CR Surveyor
Mobile survey tool for marking areas.  Manage and track changes to resources.  
How to use:
Go to slgis103.gisinc.com/napc/napc-crs/login.aspx
Log in username NAPC_FieldUser, password:  NAPC_FieldUser123*
Click user role of “intensive survey”
Zoom in to the area you are surveying-select an unsurveyed building (in color brown)
Go to status Tab, pick “In Progress” in menu
Fill in the survey tabs by typing
Get picture of building
Go to status tab, click complete and repeat.
Green buildings are already surveyed.  Pink buildings are in progress.  Brown is not done.
Can add everything about building.  Such as what the building is made out of, history of building, foundation, is it historic preservation building.  Roof type, ceiling type, etc.
Future goals is to make available to state offices and all SHPO’s.  Is supported by ESRI.  Tested in windshield survey operations.  Build out all National Registry
Contact
Deidre McCarthy
202-354-2141
Deidre_McCarthy@nps.gov 
SHARED USED KITCHENS – Danielle Rogers, Margaret Larson
Freeport IL – population 24,000.  Called pretzel city.  
Pretzel City Kitchens – Entrepreneurial food hub.  Is a planned shared use commercial kitchen and food enterprise center.  Will support specialty crop growers and caterers, recipe testers, start-ups and small businesses.  
Details – Affordable shared certified kitchen space available to rend by the hour.  Services to help businesses move from recipes and general ideas to production and sales
Certification, education, and training opportunities.  Networking opportunities.  Meeting/office space.  Dry and cold storage.  Showcase for local foods goods.  Potentially offering co-packing services.
They bring in their own ingredients, but with rent they have storage space.
Goals
#1 Suppport ED
#2 Encourage downtown reinvestment
#3 Improve food securityg	
#4 Promote community health and wellness
#5 Enhance opportunities for youth
Funding:  USDA Rural Business Opportunity Grant, Farmers Market Promotion Program Grant, Local Foods Promotion Program grant
Benefits to community:  Platform for collaboration.  Related organizations.  Fill empty storefronts. Retail potential.  Tourism.  Future job and sales tax growth. Community pride.
Margaret Larson 815-235-4125
mklarson@illinois.edu 
Buying $65,000 of equipment
Web.extension.il illnois.edu/sw
Expected $135,000 to keep building up and business
CO WORKINIG SPACES
Coworking spaces are spaces for people to come into and work.  It is a replacement for such places as Starbucks or libraries.  Reasons why independence want to be in a coworking environment is community surroundings, then interaction with other.  90% say they are happier working at coworking spaces.  
Many spaces offer perks such as individual rooms, music, and fitness center.
In Los Alamos, it is community run.  The groups were Economic Development Advocate, Local Government.  (side not, the Hub in Norman is a coworking space).  People can pay daily for private spaces.
New form of a incubator, people get started in the coworking space and then move up to something bigger.
Los Alamos opened in June 2016.  They have a lot of freelancers, millennials, start up business consultants.  They provide free wifi, 24 hour access, coffee tea and snacks.  BYOB is also allowed.  All part of the membership.  Phone access for reserving rooms.  Discounts offered for PR services such as photographer for head shots.
They offer day pass users as well.
Also, had food vendor come in and offer food at the cowork space to see if they would be successful in selling food.  It has been successful.
Took picture of good partners or types of partners that you may want to contact with if looking to create a coworking space.
$10 a day.  $199 a month for full time access.  Annual budget to get started was $150,000.  Annual budget is still about same.
They provide whiteboards, smartboard, printers…but mostly the entrepreneurs bring equipment.
10 tools to keeping businesses fit
Amy Meadows, Windows Matter/Six Corners
ROI on improvement to the look of your business is hard to figure.
“Be fair, be firm, and be nice.” When talking to businesses.
Checklist:
Compliance + cleanliness 20 points
Congruence 20 points
Communication 20 points
Clutter 20 points 
Current 20 points
More than 50% customers will walk in by the way you look and it takes 7 seconds for them to determine.
Compliance= are you in compliance with zoning?  Side walk signage, seating?  No more than 60% of window is covered.  Should be less.
Cleanliness= WASH THE GLASS!  Bugs in the front, vacuum regularly.  Glass inside and out.  Awnings, sidewalk, storefront, Seating.
Congruence= does everything match?  Are they telling the same story?  Signage, any ads you are running, business cards, web presence.  Need to be mobile friendly as well. On web, add store hours, how to get in touch with.  If email, something simple like info@ or hello@.  Best way to ensure congruence from the start is to work with a web developer as well as interior designer.  Have your open close sign in the shape of the logo!
Communication=  Are you open?  When are you open?  Do you take credit cards?  Cash only?  Don’t have to clutter on doors.  Not every info has to be 8x11 paper.  You can cut it and minimize.  Have contact information (especially pro services).  For vacant buildings, show a picture/vision of a mock up or layout.  Show this is what it could look like.  Go to fiverr.com  they can do branding and renderings.
Clutter= physical clutter, make it as simple as you can for the customer to come into the business.  Visual clutter in windows.
Current?= If you have not updated facebook in a year, you are not current.  If your display is valentines in April, you are not current.  To keep credible and viable, you need to keep current.  Stop using model shots.  They are easily dated photographs.
Recognition is good.  Most improved storefront award.  Give something to look at when closed.
Do your checklist on a quarterly basis.  Pick people, do a secret shopper survey.  Select other business owners and residence to do the checklist.
She created a thanks alatte card to give when the business does a great job.

Base Hits:  Economic Development
Reach economic goals:  Placemaking, meaningful consumer and resident engagement, tailored business attraction efforts, innovative pop up and public art concepts, special events.
Compare your district to other aspirational and peer districts.
Survey and understand your district’s zoning so you know what to attract where.  Have property information at the ready as much as possible.  Cultivate positive relationships with local commercial brokers.
Evolving retention efforts:  Advocate for Density and Real Estate Diversity.  Drive Neighborhood consumers.
Density and Real Estate Diversity – Position your organization.  Be present at development meetings.  Advocate for real estate diversity.  Increase consumer traffic by media/pr focus and social media strategy.  The more you see it and hear it, the more you want it.  Instagram is a must.  Always take pictures.
Business-consumer relationships:  Foster interactions through in store events.  Create incentives that promote spending local.
Ex.  Local shopping rebate called Unwrap
How it works.  Collect $300 in receipts from a minimum of 3 businesses, mail copies of receipts.  Receive a $50 gift card.  
Results after 5 years.  Generated $258,000 plus in sales.
Create unique events and promotions:  Community culture, uniqueness, goal setting, collaboration 
Community Culture – should survey to see what type of community you are.  Late night community, early morning community.  Ex.  One is kid oriented and so they had the spider man movie, but had spiderman come in on a helicopter before it starts.  Another community had outdoor pro wrestling.
Uniqueness – Find what makes you special.  Do not do exactly what everyone around you are doing.
Goal setting – Identify 2 to 4 goals.  Who is your target audience?  What is your desired outcome?  How much money can you invest?  How much can you afford to lose?
Collaboration – Partnerships, define roles, identify needs, communication.  If you need x, y, z; ask them if they have x, y, z.
Ex.  Ribfest Chicago:  Build awareness of Northcenter.  Gain financial independence.  Promote local business.  An event for the community.  19 years later, has gone from a $50,000 to $200,000.  Has gone from 5,000 attendees to 70,000 and has been on the Food Network.  They started a grant program to give non profits funding who recruit volunteers.  So they give a non profit $20,000 if they generate a certain amount of volunteers.  And only those that are in the Northcenter area.  So churches, schools, other non profits.
Best practice tips:  be realistic, benchmark, seek feedback, maximize the value of your event, get creative.  Find ways to do things with unexpected spaces in the community.
Reimagine your space and drive traffic.  Ex.  Lighting of the Christmas tree.  Moved it to Small Business Saturday.  They also added 4 small Christmas trees on their fountain.  So did a double Christmas lighting.  They lined the streets with ice sculptors and demonstration.  Now they have every tv station reporting on.  They also ask the percent increase of businesses.  Never ask the dollar amount but ask what percent increased.  They also had touring carolers (provided by the church) that go from business to business.
Ex.  Evening Farmer’s Market.  They have music, use parking lot to farmers market.  Have one end with the music and farmers market on the other end so they have to walk past businesses.  Have in the evening on the workday to get people out.  Approach music schools for music.  Generally free.
Implement placemaking and activation strategies.  Example:  Yarn bombing, rain paint, silent dance parties, alley activation, street yoga, park(ing) Day, Parklets, Impromptu bike parking, street closures, food carts/pop-up stores, microstores, multiple line stores.
Astroturf a parking lot for a different experience.  Rain paint is paint that does not show up until it rains.  Alley activations done was one called lane way and the main activity done was Instagram??  Not sure on what this is.  Said to look up on google.
Microstores are stores that are about 200 300 sq ft.  They are all complimentary.  Like a street market.
Multiple line stores.  Ex.  Bike shop.  One part fix shop, one part bike sales, one part coffee shop.
Leverage innovative concepts: public art, pop-ups:  District branding should be authentic, based in reality while aspirational.  Projects can range from tens of dollars to thousands.  Remember, you are catering to the people, not the cars that are complaining about the change.  Get some permanent markers.  Identify yourself with art markers, branding markers.
Funny event.  Bucktown Illinois wanted to do One Big event.  They called the event One Big Thing because that was what they wanted to do.
Department Stores:  A reflection of social and economic forces
Bill McLeod Dupont Circle Main Streets
Before shops there were traveling fairs.  Fairs developed into weekly markets.  Markets served as retail shops.  Arcades developed after. Retail transformed in 1830s.  Before, shopping as a hobby did not exist.  Returns were not allowed.  Entering a shop meant you were obligated to purchase.  Prices were negotiated for each item.  You were assisted by a clerk, no browsing on your own.  Items were not out for examination.  Shops sold one retail category such as fabric or buttons.  Guild Halls set prices and standards.  Advertising was suspect – let the buyer beware.  Small shops, small windows.  Dry goods sell raw materials and accessories.  Ready to wear was frowned upon and not redily available until standardized sizes.  Shoe sizes were first and then clothing after the civil war.  Window displays were considered vulgar.
Start of the department store was first installed 1838, Le Bon Marche in Paris.  First shop selling out of a stall.  Expanded from lace, ribbon, and buttons.  People could browse on their own.  Known for low prices.  And they were trusted.  In 1869, it was the world’s largest department stores.  It had marked prices/fixed prices.  First purpose built department store with many departments.  No admission charge and reading area because men do not like to shop.  
A.T. Stewart’s of New York City.  Irish immigrant.  Known for his devoted attention to women.  First dry goods shop was in 1823.  In 1832, in the Morning Courier, he advertised, one price policy.  Introduced marked prices; allowed returns.  Placed dry goods on sidewalk to entice people to come in.  In 1848 created first department store called the Marble Palace.  First ladies lounge on the second floor with imported full mirrors.  Transitioned from dry good to finished goods.  Never had a sign because he felt they were vulgar.  Allowed monthly charge account.  Began catalog shopping in 1868.  Top 20th person of all time.  He incorporated the Central Railroad of Long Island in 1871.
John Wanamaker:  The American son of brotherly love.  Owned the Grand Depot opened in 1876.  Converted train station into men’s clothing.  Expanded to women a year later.  Held first white sale in 1878.  First store with electricity.  Installed a pipe organ (world’s largest).  Introduced customer satisfaction.  Return it if not happy.  Pioneer of marketing and publicity.  Installed a radio station in his store and sold radios.  Had health clinic for employees.  Had retirement pension, 1877 had a tea room.  Place where women could go with no men chaperone needed.  
In the 1950’s, Victor Gruen (architect) stores in the suburbs as satellites to downtown stores.  First shopping mall 1951 – Northland Mall.  Things were on pause due to the Korean War.  Created enclosed shopping mall, Southdale Center in Edina, Minnesota in 1956.  Department stores as ends anchoring the dog bone.  People will walk only 1000 feet.  Public plaza with “spring all year round”.  
Retail is now all about experience.  Department stores today.  Decline of consumption as people want less.  Return to the city:  Millennials and empty nesters.  Millennials do not want bulk.  Shopping has changed to educated shopping.  Looking up prices on smart phones.  Millennials want to get it cheaper.  Shopping is a hassle to Millennials.  Millennials and Gen Z will need to be stimulated – shopping is an experience not chore.  Online sales are killing retail as we know it.  It is 8% of sales.  In, 1984, Americans spent 6% of their household spending on apparel.  By 2015, it was 3%  
Future needs to look toward restaurant and services (such as nail salons, hair, massage, and yoga).  If you have retail, it will need to be paired with restaurant or service.  In a lot of cases, the store is the hobby and the online is the business.  
Lady in class has a shop and when she purchases a box of stuff from someone, every Wednesday she has a box and does Facebook Live to see what is in the box.  People will see and want to buy.
Everybody has a Story
Linda Haglund, Wenatchee Downtown Association, Breanne Durham, Washington State Main Street Program bdurham@preservewa.org 
Main Street is about people.  Only 1% of businesses go to 3rd generations.  Only 3% go to 4th generation.  “Shop Talks” is what Washington calls merchant meetings.
Storytelling as an engagement tool.  The goals for each type of story differ.  Where to find your stories:  
Business Owners, volunteers, main street staff, historic properties, artists and vendors.
Ellensburg, WA:  Mango’s Salon.  Mango’s Salon has been providing a wide variety of your salon services and a relaxing get away for any type of pampering in Ellensburg for 15 years.  They offer everything from cuts, color and spa.
This was an example of the stories that they tell.  The promotion is called “Experience your Downtown”.  The profiles are used on websites and apps with a picture of the place or person.  
One storytelling is to do a Volunteer Spotlight.  Once a month they talk about a particular volunteer and what they did that they told a story for.  About 4 paragraphs and a picture of the person.  Great for facebook.
Ask the question, Why do you volunteer for Beautiful XYZ?
For construction situations, they told stories of shops.  Campaign was called “Meet Me Downtown”.  First article was about a shoe store.  The piece was called “Meet Josh Downtown at American Shoe Shop”.  They asked “what does he love about the town.”  They made “Meet Me Downtown” bags and if you went and visited him, you got a bag.
Another story can be the History of buildings.  They called it “History Notes”.  They talk about the building, perhaps the new tenant that moved in.
Artist and Vendor Profiles.  This is another story that you can tell and they featured one artist per year.  They would tell their story and include photos.  Usually was good to do before any Artwalk or Art Conference.  Facebook Live opportunity for a quick Q&A.  5 questions to answer.
Main Street Staff.  Tell the story of Program Directors or even State Staff.  Ask those 5 questions and let everyone see who they are.
Effective storytelling:  
Should be professional.  Quality is important, from the writing itself to the photo you use.
Full of flavor.  Be prepared with interesting questions, but also be up for wherever the story leads you.  Remember to let yourself and your interviewee to have fun – it’s contagious.
And meant to be shared.  Newsletter, social media, hardcopy.  3 paragraphs max on Facebook.
Sample toolbox:  Wordpress – or other website/blog host.
I phone – or a real camera
Canva – or other design platform (it’s free and easy.  Indesign is another one, but Canva is easier)
MailChimp – or other electronic mail service
Facebook – and/or other social media
Potential authors:  Main street staff, Volunteers, Interns, Business Owners.
[bookmark: _GoBack]Celebrate all things.  If a business is closing because they are retiring, go ahead and tell the story and celebrate.  Construction?  Do that story of the business and give away that bag or other things when they visit.  

  
