Britain, CT

Connecting Downtown
to Little Poland

apervencs e NEW

A .
‘. new.

40
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[)()WN The Raphael Building
TOWN” 99 West Main Street, New Britain

TOTAL ANNUAL ECONOMIC IMPACT ON THE COMMUNITY
# new residential units: 16  local spending per household: $30,540
14,000 56 $4,602,507

21



948 Main Street
Willimantic CT

43

Cafémantic

=
BT

fingeniously concei
- NY Times

a4
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- Connecticut
EVERS=URCE

Community Developmant

Growth Partners

Connectiout

State Historic Preservation Office

Ul SCG CNG

23
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"= 1l Main Street Forums for the 21¢ Century

Ul 'SCG CNG

@ Webster % @&

FARMINGTON BANK
Community Foundation

Corporate Investors

CAPITAL

% FOR CHANGE
Wlnfhur_liu_lfrdl M&I‘ Bank

24



J}N STREET

4 AMERICA"
Paorieaiing Phsgras
CONNECTICUY
MAIN STREEY CENTER
: 6NNECTICUT ‘ Kimberley Parsons-Whitaker
MAIN STREET Interim CEO
CENTER kim@ctmainstreet.org

860-280-2556

Inspiring Great Downtowns

www.ctmainstreet.org
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mailto:kim@ctmainstreet.org

