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INTRODUCTION

Tn the past several decaces, America’s Main Street’s have gone through a staggening ceondrc
transition. Ornee the conmmmunity’s primary {if not only) source of retail goods and services, many
traditional downtown comirercial districts found themselves facing intense competition from
shopping malls--competibion not enly for custotners, but tor businesses themselves, Lared by the
promiszs of mmple customer parking, unificd fucades and a steady stream of shoppars attracted to
the mall's anchor stores, some downlawn merchants left the traditional buziness district for the
new development The vacant spaces they left behind were joined by new vacancizs as other
downtown businzsses, unabie to adapt to sudder. changes in the local markat, closed their doors
for good.

Without tenants, downlown’s buildings feil into disrepair znd, consequently, the dovmitown’s
image with customers suffered. Property cwwrs need tenants--and regular rental incorne--to
maintain and, hopefully, rshabilitate their buildings. But too often, well-mieaning downtown
leadsrs, anxious o simply fill vacancies, grabbed any business in sight, giving little thought to
what the business could contribute 1o the downtown's retall mix or whether its probable sales
volume could generate the rent lovels necessary to support the butiding’s maintenznce and, if
neeced, its rehabilitation.

Business devejupment in dowitown districts lakes careful planning.  To make sound decisions
aboul how to help existing businesses expand and how to reeruit new ones to halance out the
downtown’s business mixture or nudze it in 3 new direction, revitalization leaders must ask--and
answer—some tough questions:

» What is the downtown®s carrent 2conomie position

*»  Where does the community want it to be in five years? Ten vears?

¢  What tvpes of businesses can the downtown realistically support righ: now?

»  How 12 the local markst changing, and how might these changes affect the types of
businesses the downtown is likely to be able to support a decade from now?

»  What kinds of community *values™ puide the business development process? For instanes,
will local residents be kappy with chain stores, or would they prefer (o develop locally cwned
busimesses”?

While there arc sources outside the conmmunity that ¢an help local leaders answer some of these
guestions, ullimately the answers must come from the cormnity stself, lrom the people who live
and work there. No onc kngws the community betier than its own citizens, and no one else can
make decisions about 45 fuiure.
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Thiz workbook is designed to help downtown and commercial distriel revilalizat.on leadzrs
detzmmine what their business developmernt opportunities are, then structure realistic srategies Lo
expand and assist existing businzsses, and recruil new ones. As with all aspects of the downrown
and comnmercial district revitalizaliun process Lhat have lasting rosulls, Ihe business develapment
process 15 incremental, with small chanpes graduslly binlding 1o larger ones,

Eusimess development an Main 3trectis o task that never ends. As the market changes, and as the
cistrict responds o these shifts, s business composition will ehange as well Munaging changs
on Mam Street 15 a full-time, ongoing process that evolves as the town evelves and that should
always reflect the community’s opportunities, dreams and individual personality.
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AROUT Tiis WORKBOOK

— —

Tais workbook is designed for wee by downtowr and commercial district revilalizabion
organizations who want i improve the mix of businesses in their district by helping existing
husinesses thrive. and by recouiting new wusinesscs 1o fill gaps in the market. The workbook
comnbings information with a “fifl-in-the-blank” siyle sa that a valunteer business developmeni
team can work through the process at their own speed. The exercises we designzd so that a
committes can overste the project, parts s be ussigned to voluntee:s, gectiong ean he dome at
community meetings, or all ef the above. Reczuse the first step in business recruitment is
understanding local market epportunities, this workbook is designed Lo build on its companion
workbook, the Step-gi-Step Market Anaiysts,

The workbook contams seven sections:

1. Determining business cpporlusifes. Developing an appropnale list of business
opporinnities using market analysis dalu

Testing business oppermutiies! A senes of quick exercises 1o test whether a business might

E-.'l

have the potential for success i the marke'

3. Developing a Brsiness refenfion program. Why and how to retain a businsss, spot rotailers
problems, and provide special agsistance

4, Development a business recruifment progran. Step by step dirsctions oo sucessstally
selling your dowmown te B businezs prospect

! 5. Dpveloping a récruitment pactes Developing a successful recruitrient packet with format

' suggestions and examples

6. Sowrces of Iformaion: A listng of agencies and organizalions that can provide
information

7 Fxtra Forms: For copying and doing your own caloulations and evaluations

This workbock is designed to help a revitalization organizulion complte the followitig proj=cts

e Utilize the informaticn provided by an analysis of your marlet area
»  Creaw and test st of businzss opportunities
e  Setup ar effective business retention and recruitment program

Develop a powerful business recruiiment packet

The first step in a buginess recraltment program is to develop a thorough understanding of local
markel opportumties, Therefore, this recruitnient workbook is designed to build on the activities
inits companion workbook, the Step-Ey-Step Marker Analysis.
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NEEDED RESQURCES
Business Development Team

Since this book is gearcd toward downtown and cemmereial distriet revilalization organizalions,
it 15 making the assumption that the majonty of the activities deseribed will be complewed by
volanteers from the community. Throughout the book, the gronp of volunters doing the collcative
wark of business retention ard recruivnent is referred to as e business development team, oF
sumply, the team,  The busmess devclopment team may want L0 vaTy its membership over tme o1
assign specific task proaps io ench project. People with skilis sucl as salzs and marketing,
ccanomic development, real =stale or business expenience ae helpful. Participants need io be
willing to sift through large smoant of data ta determine what is useful, and be willing to work
with information which mayv need to be kept confidential.

Community Invelvement

The suecess of the t2am depends on the support of the local business eommuniry. The team should
hold periodic public meetings 1o intonm conm unity members and get inpul. The gxereises 1n the
Developing a List of Business OQpportunities section of the workboock are fun and very
informative when done as 2 workshop with the business COMUTILINITY.

Staff dssistance

Assistance by a staff person from the downlown revilalization organization, ity hall, the chamber
of corrmerce or other econarmic development orgamization, to spend several hours a month on the
praject and help coardinate: the voluntsers would be ugeful snd helps keep the projost on wack.

Budget

The team will need a budget for printing recruitment materials, mailing information to potcnbal
recmits and traveling to visit target businesses. Cortact communities 2nd organizations in the
region that engzge in similar programs to get informaticn about costs.
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DEVELOPING DOWNTOWN BUSINESS OPPORTUNITIES

Business development means strangthening the district’s existing ceonsmic base and gradually
expanding it There are o number of tools the revitalization program can usc to gradually rebwild
commcreial stranpth ircluding: improving and promoting the quality of retail and servics acavily,
helpng existing busmesses cxpang; and finally, recraiting new businesses.

Thers are market opportunities for downtowns and neighborhood business districts, bt to compete

successfully in the 19905, revitalization programs will have to focus on three strategies:

1. Eacourage entrepreneurship, Downtow:1's niche is indepundent businesses, but they need
a quality envirowment in which to thrive.

2. Fight to keep downtown a vils] mixed-use district, wath housing, povernment, service,
cultural facilities, retail and cffice uses contributing 10 a vibrant comrnunity ¢oniler,

3. Manage downlown professionally. the same way a shopping center is managed, wath an
attractive mix of customer-criven businesses presented in a quaity environment.

The foundation for implementing these stratgpies is a thorougn knowledge of local market
strengths, woaknesses and opporiunities. In tae highly competitive retail secior where the only
constant is change, independent lecal entrepreneurs need zocess (0 the same high quality markel
informaticn provided te national chains. Local insight is required 10 identify and quantify these
opportunifes. Developers and busincsses may overlock the oppernunities of a complex dowttown
market that could melude non-traditional anchors such as the post office, civic center and a varicty
of target costomer groups such as Lourists, college students or office workers.

A downtown or neighborhood business district should be viewed as an important local industry,
providing significant payroll, jobs and tax base. This comumunity asset needs to bs managed for
commmity benefit. Good managerment stans with a thorough knowlkedge of strengths, weaknesses
and cpportunities and an aggressive busiress retention and recruitment program.

BETENTION AND RECRINITMENT STRATEGIES

Filling a vacancy with a new business is the mosi visible resuli of a revitalization organization’s
work, bul it ig actually only a small part of their job. The priorities should be:

1.  retoining existing businesses

2. helping existing businesses to expand

3. reciuitizg new busincsscs

The first principle of industrial recruitment—that it is a more effeclive use of fime ard money ta
help existing businesses expand than to recrvit new ones—also applies o dovntown. The
cammumiry should start by identifying cpportunitics 1o expand sales to existing customers and then
slowly work to diversify the retail mix and markets over time. The team should view ifs =fforts
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on completing a market analysis and recruitment packet as developing tools to help existing
busincsses improve and helping new huosinesses 10 el & sironger Sart.

ROLE OF THE BUSINESS DEVELOPMENT TEAM

The ote of the team i to identify information and oppartumties that entrepreneurs Can use to kelp
formulate their buginess plans, and to encourage good business practices. For a good entrepreneur,
the information from & local team will be the starting place for & thorgugh investigation of rarket
opportunities, not the Jast word on staring their business. The goal of the team should be 10
develop the information sOuree3 and incantives that local business owners Cam use 1o make cvery
business in the downtown an excellent business.

Typical potential activities ¢f a tecruimoent and retention team ans 10,

distribute market analysis information Lo existing and potential businesses,

develop e list of busipess ppportunitiss,

develop business walmng resources and encowrags businesses Lo take advantage of them,
develop & business recruitment packe,

contact potential reerits,

keep track of vacancies and work with property owners and realtoes to market them, and
aducale Property OWISrs on biasiness opportunitics and leasing strategies.
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SECTION 1* DETERMINING BUSINESS OPPORTUNITIES

This seclion contains a scrics of exercises desipned to help the business devclopment icam to
brainstorm @ list of businesses that might be reenuted or might be potential expansion
opportunities for existing businesses. The exercises are designed to be completed either by the
Team at a maeting of 4t a comnmumity workshop where parlicipants are broken down into small
sroups ond each given an excruise to complete. The final summary chart will help the 1zam to
avaluate their choices, and the fol.owing section. Testing Rusiness Opportinifies, containg
exercises to help cvaluare and pooritize the opperiunities.

Additional forms [or each exercise can be found in the Fxfra Forme section.

The components in this seciion are:

Analyzing the Market

Marker Pozition Statement

o [demtifying Complemcntary Businesses

e  Defining Opportimities for Tarpet Customer Gronps
»  Identifying Gaps in the Business Mix

#  Strengthening Busimess Clusters

»  Summary of Business Opportunities Chart

FILL 1 THF. BLabF BUsINESS EECANTEYT -3
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ANALYZING THE MARKET

Before you can sell vour downtown of commercial disirict areg to 2 prospective busincss, vou need
to Jmow more about it than anyone else in the community. The process of analyzing the market
for your district is outlined m Stzp-by-Siep Markst Analysis, the compamon book to this
workbook. If vou have completed this process you will be using this data for il busincss
recntment process. If you have not, you will End you nésd data about and an understanding of
vour market in order o sell to the right buginsss. By compiling the best and most complete
information, your organization becomes tie experi on the downtown of commercial district,
making your husinzss development igam the logica and credible revraiter for the district.

Knowinyg more about your product--the downtown or commercial district-- is a simple question
of supply and d=mand. ¥nowing what yeur distrct suppiies to the marketplace gives you v atuable
information for potenfial recruits who will want toknow what your district currently oflers.
Understanding demund-whe the districl’s corrent copsucmers are and whether there are other
niches in the marketplace whose custormers ean be enticed to shop In the area—offers the prospect
2 renson to be interested. Together, this supply and demand izformation gives the reernitmeant
team the pammunition it nzeds to vlose the sale and attract new businesses.

On the supply side, the downtown organization needs Lo inventory everything that cwrently exists

within the district. Inventory items inchuds:

. A list of exisling businesses, 1ncluding information on ownership, hours, product lines,
services, special fzatres, existing customer patierus, ele.

+  Alisting of the current status of downtown properties, including ownership patiems, space
available, rental rales and asking prices, building conditions and typical overhead costs.

s A description of the district’s significant physical features, including locations of parking,
concentratinns of downtown amployment (court house, ulility headgquariers, city hall,
industrial, etc.} entryways and maflic patterms, arcas of blight ar crime and onentation to any
nearty residential arcas.

s  An explanalion of all current and proposed incentive programs that can assist business
development in the district. Such a list should include the salicat foatures of cach neentive,
the necessary qualilications and the primary contact persen for each program.

Ome important tool for recording all of this “supply side” information is a farge base map that
ontlines every structurz, street and open space in ths district, With this map, the organization ¢an
begio to illustrate its findings. This anmotated base map will be an mdispensable tool for
responding to location requests and will ellow for updating and revision in a timely aad
INEXPENSIVE MANAEL.

Undcrstanding demand means understanding the district’s position in the markelplace--now and
in the future. Sources of market informabon abound:
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Primary data. These are sources of information taat your arganization creates and collects. Your
organizabion is the prisnany recipient of the data, Primary data sources include business inventories
and swveys, customer suveys, sslecied “focus groups”™ of target markets and surveys of
competmg shopping distocts. Fmally, sood, old-fachionzd obaetvation and intition can t2ll you
a lot about the marketplace.

Secondary data. These sources of cata have been compiled by other organizations. As a result,
they are ypically not as current or as focused on the district as primary data sources tre. The
advantage is ease: Data has already been coflecied, colizied and categorized, The disadvantape:
The data is old and may oot reflect the specific regional or district dJemogtaphic conditions you
nesd to research. Secondary data sources me.ude the Cenvuy of Popalation and Honsing and the
Census of Retail Trade by the U.S. Censas Bureaw; the Survey of Buying Fower, published
anrualiv by Sales and Marketing Monagzment magazine, and the Dollars and Cenis af Shopping
Cenrters published by Shopping Center News. Many of these secondary data scurces will be
updated every time the Cenzus of Population is taken at the turn of avery decade.

Tlenizing your existing assets tuns them inte sslling toals (“Did vou know there arc 1,200 office
emplovess within g five-bloek radius of vour proposed loeation? ). Familigrizing yourself with
market data and fitting that information itte what you know about your district’s customers yields
information that can help a recnit assess the oppontunities for success. Creating that market niche
will help the business development team parrow its focus to targeted businesses that could reaflw
make money downtown. This level of information moves the recruitment excercise cut of the “we-
nged-a-dress-shop™ mentalicy and into the “we can support a moderately priced, misses casnal wear
storc gearcd to the 23 to 40-vear-old erowd ™

MNow, vou're armed with information that’s useful 10 a potential reciit. A good deal of this
information goss into a business recruitment packet, but not a/f of it The balance of this
infarmation is wsad by the recruitment team when they go about the business of s2fling downtown.
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Building Inventory

MainStreet

Building address
Map/parcel
Cwner
Address Telephone

Floor Sq. Feet Use/Tenant Annusl! R=nt

Basamneri

Ground Floor

Upger Flgors 2
3
+

Overall condition:

Assessed value:

Year $_ Annual taxes_ __ Insurance premium_ ___
Year - Anoual taxes __ Insurance premium

Year 5 ___ Annual taxes Insurance premivom

Tealtor Fhone
For sa.e? ‘What price? __
Far rent? - What price?
Terms/other informacion:

Diate of construction: - I
[Souree — 1]
Listed in National Register

Drate
In N E. historc distdery
In local/seate histons diserict -
Historic information -

PHOTO

e

Pl;otm"n{:ap SOUrees

Dhate of survey
Surveyar
Update
Update —

% Manonal Trust for Histoee Preservation
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MARKET POSITION STATEMENT

To develop an effective program to retain and expand existing businesses and to recruit new
businesses, the businzss develepment team needs to develop & Marker Fasition Statemernt. The
staternent must be based on a thorough knowledge of market opportanit:es, and should
charactorize

s the type of retail mix

+  the shopping environment and

o ndlicate the Larges customer mackel,

The market position statetent distinguishes the downtovwn shepping distriet from sumounding

shopping opportunitics. Below are three examples of markst position statements. Note that for

each, the list of potential businesses to rcervit and the marketing plan would be qui.t: different.

»  Centerville is the market and service center for 3 thres county region, containing soverntnant,
health, cultwral and education facilties. Downtown serves this irade area with a wide range
of shopping oppertunities for residents and visilors,

" & Old Town is a delightful histaric business district emphasizing specialty shopping in a

quaint Victorian satting,

»  Downtown Crapeville is localed in the heart of the Vine County wine country. Downtown
olfers an putstanding mux of services and restaurants m a traditional small town ssliing.

To Do:

Develop a market pasition statement for the business district and five market facts in support of
the statement. This stotement can be usad in marketing materiat suck as “he business directory, a
recriitment packet and in an inage advertising carnpaign,

Market Positicn Statement:

nnn e

Five market facts that support the Market Position Stalement:
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IDENTIFYING COMPLEMENTARY EUSINESSES

A busipess recruitment and expansion program should draw upon the economic suenzths of the
downtown business distriet. For example, if there is & successful women's clothing siere, thers
may be opportunities far shoes, jewelry, beauty supplies, hats, and nccessories, or if there 15 a
movie theater that atracts crowds at night therc may be an opportunity for a coffee and desserl
spot.

To De:

Tdenlify existing busincsses that have 3 strong customer base, Develop a list of potential business
opporunities that would complement the goods offered in existing stores. Interview business
owners and brainstorm epporturities.

Existing Downtown Business: W

Complementary Business Opportunities:
/ ¢

Existing Downtown Business:

Complementary Business Opportunities:
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Existing Downtown Business:

Complementary Business Opportunities:

Existing LDowntown Business:

Complemnentary Bousiness Opportunities:

Existing Downtown Business:

Complementary Business Opportunities:

Existing Downtown Business:

Complementary Business Oppoertunities:
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STRENGTHENING BUSIKESS CLUSTERS

Strengthening existing business cluslers through recruitment or exp ansion helps every business
in the cluster, Knowing the currcnt quix of businesses and cluster patierns will alse belp the Team
guide new buginesses 10 the optimal dovmiown logation, Clustering businesges that share
customers or have camplamentarv goods, such as clothes and shoes, strengthens downtown's
perceplion in the trade area 45 “shopping center.” '

To Do
On the chart below identify the business clustzrs in the business disirict, list the businesses in each
cluster and brainsterm additional business opportuniies that would e complement this cluster,

Business Clusier Type: _M_M ] NNt AL
Z""f & 4 M

List of Businesses Currently in the Cluster

B P

_ Aangd  dearildd
__pladd [ Aonedn et
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Business (Quster Type:

List of Businesses Currently in the Cluster:

Business Opportunilizs to Complement ihis Cluster:

Business Cluster Type:

List of Businesses Corrently in the Cluster:

Business Opportunities to Complement this Cluster:

Pl m 1HE Brawy, Beosivess BECR i TMENT
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Business Cluster Type:

List of Businesses Currently in the Cluster:

Business Oppaoriunities tv Complement this Cluster:

Business Cluster Type:

List of Businesses Currently in the Cluster:

Business Opportunities to Complement this Cluster:
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DEFINING OPPORTUNTTIES FOR TARGET CUSTOMER GROUPS

Business opportunities ¢ah be discovered hy identifying the types of customers who are or
could be shopping at downtown businesses, and brainstarming eppartunities for husinesses and
products to mors fully serve those shoppers. The customers who use downtown can be grouped
according to their demographic prefile, or by the activity that brings them downtow.

Examples of target customer groups are students, people at the courthouse, persons living it
the elderly housing complex, people about (o get married, teeniagers, mothers with young
children, lawyers, visitors to the mussum, downiown office workers, university staff, theater
TO-ET8 O tourists.

Te Do

Identity current and potential target markets. Consult local business owners, the results of
customer surveys, Chamber of Commerce staff and the Visitor's bureau for ideas. Choose
custorner groups that downtown should capture or could increase sales to. List the downtown
businesses that currently serve the target market customer, iook for gaps and bramstorm
additional opportunities,

Target Cuslomer GIDHP:M

What businesses in the downtown currently serve this target enstomer”

g;mé ¢ L, ﬁ% ﬁzéaa;g.._

Additipnal business opportunities for this target market:

_J&@MA
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Target Customer Group:

What businesses in the dowatown currently serve this target customer?

Additional buginess opportunities for this target market:

Target Cusiomer Group:

What businesses io the Gowntown currently serve ihis target customer?

Additional business opportunities for this target market:

Target Customer Group:

What businesses in the downtown currently serve this target customer?

Additional busingss opportunities for this target market:

14 - Fra T7 7oE BLamme Bosmirss KECRUTTMERT
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IDENTIFYING (APS IN THE BUSINESS Mix

Below is a List of businesses compiied from downtown business directories and checked against
the categories listed in the SIC Code Manual {(See Sourcer). Although each communily’s inarket
oppartunitics arc unique and should be bascd on the realitics of the lecal market, thus list may spur

new ideas fior the teem to investigate.

fo Do

Checl this list against the list of busingsses in the business disirict. Look for opportunities that

complement existing businesses and clusters.

RETAIL
Antigues
Agppliances
Ast Supply
Auto Dealers
Auto Supply
Bakeries
Balloons
Bars & Pubs
Beauty Supplies
Bike Shaps
Book Storss
Book Publishing
CameraPheto
Candies & Nuts
Cards
Carpet'Floors
Cloihing
Chaldren’s
Family
Matermity
Men’s
T-Shirts
Women's
Coin Shop
Conkies
Computers/Software
Crarts
Department Store
Dirapery, Blinds
Drug Stores
Eleclronics
Espresso Bar
Fabrics/Sewing
Flornsts
Formal Wear

Framing Stationery
Galleries Tobaceo

{Jas Station . Toys

(Jarden Supplies Uphalstery
{ifte Trophies
Glass Used Merchandise
(iragery Warigty Store
Hardwiare Walpaper
Health Foods Wigs
Heanng Awds

Hobbies/Games

Home Furnishings

Jeweloy Stores
Kitchen Equipment
Lamp: & Lighting
Lupeape & Leather
Lizens

Lingens

Lijuar Stores
Limber

Malcrmly

Madical Supply
Musical Instrumeznts
Newstand

Office Fumishings
OfTize Suppty
Optical

Pawr

Bawn Shops

Pet Store

Records, Tapes, CDs
PFestauranis
Religious Goods
Shoe Stores
Sporting Goods

Froo me Thie Bl awy Bosisiss Bros ey T-13



SERVICES

Advertising/Marketing
Ajrling Olfices
Answering Senvice
Appraisers
Architects/Flanners
Amed Forees Astrologer
Anto Repair

Ranks:

Barber Shops
Bzauty Schoals
Beauty Shops
Brokers, [nvestment
Car Rental

Child Day Care
Chiropracior

Clock Repair

Cred;t Unions

Coin Arcade
Collection Services
Computer Services
Costume Shops
Couriers

Delivery Service
Dance Studios
Deniists

Doclors Ofhes
Diry-Cleanding
Educational
Electrical Reparr
Employment Agency
Funeral

Gruphic Design
Health Climes
Health Club

Hotels & Motels
Income Tax

Insurance Agent
Intenor Design
Janitonial Services
Law Offices
Limousine Service
Locksmiths

Market Research
Mailing Services
Messenger Service
bowvie Theater
Prckege/Shipping,
Phaotocopy
Photosraply Studios
Phatofinishing Labs
Fost Offies
Property Management
Rea] Estate

Rental

Saddle and Tack
Secrelarial Service
Secunity/Detective
Shoe Repair

Sign shep

Social Services
Tailomng

Tanmng Salon
Tatlao

Temparary Agenoy
Ticket Outlets

Title Compatues
Travel Agents
Uniform Supply
Utikiy Customer Servics
Videw Rental
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SUMMARY OF BUSINESS OPPORTUNITIES CHART

The greater the sunibet of murket conditions a business opportunity meets the grzater the chance
that this is a good aveoue to mvest:pate,
To Do

Across the top of the form list the business opportunities discovered by the tear, in (he previous
exercises. Then, put a check in each square that corresponds to the exercise where the
opportunity was identified Note that there are also columns carresponding to information from
& local market analysis such es a sales Jenkage analysis, and business and customer survevs,
Chaose the opportmities that seem the most promising on which to do additional reszarch and
testing hsted in the next s=ction of the wo-kbeok.

Business Opportunities

Dt thing  Sphiny

e
Appropriate Availahle _
Space ' \//
Cnmplements Existing ‘/
Business

5 Target
Cu::;_i:r:er gf: up \/ l// V// /

Fills (rap in the
Business Mix

<\
N
<
N

Complements Existing
Business Cluster

1dentified in Crstomer
Survey l// \/ v

Identified in Business

Survey l//

Gap Ldentified in
Lezkage Analysis 5/ \/

Fits With Market
Positign Statemenl ':/ V‘/

The ream decided that o delt, perhars combined with a bakery, looked like the best business
opporiuniry to pursue. A hardware store alse seemed worth researching. Even though severa!
Doard members reolly had boped tc recruit a men 's clothing siore, they realized it was o long sho!
and therefare 7 lawer priovity.

I T T T T 4.’AJU-i-"l.)ULJL’L’l..;'lr"l-'UUU“Q”@H”“UHUQUUOUUUU‘G
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SUMMARY OF BUSINESS (PPORTUNITIES CEART

The greater the nurnber of market conditiens a business opportunity meets, the greater the chance
thal this is a good avenne to inveshigate,

To Do

Across the 1op of the form, list the business opportunities discovered by team in the pravious
exercises. Then, put a check in each square that corrcsponds to the exercise where the
opportunity was identified.

Business Opportunities

#1 #1 #3 - #4

Appropriate Availahle
Space

Complements Existing
Business

Serves Target
Customer
Cruup

Fills Gapin the
Business Mix

Complements
Existing
Buosiness Cluster

Ldentified in Custorner
Survey

Identified io Business
Survey

Gap Identified in
Leakage Analysis

Fits With Market
Pusition Statement
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SECTION 2¢ TESTING BUSINESS OPPORTUNITIES

This section contairs a series of exercises to test the list of business opporturnties developed in
the previous section. These quick exercises are not meant to substiture for 2 potential
entreprense’s well-thought-out business plan. They are to help identify where start-up problerms
for naw veniures rmight lie 50 they can work on davelaping assietance strategies, and to evaluate
and prionitize the most productive areas for recrnuitment and expansion poisntisls,

Additianal copies of the forms in this section can be found in the Exvtra Forms section,

The exercises in this section include:

* Business Mix end Potential Customers

& Testing Product Demand

+ Comparing Polential Sales to Existing Salzs
» Evalnating Sales per Day

s  Evaluating Occupancy Costs

s Evaluating the Competition

BUSINESS M1X AND POTENTIAL CUSTOMERS

‘The chances for suecess for a new line of products or a new businzsg will be increased if there
is alrcady a cluster of complementary busingsses and customer groups to support the proposed
business oppontunity. [f neither of these criteria can be met, the team will have a difficult trme
substzntiating s opportunify and recruiting this business, and the eatreprensur will have to
market the business very hard (o altracl a clizntele

To Do

List the complementary businesses and existing customer groups to support the business
apporiunity.

Business Opportunity: Wit a &{/VM

Eaisting Complementary Businesses for this Business 'Dppm'dnily:
rroly (2om¢ tasenl elsthes)
st htrdwnrs sENA?
WV g &&w 4tnt ()

Existing Target Customer Grpups that Could Support this Business:

Estimated # of Potential Customers: {800
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Buziness Opportunity:

Existing Complementary Businesses for this Business Qpportunity:

Existing Target Customer Groups that Could Support this Business:

Estimated # of Potential Customers:

Business Opporiunity:

Existing Complementary Businesses fur this Rusiness Opportunity:

Existing Target Customer Graups that Could Support this Business:

Estimated # of Potential Customers;

Business Opportunity:

Existing Complementary Businesses for this Business Qpportunity:

Existing Target Customer Graups that Could Support this Businaess:

Estimated # of Polential Customers:
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TESTING PrRODUCT DEMAND

This estimate of the potential product sales in the trade area is a quick way to judge if a
buginess opportunity is realistic for the business district. The sources of data are shown in
parenthesis below each step and are explained in the Sowrees section of the workbook.

To Do

Fill in the form below. To estimate potential sales, multiply the number of potential
custemers for the potential business times (he estimated amount of money a typical
househoid spends on these items. The key is to determine if the eatimated sales demand is
enough to support a pew business or an expansion inta a new product line.

Example:

Buyiness Type or Product Category: M W
I‘radeArEﬂ:_Lﬁ_M(/é FMJJ

1. Estimate the number of honscholds iv the
trade area who might buy this product: i B50

The team identified a business opporiunity for a men's clothing store seiling suits and
expensive casual wear. The team checked the 1990 Census for mumbers of men employed in
professionad positions in the Trade Area, local statistics from the state employment agency
and surveyed major office employers fo estimate the number of white coliar male workers
batween the ages of 23 and 65 in the trade area.

2, Multiply times the typical annusa] expenditeres
per year per household for this product: X # 590

The team used Consumer Expenditive Survey data modified by the information aoguired
Jrom the owmer g similar store in another town and fom a focus group of potential
CUSLOMETS.

3. This equaiy estimated sakes
demand for the (rade area: J? 2-5; ODD

The team compared this number to information they received from the Men's Clothing Store
trade association on tpical awmal sales for a store of this tvpe. They then werked with e
local Small Business Developmenr Center to develop a brief business plan 1o show to
prospective business operators. The team later reparted thar haviny o clear idea af the
Jinancial requirements enabled them 1o weed out unprepared entreprencurs.
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TESTING PRODUCT DEMAND

This estimate of the potential product sales in the trade arca is a quick way to judge if a business
oppurlunity is realistic for the business district. Potential sources of data are shown in
parenthesis in the example below and cxplained in the Searces section of the workbook. Thus
calculation fors Step 1 of the Comparing Patential Sales to Existing Sales calenlation on the
next page.

To Do

Fill in the form below. To estimale potential sales, multiply the number of potential customers
for the potential business times the estimated amount of money a typical household spends an
these items. The Key 15 to determine if the estimated sales demand is enough to support a new
Eusiness or an expansion into a new product line.

Business Type ar
LFroduct Calegory:

Trade Area:

1. Estimate the number of households in the
trade area who mighi buy this product;
Source: 1990 Censur of Papulation, other special survays

2. Multiply times the typical annual expenditures
per household [or this product: X
Source: Consumer Expenditure Suvvey, business trade associations

3, This equais esimated sales
demand for the trade area: =

I3 this demand sufficient to support a new business?

22 - FILL M THE 131.arm: B aiNEss RECKINTRENT
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COMPARING POTENTIAL SALES TO EXISTING SALES

This form takes the estimated product demand (calculated on the previous page) and
compares it o an estimate of what local businesses are selling - estimated sales. Note that
that these are estimates, but they can provide cluss to the potential viahility of a new
business, Sources of information are explained in the Sturces secton of this document,

Te Do

Fill in form below. The feam wili need o discuss and research whethsr the estimated unmst
demand shown as the final result in Step 3 equals a potential business opportunity. If so, is
this opporiunily large enough to equal a new business or is it an expansion opportunity? The
team could contact their $mall Business Development Center, business trade association or
other busingss awners for information.

Example

Product Category: ﬁ M
Trade Arca: Cdzﬁ? ? Wﬁ

Sfep 1: a) Enter the total number of househalds: 1500
Tha team used the 1990 Census of Fopulation

b} Multiply times the typical expenditures #_
per howsehold for this type of gonds: b4 Z%5 5

This number is from the Consumer Expenditure Swrvey. The team could huve alvy
consuited business trade associaiions oy the local Small Business Centoy.

¢} This equak the estimated sales demand
tradc area for this product:

- §,162,%00
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Step 2: a) Enter the existing square footage
of thig business type in trade area: 8500
Local Estimate. The team made a list of bakeries in their trade area Jrom e Yellow Pages
and then estimated the store size of each. They alvo measured (by pacing off the area) the
spuce devoted o bakery goods in local groceries.

b) Muftiply times the average sales per g
square foot for businesses in this category: x* /8¢
The team consulted the Dollars and Cents of Shoppin ¢ Centers and checked this number with
& couple of bakery owners.

€] This equals the estimated existing &
sales in trade area for this product: ) i 66 U, obd

Step 3: a) Enter the estimated sales demand in the

trade ares: ﬂ 762 , 800

resuils of Step |

b} Subiractthe estimated existing safes for

the trade avea: =# j, 5"5' ¥ bob

results of Step 2

¢} This equals the estimaced unmer demand 4
in the trade area for this product A ,61}5

15 there enouph unmet demond to make this a viable opporiunity?

In completing step 3, the team conciuded that there was an opporiutizy for hakery gocds,
especially gourmer breads and pastries which none of the compefitors carried. but the
potentiai was probably toc small to visk an entive store. T, aey decided instead to discusy ihis
opparinily with a deli as o possible expansion of their existing business, and an at-home
catering business as a passibie expansion tnto retail
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COMPARING POTENTIAL SALES TO EXISTING SALES

This form takes the estimated product demand (caleulated on the previous page) and compares
it to an estimate of what local businesses are selling - estimated sales. Note that that these are
astimates, but they can providz ¢lues to the potential ¥iahility of a new business. Sources of
information are explained in the Sourves stetion of this docuracnt.

Ta Do

Fill in the form below. The team will need 1o discuss and research whether the estimated unmet
dererand shown as the final result in Step 3 equals a potential business opportunity. If so, is this
opportunity large enough to equal a new busingss or is it an expansion vpportunity? The team
could contact their Small Buginess Davelopment Center, business trade association or other
business owners for information.

Producy Category:

Trade Arca:

Step i:  a} Enter the toial number of households:
Source: 1990 Census of Population or local sourcer

b) Multiply times the typical expenditures
per household for this type of geods: X
Sovrce: Consumer Expendifure Survey, buriness trode
asrociations local Small Business Cenger

¢} This equals the estimated sales demand
for the trade area for this product: =

Step 2: a} Enter the existing square footage
of this business 1ype in trade avea:
Local Estinicie

b} Multiply times the average sales per
squate foot for business in thiy calegory: X

Source: The Dollars and Cents of Shapping Centers,

trade aesociatfons, local sources

uuuuuuuuuuuuuuuu-uuuuuoUUUU'UUUUUUUQUU#U.U\UO’«&
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¢} This equals the estimated existing
sales in trade ares for this product: =

Step 3: a) Enter the estimated sales demgnd in the
trade area;

Reswlts of Step |

b) Subtract the estimated existing sales for
the trade area : =

Resulty of Step 2

t) This equals the estimated ynmet demand
i the trade area for this product =

Is there enough unmet demand to make this g viable apportunitp !
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EVALUATING SALES PER DAY

Calculating the number of sales required per day can be a reality check for business
opporiunitics, cspocially when compersd to local pedestrian counts, turrent eustomers ic the
marketplace and the financial abligations of starting e new business, This quick form is only
miended as a starting point for discussion of the business and pedestrian volume needed to
suppart this busingss opporunity.

Toe Do

Fill inthe form below. The team may have to corsult cwners of similar businessas, their S:mall
Busioess Development Center, or make an educated gusss where information 15 not available,

Example:

Business Type, [ 2 ,f"' E f}] ,ﬂMV!

Step J: Estimaiing Necessary Sales per Day:

a} Enter the typical anpual gross sales 4
tor this type of business: =TELL, 000
The team visited ice cream stores in other communities, observed
thelr customer traffic, tatbed to business owners and Hen estimated

b} Dhvide by the amount of the average sales ticket: - ﬂ L)L
The team checked with thair joeal Small Business Center.

¢) This equals the necessary sales per vear
to make (he annoal gross =ales iotal: = ‘554 ‘5’0 O

d} Divide by the number of days ¢that this
business would be open per year: = 51 %
The team estimated thett the business would be open 6 dayssweex, or 313 days a year.

2} Thiz equals the necessary sales per day

to make 1he annual pross sales total: = i j ,f

Key Chuestion: Is this figure realistic for the business district?
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The tear thought this looked unatrainable, so decided to work the farmula backwardy using
floures they thought were more realiztic.

Step 2- Estimating Fotential Gross Sales:

1) Enter the estimated sales per day for this item : 50
Eslmuare by the team

b Multiply by the number of days that this
business would be open per year: X 31 5

The team estimated that the business would be apen & daysiweek, or 313 days a year.

] This equals the estimated number

of sales per year: - 50

d) Multiply by the amount of an average sales ticket: X ﬁ 4’
Esrimate by the ream.

e} This equals the estimated tgtal gross

gales far this business; = ﬂ b, L 0D

Key Question: Does this figure indicate a businesy opportunity?

The team realized that there was probably nol enough oot iraffic fo generate the needed saler
per day 1o support o hew Ive cream stove. However, there might be opportunity for an existing
business fo add ice cream cones.
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EVALUATING SALES PER DAY

Caleulating the number of sales required per day vaa be @ reality check for business
opportutities, especially when compared to local pedestrian pounts, current customers in the
matketplace and the financial obligalions of starting a new business. This quick form is only
intended as @ starting point for discussion of the business volarme needed to support this business
opporurity.

To Do

Fill in the form below. The team may have to consult owners of similar businezses, their Small
Business Center or make an cducated guess wiere information is not available.

Bustness Type:

Step I: Lstimating Necessary Sales per Day:

a} Enter the typical annual grass sales

Tor this type of business:

From q trade associaman, interviews with other similar businesses,
or The Dallars ond Cents of Shopping Centers

b} Divide by the zinount of the average sales ticket: -
Trade association, intemiews with other

similar businesses or loral estimate

¢} This cquals the necessary sales per year
tn make the annual gross sales total: =

d} Divide by the number of days that this
business would be open per year: =
Local axtimate

e} This equals the necessary sales per day
to make the annoal gross sales total: =

Kep Question: Is this figure realistic for the business districe?
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Step 2; Estimatling Potential Gross Sales:

1) Enter the estimated sales per day for this item *
Lacal estimate

b) Multiply by the number ¢f days that this
business wauld be open per year: X
Local estimote

c} This equals the estimated number
of sales per year: =

4) Multiply by the amount of an average sales ticket: X
Trade association, intemiews wi th
other similay businesses ur local estimate

¢y This equals the esiionated total gross
sales for this business: =

Key Question: Does this figire indicate @ business opportunity?
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EVALUATING QOCCUPANCY COSTS

For a business owner, rent expenses shoutd be in proportion to gross sales. These ratios differ
from husiness to husiness. Chack with a business trade association or see the Srall Business
Smrcehook in Sources for information. Property owners may not realize what appropriats reat
rales are for bocal eeonomic conditions. If rents are too high in proportion to potential sales, the
loca! tear may need to work with propearty owners on flexible rent structures such as a percent
of sales rent, or & rate structure that increases as a business’s gales increase, or explore other
ways 1o reduce start up cosls.

To De

Fill itrthe form below. Sources are listed in the back of the workbool.

Example

Businesy Typ j W‘f/(/b?f_

Step 1.
a) Estimate the total annuai lease cost: ‘H { ﬁ_i 000 .
Sewrce: From local praperty ownery.

b) Divide by the % of gross sales that the Owner

o
should pay in rent: - é 1: &

The ream pot infurmation from from a rade associaiion.

c} This equals the necessary annual gross sales to
support this rent level: =ﬁ'2«"5 0 i pop

Nep 22
a) Divide by the average sales ticket for this

type of business: +ﬂ ! 50

The feam nterviewed owrers of similay Stores.

b) This equals the number of cash register sales
necessary per yvear to achieve the

estiznafed annual grass sales = E bbé?

¢) Divide by the number of days open per year: - ‘5 zo
The ream extimared traf the business would be cpen 6 daysivweek
minuy Aaltidays whicn equaled approximately 300 davs.
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d} This equals the number of necessary sales per
day to achieve ihe estimated annual gross
sales appropriate to the initial rent
charged per square foot: = b

Koy Questian: Is the rent to sales ratio realistic?

The team explored options with property owners to veduce initial renis to accommadate this
new Fusinass siart up, but landlords felt that they did ot wont to risk the loss of income, even
short term, with this new enreprenear. The team then explored ways (o reduce start up costs
Jor this business end discussed having an existing complementary business lease a small

space In their store to the new operalor.
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EVALUATING OCCUPANCY COSTS

For a busincss owner, rent cxpenses should be in proportion to gross sales. These ratios differ
from business to business. Check with a business trade association or see the Smal! Business
Sourcebook it Sources for information. Properiy owners may not realize waat appropriate rent
Tates are for local econcmic conditions. I rents are too high in proportion to patential sales, the
local team may need to work with property owners on flexible rent structurss such as & percent
of gales rent, or a rate structure that increases as a business’s sales increase, or explore other
weys 1o reduee start up costs.
To Do

Fill m the form below. Sources are listzd in the back of the workbook.

Busirness Type:

Srep i
a) Estunate the totzl annual lease cost:
Source: From local property owners.

b) Divide by the " of gross sales that the Owner
should pay in rent: +
Trade associations oy interviews with businesses

¢) This equals the necessary annual gross sales to
support this rent level: =

Keep 2:

a) Divide by the average sales ticket for this
type of business: -

Trode associations ar interdews wiili usinesses

b} “Thiz equals the nuenber of cash registar sales
necessary per year to achieve the estimated annual gross sales =

¢} Pivide by the number of days open per year: +
Local estimane

d} This equals the number of necessary sales per
day to achieve the estimated annual gross

sales appropriate £o the initial rent

charged per square foot:

Key Ouestion: Is the rent to sales raiio realistic?
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EVALUATING THE COMPETITION

The tezm will nced to evaluate the trade area gompetition for business opportunities. This chart
will help to identify wiarket niches and markeling opportunitics for a new bus ness or a busiiess
expansion.

To Do

Fill in the chart belaw and cvaluate the strengths and weaknesses of the competition in the trade
area for the potential busmess opportunity. Fill in the names of competitors and rank their
servicas as ©17 - performs excelient izt this egfegery, “27 average performance, ar *1% . performs
poorly or dogsn’t provide this service.

Business Opportunity:

Competiter #1  Competitor £Z Competitor #3 Don't Know

Selection of goods

Price

Quality of goods

Offers repair/service

Repulation

Quality of service

Tramed staff

Location

Easy to get to/find

Exterior appearance

Interior appearance

Stability of business

Advertising
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SECTION 3: DEVELOPING A BUSINESS RETENTION PROGRAM

WHY ESTABLISHING A STRONG RETENTION PROGRAM 18 IMPORTANT

Retaming and rmproving existing busingssss may not be as glamorous as business recruitment,
but it i3 important for the lonp term health of the busingss district, 1t is far lesz expensive and
time eonsuming to relain a gosxd Busivess than to recruit ane. Helping to retain those existing
businggses should be the first poonty of the revitalizetion orgamzaton and busincss
develepment team, Good businzsses are often lost bacanse they need to expand, they don’t kmow
about other lIease opportumties in the district, and so they move elsewhere, Customer loyalty,
continuity of ¢ssential goods and services and the need for credibility of the business district
requires that existng busmesser be retained and their operating methods strecgthened. In the
loarg rm, busmzss retentin 1s more efficient than recrusting new businesses. Both ecopomicalty
and politically, it makes sense 1o soengthen the businesses you already have, Theyv will be the
building blocks of a revitabized commereizl center.

SETTING UP A RETENTION PROGRAM

A good retention and expansion program provides the enconragement, information and tools to
help cach business becowe an excellent operaton. The weam will nesd 1o wentily and prioritize
local business noeds and resources. Typical areas where small businesses may need help incude:

Store preszntasion and windew display
Merchandise presentation
Merchandise selectionfmarksat -
Customer service
Developing/changing a busingss pian
Improving advertising and promotion
Id=ntifving and captoring new matkels
Accomting and record keeping
Planiing for business expansion
Inventory control

Using computers

Personnel maragement and training
Financial assistance
Complying with local, state and lederal regulations

% 4 % &5 ®* ® 2 = »

ASSESSING BUSINESS PROBLEMS

When assessing downtown businesses, keep in mind that most of the problems you will
sncounter are tvpical of smell, indepenent businesses m older commercial centers. The first step
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in datermining the “health” of the downtown or commercial district business copmumity 1s to
assess operating methods, Walk through each store and evaluate how well it is doing.

« Store presentation, Is the store well lit or merchandise displays? Is the lighting racessed,
indirect or bare fluarescent bulbs? Are the front display windows dirty? Do the displays
reflect quality merchandise and current reteiling trends? Arg store interiors ¢lzan? Few
things will alicmate a customer faster than dirty aisles, tom carpets, dusty display cabinets,
and windows with dead bugs,

» Merchandise display. Look zt the way it is presented: concentrations of merchandise in
attractive displavs is now the indastry nomm. It creates a well-stocked ook whicl cusiomers
have come 10 expect.

e Merchandise Selection/Market.  Are the merchants reading ihe changes in their
marketplace and serving the customers? Look for “merchandise depth,” meaning an
assortment of goods in a range ol sizes, not just two or thres items. Merchandise depth
convinezs tustomers that vou have what they need and that you have a broad selection fram
which ta choose. Do the producls appesr to be mecting what you know abow: the needs and
preferences of the local consumers? If businesses are misrsading cheir murkets and dirceting
their merchandising teward the wrong share of the marke:, potential customers may be frus-
trated becavse they cannnt buy the products they want elose to home. *“Leakage™ oveurs: their
dollars are flowing inlo a neighboring city or district by default.

s Preoccupstion with low prices. If the busincsses in the district are constantly holding
sales. a low-budget imoge pervades the area. Every good merchant has a sale from time to
time, bur the perpetnal sala mentality not only leads customers to believe that they will
always get the merchandiss for less (( they wait a little longer; W alsu gives the district a
cheaper image. A major goal should be to convince existing merchants to rake full-price,
seasorial purchases the rale, with a price markdown sale the exception. Businesses will nover
be able to compets with large discouriters, so downtown's best tmags dies in that of quality,
selzetion and good service.,

¢ Customer Service. Analyze the quality of customer service. Surveys have shown that
customeTs Tetam Lo a business not because of prics preference or eves merchandize selection;
the greatest atraction by far was the quality of customer service. For example preeiing
custoimers when they cater the store is standard operating procesures in today”s suecessinl
steres. Good personal service is showing to each customer how ready one 15 to heip them
shop. Good personal service 1s necessary to craate a positive downtown mage.

s Merchant attitude. While that muy seemn to be a superfluous issue, a buncd-out merchant
will heve a difficult tine providing good scrvice of being open to new ideas. I they are
retiring soon, they may be “coasling” uatil the end, unconcernad wath changing their
business practices. Do they feel competitive with a fellow merchant down the sizeet, even
through they sell a di'ferent product? Part of the business retention strategy is to create
opperiunities for business people to enjoy working together again through prometions,
special events, open houses  and participztion in design and capital improvement
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discussions. Ta revitslize a business area, you must do more than make the cash registers
ring, Part of the goal is to revitalize the spirit of the business people as well.

STRATEGIES FOR IMPROVING EXISTING BUSINESSES

There are several strulcgies for improving businesses downtown, The first goal i to build a
sense of unity and shared goals by establishing a clear identity for the district. The sense of a
unified, idenbifiable shopping district is pivotal io the Main Street approach and 2an be achieved
publicly through promotion activities such as en eveca‘ching logo for the arep, & position
statement, a well-planned serics of events downtown; and an advertising campaien to shop
downtown Tniernal unity of businesses can'be artained through organization activitics: volunteer
Pparticpation on commitiees will strengthen businesses’ committment to revitalization.

Specific problems can be addressed effectively in throush group scminars ang! Unc-on-one
digcussions with business cwners. Busiress serninars are good epportunitias to provide objective
infermation on scond busingss practiees in an educational forma: without mplving parsonal
criticism. Topics con include proper decision making, record and inventory matiagement, budget
and cash-flow management, and visual merchandising, just to name a few. As business owners
become excited about the revitalization program, they will become meore willing to allow a candid
asgcssment of ther business operation, The molz of (he revitafization program i to kelp
merchants see their businesses through new eves. Tact is the watchword to keep cgos from being
bruised and to keep businesses on board the revitafization prograre.

Aller mtroducing tae principles of sound business management (o business OWNET, Sroup Semi-
nars and warkshaps for their emplovees to deal with specific areas of business improvement,
¢specially costomer service. Begin the training and then continue conducting seminars on a
tegular basis. The schedule and subjects should be adapted 1o the current picblems or needs of
your merchants. I is important to schedule seminars so that the merchanis -an absorb the
information and implement the ideas presented at one warkshop befoee moving on 1o the next.
Regional Sinrall Business Development Centers (SBDC s}, the Smell Business Administration
{(SBA), the chamber of commerce, state unversity extersion services, Lhe National Redail
Merchants’ Association and state Main Street and dovntown development oreanizations can
help you locate instructors and instructional materals.

The team needs to promete the market oppartunities identified and the mfonnation it has
coliected through the market analysis project, The team may wish ta keep a small reference
library for lending, containing a list of businesses and property owners in the district, the results
of customer surveye, demographic data, nformarion on new regalations, such as workers'
compengation and the Americans with Disabilities Act, and model business plans. The team
should monitor and publish local business statistics like the numbers of businesses upeped and
closed, new developrents planned, business and building rehabilitations and the amouut of
reinvestrmeni.in the business district
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REPOSITIONING A BUSINESS IN THE MARKETFLACE

Repusitioning 2 business means improving their image to consumers, reahigning their product
to tap their market more effectively or both. To reposition thernselves within thelr trade area,
business owners and merchants can participate in the follewing activitics:

s Target specific markeis based on the styles of merchandise the store carries. Small
businssses ¢an no Jonger be all things to all people. Small-business owners must decide
which share of the market they want 10 control, both now and in the future; carefully sclesled
market sezmentation is practized by all good merchants and businesses.

s Change the image of the business by changing its look: change window display practices,
interior design changes, or develop a new advertising imape. Physical alterations ta the
building, such as a new coat of paint or a rehabilitated sterefront, can alsa have a positive
impact on the business.

e  Advertise. Businesses must be ready to advertise and to invest in an adequate CNEDINg
advertising budget.

s Time promotional events ta inToducs a new image, new marchandise Lnes or new staff
during nontrditionat sales periocs s that the messags doas not get lost during the busiest
parts of the business szason, such as Christmas. Have an open-house reception with food and
beverages, a direct-mail announcement to reegnt CUsIOmers, or advertise i nowspapsr of
radio. '

« BePatient. When establishing s new position in the market, be patient. Measaring the full
impact of the changes will take many months. Thus, expected targets for increased sales,
punber of customers or whatever measure is used should be tracked on 2 montnly basis and
exctandid for a minimam of six months. Perodic adjustments to the plan may be reqinred if
the response dogs not match the projaction.

HELPING BUSINESSES EXPAND

Sometimes, the best way to help an existing usiness increase jts markel share 1s to help 1t
physically expand by moving into a larger space dowsiowil of by opening a sceond shep, Many
reluilers have succsssfully captured a markel niche by operung a second downtown store offering
more specialized merchandise than they sell in their existing stores. For ¢xample, an owner of
a family shoe store nught open a smaller shop specializing in athlzig shoss, or a wamen's
clothing store might apen a shop offering petites or lorger sizes.

Tn essence, the process involved in encouraging an existing business 10 expand int angther
downtowt location is (he same as that for recioiting a new busingss, Because the downtown or
businss district managemen: program is already famliar with the district’s rarket, the process
is usually easier than reeruiting a new retailer. Plus, the existing business already has an
establisked relationship with local lenders. With somre careful planaing in advance, an cxisting
business may be able (o quickly take advantge of a new vacancy downtown, whereas an out-af-
town relailer or new entreprencur may not bz able e,
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HELPING BUSINESSES IN FINANCIAL TROUBLE

Businesses with financial problems usually exhibit a vanety of symptoms. Traditional business
assistance strategies are rarely of much help alter a retailer has decided 1o elose. Thus, early
deiection and interyention are essenhal il the revitalization erganization s to help a business
survive. Some typical warning fiags are:

»  Payment patterns. Busingsses that are expenencing financial diffculties will often delay
payment to supplicrs or landlords. A shopping center with contral management can casly
track late rental payments and spol businesses that may be in trouble. It is more diffienl| to
trace these problems downtown because thers is no way to track confidential information on
a wide array of properties, most of which haave different owaoers. Still, it is poszible 1o
informally monitor pasments ta suppliers and propery owners. For example, property
oaners should be asked to notify the downtown managment program if a pattern of 1ate
payments develops. This infornation can be used 1o idenify businesses that need close
moniteting and 1o priorilize assistancs.

o  Grosesales history. Unless the local govertument tnaintains tex records of gross sales for
the downtown commercial district {(avery valuable tool for recording increases in downtoswn
sales), pross sales seports are diflicult 1o obnain, The dowstown can develop an infycmal
dalabase of gross retail sales by asking tenants toteport any unusual changes in sales figures
from the previous year, By tobulating their responses, the downtown organization can
determine whether a monthly drop in sales is sile-specilic or whether il aaffeets a majodity
of the distriet’s retailes.

¢ Undercapitalization. Too often, new husinzasses open without sufficient funding o susiain
operatians over slow periedds, czusing them to start off in debt: symptoms are non-paymment
or late payment of bills,

Providing assistance to businesses in financial trouble can be very sensitive.  Above all, the
revitalization organization must respect the business owner's confidentiality and procesd at a
pace that makes the owner feel comfortable. Once a business mins into trouble, its owner may
be reluctant to go to anvone--ncluding the downtown manager--for fear of being labeled a poot
businessperson. For these reasons, the most effective stracegy in the long rut is o implement
agsistance programs that remain in place, rcady to be used when needed. Examples of such
assistance include:

*  Markeling assistance, By increasing a retailer's sales, the downlown organizalin can help
the businsss acquire the cash to pay bills and purchase inventory, Assistance the downtown
program can provide to help a business improve sales, and as deserited previnusly, inelude:
offering workshops on advertising, windew displays and in-3tore promotion, provicing
training for sales staff’, providing information an the busincss's target consumer groups; and
encouraging the retailer to adwvertis= jountly with similar businegsse.

o
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» PReduce operating costs. A retailer’s bigoest expenses are inventory, labor, rent, utilitizs
and advertising. The downtown management program can help businzsses lower labor,
utility and advertising costs in a mumber of ways. In order to reduce [abor turnover, for
example, the dewniown program might open a daycare facility, provide special diseounts or
Funchtime enterftainment or hald worlshops on employee banefits or managemant issues.
Utility costs czn bz lowered through enerpy audits, usuelly given free by local power
comtpanies, and grants. And individual busineszes can often teduce their advertising costs
by participating in group activities sponsored by the revitalization organization. Some
communitics even offer special low-interest ioen pregrams to help retailers purchase
Inventory,

If aretailer’s situation becomes critical, the downtewn program might consder a more aggressive
strategy--for instance, encowraging 4 property owner to raduce the businesses’s rent for a
specificd penod of time. On the sther hand, the organization should avoid becoming so decply
involved in the business owner's financial decisions that it exposes itself to legal risk. The
appropriate role for the dewntown management program 15 © halp creste and admunister
assistance programs that gan bolster oa failing business and, when appropriate, serve as a liaison
between the retailer and urgmﬁznﬂons that mav be able to provide specilic gudanee. Some
programs, for instanee, keep on file th: names of accountants, attornays and small business
consultants who have experiise in retail operations.

How 10 KFEP A BUSINESS DOWNTOWN WHEN THE OWNER WANTS TO SELL OR
RETIRE

When a business owner decides to retire, move or enter a new profession, the decision is almost
always an emotional, not a financial, one, and the owner’s needs will be different from those of
a retailer with finaneial difficulties.

¥f & busiacss fits the downtown™s coonomic needs, the downtown management prugram should
help find a way to sell the establishment to a quaalified new owner, Again, the best way to do
thig is i¢ have a recruitment program in place and to have contacts with agencies and individuals
wha can help; it normally takes two tothree years 10 sell a downtovm business--cven longer if the
owner ovetrvaloes the gperation or fauls to list it with professional business brokers. Some
downtown proprams provide assistince by
»  Serving as a liaison between business consultants or brokers and downtown business
owners. Intellient business owness carfully plan tac decision to sell. A businzss should
be sold only after proper preparation, not beeause of a shor'-term downtumn in sales. Too
often, cwners in a hurry 10 move on put their businesses up for sale at prices thal are
unrealistic given current eaming projections. This makes it difficult to find buvers who can
meet both the timing and financial requircments of the seller. Unable to sell taeir stares
quickhy, these owners may choose just to Liguidate inventory and close their doors. A skilied
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business troker can help ¢ retailer select the best rime to sell. set up arealistic fime frame
and search for qualified buvers.

«  Providing or arcanging Gnancial support for employee purchases, Sometimes the best
person to buy an existing business is a long-time employee. Rarely, however, do these
prospectiva buyers have the necessary funds to purhase the operation. Some revitalizalion
organizations have developed special financial programs to help emplovegs purchase
busincsses. Uswsally these proerams require the owner to stay on os @ part-time consultant
and the buyer (o atend special busingss planning courses.

When a business is closing for financial reasons and there s hittle benefit to the districl m
kecping it aper, the revitalizaticn program should probably limit its role to nelping the property
owner find a new tenant. In some instances, the downiown manaper may want to review the
city’s policy on “going out of business sales” and, if necessary, revise the ordinance Lo more
strictly regulate how long the salz can last, whether off-premise items can be included and how
many fimas 4 busingss can hold 2 ligpedation sale, This may mimmize the sale’s polenbially
negative Imagz.

Business tumowver i5 a fact of life--not only cowntown bt in all conunercial areas. As the market
shiftz and consumers’ needs and desires chanpe, business=s must change, too, and keep pace.
A downlewn mnasgeement program that ean belp is Susinesses understund and adapt (0 chynging
rmarkst dynamics is a critical elemant in keeping the distriet economically viahle.

SOURCES OF INFORMATION AND ASSISTANCE

There are a variety of small business resourees availahle. The izam will need to inventory
existing programs and explore setting up partnerships to make needed services available. Some
resources to look for include:

Federal Small Business Administration
The SBA administers loan funds and loan guarantee programs, and has published a series
of information bulleting on tcpice rarging from business plans to accounting procedures.
Check for the nearest regional office. Their loan proprams are also available through banks
and local cerafied development corporations,

Small Business Development Centers
These centers are a partnership between the SBA, state and local colleges or other local
crganizations. They commonly offer classes and counseling for expeniznced and start up
business owners and belp in idenulying sourees of financing. The Business development
team should explore a partnership with the losal SBDC to develop traiming workshops and
assistance tarzeied to the needs of downtown businesses.

SCORE/ACE
The Service Core of Retired Executives and the Active Core of Excoutives may have local
chapters and can provide free or lew cast counseling to business owners.
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Chambers of Commerce
Nemworking and sharing information is a eritical component of a retention program. The local
chamber may offer “business after hours™ networking cveats or bave mcetings where market
information and local economic trends eould be shared. Often Chambers have hbraries where
thiz information conld be avalable.

Community College/Local Unaversity
These edugational inslitutions are sources of training courses for locol busmesses and
professors may be able to help advise the team. In addition, classes may be able to do
marketing, accounting or market analysis projects Zor the tzam and local businesses.

Banks
Banks are a good souret of market information and may have speeial programs to help
businesses apply for finaneing.

Local Law Enforcement Agencies
Many policc departments offer seminars and assistance on preventing shoplifting and setting
up a business watch program.

Local Utility Companies
Often local wiikty companies have economic development staff and markst information, and
may give small grants for business development frojects or energy efficiency improvaments.
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SECTION 4: DEVELOPING A B;smass RECRUITLENT PROGRAM

The effort to reoruil new businesses Lor downtown s first and foremost a safes effort
Downtown and commercial district revitalizetion organizations must sell downtowt as a location
for busingss expansion and new business development. Every sales ¢ffort has a buyer, o
product, a salesperson and a rationale for buying.

In this cass, the buyers are business owners, persons seeking property investmsnt, developers,
syndicators and entrepreneurs. The product] Downlown, o the commercial business district--its
buildings, businesses and existing and potential marke: niches. The sales force is the busimess
developmant team, And the rationale for investing in the dowatown is the array of assets that
miake (he disuict profitable for the buyer in guestion.

There are four types of activities 1n a recnitment program, and each could have a specific group

of volmteers. The activities are described in more detail later in this section, but in géniral they

aret

» The research phase: to identify and qualify 2 list of prospects;

» The sales visit: to convince a prospect 1o consider your downtown;

e The prospeci’s visit: when a business owner comes te town to inspect vour business
district and look at petential Jocat.ons; and

» The celebrationfgrand apening activity: 1o welcome the new business,

The four projocts listed above each requirs different skills. The business development team may
want to vary its membership over time or assign specific task groups ta each project. Peaple with
skills such as sales and marketing, economic development, real estate of busingss ¢xperience are
helpful. Participants noed to be willing 1o work with information which nay nzed to be kept
confidential.

STEP 1. IIEVELOF & QUALIFIED LIST OF POTENTIAL PRUSPECTS

Al this point the team should have done an analysis of their markel, icsied a list of potential
opportumtics for the business district, and may even have a mini-businese plan far the top
opportunities. The challenpe now is to find & successful operator in another area who would
move or opert an additional location.

Enowing where to losk for recruits is an ongoing process that alss begins with homewark  Tn
peneral the best recuits are found at home: The further awzy vou look, the less hikely you are 1o
find a strong prospect. Let's start with the feqsr effecive prospects and work loward the best

Prospeets:

1L Inerns B3 st BUsERs RECRITET - 43

U U OJ oIS IJIJUJIIVOIIUIDIIIIIIITIIIIIIIIVOIIIVIew



National chains and department stores, These retailers rarely include downtown locations
among their sites for cxpansion. Awvailable parking, access (o interstate highways and gross
square footage requirements precluds most downtown and commercial district locations. The
last freestanding, full-line depariment store built in a downtown location occurred in 19835 in
Washirgton, D.C.-~and #1a¢ was a relccation from another downtown =ite. Expecting 10 recruit
a national department store to downtown is usually unrealistic; recuiting a national retatler,
busingss or restaurant is a challenge, but definitely possible,

Mall-type stores and shopping center chains/franchises. These are challenging prospects
becauss they wre high-volune stores requiring ceess to large populations or spaces. Again, they
alzo have high parking requirements {which might be unnecessary) znd desire access to
interstates or state highwavs for ease in shipping transport. The business development team will
have to consider the requirements of these storws in their recruittnent process, perhaps there is
a creative way to meet these with a locatzon downtown,

Suceassful busingsses from neighboring communities, Potential exists here, if you lock for
busingsses that may be ready to expand. Particularly attractive arc stores with twe or more
existing locations, They have a proven track reccrd and know how to run multiple operatiens.
A pood recruitment team can convince such business owners that its district cen provide aceess
t ew matkets worthy of their expansion.

Development of lacal entrepreneurship. The community has people with good business ideas
and common sense. Finding them is simply a matter of asking around: The chamber of
commerce, the logal Small Business Administration office, commercial lenders and business
schools may all have leads on entrepreneunal prospects.

Expansion of “cotiage” businesses in the community, Recruilmend opportanitics exist in
neahborhood homes and garages—-at-home businesses that need to prow. The local cralisperaon
wha nest's sales space ar the hicyele repair persan who is ready to moves nito sales and service
are pood praspects because they have alrzady proven that a market exists for thelr products.

Converting managers to owners. Business recruitment cen algo be accomplished by
encouraging business managers (o become owners, Local {and out-of-lown) managers have
business skills that can be converted to supply more commerciad oplicns cr greater variety than
is currently available downtown. Encouraging manapers tc become owners can also address the
need to preserve businesses that migat otherwase fold dus to death or retirement.

Expansion of existing businesses.  The greatest immediate opporiunity for busincss
recruitment lies in the expansion of produet lines carried by established businesses. Very often,
market research points to missed opportunities 1 retail catcgories that are not large enough to
suport an entirely new business, but are significant encugh ro warrant expansions. A line of
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work shoes for men, a section of “big and tall sizes™ in ¢lothing, or a lanchtime catering or
delivery service can all huild more retail activiey for the business owners already on bain Street.

Developiny the “hit" list

The “hit list” you will be developing is simply a qualified list of namcs and places where
busingss racruitment oportunitizs roay edst IFvou have identified prospects in your comrmunity,
wou have the foundation of your bt list. Bemember, you can often get information about these
hidden resouwsces threugh word of mouth, Keeping vour eur 1o the ground will help you build

vour list.

Looking for targeted businesses cutside your markel area requires a bit more investigation
However, it is still an cxercisc in obscrvation and conversation. Omnes you know which retail
categories vou are looking for, you can begin using the following techniques:

Ask doeamitown shoppers a sunple question ke, “Where®s the best sporting goods store in
the three county area? --it can yicld many solid leads.

Ask vendors and supphers. Travelling salespeople can tell you whach of their clients are
dotng well. Ask your area merchants to talk to their sales reps,

Ask team members end business cwaers 10 keep their eves open daring their travels and
miake & note of the greac businesses they see.

Shap the compeatitinn. A simple “drive-by™ through other commereial arcas can give you
some visual clues bout potential recruits, If the display window is appealing and featuras
merchandise in the targeted categores, the busmess 15 a possible prospect. If vou sce
custcimers thal represent your Largeted markiet groops coming out of the stors with packages,
the potential increases. Take along an “experienced shopper--a friend or relative who's
skilted at selecting good stores--amd let them shop! They may not know the technical reasons
why they hke & store, but good shoppers discover gpcd businesses,

Consult the vellow papes. Eaw mformation about targeted refailers can he found in the
business Lstngs of local tetephone directories, Display ads listing products, hours, services
and locations can provide tips on the potential prospect.

Put ads ir the business oppaortunizies section of the newspaper.

Metwork with ather econorue /industnzl development groups, local 1galtors, the chamber and
the city permits departnen:. These are the places a potential business mighl call kwkioz fur
information.

Bublicize the businesses the team is secking at servicz elub meetings_ in 1ncal newsletters.
in press releases and in media interviews.

Aske local realtors and property owners if the lcam can put information aboui market
oppottunities in vacant store windows.

Contact Lxcal bankers, atlorneys and accountants, Thev may have a prospective business
OWDEr A5 a client,
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Revonuissanee visits

The team needs to screen the list of prospects that is developed, because ondy excellent
businesses should be recruited. At the cnd of this section is an evaluption form the team could
use {o qualify prospects by rating them on appearance, service and business ability.

With the hit list in hand, 3 small team {1-2 people) should go out and take a close, but

unannounced, Iook at these stores, The ohjective of this recon visit is to shop with a purpose.

They should view the stores as a consumer would see therm. Fach member should:

¢ Really lock at the merchandise. Hew are the products displayed? Are there enough goods
to fill the store? What aboot the ranpe of sizes? What are the price pointz of the
merchandise--does it fall into low, moderate or hizh priee categories” [s there a vanety, or
depth, of merchandise within any categoriey?

s Ask questions. Find out what the retailer knows abou: the merchandisz. Can employees find
sizes of match accessories or explait how a product operates? What are the return, exchangs
and delivery policies? Arc any free services provided--glterations, gift wrap, delivery, take
home “on approval™?

s Ask more questions. Find out how much the retailer knows sbout other businesses
downtown and about the conumunity in general. Ask about attractions and events. Try to
find gut how involved the picrchant is in the downtown,

It 15 o good idea to produce a checklist thal allows ths tean to record and recall its inital
observations: you may use or mocify the evaluation form at the end of this section. Bur the
checkiist stays in the cav: use your eyes asnd cars while shopping; write down your
obscrvations when you get back 10 the'var. Carrying a clipboard will attract atiention, resulting
in1 either speciai treatment or hoshility.

Reconaissance teams of bwo people work well because they can split up and investigate ditferent
stores at different tunes, then compare observations. Who should be on die wam? Typically,
the downtown program manager, a downtown retailer, skilled Main Street shopper or even a
commercial leasing agent. Repardless of their roles, members of the 1sam need o feel
somfartable about ralking to ownes ar luoking over the operation. The gift of gab can be a
valugble skill for the reconaissence effort.

If merchants ask, members of the reeon wam should be preparcd to explain that they are yart of
& downinwn revilalization program and that they arc looking for goed sxaamples of aggressive
retailing. You might even close the visit with a flaering, vet genuine statement such as,
“Someday, we'd like 1o have a store as good 48 yours!™
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STEP 2. MAKE A SALES VISIT TO QUALIFIED PROSPECTS

Omnce a prospect has been identified and evalualed, it 13 time to visit them and comance them to

come and see what thz downtown has to offer. Some hints for & suceessful zales visit:

s  Call ahead and make an appointment, dun’l show up wmamngunced. Maxing an appointmenl
shows the team’s profsssionalism and ensures that the owner wall have the Lime to listen to
you.

¢ Assemble appropriate materials to bring, like the reeruitment packet. Don't overwhelm thom
with paper.

Once you have sacured an appointment, assemble the team 10 make the pitch-not too many
people, but approsriae people: An owner of a business that complemenis the prospect’s niche
or serves the same customar can be very convinging. This time the visit is formal. Practice the
sales preszmation. Know who will go firsl and what poiats cach parlivipant will cover. The tcam
should be prepared to discoss the following:

s  Why your comnunity is interested in thefr business. What you've observed during the
reconaissance should be recalled here; it wall show that vou®ve done vour homework and that
you know something aboat retailing.

¢ Why your commumity reeds their buginess, Your leam must explaain the existing business
mix in town and e dyuzmics of the warketplace that point to this businzss as a valoabls
addition.

¢  Why this business would be profitable. Elaborate on the markst potential for the business.
Infermation on the deragpraphics and consumer habits of the markeplace will give the owner
teasons to consider vour downtown., Anecdotal information from complimentary busmesses
in the district wall give yon 2n added dimension Lo your presentaton.

& Javenrives that conld make vour downtown attractiva to a new business, A brief explanation
of gvalable services may pique interest.

The appointment should close with an invitation o visid the district. I vou visit has been
syccessful, vou may hava an opportunity to discuss specific properties or development steps.
Evem if the ewner doesn’t seem interested. vou should invite them to come see your downtown,
Always leave your recruitment, whuch shouw'd contais a recap of the information pressnted as well
as details on avaflable space. Follow up the visitwith a thank vou nate,

After each visit the team shonld categorize the prospects apain:

+ Ths business 15 very mteresled and should be followed up with immedialely.

s This progpect mbeesied but is nol ready 1 consider our ofler quile vet and sheald be called
in six menths.

»  This prospect i3 not interested at this time bt has a good business, so should be placed on
the nawslatter mailing list in case there is an oppariunity in the future,
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The tzam should be prepared to contact many prospests to get a few who will actually open o
new business. Tha key is to keep the word cut and be ready to respond when opportunity knocks,

S1EF 3. HAVE THE PROSPECT VISIT DOWNTOWN

If your visit to the prospect yields interest, the recruilment team must be prepared to present the
district to the business person, That presentation is the ultimate selling tool; every attempt must
be made to persuade the business owner Lo invest.

Evcryon i the distret becomes a member of the team when the prospect comes to visit. The
devamiovm director serves as host, scheduling all achvaties for the visitor, Government officials
—the maver, city manager, caprcil members--should join in welcoming the business owner and
answering any questions about the relationship between government and businesa.

The downlown tnanager should pive the prospestive recniit a guided tour ol the district and the
community, with courtesy stops at city hall, the office of locul bank presidents and one or two
downtown stores. The visit should also include a detailed review of avaulable locations, including
walk-thraugh tours of the buildngs tarzcted as select sites. Before the prospect arrives, review
the business cluster analysis and spend time qualifying local ;andlords. Don't send busincss
prospects 1o a property owner who is urrcalistic about renls and needed improvements or 15 not
business-like in their relations wath tenants. Show the prospective business only one or two best
locatiems for thair business. This shows that the team has done tieir homework and understands
the needs of the prospective business. The property owner of 1eal estate agent should go along
on these visits. '

Set wp visils with positive local retailers that share the prospect’s castemer market, but be surc
to pive the prospect time to wander arcund ihe district unescorted so that they can talk te ather
merchants, look at buildngs or just “shop the competition.” Orchesirating every moment of the
vigit will suggsst (hat your organization lacks confidence in the downtown, and may make the
prospeel feel uncomfortable. The visit~usuelly ne more than ene business dav--should conclude
with a meeting betwesn the downtown or commercial district program manager and the prospect
to discuss the next step. The manager should be prepared to offer information on permits and
licensing and to s¢t up mestings with owners and leasing agents.

The recnutment process can be considarsd snocessful 1f you have convineed the targeted business
owner to consider investing m vour district. But your work is rot aver. Onee you have hooked
the: prospest, the recruitment program nwst be there for ongoing advocacy and follow up.
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STEP 4. WELCOME THE NEW BUSINESS

The recruitment fzam shovld serve as the on-site liaizon for the new business in all dealings
relared to the investment. The tcarm--typicelly coordinated by the downtown mapager--needs Lo
assist the business owner wath any regulation, finance, negotiation or start-up issues that maay
arize If the owmer is out of town, the downtown mnager should offer to assist in the local permit
and approval process (building perraits, heaith department inspections, license applications, ete. )
If local financing or financial incntives arc involved, the manager should help the owner with
“red tape” during the application and approval process. This does not mzan trying to influence
the review process in terms of standards of acceptance; credit-worthiness, design standards and
oher gualifications must not be manipulated.  When appropriate, however, the downtown
macager can help with lease negotiations between husiness ovmer and landlord. In short, the
downtorem professsional maraages the final phase of recruimnent--placement and operation within
the district.

The role of advoate can ba the most important part of the recruitment effort bacanse it help
climingte ways the project can faill  Adwvocacy must be handled gently; the downiown
ergamzatiom should be seen as helping sreamling the process, no usurping anctaer group or
individnal’s legitmate role, Positioning the downtown manager as the iaizon it the best way to
ensure contimudy of assistance and sensitivity (o the 18sucs of overlappmg interasts and
confidentiality. The advocalc-lizison role can go on for months or years, depending oo the
magnitude of the development project and the numbear of “players” in ths process. But when a
rectuit is finally installed 25 a business owner ib your district, the process of promoting tha:
busingss begins.

The recruitment process can be promated to the maedia as long az the recnit’s confidentiality and
the details of the project are protected. The process of finding a location, negoliating a icasc,
securing contractors and acquiring pemiits end licenses showld remain ¢onlidential. On the other
hand, if the owner is willing to discuss the process, the downlown or commercial disivict proeram
can use it to showcase its recraibment effort.

Cree the project 1s seeure 2nd can be annomeed, the dewntown ergemization has a responsibility
to promo:e the newest business downtown. The most typical promotional toot is the prand
anening. The downtoam or commercial district program can sponsor an opening celebration by
placing ads, mviting local digmitaries and atiracting media coverage. It 15 also important to
continue promoting the new business during its first few months. Featuring the business in
nzwsletter arlicles, press releases and promotional evenis are but a few way to acquaint
dovwntown customers with the oew store.  Introducing the new merchant to the business
community, however, is equally important, Mam Street can sponsor a reception for the new
awner or lake them around to other bugsinesses for less formal introduchions. The dewntown
manager caan also helpthe owner develop prometional strategies and mast the media
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representatives. Finallv, the manager can assist new and old businesses by suggesting joint
promatians and ather coaperative efforts.

In csscnee, the rauitment process is the development of a long-tenm relationship with a targeted
new busingss. It begins with the “sale,” but is in fact a program of developmend, promotion and
ongoing assistance. Business recruitment 15 nol @ six-month process. I the revitalization
orgarazation 15 really to establish the district as a losation where businesses can floarish, then
the process of recruitment and on-going assigtancs must be incorporated in the organization’s
long-term work plan. With a comprehensive | aggressive recruitrnant program, the district can
abtract new businesses and help them succeeed.
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