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The Resurgence of Downtowns

The ten keys to energizing your downtown

New Mexico Main Street 2020
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Jobs are go
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The new reality
Community development is leading
economic & tourism development.

Welcome to the age of

PlaceMaking

Handout: bit.ly/NMMS-Winter
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\Focus of elected officials: quélity of life.

Your mission
To become the most desirable place to live

iN the Southwest - or in New Mexico
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We arein the age of econom|o gardemng
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Take the lead in assembling the
Destination [OurTown] Team
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Engage your millennials
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Milennials (born between 1981 and 1996)

The best educated




__Diverse
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Dakota Young Aja Brown Pete Buttigieg
Mayor of New Princeton, KY Mayor of Compton, CA Mayor of South Bend, IN
First elected at 24 First elected at 30 First elected at 29

Civically-minded.




Engage and activate your Millennials
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' Erwin, Jefinessee
Population: 6,000
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| e Started with 5 to 6 in the working group
® |t's now 40

They bring ideas to get it approved, then are turned loose
- Elephant Revival Festival
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- Weekly farmers market

- Restaurants can now sell liguor

- Updated zoning: Upper level residential
- Condos in former dilapidated buildings
- Nine new businesses have opened |
- President of the millennial group - Communications Director

- Microbrewery opened

- Developers are coming

- Festivals are a big.draw

- More visibllity for the town, more local prlde




All three generations are reshaping American cities

Get out of the Silo Mentality




Welcome to the global economy




Arts councils
Historical societies
Local foundations
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THE ECONOMIC PEVELOPMENT EXPRESS







Create the Destination [OurTown] Team

Local Destination Marketing Organization
Economic development

Arts councll

Local foundation

Educational institutions
Chamber of commerce
Downtown

Planning Department

Mayor or council representative
City»Manager | Administrator,
Parks Department

Young . professionals

Major employer (private sector)
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SEARCH o Become A Member

DOWI\tOWn Calender of Events | Get Updates | Contact Us

RAPID CITY
e Map

m [nteract

dagazine | Watch Videos | Dov

SERVICES ESTATE

VISIT DINE SHoP STAY

Daatcaion Nepis Coy Destination Rapid City

The mission of Desunarion Rapld City is to create, susiain, and maintain a vibrant city center which provides a cultural and recreational

‘What We Do .
space for the enjoyment and use of the community and its visitors
Board of Directors
i i Desunation Rapid City was founded in April 2008 as a result of two important task force efforts in Rapid City, both aiming 10 strengthen
Downtown as a critical element in the groater fabric. Managed by a ser board of directors and paid staff, Destination
Pariners In Progress L ¥ pa
Rapia City works 1o atract people Downtown throngh events, en \g visual improvements such as flower urns and signage, providing a
volce for Downtown and building & sense of community in tie heart of our chy.
Through § with such org as the Rapid City Chamber of Commerce, Visit Rapid City, City of Rapid Gity, and the Rapid
FEATURED SPONSOR City Downtown Business Group, Destination Rapid Ciry leads efforts 1o redevelop and revitalize Downiown Rapid Clty through impreving

streetscapes and facades, enhancing the business mix DOWnIown. providing clean and safe progranis, and creating a gathering place for

the community

Desunation Rapid Ciry was the lead organization to initlate the ofal Business Imp: District and the

construction of Man Street Square, Downtown's events plaza and community living room.

Herejbr you. Destination Rapid City is funded through business and individual donations, and event and program revenues.
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skt o §oode and ferm 16 tark dinirg.




THE ECONOVIC DEVELOPMENT EXPRESS




YOU WANT DOERS DestinationDevelopment.org
NOT DIRECTORS: Resource Center: Video Library

Crafting the Perfect
Organizational Board g

Presented by Roger Brooks

The Destination [YourTown] priority list

Find your Unigue Selling Proposition
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We have the world at our fingertips in seconds
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“ocation is ALWAYS second to. the “primary draw” -
that ene thing that putslyou on the map.

o win you must quit marketing geography first.




What sets you apart from the other 1017

" The burning question

\What do we have that the people
we are hoping to attract can't get
or do closer to home”




Two choices

Different or clearly better®

*Only by third-party endorsement

Downtowrt « &

[Revitalization &

Development .*
Bl ik i

For Historic Sites
& Museums

Funding & .
Organizational ™y
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What sets you apert fram, everyone glse”

Handout: bit.ly/NMMS-Winter




THE 7 PHASES OF A PUBLIC PROJECT

1.

Enthusiasm

. Planning

. Disillusionment

. Fear & panic

. Search for the guilty

. Punishment of the innocent

. Praise and honors for the non-participants.

Develop an Action Plan




{ Destination Development ROGER BROCKS

...........

& organi~aticnal support
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A |- o DestinationDevelopment.org
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Branding What is it you want to be known for?
Development \\hat you need to do to own it

& Marketing How to tell the world

ActionPlan  The to-do list
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Sell your local leaders on why
downtown should be the top priority




MoneySense.ca Best Places to Live in Canada
Great Canadian Van Lines: Best places for families
Wallet Hub

Niche.com

Livability.com

Money Magazine

USA Today

Forbes

WHAT PEOPLE WANT
Those In their 20s, 30s, and 40s
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? Good educaﬂonal system & child care

L




‘\!'

‘ ﬁ Q\r
DOWNTOWN

q Cultural depth \/|sual/perform|ng arts | education | {elele

: : wm | o ‘z!‘-p’-:




‘ »

. S
\ v AR

DOWNTOWN
g Life after 6:00 pm (downtown)

g Top—notch recreahon (surpassmg other areas)
, , e
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bility & quality

IR W 3 . i o 5 3 Y g AR 2
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Downtown is the litmus test.

Downtowns: Your best recruitment tool.

g




Downtowns create a sense of community. Your “Third Place.”
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Downtowns & tourism reduce the tax burden




The good news:
This is an investment,
NOt an expense

74
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Governor Doug Burgum
Main Street is at the top of the state’s Five Strategic Initiatives




Downtowns are about placemaking

L

WHAT THE HECK’IS PLACEMAKING?
B




A Placemakmg
is a multi-faceted approach to the planning, design,
4 programming and management of public spaces. |t
' capitalizes on a local community's assets, inspiration; §
a8 ond talent, that will result in bringing people together,
3 and will promote health, happiness, and well-being.

Placemaking

Planning What's the focus | What's it feel like
Design What it looks like

Programming Wiat happens there: activities
Management \Who takes care of it & funds it
Public spaces. What's included: FE&E




PlaceMaking ingredients

e Public gathering areas | wide sidewalks | plazas |
year round public markets

* Programming: seating areas | things to dos activities

e Shops | eateries | sidewalk cafes

e Extensive beautification | street trees | planters

e Cultural depth: street vendors | musicians | artisans

e It's about peoplé | pedestrian-friendly | safe | well.Iit

e | ife after 6:00

Downtowns are about people, not cars







Only 70% of Millennials have a drivers license. Age: 24
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ird Street Promenade | Santa Monica, California

[

New. York Clty







Pearl Strest Mall
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Revelstoke, British Columbia




Newport on the Levy




Downtown Is about Etsy - not Macy’s
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Boomers are moving into downtowns
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Downtowns are about life after 6:00
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Having kids intheiriate 80s & ea
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Convenience rules the day







Are you open’/

IS YOUR DOWNTOWN

DestinationDevelopment.org
Resource Library
Product development
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Your downtown IS your
community living room
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#1 Priority: pressing’ y
fority: L oINS




Rir
In essence placemakmg is: ot
Improving the quality of life for your citizens by creating a &
community: “living room” - where the locals canhang out £3

250+ days a year
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Thmk of downtown.-as your
X Commumty L|\/|ng Roorp’
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L SS“Yarmouth, Nova Scotia



















All of these should
be a focus In
your downtown




Old Strathcona
Celebrating the Good Things in life!

ca

Ask your ne@hboré fnehds acquamtancs

“What kind of activities would get you to go downtown at

least once a month?
(O ity iy -

#hownto
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Pernaps a pop-up pari( or a pop-up plaza
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The key ingredient: programming
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What comes first”? People downtown
on a consistent basis: 250+ days a year

For retail to be sustainable, they need customers 250 days a
year - minimum.

For downtowns: Bringing people downtown will put customers
in front of their stores.#Then it's up te thegetailer to pull them
in the 'door.

The trick: Not to compete WITH your retailers!




‘People dewntown on a consistent basis”

- One percent of your population downtown on any given night.

- Concentrate on Friday & Saturday nmights for one year.
- Then add Thursday
- Then add Sunday afternoon (noon to about 6:00)
- Then add Wednesday
- Then Tuesday




SHOPPERS
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Main Street Square
Rapid City, South Dakota
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Movie Night: Main Street Square, Rapid City SD

Srew up 1 Rapid City, and € was never a3 ool as it is 0o

By Jo werCA
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This sta
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This photo also Bopears in

Lictrse

Privacy




V- &Centra] Park Plaza
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Central Park Plaza

Valparaiso, Indiana

Indian Creek Plaz
Caldwell, Idaho
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Plaza
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Downtown is tourism’s best friend




Site selectors
Venture capital firms

Commercial real estate brokers/agents

Investors | Banking institutions

Real Estate Investment Trusts
Small business owners

Entrepreneurs
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Pe‘ople come, spend money, then head home.

#1. Shoppmg dining & entertamment
n a pedestnan frlendly mmate setting
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If you don't hang out in your downtown,
neither will visitors. They go where you go.

VWomen account for 80% Of consumer Spendmg

J Ly~




NOt a SNt

Wickford, Rhode Island



Always at the facade, facing the street
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Priorities: safe, well lit, full of life, and people




There is NOTHING you can mvest m (beS|des Schools) that will create
a faster or better retum on mvestment than your downtown.




The o\gdeo lerary

mpanylng guides

Some of the best words of wisdom
can be found downtowns




~IF YOU HAVE 10 CHOOSE
W GETWEEN DRINKING WINE
s BERY DAY OR BEING
/ ~ SKINNY WHICH WOULD

. J0U CHOOSE?

: ?w OR WH TE ?

ALCOHOL MAY NOT
SOLYE YOUR PRUBLEMS.
BUT NEITHER WILL
WATER OR MILK
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FOP Mo

Mothers Do y
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Remember youtre

Yhe reason She
DRINKSY
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PUSH éfﬂ

If That Doesn’t Work

PULL %;{

If That Doesn’t Work

We Must Be Closed.
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WOMEN




SNIT
OPE

Without change communities die | To win you need to enter the world of placemaking

The heart and seul of any community,
besides its people, is its downtown.,




Here's to the extraordinarily bright future of
your downtown development efforts!

Handout: bit.ly/NMMS-Winter

Here's 10 you energizin

linkedin.com/in/rogerbrooksintl
@Roger_Brooks

facebook.com/RogerBrooksIntl/

travelwithrogeribrooks
travelwithrogerbrooks.com

312{0]0],¢ Join us Development
International www.DestinationDevelopment.org




