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MAIN STREET: A TWO-FOLD COMMITMENT

SUSTAINABLE DISTRICT
TRANSFORMATION

SUSTAINABLE DISTRICT
TRANSFORMATION

EFFECTIVE REVITALIZATION 
PROGRAM

EFFECTIVE REVITALIZATION 
PROGRAM
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TRANSFORMATION STRATEGY HISTORY

+ Main Street “Refresh” rolled out in 2016

+ Goal to be more outcome-driven 

+ Key benefits:
– Increased focus on economic impact

– Broader community engagement

– Tangible, quantifiable outcomes

– Greater organizational flexibility

– Relevance for more communities and organizations
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“BUT WHAT ARE WE 
TRANSFORMING?”

TRANSFORMATION STRATEGIES 

©2022 National Main Street Center 

TRANSFORMATION STRATEGIES

“BUT WE ALREADY 
HAVE A STRATEGY!”
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TRANSFORMATION STRATEGIES

Long-range

Values

Mission Statement

Vision Statement 

©2022 National Main Street Center 

Our Work Without Strategy Our Work With Strategy

Christmas Parade

End of Year Fundraiser

Business 
Recruitment

Wayfinding

Historic 
Marker 
Program

Mission 
Statement

Program 
Branding

Volunteer 
Recruitment

Social Media

Farmers Market

Partner 
Development

Banners
Holistic
Targeted

Efficient
Stable

Controlled

Transformative
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IDENTIFICATION & IMPLEMENTATION

COMMUNITY 
VISION

MARKET 
UNDERSTANDING

TRANSFORMATION 
STRATEGIES

WORK PLAN 
IMPLEMENTATION

MEASURABLE 
OUTCOMES

PEOPLE
COMMUNITY-DRIVEN

(survey, focus groups)

INFORMATION
(Esri data, etc.)

IDENTIFICATION
(simple statement, 
consumer and/or 

product based)

ACTION-
ORIENTED 

MANAGEMENT
(Four Point 
Approach)

DEMONSTRATING 
RESULTS 

(qualitative and 
quantitative)

©2022 National Main Street Center 

COMMUNITY 
VISION

STEP 1
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COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN

What one word comes 
to mind as you think 
about things you like 
about downtown 
Logansport?

COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN

What one word 
comes to mind as 
you think about 
things you dislike 
about downtown 
Logansport?
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COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN

Which businesses 
and other 
destinations do 
you most often 
visit in Downtown 
Logansport?

COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN
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COM MU N ITY IN P UT  TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN

COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN
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COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN

COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN
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COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN
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COM MU N ITY IN P UT TH ROUGH ON LIN E S URV EYS
COMMUNITY 
VISION FOR 

DOWNTOWN
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MARKET 
UNDERSTANDING

STEP 2
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COMMUNITY 
VISION

MARKET 
UNDERSTANDING

LEADING THE REVITALIZATION JOURNEY 
TH RO UG H TH E  M AIN  STR EET  APP ROAC H

Tr a d e  A r e a  
D e l i n e a t i o n

5  m i n .
1 0  m i n .  
2 0  m i n .  

d r i v e  t i m e s

DEMOGRAPHIC CHARACTERISTICS TO CONSIDER

+ Population size

+ Population trends

+ Number of households

+ Household trends (e.g., smaller 
or larger)

+ Median HH income and 
benchmarks

+ Median age and benchmarks

+ Median age trends

+ Households with children at 
home

+ Homeownership rates

+ Educational attainment

+ Race and ethnicity and trends

+ Psychographic segmentation 
(“Community Tapestry”)
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MARKET 
UNDERSTANDING PSYCHOGRAPHICS

©2021 National Main Street Center 

MARKET 
UNDERSTANDING

5 Min
• Traditional Living – 59.5%

• Heartland Communities – 13.4% 
10 Min

• Traditional Living – 41.7%
• Midlife Constants – 17.9%

20 Min
• Salt of the Earth – 28.2%
• Traditional Living – 27.3%

Tapestry Segmentation 
Psychographics

Example
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MARKET 
UNDERSTANDING

5 Min – 59.5%

10 Min – 41.7%

20 Min – 27.3%

©2021 National Main Street Center 

MARKET 
UNDERSTANDING

5 Min – 13.4%
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TRANSFORMATION 
STRATEGIES

STEP 3

Downtown 
workers and/or 

residents

College 
students Tourists Military 

installations

Family-friendly, 
family-serving Millennials

Retirees/
Elder-Friendly

CONSUMER-BASED STRATEGIES
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PRODUCT-BASED STRATEGIES

Arts
Entertainment/

Nightlife
Furniture/
Furnishings

Professional 
Services

Health + 
wellness

Sports + 
Recreation

Ethnic 
Specialties Apparel Agriculture Education

Green Products Convenience Manufacturing Food

DESIGNECONOMIC VITALITY PROMOTION ORGANIZATION

LEADING THE REVITALIZATION JOURNEY 
TH RO UG H TH E  M AIN  STR EET  APP ROAC H

Be a destination for experiential consumerism. 

The strategy will be achieved by focusing on elevating the business ecosystem:
• Community pride in shopping local 
• Trail oriented development 
• Small scale manufacturing 
• Second floor activation 
• Retail shopping that is niche 

Example #1
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DESIGNECONOMIC VITALITY PROMOTION ORGANIZATION

LEADING THE REVITALIZATION JOURNEY 
TH RO UG H TH E  M AIN  STR EET  APP ROAC H

Be an eclectic business destination that serves
multigenerational households and day trippers.

The strategy will be achieved by focusing on refining the business ecosystem:
• Day trippers  niche businesses (ethnic restaurants, specialty goods)
• Multigenerational families/households retail, clothing, family activities, 

third places

Example #2

DESIGNECONOMIC VITALITY PROMOTION ORGANIZATION

LEADING THE REVITALIZATION JOURNEY 
TH RO UG H TH E  M AIN  STR EET  APP ROAC H

Goal 1: Address Property Development
• BID, TIF, incentive programs, education, developer open houses, investor luncheons 

Invest in Building a Family-Friendly Culture 

Goal 2: Beautification
• Lighter/cheaper/quicker, small wins, alley activation, placemaking, art, trails, wayfinding

Goal 3: Entrepreneurship Ecosystem
• Cultivate local entrepreneurship, prioritize family-friendly amenities, support pop-ups 

Example #3
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EXAMPLES – WINCHESTER, VA

Residential convenience and amenities: Plan for new and existing residents with a family-
friendly focus on everyday needs as well as food, entertainment and business mix 

Goal: Connectivity between outskirt amenities and pedestrian mall  
Goal: Image/perception of safety 
Goal: Evaluate small business and entrepreneurial ecosystem 

Example #4

ECONOMIC DEVELOPMENT
+ Encourage property owners to offer rental rates that the market can 

bear; this will require statistical data when considering setting the 
rates.

+ Identify developers who have completed other downtown housing 
projects within your region.

+ Activate businesses that will encourage, support, and serve 
downtown residents.

+ Encourage business owners to consider residents’ schedules when 
setting hours of operation; this will most likely require the support 
of statistical data, particularly drive-time and commuter metrics.

+ Incentivize a homeownership program to reduce renting.

+ Work with banks to develop first-time home buyers’ programs.

+ Consider using the MS Program to purchase properties that could 
become mixed-use or lofts and then redeveloping them through a 
public-private partnership.

+ Consider a parking management program.

+ Consider requiring developers to provide parking onsite or offsite.

PROMOTION
+ Host a developer’s “open house” for 

vacant properties that have the 
potential to be redeveloped to 
accommodate downtown living.

+ Develop a list of available properties 
in both print and digital media.

+ Once properties have been 
redeveloped to offer residential 
living, host a downtown open house 
to showcase available units.

+ Host or create downtown events 
specifically geared towards residents, 
such as a back-to-school event, 
homecoming event, trick-or-treating, 
holiday event, or celebratory parade.
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DESIGN

+ Develop design guidelines that specifically 
speak to downtown residential living for mixed-
use commercial spaces.

+ Create green spaces where kids and animals can 
play.

+ Create a downtown that is pedestrian-friendly 
and enhances walkability.

+ Update and maintain public spaces for 
Americans with Disabilities Act compliance.

+ Install public art to enhance and encourage 
engagement in the built environment.

+ Create pet-friendly amenities, e.g., dog park 

+ Consider requiring larger-scale redevelopment 
or new construction projects require 
greenspace or art as part of the construction.

ORGANIZATION
+ Create a community revitalization/ 

redevelopment plan to aid in the 
application of Low-Income Housing 
Tax Credits.

+ Define or refine ordinances that 
address downtown living.

+ Work with local code enforcement 
officers to educate residents and 
property owners regarding 
downtown ordinances.

+ Work with local police enforcement 
to receive additional resource 
training 

©2022 National Main Street Center 

Q&A BREAK! 15 MINUTES
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WORK PLAN 
IMPLEMENTATION

• Step 1: Hold a Dedicated Board 
Meeting

• Step 2: Hold a Larger Meeting of all 
Committees

• Step 3: Assess & Develop Activities 
that Advance the Transformation 
Strategy and Fall Under each of the 
Four Points

• Step 4: Committees Meet to Outline 
Tactical Elements of Strategy

STEP 4

©2022 National Main Street Center 
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YOUR STRATEGY
WORK PLAN

©2022 National Main Street Center 

OUR REVITALIZATION WORK IS  A BALANCING ACT
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PARTNERSHIPS

• Universities/Colleges

• Local/Statewide Foundations

• Chambers

• Economic Development Entities

• Civic Organizations

• Neighborhood Associations

• Business Groups

©2022 National Main Street Center 

MEASURABLE 
OUTCOMES

• Property Valuation

• Use of Tools and Incentives

• Rent Levels

• Occupancy Levels and Building Use

• Retail Sales

• Public Perception

STEP 5
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LEADING THE REVITALIZATION JOURNEY

COMMUNITY 
VISION

MARKET 
UNDERSTANDING

TRANSFORMATION 
STRATEGIES

WORK PLAN 
IMPLEMENTATION

MEASURABLE 
OUTCOMES

©2022 National Main Street Center 

PRACTICE! IMPLEMENTATION

Room 1: Center of Arts & Culture

Room 2: Hub of Agricultural Economic

Room 3: Center of Apparel Goods & Services

Room 4: Center of Education & Lifelong Learning

Room 5: Crossroads to Exceptional Outdoor Recreation

Room 6: Hub of Dining & Entertainment 
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BRINGING IT ALL TOGETHER

Commit to the LONG RUNCommitment

Break Transformation down into SMALL STEPSIncremental

Build ACTIVE SUPPORT and INVOLVEMENT from public/private sectorsPartnership

DON’T BE DISTRACTED by seemingly insurmountable problemFocus

Remain Organizationally FLEXIBLEFlexibility

PUSH THROUGH tough challengesPerseverance

www.mainstreet.org

JACK IE  SW I HA RT
Program Officer for Revitalization Services
Main Street America
JSwihart@savingplaces.org

Questions?


