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INTROCUTION
Introduction
Welcome to the downtown assessment for the 
Colorado community of Silverthorne. Colorado 
communities have the opportunity to apply for 
assistance through the Downtown Colorado, 
Inc. (DCI) technical assistance programs, a 
clearinghouse for information, assistance, 
and services through collaborative program 
development with public and private entities 
supporting commercial district revitalization 
initiatives in Colorado. This program is partially 
supported by the State Historical Fund and the 
USDA Rural Development.

Downtown Colorado, Inc. (DCI) also known as 
Colorado Community Revitalization Association 
(CCRA) has been working as a state wide 
non-profit membership association in Colorado 
since the early 1980s. Since 2004, DCI has 
been partnering with communities and the 
Colorado Department of Local Affairs to provide 
downtown, commercial district, and town center 
assessments by harnessing the powerful 
partnership created by DCI member volunteers 
from the public and private sectors. This public-
private partnership provides communities 
with a comprehensive, objective overview of 
methods to support businesses, non-profit and 
public service providers working on a local and 
regional level. DCI prides itself in assisting 
communities to develop a process and training 
program to encourage holistic development that 
supports small, independent businesses, brings 
together civic organizations, public service 
providers, and to streamline communication and 
processes to incentivize development of the 
commercial district. 

Downtown Colorado, Inc. facilitates downtown 
revitalization by assembling teams of volunteer 
professionals including designers, architects, 
marketing specialists, planners, land use, and 
finance experts to work in communities and 
develop a report or training geared toward 
addressing commercial district initiatives. The 
assessment team members appreciate the 

invitation to learn about and assist communities. 
These volunteers work diligently to provide 
relevant and realistic input towards the 
betterment of your commercial district.

Participating Stakeholders 
Town Council 
Town Staff 
Planning Commission 
Economic Development Advisory Committee 
(EDAC)
Colorado Department of Transportation (CDOT) 
Silverthorne Recreation Center 
Lake Dillon Fire District 
Outlets at Silverthorne Representative
Property and Business Owners 
Residents



TECHNICAL ASSISTANCE PROGRAM
4

Report Structure and Four 
Point Approach
This report is structured based on a loose 
interpretation of the National Trust for Historic 
Preservation’s Main Street Approach. The 
Colorado Main Street Program is a program 
to revitalize traditional downtown districts 
within the context of historic preservation. The 
program uses an approach that advocates 
a return to community self-reliance, local 
empowerment, and the rebuilding of central 
business districts based on their traditional 
assets of unique architecture, personal service, 
local ownership, and a sense of community. 
This methodology addresses the following four 
areas and combines activities in these areas 
to develop a community’s individual strategy 
for strengthening and redeveloping its central 
business district. The four points are:

 (1) Management & Organization  
Establishing consensus and cooperation 
by building effective partnerships among 
all downtown stakeholders. The Main 
Street approach to central business district 
revitalization requires the effort of the entire 
community. The merchants, property owners, 
local government officials, and civic leaders 
must agree to support common goals for 
revitalization and join together in a partnership. 
Successful Main Street programs are usually 
structured as nonprofits guided by an active 
working board. The board will create four 
standing committees (design, organization, 
economic restructuring and promotion) that 

will develop projects and work plans for 
implementation. Local programs hire a paid 
program manager to coordinate the efforts of 
volunteers in implementing the program.

(2) Marketing & Promotion 
Creating and marketing a positive image based 
on the unique attributes of the downtown. The 
promotions of the central business district as a 
single, unified commercial area – in the same 
way that a major shopping mall is promoted – 
will help attract customers and strengthen Main 
Street’s role as a viable business center. The 
Main Street organization can coordinate an 
aggressive promotion and marketing campaign 
that includes a program of special events, retail 
promotions, image promotion and on-going 
public relations.

(3) Design 
Enhancing the unique visual quality of 
downtown by addressing all design elements 
to create an appealing environment. Good 
design is essential to all aspects of downtown 
revitalization. The Main Street design 
philosophy is rooted in historic preservation and 
seeks to use and enhance those elements of 
quality design which remain in our communities. 
Neglect and misguided improvements may have 
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taken a toll on the appearance of downtown, 
affecting its perceived economic potential. 
Renovated facades and creative merchandising 
displays, appropriate landscaping and public 
improvements are all part of downtown’s long-
lasting visual appeal and a well-functioning 
physical environment.

 

(4) Economic Development 
Strengthening downtown’s existing economic 
assets and fulfilling its broadest market 
potential. To become competitive, downtown 
must reposition itself. With a thorough 
understanding of today’s market, downtown 
can develop strategies to enhance the 
competitiveness of existing merchants, recruit 
new businesses, create new anchors and 
convert unused space into new uses.

Executive Summary
The Silverthorne Downtown Assessment 
represents the first of its kind because there 
is no traditional or clearly defined downtown 
commercial core in this community. The 
Town has identified a commercial core area 
in which to focus efforts, though there is an 
obvious struggle to connect activity nodes 
and usage that take place in various regions 
of the commercial core due to the arteries 
that intersect the core – Blue River, and 
State Highway 9. The community and the 
local government have correctly identified the 
Blue River as a community asset that should 
be accentuated in community and economic 
development initiatives, however, despite 

a lovely and useful trail and bridge system 
constructed to provide access to the river, most 
community centers do not especially highlight 
this fabulous natural asset. 

Despite the clear role of Silverthorne as the 
home base of Summit County, “where people 
come to get things done”, there isn’t one readily 
identifiable gathering place that draws locals 
and tourist to a community destination. Though 
the community has done studies, acquired 
property, requested designs, and revised 
zoning, all of this planning and preparation for 
development has not resulted in the Town’s 
ability to  move forward without first inviting 
more private sector involvement. 

The Town of Silverthorne, determined to 
continue enhancing the community, enlisted 
Downtown Colorado, Inc. to plan and coordinate 
a downtown assessment to identify a multi-
disciplinary team of professionals to review 
the previous work done and provide some 
practical and implementable guidance for how 
best to move forward in the short, medium, and 
long-term time frames. DCI enlisted specialists 
focusing on landscape architecture, signage and 
way finding, economic development, financing 
mechanisms, marketing and promotions, infill 
redevelopment, and more. The team met with 
numerous stakeholders and groups working 
in Silverthorne to identify the priorities that 
this community must work on. The community 
made it clear that community development and 
creating a sense of place was a primary goal. 

The team worked to narrow the physical 
boundaries of the downtown core to identify the 
activity nodes that are most utilized and would 
serve as the heart of the community – or the 
physical sense of place. The team identified 
projects that can be done with little to no 
funding, as well as longer term organizational 
structure and capital projects to enhance the 
relationships and physical connections in the 
commercial core. The team highlighted what to 
do and how to do it through creation of a step by 



TECHNICAL ASSISTANCE PROGRAM
6

step action matrix to clarify how, when, and who 
might be the best community stakeholder to get 
the job done. 
Silverthorne is a dedicated and inspiring 
community of people ready to roll up their 
sleeves and build the community together. DCI 
and our member volunteers look forward to 
continuing to work with this Town as they move 
forward with the initiative to create a heart of 
Silverthorne. 

Background Information
Silverthorne is a lovely community in the heart 
of Summit County. Silverthorne Colorado is 
named after Hangin’ Judge Silverthorne, a 
Summit County pioneer and judge from the 
late 1800’s famous for his strict demeanor. The 
Town of Silverthorne was incorporated in 1967 
and began to grow when the Dillon Dam and 
the Eisenhower Tunnel were constructed. The 
Town of Silverthorne is a home rule community 
consisting of a council-manager form of 
government with power vested in an elected, 
seven-member Mayor and Town Council.

Silverthorne enjoys a high quality of life due 
to the unique alpine environment, restricted 
growth due to geographic constraints, and an 
abundance of year-round outdoor activities. 
The local government has steadily worked 
to improve codes, zoning, planning, and to 
acquire new subdivisions to ensure that the 
quality of life remains high. This has resulted in 
the completion of a fabulous recreation center 
completed in 1994, the formation of an urban 

renewal area in 1997, , and the completion of 
the Pavilion and pedestrian bridge in 2001. 
Despite extensive planning, analysis, and 
development the Town’s efforts do not appear 
to have resulted in a coherent and consistent 
identity or clearly defined commercial core area 
for the Town. 

With dedication and steady focus on 
development, between 2001 and 2003 the 
community updated the comprehensive plan, 
an open space plan, requested a Town center 
design concept, and formed an economic 
advisory group, and began redevelopment 
of the Outlet stores. From 2003 to 2009 the 
work continued with a market study, more 
Town center development, development of 
design standards, a density analysis, another 
comprehensive plan revision, development of 
district design standards, updating and revising 
codes, and finally requests for input from the 
private sector. 

Community Participant 
Observations 
Silverthorne is where you come to get things 
done.
The Recreation Center and library are wonderful 
assets to the community and the county.
The community members and Council are very 
motivated and active in trying to develop a 
gathering place for the community.
The Planning Department has done a lot to 
establish codes and zoning to encourage 
density and mixed use. 
The Recreation Center and Pavilion and 
north lawn serve as gathering place for the 
community. 
Community’s centralized location provides good 
visibility.
Having steady sales tax revenues is a great 
asset to the community.
Silverthorne has many amenities and resources 
that make it a great place to live.
The river is a great amenity.
There are many dedicated groups willing to work 
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together to make Silverthorne thrive.
The Outlet stores and shuttles are a great asset 
bringing people from all over the state and the 
world.
Visitors are excited about Silverthorne, 
even thought there isn’t much to take away 
(souvenirs).
There are options to market local business 
through the outlets. 
Golf course is an amenity that may not be 
marketed to it full capacity. 
The Town was set up as a work camp with odd 
sized parcels.
The Town is divided by the highway and the 
river.
There isn’t enough critical mass, density, and 
connections to park once and enjoy several 
areas of Town.
Diversifying revenues for the Town will be 
important in the future.
There are great businesses, but maybe not in 
the right locations.
Some of the older lodging facilities might be 
less than welcoming to visitors.
Without an understanding of where you are 
going, as a community, it will be hard to get 
anywhere.
There hasn’t been much success “getting out of 
the gate”.
The Town traditionally has large set back mini-
mall type of buildings. 
A lot of people go out of Town to dine.
There aren’t many established resources for 
business.

Identity & Sense of 
Community
Many communities struggle to find their own 
unique niche. What makes one downtown 
different from another and how those unique 
differences are capitalized on is a key element 
to promoting any community, and it’s no 
different for your community. Knowing the true 
identity of your downtown and your community, 
and finding ways to effectively communicate 
and build on that message with your unique 

audience is a key element to the success of 
your commercial district. Success will occur 
when you learn to gently guide the change in 
perception through strong connections with your 
audience, consistency (and persistency!), and 
the patience to find a message and stick with it.

In its short history, the Town of Silverthorne has 
seen a logical progression of growth wherein 
the valley has developed with an eclectic mix 
of commercial, industrial and service industries 
around the Blue River Parkway (also known as 
Highway 9). Residential uses have also sprung 
up in the valley as well as in the surrounding 
mountains. Time has progressed in the 
industrial and commercial areas which are now 
comprised of many underutilized or vacant sites 
and buildings. Meanwhile, the area and hillside 
east of the Blue River have been developed 
with civic and recreational facilities, along with a 
modern retail center.

Observation: There is no sense of “being in 
Town”; no subtle or blatant welcome.

Recommendations: 
Identify the center of Town as the catalyst to 
initiate commercial core revitalization. Fourth 
Street forms an east-west connection, that 
virtually (but not physically) connects the 
“Civic/Social” uses with the “Business” side of 
Town. There are prominent community anchors 
along the Fourth Street alignment including: a 
civic campus (Rec Center/Library/Town Hall/
Community Garden); the Pavilion facility; and 
a local bus transit center. The Fourth Street 
alignment and the Blue River Parkway form a 
crossroads that is a logical center of Town.

 “Main Street” development should focus 
on Fourth Street with the catalyst location 
being the southwest corner of Fourth & 
Hwy 9. New development on this corner will 
identify the location and be a starting point for 
redevelopment throughout the commercial core. 
Initial development should be small scale and 
include small business space.
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Adopt well-thought out and streamlined 
permitting process to let the catalyst 
development project promote future phases 
of development. Catalyst development should 
ignite redevelopment to a higher density with 
retail and mixed-use residential and/or office 
between Adams Street and Blue River Parkway. 
The Town should embrace its history as a 
business center of Summit County and focus its 
character as a business park location.

Organization
The first section will look at Organization 
which includes developing collaboration, 
volunteer recruitment and management, fund-
raising for the organization, and developing 
operational strategies. Organization involves 
getting everyone working toward the same goal 
and assembling the appropriate human and 
financial resources to implement a downtown 
revitalization program. The three principle 
components of organization are:
 • Public and media relations;
 • Volunteer development; and
 • Fundraising.
A governing board and standing committees 
make up the fundamental organizational 
structure of the volunteer-driven program. 
Volunteers are best coordinated and supported 
by a paid, full-time or part-time program director 
as well. This structure not only divides the 
workload and clearly delineates responsibilities, 
but also builds consensus and cooperation 
among the various stakeholders. While a paid 
downtown coordinator may not currently be 
possible, it is something to strive for in the 
future.
Notwithstanding this fundamental description 
of a typical downtown organizational structure, 
numerous variations exist throughout the 
country and are driven largely by local 
circumstances. In some Towns, for example, 
the Chamber of Commerce is strong enough to 
add an organizational component designated 
to focus on the downtown. Consider developing 

some form of district to dedicate resources and 
focus on downtown. 
Regardless of the organizational structure 
chosen, one overriding factor is demonstrated 
time and again in communities undertaking a 
program of downtown revitalization—without first 
creating and developing a solid organizational 
component to oversee and manage the process, 
and despite the best intentions of all concerned, 
the program rarely accomplishes the desired 
outcomes and most often fades away before 
anything has a chance to succeed.
Given these realities, we cannot overemphasize 
the importance of placing organizational 
development among the highest priorities of 
early revitalization activities. Most, if not all, of 
the recommendations in this report are made 
within the framework of this understanding.

Observation: The public and private sectors 
need to identify Core Area Champions.

Recommendation:
Support from both the Town and private 
sector needs to be established to mobilize the 
necessary resources to identify and promote 
events and potential development opportunities.
1. Town staff that can act as a primary contact 
or “Liaison” for the business community to work 
through regulatory, permitting and other issues 
should be identified. 
2. Private sector champions (building upon 
EDAC and other efforts) including local business 
and property owners need to come together to 
identify, prioritize needs and goals of the core. 

Observation: Once priorities and champions are 
established, special districts may be part of an 
overall strategy to help achieve those goals. 

Special district mechanisms could be any one or 
a combination of any of those listed below, see 
appendices for more detail.
   • Utilize Silverthorne’s Existing Urban         
Renewal Authority (URA)
   • Business Improvement District (BID) 
   • Downtown Development Authority (DDA)

 ORGANIZATION
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Observation: Different special districts address 
different needs. 

Recommendation: 
Once capital and programmatic needs 
are identified, the special district that best 
addresses financing and organizational 
structure to accomplish these goals should be 
determined. Strong private sector leadership will 
be a critical ingredient in forming any special 
district. 

Observation: Fifty per cent of sales tax revenues 
are generated by the Outlet stores and Target. 

Recommendations: 
Embrace and build upon that financial engine 
– continue to pursue logical partnerships 
and marketing efforts with the Outlet Stores. 
The Information Center located at the Outlet 
Stores is a major opportunity to promote Town 
businesses, events and information. 
Logical near-term objectives include (0-3 
months):  
   • Identify Town staff support to perform the 
“Liaison” function
   • Identify the private sector champions; hold 
initial meeting; identify potential leadership
   • Provide Town support for the private sector    
champions

Mid-term objectives include (3-9 months):  Call 

DCI to come and facilitate a special district 
workshop to provide guidance on organizational 
and financing structures for moving the Town 
core forward. 

Promotions
Promotion is one of the four key points in 
building a vital downtown. According to the 
National Trust Main Street Center, promotion 
sells a positive image of the commercial district 
and encourages consumers and investors to 
live, work, shop, play and invest in the Main 
Street district. By marketing a district’s unique 
characteristics to residents, investors, business 
owners, and visitors, an effective promotional 
strategy forges a positive image through 
advertising, retail promotional activity, special 
events, and marketing campaigns carried out 
by local volunteers. These activities improve 
consumer and investor confidence in the 
district and encourage commercial activity and 
investment in the area.

Observation: Awareness of locally owned 
stores could be enhanced through increased 
communications. The Outlets  at Silverthorne 
are great amenities to the community and 
they are visual from each side of I-70. These 
retailers, however, are not the only businesses 
in Town and those that are locally owned need 
to have a bigger presence in the community. 

Recommendations:
Develop a list of stores and services available 
in Silverthorne and make it available at Outlets, 
hotels, etc. The community doesn’t have to do 
as much marketing for the Outlet shops and 
tourists are already coming to Silverthorne to 
shop there. In order to show the other wonderful 
businesses Silverthorne has to offer, however, 
means tourists have to leave the Outlets and 
venture farther in to Town. They won’t do this 
if they don’t know what is available to them.  
The list of stores and services can be a simple 
brochure and map that show the location of 

 PROMOTION
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 ECONOMIC RESTRUCTURING
other amenities in relation to the Outlets.
Create a familiarity program for outlet 
employees – training, brochures, and other 
information highlighting Silverthorne’s amenities. 
Particularly if Outlet employees do not live in 
Silverthorne, but even if they do, they may not 
be familiar with other activities and amenities in 
the area. Similar to familiarity tours given by real 
estate offices to developers, these informational 
tours will educate Outlet employees as to what 
other activities are available in Town so they can 
share this information with tourists.
Consider discount passes to visit other local 
stores or amenities with outlet receipts. Finding 
ways to encourage tourists (and locals!) to visit 
locally owned shops benefits not only the shop 
owners, but the community at large.

Observation: Community members may not feel 
as connected to the community as they could. 
Few community building events, that help form 
a sense of home and place, are happening. This 
can lead to apathy in the community or a feeling 
that this is just a place where you live, not your 
home. Events that take place in the community 
to bring everyone together should make them 
feel connected to the Town and to each other. 

Recommendations:
Strategically look at events with goals in mind. 
There seem to be events taking place every 
month in the community. Most of these may 
be meeting a need that has been requested. 
There is an opportunity, however, for additional 
community building events. This can include 
events that celebrate the history of Silverthorne 
or who you are now.

It takes time to build a following for an event. It 
takes more than one or two attempts at bringing 
people together for it to actually work. Don’t give 
up if something isn’t successful the first time 
around.

Investigate and utilize the concepts for shop 
local campaigns. In the appendices there is a 

list of steps to create a shop local campaign. 
Another option is to review the “3/50 campaign” 
website which has downloadable flyers and 
information that is easily implemented to 
engage locals in spending local. These types 
of campaigns can really connect the community 
members to the community and increase the 
sales tax for small business owners and locally 
owned shops. 

Economic Restructuring
Observation: There isn’t current data regarding 
property and market needs. It will be difficult to 
make realistic and appropriate changes to codes 
and policies if you aren’t completely aware of 
what the needs and conditions are in Town. 

Recommendations:
Create a property inventory looking at vacant 
properties. Information to be gathered can range 
from physical property data to detailed analysis 
of redevelopment potential. How this information 
is marketed can range from a simple web-based 
listing service to the development of more 
formal requests for development proposals.    
Conduct a parking survey to assess what is 
really needed. There seems to be an over-
abundance of parking near the Outlet stores. 
Consider if this parking is the best use of the 
finite amount of land available. If the Outlet 
stores are requesting the parking, track how 
much of the parking is used over an extended 
period of time (6 months) to determine actual 
usage. If the Town requires the parking spaces 
due to the retail square footage, consider 
changing the requirements to allow for a 
different use.
Identify location (perhaps in the Town Core 
Periphery Zone) for business incubator. 

Observation: The government can develop 
a business friendly image. The perception in 
the community is that many of the policies 
and processes within the government are 
prohibitive to new businesses opening and 
being successful. Though it is not the role of the 
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government to subsidize every business, there 
are relatively simple actions the government can 
take to make success much more probable. 

Recommendations: 
There are a number of tools available to local 
governments to help them become more 
business friendly. Some of these require funding 
streams while others require a change in policy 
and attitude.
Consider some real estate development 
incentives:
Inventory sites, conduct market due diligence, 
market developed vision to position the sites to 
the market.

Installing infrastructure that support new 
development, i.e. parking & sidewalks; Identify 
those capital project within the current capital 
improvements program which directly would 
improve properties, parcels and locations that 
by improvement or upgrade would readily make 
development occur. 
   • Upgrading sewer utilities; Move sewer 
interceptor line that dissects current block in the 
town determined to be in the Town Core. Public 
site acquisition and investment
   • Public co-investment through CDBG; the 
Town, through its URA, may need to complete a 
blight study to possibly qualify for CDBG Slum/
Blight funding through CDBG.

Business Development
Enhanced sales tax incentive program (ESTIP); 
Examine the statutory used allowed by the 
ESTIP program and develop a program for 
existing businesses and expanding businesses.
Public co-investment through CDBG.
Business incubator program.

Observation:  The Town has three commercial 
kitchens in historic buildings on the Highway 
near a transit center. These buildings (one of 
which is vacant) could relatively easily support 
new restaurants to service tourists and locals.

Recommendations: 
Consider how to build a restaurant cluster. It 
was mentioned in one of the focus groups that 
the closing of the Old Dillon Inn negatively 
affected The Mint. Having more than one of 
any type of business, or one that compliments 
the other, near each other can help all the 
businesses be successful.

Identify a means to build a patio in front of all 
three restaurants with outdoor seating. This will 
serve to meet a highly requested local need, 
serve as informal marketing for passers by, and 
will help to create the sense of place that the 
community yearns for.

Observation: Implement your vision. Many great 
plans have been developed that express the 
needs and wants of the community. These 
plans, however, need to be expressed and 
implemented in ways that keep the vision of the 
Council and the citizens. 

Recommendation:
 Add teeth to the code. If the codes you have 
direct you to approve development a certain 
way, make sure this is in line with the visionary 
documents you have in place. Plans and codes 
that are at odds with each other will cause 
confusion and distrust within the development 
community and with citizens. E.g. If the river is 
the main asset - face the river with windows and 
patios not air conditioners. 

Design
Design takes advantage of the visual 
opportunities inherent in downtown by directing 
attention to all of its physical elements: public 
and private buildings, storefronts, signs, public 
spaces, landscaping, merchandising, displays, 
and promotional materials. Its aim is to stress 
the importance of design quality in all of these 
areas, to educate people about design quality 
and to expedite improvements in the downtown. 

 DESIGN
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Observation:  The heart of Silverthorne exists on 
two sides of Highway 9. To the east is the civic 
community core, where the Recreation Center, 
the Pavilion, Rainbow Park and the Blue River 
create a loose community center for activities, 
celebrations and gathering. West of Highway 
9, the Transit Center and the existing Mint and 
Old Dillon Inn begin to create a commercial core 
opportunity.
Recommendations:
   • Consider Fourth Street between Highway 
9 and Adams as an opportunity to begin to 
create a commercial “Main Street” area. By 
working with existing property owners, develop 
a mixed-use plan for a catalyst structure at the 
southwest corner of 4th Street and Highway 9.
   • At the corner of 4th street and Highway 9, 
create two-sided structures that face both the 
highway and the new main street. Consider 
designing these structures with significant 
corner treatments that create a ‘gateway’ look to 
the architecture.
   • In order to create greater safety when 
crossing Highway 9 on foot, consider a 
pedestrian bridge that could double as signage 
advertising the downtown core.
   • In order to make pedestrian connections 
within the civic core, consider creating a 
pedestrian-focused plaza street east of the 
pedestrian bridge, connecting the pavilion, the 
recreation center, and the potential new hotel. 
   • Create a strong gateway on the east side of 
the pedestrian bridge. 
   • Extend existing tax rebate to encourage 
patio/deck overlooking river for hotel/coffee 
shop/brewery (coordinate with existing property 
owner).
   • Engage Civic Center with events and 
programming. Consider creating an accessible 
river experience within the civic core.

Observation:  Within Silverthorne, there are 
several key uses and areas:the gateway area 
adjacent to the highway, the outlet pods, the 
industrial and service area along Brian Street, 
the Highway 9 corridor, the Town Center, the 

Blue River and the Recreation Center and 
Rainbow Park. Although each of these areas is 
important to the Town, linkages between them 
are missing, and there is a lack of visibility and 
orientation when moving through the Town.

Recommendation:
At the intersection of Highway 9 and Rainbow 
Drive, consider a roundabout or other iconic 
element that helps create awareness that you 
are entering the downtown core. Use this area 
for signage, public art and image-making. 
   • Incorporate better signage to identify what 
exists beyond the Outlets. Post signage (of 
varying sizes) at all entrances to Town, in Outlet 
centers, on trails, and gateways around Fourth 
Street. 
   • The former visitor center building has the 
potential to be used as a bike share/rental 
facility that celebrates the Town’s investment 
in the Blue River trail, and provides community 
members and visitors with an opportunity to 
rent bicycles. At the Town Center, a kiosk with 
an interpretive brochure and trail directional 
signage would point visitors toward the new bike 
rental facility.
   • Enhance the east-west pedestrian 
connections between Highway 9 and Fourth 
Street through specialty paving or a pedestrian 
bridge. The bridge could also be used to create 
signage that promoted the downtown and civic 
core.
   • There are important pedestrian movements 
between the Recreation Center, the Pavilion 
area and the Transit Center. In order to promote 
these pedestrian pathways, the area east of 
the river crossing bridge should be improved 
to look more like a plaza street. By removing 
the dead-end roundabout and replacing it with 
either a curbless pedestrian street (with no 
vehicular access), or creating a curbed street 
with sidewalks, pole lights, trees, benches and 
other amenities – the linkages between the 
Recreation Center and the rest of the civic and 
commercial core may be strengthened. A plaza 
in this space would also work well with the 
potential new Mixed-Use Hotel planned for the 
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vacant land east of the pedestrian river bridge, 
and provide an opportunity to create an iconic 
connection to the Blue River trail.

Observation: There is a lack of wayfinding and 
directional signage in the core area.

The existing signage in the core area does 
not help the Silverthorne visitor identify or find 
points of interest and destinations.

Recommendations: 
Develop a wayfinding signage plan for the 
core area. The signage should be coordinated 
with and incorporate the downtown branding 
program. The program may simply be signs, 
or a more complex system comprised of signs, 
kiosks, downtown maps, etc. Wayfinding 
signage materials should be colorful and long 
lasting. The plan should:
   • Identify key features and attractions that are 
of interest to the Silverthorne visitor in the core 
area and include them in a wayfinding plan.
   • Identify wayfinding signage locations 
especially along the major streets including 
   • Highway 9 and Rainbow Drive; and along the 
Blue River Trail.
   • Develop coordinated signage graphics 
including a standard logo, colors, lettering, 
sizes, and shapes.
   • Develop a program and time schedule for 
the installation of the wayfinding signage.

Observation: There is no identifying or unifying 
streetscape in the core area.

Recommendation: 
A streetscape vernacular should be developed 
and implemented as streetscape improvements 
are constructed. Elements of the streetscape 
should include:
   • Pedestrian level street lights to increase 
lighting levels – especially on the side and 
parallel streets – and to replace any existing 
high overhead lighting.
   • Benches and trash receptacles to be located 
in high pedestrian traffic areas.

   • Landscaping – especially street trees. The 
use of coniferous trees for street trees should 
be avoided, or used with care, because of winter 
shadows that promote snow and ice build-up
   • Sidewalk treatment including the use of 
colored and textured concrete, and brick or 
concrete pavers. 

Observation: There are few or no sidewalks 
along core area streets. If sidewalks do exist, 
they are generally only on one side of the street, 
not both.

Recommendation: 
Sidewalks should be constructed where they are 
missing. Any broken or deteriorating sidewalks 
should be replaced. Any asphalt sidewalks 
should be replaced with concrete walks for less 
maintenance, better longevity, and greater user 
safety.
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Observation: There needs to be sidewalks, off 
street parking, and an attractive street design 
to support the feeling of place and enhance the 
desirability of new development.

Recommendation: 
The Town should review its development impact 
criteria, public dedication policies, and parking 
requirements and be flexible in how these are 
applied. It may be an opportunity for the Town to 
invest in public infrastructure as a co-investment in 
private development activity.

Historic Preservation
Historic preservation can be associated with many 
values; the cultural, social, or aesthetic values may 
be the most commonly thought of. However, the 
environmental, economic, and educational values 
are also important aspects of historic preservation. 

Observation:  There may be only a couple 
historic buildings in the planned commercial 
core, but they are a valuable and important 
piece of the character of the Town. 

Recommendations: 
Identify means to infill around the historic 
buildings to connect these assets into the transit 
center and other community assets.
Create a community gathering place between 
the trail and the row of historic restaurants by 
erecting a temporary deck with seating area and 
umbrellas that is visible from the highway. 

Funding Mechanisms
Potential Sources of Funds that the staff of 
the Town of Silverthorne could investigate and 
discuss with the Town Board and the public are 
included in the following list:

Town Fees: 
these fees may already be in place but should 
be reviewed for consistency of application and 
appropriateness.
   • Vendor Fees 
   • Business License Fees 

Temporary Personnel Assistance: Seasonal 
employment to benefit residents, visitors, and 
business community.
Research grant opportunities for personnel: 
AmeriCorps Vista Program, a national service 
program committed to serving full-time for 
a year at a nonprofit organization or local 
government agency, working to fight illiteracy, 
improve health services, create businesses, 
strengthen community groups, and much more. 
   • Create ambassador program for the City to 
be used into conjunction with the visitor’s center 
at the Outlet Mall
  • Marketing coordination with Outlet Malls
Development Process Liaison: Customer 
Service Model.

Direct Town Assistance:
Funds direct from the Town for the downtown 
development.
Investigate the expansion of the uses of the 
Enhanced Town Sales Tax Incentive Program.
Investigation of the activation of the Urban 
Renewal Authority or establishment of 
Downtown Development Authority or Business 
Improvement District.
Investigate the bonding capability of the current 
sales tax revenue, without increasing rate or 
scope of current tax. 

Relationship Development:
Continue to nurture the excellent working 
relationship CDOT on the proposed Exit 205 
interchange.
Enhance the current working relationship with 
Region 12 NWCCOG. Make sure Silverthorne’s 
needs are included in the CEDS application. 
Grant Funding Opportunities:
Heritage Tourism Office/Colorado Tourism Office 
Grants 
Investigate Live Well Colorado, Colorado Health 
Foundation and Colorado Rural Health Center 
Grow Programs for opportunities related to 
health living and lifestyles.
Community Development Block Grant may be a 
possibility for funding the infrastructure
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relocation of sewer interceptor line along with 
Adams Street. 
Business Development and re-development:
Specifically investigate revolving loan funding 
for business start-up and development thru the 
Northwest Colorado Council of Governments.
Governor’s Office of Economic Development 
and International Trade 
Colorado Brownfields Foundation for assistance 
in inventorying redevelopment sites, positioning 
sites to market, and accessing environmental 
due diligence grants, cleanup grants and 
technical assistance on infill redevelopment.
Governors Energy Office (GEO) and USDA 
Rural Development (RD) Energy Programs – 
Investigate the uses and eligibility requirements 
for the Governor’s Energy Office Qualified 
Energy Conservation Bonds. 
Small Business Administration and Economic 
Development Administration 
Downtown Colorado, Inc. 

Fiscal Mechanisms:
Consider diversification of tax revenue sources.
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Katherine Correll                                                                                                                                     
Executive Director – Downtown Colorado, Inc.                                                                     
Katherine joined Downtown Colorado, Inc. in 2006 
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2007. Under Katherine’s direction the organization 
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to support urban renewal, downtown development 
authorities, and business improvement districts. 
Born and raised in Denver, Colorado, Katherine 
has worked on organizational development and 
program management including building viable 
and sustainable private, public, and non-for-profit 
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Affairs since May 2006. She works as the liaison 
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Christy was an intern in the Town of Poncha Springs 
through the University of Colorado at Denver’s Best 
and Brightest Program. 

Kristen Cypher
Britina Design, Director of Business Development 
In both her professional and educational experience, 
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and best practices in regard to public outreach, 
planning and design. As the primary point of contact 
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Degree in Environmental Design with an 
emphasis in Graphics  from the University of 
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(P.U.M.A), Vice President
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exempt issue ever completed for a non-profit water 
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the finance team that designed the City and County 
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of Denver’s successful mini-bond program. Vicki has 
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and Montrose. Ms. Mattox holds a master’s degree 
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and policy analysis and a bachelor’s degree in 
economics, both from the University of Colorado at 
Boulder.

Jesse D. Silverstein
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Director 
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Dear Community Leader:

Thank you for your interest in revitalizing the downtown, the heart of your community.  The board and staff of Downtown 
Colorado, Inc.  (DCI) would like to commend you on your initiative to focus your resources and planning efforts towards the 
enhancement of the living room of your community.  Throughout the appendices you will fi nd tols to assist you in implement-
ing the recommendations listed in this report.  We suggest that you hold a community meeting and use the attached tools to 
facilitate moving forward.

• Action Matrix: This breaks the recommendations down into a step-by-step process identifying timeline, action item, mea-
sure of success, initiator, and potential partners

• Shop Local Campaign Development and Shop Local Matrix
• Menu of Technical Assistance: The menu of technical assistance is to provide ideas or a sampling of what DCI has facili-

tated.  
• Stakeholders Analysis: This form is used to analyze community information to ascertain which entities are most important 

to the downtown and/or project and how best to approach them.
• Volunteers by Stakeholder Group: This allows you to identify volunteers that link your organization to groups that are key 

to your project.  
• Volunteer by Desired Skill: This allows you to review the skills you need and which volunteers can fi ll that need.  It also 

allows you to identify the skills that remain unmet in your pool of volunteers.
• Potential Partners: For each project, a partner list should be generated to ensure that you have tapped all possible 

resources.
• Strategic Event Planning Matrix: This allows you to list objectives and for each event to make sure that all objectives are 

being met, and all events are serving a purpose.  
• Strategic Event Planning Calendar: This reviews all events on a timeline to ensure a well-rounded calendar.
• Downtown Organization Board Responsibilities and Job Descriptions: Highlights the responsibilities of a board of direc-

tors and the offi cers that serve the organization.  
• Downtown Manager Job Description: Identifi es skills needed and activities required to manage a downtown organization.  
• Downtown Manager Evaluation: allows the downtown organization to evaluate the effectiveness of the Downtown Man-

ager.  
• Organizational Succession Planning: Encourages consistency in leadership through transition.  
• 5 Steps for Improved Communications
• Sample Press Release
• Communication Strategy Matrix: Identifi es the various modes of communication and the tools to make contact.
• Communication Planning Form: For each event or project, this form encourages you to think about communications in 

advance and to develop a clear message.  
• List of Resources: A list of organizations and which services they might provide.  

Please do not feel overwhelmed by this list. The materials are easy to use and include instructions.  However, if you would 
like for DCI to assist you in facilitating meetings to complete the work indicated in these tools, please feel free to contact us.

Thanks, 

Katherine Correll



3

Or
ga

ni
za

tio
n

Ac
tio

n 
Ite

m
Me

as
ur

em
en

t o
f S

uc
ce

ss
In

iti
at

or
Po

te
nt

ial
 P

ar
tn

er
s

Te
am

 M
em

be
r

Re
co

m
m

en
da

tio
n

1-
3 m

Ide
nti

fy 
tow

n s
taf

f s
up

po
rt 

to 
pe

rfo
rm

 
the

 “L
iai

so
n”

 fu
nc

tio
n

Ide
nti

fyi
ng

 pe
rso

n/r
es

ou
rce

s
To

wn
An

na
 Jo

ne
s V

ick
i 

Ma
tto

x

1-
6 m

Ide
nti

fy 
the

 pr
iva

te 
se

cto
r c

ha
mp

ion
s; 

ho
ld 

ini
tia

l m
ee

tin
g; 

ide
nti

fy 
po

ten
tia

l 
lea

de
rsh

ip

Me
eti

ng
s h

eld
; le

ad
er

sh
ip 

ide
nti

fi e
d

Do
wn

tow
n 

bu
sin

es
s &

 
me

rch
an

ts

ED
AC

, T
ow

n
An

na
 Jo

ne
s V

ick
i 

Ma
tto

x

1-
3 m

Pr
ov

ide
 to

wn
 su

pp
or

t fo
r t

he
 pr

iva
te 

se
cto

r c
ha

mp
ion

s
Co

mm
un

ica
tio

ns
 m

ec
ha

nis
m(

s) 
es

tab
lis

he
d, 

su
ch

 as
 w

eb
sit

e, 
em

ail
 lis

t, 
etc

.,

To
wn

Me
rch

an
ts,

 
pr

op
er

ty 
ow

ne
rs,

 
ED

AC

An
na

 Jo
ne

s V
ick

i 
Ma

tto
x

3-
9m

Inv
ite

 D
CI

 to
 co

me
 an

d c
on

du
ct 

a 
Sp

ec
ial

 D
ist

ric
t W

or
ks

ho
p t

o h
elp

 
de

ter
mi

ne
 be

st 
sp

ec
ial

 di
str

ict
s t

o 
ac

hie
ve

 ou
tlin

ed
 go

als

Ide
nti

fyi
ng

 pr
oje

ct(
s) 

tha
t n

ee
ds

 fu
nd

ing
/

or
ga

niz
ati

on
al 

re
sp

on
se

/st
ru

ctu
re

 
To

wn
Me

rch
an

ts,
 

pr
op

er
ty 

ow
ne

rs,
 

ED
AC

An
na

 Jo
ne

s V
ick

i 
Ma

tto
x

Si
lv

er
th

or
ne

 A
ct

io
n 

M
at

rix
: O

rg
an

iz
at

io
n



4

Si
lv

er
th

or
ne

 A
ct

io
n 

M
at

rix
: P

ro
m

ot
io

ns
Pr

om
ot

io
ns

Ti
m

e
Ac

tio
n 

Ite
m

Me
as

ur
em

en
t o

f S
uc

ce
ss

In
iti

at
or

Po
te

nt
ial

 P
ar

tn
er

s
Te

am
 M

em
be

r
Re

co
m

m
en

da
tio

n

1-
3 m

De
ve

lop
 ex

ha
us

tiv
e l

ist
 of

 S
ilv

er
tho

rn
e 

bu
sin

es
se

s a
nd

 at
tra

cti
on

s  
Pr

int
 an

d w
eb

 ve
rsi

on
s o

f th
is 

dir
ec

tor
y 

ar
e d

ist
rib

ute
d t

o a
ll m

em
be

rs 
an

d v
en

ue
s 

thr
ou

gh
ou

t S
ilv

er
tho

rn
e, 

pa
rtic

ula
rly

 th
e 

Ou
tle

ts.
    

    
    

    
    

    
    

    
    

    
    

   

Ci
ty

co
mm

un
ity

 
bu

sin
es

s g
ro

up
s, 

Ci
ty

Cc
ulp

De
ve

lop
 a 

lis
t o

f s
tor

es
 an

d s
er

vic
es

 
av

ail
ab

le 
in 

Si
lve

rth
or

ne
 an

d m
ak

e i
t 

av
ail

ab
le 

at 
Ou

tle
ts,

 ho
tel

s, 
etc

.  
1-

3 m
Ide

nti
fy 

an
d p

lan
 m

ee
tin

g w
ith

 al
l 

or
ga

niz
ati

on
s h

os
tin

g e
ve

nts
 an

d 
co

mp
let

e t
he

 st
ra

teg
ic 

ev
en

t m
atr

ix.
 

Me
eti

ng
 an

no
un

ce
me

nt,
 ag

en
da

, a
nd

 
co

mp
let

ed
 m

atr
ix.

 C
lea

r e
ve

nt 
ob

jec
tiv

e 
ex

ist
 an

d f
ra

me
 th

e e
ve

nt 
pla

nn
ing

 on
 a 

co
mm

un
ity

-w
ide

 le
ve

l.  
    

    
    

    
    

Ci
ty

ev
en

t o
rg

an
ize

rs,
 

re
lat

ed
 no

n-
pr

ofi 
t 

or
ga

niz
ati

on
s, 

co
mm

un
ity

 
bu

sin
es

s a
nd

 
tou

ris
m 

gr
ou

ps
, 

Ci
ty,

 ci
tiz

en
s

Cc
ulp

St
ra

teg
ica

lly
 lo

ok
 at

 ev
en

ts 
wi

th 
go

als
 

in 
mi

nd
.  

1-
3 m

Re
se

ar
ch

 op
tio

n o
f u

sin
g l

od
gin

g t
ax

 
for

 ev
en

t w
eb

sit
e d

ev
elo

pm
en

t.
Lis

t o
f c

ur
re

nt 
lod

gin
g t

ax
 us

es
, 

su
bm

iss
ion

 of
 ap

pli
ca

tio
n t

o u
se

 lo
dg

ing
 

tax
 do

lla
rs

Ci
ty

Ch
am

be
r, 

bu
sin

es
se

s, 
tou

ris
m 

gr
ou

ps

Cc
ulp

Th
e c

om
mu

nit
y s

ho
uld

 po
st 

an
d 

ac
tiv

ely
 m

ar
ke

t e
ve

nts
 th

at 
ar

e 
pla

nn
ed

. 
1-

3 m
De

ve
lop

 sh
op

pin
g a

nd
 am

en
ity

 to
ur

 fo
r 

Ou
tle

t e
mp

loy
ee

s
Lis

t o
f lo

ca
l s

ho
pp

ing
 op

po
rtu

nit
ies

.  T
his

 
inc

lud
es

 na
me

 of
 bu

sin
es

s, 
co

nta
ct 

pe
rso

n, 
ho

ur
s o

f o
pe

ra
tio

ns

Ci
ty

Ci
ty,

 C
ult

ur
e 

an
d R

ec
re

ati
on

 
De

pa
rtm

en
t

Cc
ulp

Cr
ea

te 
a f

am
ilia

rity
 pr

og
ra

m 
for

 ou
tle

t 
em

plo
ye

es
 

1-
3 m

Su
rve

y c
itiz

en
s a

nd
 bu

sin
es

s/
co

mm
un

ity
 gr

ou
ps

 to
 id

en
tify

 le
ss

er
 

kn
ow

n C
ity

 at
tra

cti
on

s

Lis
t o

f lo
ca

l to
ur

ism
 op

po
rtu

nit
ies

.  T
his

 
inc

lud
es

 na
me

 of
 bu

sin
es

s, 
co

nta
ct 

pe
rso

n, 
ho

ur
s o

f o
pe

ra
tio

ns

Ci
ty

Bu
sin

es
se

s, 
tou

ris
m 

gr
ou

ps
Cc

ulp
Cr

ea
te 

a f
am

ilia
rity

 pr
og

ra
m 

for
 ou

tle
t 

em
plo

ye
es

 
1-

3 m
Re

vie
w 

se
pa

ra
te 

ma
trix

Inc
or

po
ra

tio
n o

f a
pp

ro
pr

iat
e a

cti
on

 ite
ms

Ci
ty

Ci
ty,

 bu
sin

es
se

s
Inv

es
tig

ate
 an

d u
tili

ze
 th

e c
on

ce
pts

 
for

 sh
op

 lo
ca

l a
nd

 th
e 3

/50
 ca

mp
aig

ns
3-

6 m
W

or
k w

ith
 lo

ca
l b

us
ine

ss
es

 to
 cr

ea
te 

pr
og

ra
m 

for
 di

sc
ou

nts
      

      
      

      
      

      
      

      
    Lis

t o
f p

ar
tic

ipa
tin

g l
oc

al 
sto

re
s a

nd
 

ind
ivi

du
al 

dis
co

un
ts

Ci
ty

Bu
sin

es
se

s, 
Ci

ty,
 M

er
ch

an
t 

As
so

cia
tio

n

Cc
ulp

Co
ns

ide
r d

isc
ou

nt 
pa

ss
es

 to
 vi

sit
 

oth
er

 lo
ca

l s
tor

es
 or

 am
en

itie
s w

ith
 

ou
tle

t r
ec

eip
ts.

  
3-

6 m
Be

gin
 m

on
thl

y c
om

mu
nic

ati
on

s 
re

ga
rd

ing
 ev

en
ts 

an
d e

ve
nt 

or
ga

niz
er

s 
to 

cre
ate

 a 
re

gu
lar

 fl o
w 

of 
inf

or
ma

tio
n 

on
 co

mm
un

ity
-w

ide
 ac

tiv
itie

s. 

Pu
bli

c v
en

ue
s, 

To
wn

 w
eb

sit
e a

nd
 

loc
al 

ne
ws

pa
pe

r, T
V 

an
d r

ad
io 

to 
pr

om
ote

 ev
en

ts 
in 

a u
nif

or
m 

an
d c

om
mu

nit
y-w

ide
 m

an
ne

r.     
               

               
               

               
               

               
Inc

re
as

e e
xp

os
ur

e t
o e

xte
rn

al 
ma

rke
ts 

thr
ou

gh
 re

gio
na

l m
ed

ia.

Ci
ty

co
mm

un
ity

 
bu

sin
es

s a
nd

 
tou

ris
m 

gr
ou

ps
, 

To
wn

, C
ou

nty

Cc
ulp

St
ra

teg
ica

lly
 lo

ok
 at

 ev
en

ts 
wi

th 
go

als
 

in 
mi

nd
.  
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Si
lv

er
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 A
ct

io
n 

M
at

rix
: P

ro
m

ot
io

ns
/E

co
no

m
ic

 R
es

tr
uc

tu
rin

g
6-

12
 m

Bu
sin

es
se

s t
ra

ck
 an

d r
ep

or
t u

se
 of

 
pa

ss
es

. 
Re

gu
lar

 up
da

te 
of 

pa
ss

es
 us

ed
 on

 a 
mo

nth
ly 

or
 qu

ar
ter

ly 
ba

sis
Bu

sin
es

se
s, 

Ci
ty

Cc
ulp

Co
ns

ide
r d

isc
ou

nt 
pa

ss
es

 to
 vi

sit
 

oth
er

 lo
ca

l s
tor

es
 or

 am
en

itie
s w

ith
 

ou
tle

t r
ec

eip
ts.

  
6-

12
 m

Ide
nti

fy 
loc

ati
on

 an
d f

un
din

g f
or

 
bu

sin
es

s d
ire

cto
ry 

kio
sk

.
Ki

os
k b

uil
t w

ith
 di

re
cto

ry 
in 

pla
ce

.
Ci

ty
Ci

ty,
 O

utl
ets

Cc
ulp

De
ve

lop
 a 

lis
t o

f s
tor

es
 an

d s
er

vic
es

 
av

ail
ab

le 
in 

Si
lve

rth
or

ne
 an

d m
ak

e i
t 

av
ail

ab
le 

at 
Ou

tle
ts,

 ho
tel

s, 
etc

.  
Ec

on
om

ic 
Re

st
ru

ct
ur

in
g

Ti
m

e
Ac

tio
n 

Ite
m

Me
as

ur
em

en
t o

f S
uc

ce
ss

In
iti

at
or

Po
te

nt
ial

 P
ar

tn
er

s
Te

am
 M

em
be

r
Re

co
m

m
en

da
tio

n

1-
3 M

De
ve

lop
 lis

t o
f d

ata
 th

at 
wo

uld
 be

 
us

efu
l to

 m
ar

ke
t a

nd
 be

tte
r u

tili
ze

 
pr

op
er

ty 
in 

Si
lve

rth
or

ne
.

On
e p

ag
e s

ur
ve

y f
or

m 
av

ail
ab

le 
on

lin
e f

or
 

pr
op

er
ty 

ow
ne

rs 
to 

co
mp

let
e a

nd
 su

bm
it 

for
 da

ta 
co

mp
ila

tio
n. 

Pl
an

ne
r

Re
alt

or
s

KC
Cr

ea
te 

pr
op

er
ty 

inv
en

tor
y l

oo
kin

g a
t 

va
ca

nt 
pr

op
er

tie
s a

nd
 al

low
 pr

op
er

ty 
ow

ne
rs 

to 
po

st 
inf

o o
nli

ne
. Id

en
tify

 
tho

se
 w

ho
 ha

ve
 co

mm
er

cia
l k

itc
he

ns
, 

re
tai

l o
pp

or
tun

itie
s, 

etc
. A

 si
mp

le 
lis

tin
g o

f w
ha

t is
 av

ail
ab

le 
in 

tow
n w

ill 
he

lp 
ev

er
yo

ne
 m

ar
ke

t w
ha

t y
ou

 ha
ve

 
ac

cu
ra

tel
y.

1-
3 M

Re
qu

es
t v

olu
nte

er
s t

o d
ivi

de
 up

 
co

mm
er

cia
l c

or
e a

nd
 ga

the
r d

ata
 fo

r 
ea

ch
 pr

op
er

ty.

Sp
re

ad
sh

ee
t o

f ty
pe

s o
f p

ro
pe

rty
, 

ow
ne

rsh
ip 

inf
or

ma
tio

n, 
va

ca
nc

y/p
ric

e p
er

 
sq

 ft,
 et

c.

Re
alt

or
s

Pr
op

er
ty 

ow
ne

rs/
Sm

all
 bu

sin
es

s 
all

ian
ce

KC
Cr

ea
te 

pr
op

er
ty 

inv
en

tor
y l

oo
kin

g a
t 

va
ca

nt 
pr

op
er

tie
s a

nd
 al

low
 pr

op
er

ty 
ow

ne
rs 

to 
po

st 
inf

o o
nli

ne
. Id

en
tify

 
tho

se
 w

ho
 ha

ve
 co

mm
er

cia
l k

itc
he

ns
, 

re
tai

l o
pp

or
tun

itie
s, 

etc
. A

 si
mp

le 
lis

tin
g o

f w
ha

t is
 av

ail
ab

le 
in 

tow
n w

ill 
he

lp 
ev

er
yo

ne
 m

ar
ke

t w
ha

t y
ou

 ha
ve

 
ac

cu
ra

tel
y.

3-
6 M

Cr
ea

te 
lin

k f
ro

m 
To

wn
 w

eb
sit

e t
o s

ite
 

wh
er

e p
ro

pe
rty

 de
tai

ls 
ar

e a
va

ila
ble

.
Re

tai
l p

ro
pe

rtie
s f

or
 re

nt 
or

 sa
le 

ar
e 

ac
ce

ss
ibl

e f
ro

m 
To

wn
 w

eb
sit

e.
To

wn
Re

alt
or

s
KC

Cr
ea

te 
pr

op
er

ty 
inv

en
tor

y l
oo

kin
g a

t 
va

ca
nt 

pr
op

er
tie

s a
nd

 al
low

 pr
op

er
ty 

ow
ne

rs 
to 

po
st 

inf
o o

nli
ne

. Id
en

tify
 

tho
se

 w
ho

 ha
ve

 co
mm

er
cia

l k
itc

he
ns

, 
re

tai
l o

pp
or

tun
itie

s, 
etc

. A
 si

mp
le 

lis
tin

g o
f w

ha
t is

 av
ail

ab
le 

in 
tow

n w
ill 

he
lp 

ev
er

yo
ne

 m
ar

ke
t w

ha
t y

ou
 ha

ve
 

ac
cu

ra
tel

y.
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M
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: E

co
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m
ic

 R
es

tr
uc

tu
rin

g

12
 M

Ne
go

tia
te 

de
ve

lop
me

nt 
ag

re
em

en
t 

for
 ca

tal
ys

t s
ite

 at
 4t

h S
tre

et 
an

d B
lue

 
Ri

ve
r P

ar
kw

ay
 - 

bo
th 

sid
es

. 

Ag
re

em
en

t in
 pl

ac
e w

hic
h s

up
po

rts
 a 

fi n
an

cia
lly

 fe
as

ibl
e r

ed
ev

elo
pm

en
t p

ro
jec

t 
tha

t m
ee

ts 
the

 co
mm

un
ity

’s 
vis

ion
.

Pr
op

er
ty 

Ow
ne

r
To

wn
, C

ou
nty

Je
ss

e
Ide

nti
fy 

pu
bli

c-p
riv

ate
 pa

rtn
er

ing
 

str
uc

tur
e t

o r
ed

ev
elo

p c
om

me
rci

al 
co

re
 ca

tal
ys

t s
ite

, id
en

tify
ing

 w
ha

t 
ea

ch
 pa

rty
 is

 co
ntr

ibu
tin

g, 
wi

th 
co

nc
es

sio
n, 

an
d m

ile
sto

ne
s i

de
nti

fi e
d.

12
 +

 M
Co

nd
uc

t s
ite

 sp
ec

ifi c
 du

e d
ilig

en
ce

 an
d 

en
vir

on
me

nta
l c

on
dit

ion
s o

f th
e e

nti
re

 
blo

ck
 be

tw
ee

n 3
rd

 an
d 4

th 
str

ee
ts 

be
tw

ee
n A

da
m 

an
d B

lue
 R

ive
r P

kw
y.

So
il, 

as
be

sto
s, 

an
d o

the
r t

es
ts 

an
d 

re
me

dia
tio

n i
f n

ec
es

sa
ry.

Pr
op

er
ty 

Ow
ne

r
To

wn
, C

ou
nty

Je
ss

e

2+
 yr

Re
nd

er
 a 

fi n
an

cia
l v

isi
on

 of
 m

ar
ke

t 
po

ten
tia

l, r
ea

l e
sta

te 
fea

sib
ilit

y, 
an

d 
de

ve
lop

me
nt 

pr
efo

rm
ed

On
lin

e a
cc

es
s t

o fi
 na

nc
ial

 vi
sio

n s
tat

em
en

t 
an

d m
ar

ke
tin

g m
ate

ria
l fo

r r
ea

lto
rs.

 
Pr

op
er

ty 
Ow

ne
r

To
wn

, C
ou

nty
Je

ss
e

1-
3 M

Ide
nti

fy 
ho

w 
ma

ny
 pa

rki
ng

 sp
ac

es
 ex

ist
 

wi
thi

n t
he

 co
mm

er
cia

l c
or

e.
Do

cu
me

nta
tio

n o
f a

ll c
om

me
rci

al 
co

re
 

pa
rki

ng
 sp

ac
es

 is
 av

ail
ab

le.
 

To
wn

Vo
lun

tee
rs

KC
Co

nd
uc

t p
ar

kin
g s

ur
ve

y t
o a

ss
es

s 
wh

at 
is 

re
all

y n
ee

de
d. 

 T
he

re
 se

em
 

to 
be

 an
 ov

er
-a

bu
nd

an
ce

 of
 pa

rki
ng

 
ne

ar
 th

e O
utl

et 
sto

re
s. 

 C
on

sid
er

 if 
thi

s p
ar

kin
g i

s t
he

 be
st 

us
e o

f th
e 

fi n
ite

 am
ou

nt 
of 

lan
d a

va
ila

ble
.  I

f 
the

 O
utl

et 
sto

re
s a

re
 re

qu
es

tin
g 

the
 pa

rki
ng

, tr
ac

k h
ow

 m
uc

h o
f th

e 
pa

rki
ng

 is
 us

ed
 ov

er
 an

 ex
ten

de
d 

pe
rio

d o
f ti

me
 (6

 m
on

ths
) t

o 
de

ter
mi

ne
 ac

tua
l u

sa
ge

.  I
f th

e t
ow

n 
re

qu
ire

s t
he

 pa
rki

ng
 sp

ac
es

 du
e t

o 
the

 re
tai

l s
qu

ar
e f

oo
tag

e, 
co

ns
ide

r 
ch

an
gin

g t
he

 re
qu

ire
me

nts
 to

 al
low

 
for

 a 
dif

fer
en

t u
se

.
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 R
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tu
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g
1-

3 M
Ut

iliz
e e

xis
tin

g d
ata

 on
 la

nd
 us

e a
nd

 
sq

ua
re

 fo
ota

ge
 in

 th
e c

om
me

rci
al 

co
re

 
to 

co
mp

ar
e t

o l
an

d u
se

 re
gu

lat
ion

s t
o 

as
se

ss
 ho

w 
ma

ny
 pa

rki
ng

 sp
ac

es
 ar

e 
ne

ed
ed

. 

A 
ma

p h
igh

lig
hti

ng
 ex

ist
ing

 pa
rki

ng
 

co
mp

ar
ed

 to
 ne

ce
ss

ar
y p

ar
kin

g i
s 

cre
ate

d. 

To
wn

Vo
lun

tee
rs

KC
Co

nd
uc

t p
ar

kin
g s

ur
ve

y t
o a

ss
es

s 
wh

at 
is 

re
all

y n
ee

de
d. 

 T
he

re
 se

em
 

to 
be

 an
 ov

er
-a

bu
nd

an
ce

 of
 pa

rki
ng

 
ne

ar
 th

e O
utl

et 
sto

re
s. 

 C
on

sid
er

 if 
thi

s p
ar

kin
g i

s t
he

 be
st 

us
e o

f th
e 

fi n
ite

 am
ou

nt 
of 

lan
d a

va
ila

ble
.  I

f 
the

 O
utl

et 
sto

re
s a

re
 re

qu
es

tin
g 

the
 pa

rki
ng

, tr
ac

k h
ow

 m
uc

h o
f th

e 
pa

rki
ng

 is
 us

ed
 ov

er
 an

 ex
ten

de
d 

pe
rio

d o
f ti

me
 (6

 m
on

ths
) t

o 
de

ter
mi

ne
 ac

tua
l u

sa
ge

.  I
f th

e t
ow

n 
re

qu
ire

s t
he

 pa
rki

ng
 sp

ac
es

 du
e t

o 
the

 re
tai

l s
qu

ar
e f

oo
tag

e, 
co

ns
ide

r 
ch

an
gin

g t
he

 re
qu

ire
me

nts
 to

 al
low

 
for

 a 
dif

fer
en

t u
se

.

3-
6 M

W
or

k w
ith

 O
utl

ets
 to

 id
en

tify
 if 

sp
ac

e 
cu

rre
ntl

y u
se

d f
or

 pa
rki

ng
 m

igh
t b

e 
re

as
sig

ne
d, 

if d
ee

me
d u

nn
ec

es
sa

ry.
 

A 
me

eti
ng

 is
 he

ld 
wi

th 
Ou

tle
t o

wn
er

 to
 

dis
cu

ss
 pa

rki
ng

 ne
ed

s/o
ve

ra
bu

nd
an

ce
. 

To
wn

Ou
tle

t o
wn

er
KC

Co
nd

uc
t p

ar
kin

g s
ur

ve
y t

o a
ss

es
s 

wh
at 

is 
re

all
y n

ee
de

d. 
 T

he
re

 se
em

 
to 

be
 an

 ov
er

-a
bu

nd
an

ce
 of

 pa
rki

ng
 

ne
ar

 th
e O

utl
et 

sto
re

s. 
 C

on
sid

er
 if 

thi
s p

ar
kin

g i
s t

he
 be

st 
us

e o
f th

e 
fi n

ite
 am

ou
nt 

of 
lan

d a
va

ila
ble

.  I
f 

the
 O

utl
et 

sto
re

s a
re

 re
qu

es
tin

g 
the

 pa
rki

ng
, tr

ac
k h

ow
 m

uc
h o

f th
e 

pa
rki

ng
 is

 us
ed

 ov
er

 an
 ex

ten
de

d 
pe

rio
d o

f ti
me

 (6
 m

on
ths

) t
o 

de
ter

mi
ne

 ac
tua

l u
sa

ge
.  I

f th
e t

ow
n 

re
qu

ire
s t

he
 pa

rki
ng

 sp
ac

es
 du

e t
o 

the
 re

tai
l s

qu
ar

e f
oo

tag
e, 

co
ns

ide
r 

ch
an

gin
g t

he
 re

qu
ire

me
nts

 to
 al

low
 

for
 a 

dif
fer

en
t u

se
.

1-
3 M

At
ten

d t
ra

ini
ng

 to
 un

de
rst

an
d t

he
 

ph
ys

ica
l a

nd
 tr

ain
ing

 ne
ed

s t
o d

ev
elo

p 
a b

us
ine

ss
 in

cu
ba

tor
 pr

og
ra

m

Di
sc

us
sio

ns
 be

gin
 w

ith
 pr

op
er

ty 
ow

ne
rs 

wh
o m

igh
t b

e i
nte

re
ste

d i
n f

os
ter

ing
 

bu
sin

es
s d

ev
elo

pm
en

t in
 th

eir
 pr

op
er

ty.

ED
AC

SB
DC

, D
CI

KC
Ide

nti
fy 

loc
ati

on
 (p

er
ha

ps
 in

 th
e T

ow
n 

Co
re

 P
er

iph
er

y Z
on

e)
 fo

r b
us

ine
ss

 
inc

ub
ato

r. 
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lv
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M
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co
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m
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 R
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g
6-

12
 M

Re
vie

w 
ex

ist
ing

 un
de

ru
tili

ze
d b

uil
din

g 
sto

ck
 to

 id
en

tify
 a 

po
ten

tia
l s

pa
ce

 fo
r 

bu
ild

ing
 in

cu
ba

tor
. 

Di
sc

us
sio

ns
 be

gin
 w

ith
 pr

op
er

ty 
ow

ne
rs 

wh
o m

igh
t b

e i
nte

re
ste

d i
n f

os
ter

ing
 

bu
sin

es
s d

ev
elo

pm
en

t in
 th

eir
 pr

op
er

ty.

ED
AC

To
wn

, p
ro

pe
rty

 
ow

ne
rs

KC
Ide

nti
fy 

loc
ati

on
 (p

er
ha

ps
 in

 th
e T

ow
n 

Co
re

 P
er

iph
er

y Z
on

e)
 fo

r b
us

ine
ss

 
inc

ub
ato

r. 

1-
3 M

Re
se

ar
ch

 m
ar

ke
t fi 

gu
re

s t
o a

ss
es

s h
ow

 
ma

ny
 re

sta
ur

an
ts 

the
 co

mm
un

ity
 ca

n 
su

pp
or

t.

Ma
rke

t s
tud

y o
f c

ap
ac

ity
 of

 co
mm

un
ity

 to
 

su
sta

in 
re

sta
ur

an
ts.

ED
AC

Co
un

ty,
 To

wn
KC

Co
ns

ide
r h

ow
 to

 bu
ild

 a 
re

sta
ur

an
t 

clu
ste

r.  
It w

as
 m

en
tio

ne
d i

n o
ne

 of
 

the
 fo

cu
s g

ro
up

s t
ha

t th
e c

los
ing

 of
 

the
 O

ld 
Di

llo
n I

nn
 ne

ga
tiv

ely
 af

fec
ted

 
Th

e M
int

.  H
av

ing
 m

or
e t

ha
n o

ne
 

of 
an

y t
yp

e o
f b

us
ine

ss
, o

r o
ne

 th
at 

co
mp

lim
en

ts 
the

 ot
he

r, n
ea

r e
ac

h 
oth

er
 ca

n h
elp

 al
l th

e b
us

ine
ss

es
 be

 
su

cc
es

sfu
l.

1-
3 M

Ha
ve

 a 
str

uc
tur

al 
as

se
ss

me
nt 

do
ne

 fo
r 

Ol
d D

illo
n I

nn
 an

d M
ou

nta
in 

Ly
on

 C
afé

 
ar

e a
cc

ep
tab

le 
bu

ild
ing

s.

St
ru

ctu
ra

l a
ss

es
sm

en
t c

om
ple

ted
 fo

r t
wo

 
bu

ild
ing

s. 
Pr

op
er

ty 
ow

ne
rs

ED
AC

KC
Co

ns
ide

r h
ow

 to
 bu

ild
 a 

re
sta

ur
an

t 
clu

ste
r.  

It w
as

 m
en

tio
ne

d i
n o

ne
 of

 
the

 fo
cu

s g
ro

up
s t

ha
t th

e c
los

ing
 of

 
the

 O
ld 

Di
llo

n I
nn

 ne
ga

tiv
ely

 af
fec

ted
 

Th
e M

int
.  H

av
ing

 m
or

e t
ha

n o
ne

 
of 

an
y t

yp
e o

f b
us

ine
ss

, o
r o

ne
 th

at 
co

mp
lim

en
ts 

the
 ot

he
r, n

ea
r e

ac
h 

oth
er

 ca
n h

elp
 al

l th
e b

us
ine

ss
es

 be
 

su
cc

es
sfu

l.

3-
6 M

Re
se

ar
ch

 ca
se

 st
ud

ies
 of

 sm
all

, s
em

i-
re

so
rt 

co
mm

un
itie

s t
ha

t h
av

e c
re

ate
d 

re
sta

ur
an

t r
ow

s.

Me
eti

ng
 ag

en
da

 fo
r E

DA
C,

 S
BD

C,
 an

d 
pr

op
er

ty 
ow

ne
rs 

to 
as

se
ss

 th
e c

on
ce

pt 
of 

fos
ter

ing
 a 

re
sta

ur
an

t c
lus

ter
.  C

as
e 

stu
die

s s
ha

re
d w

ith
 pr

op
er

ty 
ow

ne
rs.

ED
AC

Co
un

ty,
 To

wn
, 

DC
I, S

BD
C,

 S
ma

ll 
Bu

sin
es

s A
llia

nc
e

KC
Co

ns
ide

r h
ow

 to
 bu

ild
 a 

re
sta

ur
an

t 
clu

ste
r.  

It w
as

 m
en

tio
ne

d i
n o

ne
 of

 
the

 fo
cu

s g
ro

up
s t

ha
t th

e c
los

ing
 of

 
the

 O
ld 

Di
llo

n I
nn

 ne
ga

tiv
ely

 af
fec

ted
 

Th
e M

int
.  H

av
ing

 m
or

e t
ha

n o
ne

 
of 

an
y t

yp
e o

f b
us

ine
ss

, o
r o

ne
 th

at 
co

mp
lim

en
ts 

the
 ot

he
r, n

ea
r e

ac
h 

oth
er

 ca
n h

elp
 al

l th
e b

us
ine

ss
es

 be
 

su
cc

es
sfu

l.
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rin

g
6-

12
 M

Cr
ea

te 
a  

ma
rke

tin
g p

iec
e h

igh
lig

hti
ng

 
op

po
rtu

nit
ies

 of
 op

en
ing

 a 
ve

nu
e o

n 
Bl

ue
 R

ive
r P

ar
kw

ay

Re
nd

er
ing

s o
f w

ha
t “

Re
sta

ur
an

t R
ow

” 
mi

gh
t lo

ok
 lik

e w
ith

 m
ino

r im
pr

ov
em

en
ts 

an
d p

ati
o s

ea
tin

g. 

Re
alt

or
s

ED
AC

, P
ro

pe
rty

 
Ow

ne
r

KC
Co

ns
ide

r h
ow

 to
 bu

ild
 a 

re
sta

ur
an

t 
clu

ste
r.  

It w
as

 m
en

tio
ne

d i
n o

ne
 of

 
the

 fo
cu

s g
ro

up
s t

ha
t th

e c
los

ing
 of

 
the

 O
ld 

Di
llo

n I
nn

 ne
ga

tiv
ely

 af
fec

ted
 

Th
e M

int
.  H

av
ing

 m
or

e t
ha

n o
ne

 
of 

an
y t

yp
e o

f b
us

ine
ss

, o
r o

ne
 th

at 
co

mp
lim

en
ts 

the
 ot

he
r, n

ea
r e

ac
h 

oth
er

 ca
n h

elp
 al

l th
e b

us
ine

ss
es

 be
 

su
cc

es
sfu

l.

6-
12

 M
If b

uil
din

gs
 ar

e o
ka

y t
o h

ou
se

 
re

sta
ur

an
ts 

an
d c

om
mu

nit
y c

an
 su

pp
or

t 
re

sta
ur

an
ts,

 gu
ide

 pr
op

er
ty 

ow
ne

rs 
thr

ou
gh

 pr
oc

es
s t

o p
lan

, p
er

mi
t, a

nd
 

bu
ild

 bo
ar

dw
alk

/pa
tio

 fo
r o

utd
oo

r 
se

ati
ng

. 

Cl
ea

r g
uid

eli
ne

s e
xis

t fo
r p

ro
pe

rty
 ow

ne
rs 

to 
cre

ate
 ou

tdo
or

 se
ati

ng
 on

 B
lue

 R
ive

r 
Pa

rkw
ay

.

P 
& 

Z
Pl

an
ne

r, P
ro

pe
rty

 
Ow

ne
rs.

 
KC

Co
ns

ide
r h

ow
 to

 bu
ild

 a 
re

sta
ur

an
t 

clu
ste

r.  
It w

as
 m

en
tio

ne
d i

n o
ne

 of
 

the
 fo

cu
s g

ro
up

s t
ha

t th
e c

los
ing

 of
 

the
 O

ld 
Di

llo
n I

nn
 ne

ga
tiv

ely
 af

fec
ted

 
Th

e M
int

.  H
av

ing
 m

or
e t

ha
n o

ne
 

of 
an

y t
yp

e o
f b

us
ine

ss
, o

r o
ne

 th
at 

co
mp

lim
en

ts 
the

 ot
he

r, n
ea

r e
ac

h 
oth

er
 ca

n h
elp

 al
l th

e b
us

ine
ss

es
 be

 
su

cc
es

sfu
l.

1-
3 M

St
aff

 re
vie

w 
of 

co
de

 to
 id

en
tify

 w
he

re
 

it c
an

 be
 en

ha
nc

ed
 to

 m
ee

t g
oa

ls 
of 

co
mp

re
he

ns
ive

 pl
an

 an
d c

om
mu

nit
y 

vis
ion

.

Co
de

s u
pd

ate
d a

nd
 ad

op
ted

 by
 C

ou
nc

il. 
Pl

an
ne

r
P 

an
d Z

, C
ou

nc
il

KC
Ad

d t
ee

th 
to 

co
de

.  I
f th

e c
od

es
 

yo
u h

av
e d

ire
ct 

yo
u t

o a
pp

ro
ve

 
de

ve
lop

me
nt 

a c
er

tai
n w

ay
, m

ak
e 

su
re

 th
is 

is 
in 

lin
e w

ith
 th

e v
isi

on
ar

y 
do

cu
me

nts
 yo

u h
av

e i
n p

lac
e. 

 P
lan

s 
an

d c
od

es
 th

at 
ar

e a
t o

dd
s w

ith
 ea

ch
 

oth
er

 w
ill 

ca
us

e c
on

fus
ion

 an
d d

ist
ru

st 
wi

thi
n t

he
 de

ve
lop

me
nt 

co
mm

un
ity

 
an

d w
ith

 ci
tiz

en
s.

3-
6 M

Cr
ea

te 
us

er
 fr

ien
dly

 ch
ec

kli
st 

of 
tas

ks
 

for
 pr

op
er

ty 
or

 bu
sin

es
s o

wn
er

s l
oo

kin
g 

to 
inv

es
t in

 th
eir

 bu
ild

ing
 or

 pr
op

er
ty.

1-
2 p

ag
e c

he
ck

 lis
t is

 av
ail

ab
le 

on
 lin

e o
r 

for
 do

wn
loa

d. 
W

ee
kly

 “b
us

ine
ss

 lia
iso

n”
 

ho
ur

s e
xis

t fo
r s

ch
ed

ule
d a

pp
oin

tm
en

ts 
wi

th 
bu

sin
es

s a
nd

 pr
op

er
ty 

ow
ne

rs.
 

Pl
an

ne
r

P 
an

d Z
, C

ou
nc

il
KC

Re
vie

w 
an

d r
ev

ise
 de

ve
lop

me
nt 

re
vie

w 
pr

oc
es

s t
o m

ak
e m

or
e u

se
r 

frie
nd

ly.
 



10

Si
lv

er
th

or
ne

 A
ct

io
n 

M
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n
De
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n

Ti
m

e
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tio
n 

Ite
m

Me
as

ur
em

en
t o

f S
uc

ce
ss

In
iti

at
or

Po
te

nt
ial

 P
ar

tn
er

s
Te

am
 M

em
be

r
Re

co
m

m
en

da
tio

n

1-
3 m

Co
or

din
ate

 w
ith

 th
e p

ro
pe

rty
 ow

ne
r 

wh
o i

s d
ev

elo
pin

g t
he

 po
ten

tia
l h

ote
l 

ac
ro

ss
 th

e r
ive

r f
ro

m 
the

 P
av

ilio
n a

nd
 

To
wn

 C
en

ter
, to

 di
sc

us
s p

ote
nti

all
y 

cre
ati

ng
 an

 ov
er

loo
k r

es
tau

ra
nt 

ad
jac

en
t to

 th
e B

lue
 R

ive
r

Ne
w 

ho
tel

 w
ill 

ha
ve

 a 
gr

ou
nd

-fl o
or

 
re

sta
ur

an
t th

at 
ov

er
loo

ks
 th

e r
ive

r.
To

wn
Th

e p
ro

pe
rty

 
ow

ne
r, p

ote
nti

al 
re

sta
ur

an
t o

wn
er

Cy
ph

er

Ex
ten

d e
xis

tin
g t

ax
 re

ba
te 

to 
en

co
ur

ag
e p

ati
o/d

ec
k o

ve
rlo

ok
ing

 
riv

er
 fo

r h
ote

l/c
off

ee
 sh

op
/br

ew
er

y 
(co

or
din

ate
 w

ith
 ex

ist
ing

 pr
op

er
ty 

ow
ne

r).
3-

6 m
De

ve
lop

 a 
se

t o
f ‘M

ain
 S

tre
et’

 de
sig

n 
gu

ide
lin

es
 fo

r 4
th 

St
re

et,
 ei

the
r t

o u
se

 
to 

giv
e d

ev
elo

pe
rs 

a f
ra

me
wo

rk 
to 

de
sig

n w
ith

in,
 or

 in
sta

ll w
ith

 To
wn

 fu
nd

s4th
 S

tre
et 

wi
ll b

e t
he

 ne
w 

co
mm

er
cia

l 
‘M

ain
 S

tre
et’

 sp
ine

 w
ith

in 
the

 do
wn

tow
n 

co
re

.  S
ide

wa
lks

, p
ole

 lig
hts

 an
d 

pe
de

str
ian

 am
en

itie
s w

ill 
cre

ate
 a 

wa
lka

ble
 re

tai
l e

nv
iro

nm
en

t.

To
wn

 /  
    

  
Pr

op
er

ty 
Ow

ne
r

Ex
ist

ing
 pr

op
er

ty 
ow

ne
rs,

 po
ten

tia
l 

mi
xe

d-
us

e 
inv

es
tor

s

Cy
ph

er
Co

ns
ide

r F
ou

rth
 be

tw
ee

n H
igh

wa
y 

9 a
nd

 A
da

m 
as

 an
 op

po
rtu

nit
y t

o 
be

gin
 to

 cr
ea

te 
a c

om
me

rci
al 

“M
ain

 
St

re
et”

 ar
ea

.  B
y w

or
kin

g w
ith

 ex
ist

ing
 

pr
op

er
ty 

ow
ne

rs,
 de

ve
lop

 a 
mi

xe
d-

us
e p

lan
 fo

r a
 ca

tal
ys

t s
tru

ctu
re

 at
 th

e 
so

uth
we

st 
co

rn
er

 of
 4t

h S
tre

et 
an

d 
Hi

gh
wa

y 9
.

12
+ 

m
Bu

ild
 m

ixe
d-

us
e, 

mu
lti-

sto
ry 

str
uc

tur
es

 
at 

the
 no

rth
 an

d s
ou

th 
co

rn
er

s o
f th

e 
int

er
se

cti
on

 of
 H

igh
wa

y 9
 an

d 4
th 

St
re

ets
.  T

he
se

 st
ru

ctu
re

s s
ho

uld
 ha

ve
 

ico
nic

 ar
ch

ite
ctu

ra
l g

ate
wa

y e
lem

en
ts 

at 
the

 co
rn

er
s, 

to 
he

lp 
an

no
un

ce
 ar

riv
al 

int
o t

he
 ne

w 
co

mm
er

cia
l c

or
e.

A 
ne

w 
mi

xe
d-

us
e b

uil
din

g i
s d

es
ign

ed
 an

d 
co

ns
tru

cte
d a

t th
e e

ntr
an

ce
 to

 th
e n

ew
 

‘M
ain

 S
tre

et’
 co

mm
er

cia
l c

or
e.

Pr
op

er
ty 

Ow
ne

r
Th

e T
ow

n, 
ex

ist
ing

 
pr

op
er

ty 
ow

ne
rs,

 
po

ten
tia

l in
ve

sto
rs,

 
ex

ist
ing

 bu
sin

es
s 

ow
ne

rs 
tha

t w
ou

ld 
lik

e t
o r

elo
ca

te 
to 

the
 ne

w 
‘M

ain
 

St
re

et’

Cy
ph

er

At
 th

e c
or

ne
r o

f 4
th  st

re
et 

an
d 

Hi
gh

wa
y 9

, c
re

ate
 tw

o-
sid

ed
 

str
uc

tur
es

 th
at 

fac
e b

oth
 th

e h
igh

wa
y 

an
d t

he
 ne

w 
ma

in 
str

ee
t.  

Co
ns

ide
r 

de
sig

nin
g t

he
se

 st
ru

ctu
re

s w
ith

 
sig

nifi
 ca

nt 
co

rn
er

 tr
ea

tm
en

ts 
tha

t 
cre

ate
 a 

‘ga
tew

ay
’ lo

ok
 to

 th
e 

ar
ch

ite
ctu

re
.

12
+ 

m
De

sig
n a

 pe
de

str
ian

 br
idg

e o
ve

r 
Hi

gh
wa

y 9
.  I

nc
or

po
ra

te 
sig

na
ge

 
int

o t
he

 br
idg

e t
ha

t c
ele

br
ate

s t
he

 
do

wn
tow

n c
ivi

c a
nd

 co
mm

er
cia

l c
or

e.

An
 ic

on
ic 

pe
de

str
ian

 br
idg

e i
s d

es
ign

ed
 

an
d c

on
str

uc
ted

 ov
er

 H
igh

wa
y 9

.
To

wn
CD

OT
Cy

ph
er

In 
or

de
r t

o c
re

ate
 gr

ea
ter

 sa
fet

y w
he

n 
cro

ss
ing

 H
igh

wa
y 9

 on
 fo

ot,
 co

ns
ide

r 
a p

ed
es

tria
n b

rid
ge

 th
at 

co
uld

 do
ub

le 
as

 si
gn

ag
e a

dv
er

tis
ing

 th
e d

ow
nto

wn
 

co
re

.
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Si
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er
th
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 A
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io
n 

M
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es
ig

n
12

+ 
m

De
sig

n a
nd

 co
ns

tru
ct 

a p
ed

es
tria

n 
foc

us
ed

 pl
az

a s
tre

et 
to 

re
pla

ce
 th

e 
ex

ist
ing

 sm
all

 pa
rki

ng
 lo

t e
as

t o
f 

the
 B

lue
 R

ive
r p

ed
es

tria
n b

rid
ge

 
as

so
cia

ted
 w

ith
 th

e T
ow

n C
en

ter
.  

A 
ne

w 
pe

de
str

ian
 pl

az
a s

tre
et 

pr
ov

ide
s 

lin
ka

ge
s b

etw
ee

n t
he

 re
cre

ati
on

 ce
nte

r, 
the

 ne
w 

ho
tel

 an
d t

he
 P

av
ilio

n a
nd

 To
wn

 
Ce

nte
r.

To
wn

Pr
op

er
ty 

ow
ne

r 
ad

jac
en

t to
 

po
ten

tia
l p

laz
a, 

Ou
tle

t p
ro

mo
tio

ns
 

an
d m

ar
ke

tin
g

Cy
ph

er
In 

or
de

r t
o m

ak
e p

ed
es

tria
n 

co
nn

ec
tio

ns
 w

ith
in 

the
 ci

vic
 co

re
, 

co
ns

ide
r c

re
ati

ng
 a 

pe
de

str
ian

-
foc

us
ed

 pl
az

a s
tre

et 
ea

st 
of 

the
 

pe
de

str
ian

 br
idg

e, 
co

nn
ec

tin
g t

he
 

pa
vil

ion
, th

e r
ec

re
ati

on
 ce

nte
r, a

nd
 

the
 po

ten
tia

l n
ew

 ho
tel

.  C
re

ate
 a 

str
on

g g
ate

wa
y o

n t
he

 ea
st 

sid
e o

f 
the

 pe
de

str
ian

 br
idg

e.
1-

3m
W

or
k w

ith
 th

e c
om

mu
nit

y t
o d

ete
rm

ine
 

the
 be

st 
loc

ati
on

 fo
r a

 B
lue

 R
ive

r 
pa

rk-
lik

e e
ve

nt 
sp

ac
e. 

 D
ete

rm
ine

 
pr

og
ra

mm
ing

 an
d e

ve
nts

 fo
r t

he
 ne

w 
sp

ac
e

Th
e l

oc
ati

on
 fo

r a
 pa

rk/
ac

tiv
ity

 sp
ac

e 
alo

ng
 th

e B
lue

 R
ive

r is
 de

ter
mi

ne
d, 

an
d 

an
 ev

en
t p

ro
gr

am
 de

ve
lop

ed
 fo

r it
s u

se
.

To
wn

Op
en

 sp
ac

e a
nd

 
tra

il g
ro

up
s

Cy
ph

er

En
ga

ge
 C

ivi
c C

en
ter

 w
ith

 ev
en

ts 
an

d 
pr

og
ra

mm
ing

.  C
on

sid
er

 cr
ea

tin
g a

n 
ac

ce
ss

ibl
e r

ive
r e

xp
er

ien
ce

 w
ith

in 
the

 
civ

ic 
co

re
.

12
m 

+
Bu

ild
ing

 on
 th

e o
n-

go
ing

 w
or

k o
f th

e 
I-7

0 C
or

rid
or

 A
ss

es
s S

tud
y, 

de
sig

n 
a r

ou
nd

ab
ou

t o
r o

the
r t

ra
ffi c

 co
ntr

ol 
an

d i
ma

ge
-m

ak
ing

 el
em

en
t a

t th
e 

int
er

se
cti

on
 of

 H
igh

wa
y 9

 an
d R

ain
bo

w 
Dr

ive

A 
ne

w 
ro

un
da

bo
ut 

wi
th 

sig
na

ge
 an

d 
pu

bli
c a

rt 
is 

ins
tal

led
 at

 th
e i

nte
rse

cti
on

 of
 

Hi
gh

wa
y 9

 an
d R

ain
bo

w 
Dr

ive
, in

cre
as

ing
 

co
mm

un
ity

 vi
sib

ilit
y, 

wa
yfi 

nd
ing

 an
d 

im
ag

e-
ma

kin
g

To
wn

CD
OT

Cy
ph

er
At

 th
e i

nte
rse

cti
on

 of
 H

igh
wa

y 9
 

an
d R

ain
bo

w 
Dr

ive
, c

on
sid

er
 a 

ro
un

da
bo

ut 
or

 ot
he

r ic
on

ic 
ele

me
nt 

tha
t h

elp
s c

re
ate

 aw
ar

en
es

s t
ha

t y
ou

 
ar

e e
nte

rin
g t

he
 do

wn
tow

n c
or

e. 
 U

se
 

thi
s a

re
a f

or
 si

gn
ag

e, 
pu

bli
c a

rt 
an

d 
im

ag
e-

ma
kin

g. 
 

1-
3 m

De
ter

mi
ne

 if 
the

 ex
ist

ing
 lo

g b
uil

din
g 

loc
ate
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Small Towns Shop Local Campaigns
Many communities in Colorado are looking to create a buy local campaign, especially for small towns. Shop local is more 
than a slogan or a fl yer that you begin posting around town. It is a campaign to help businesses develop a larger and more 
loyal customer base, enhance knowledge of local products and services, change behavior and understanding of the com-
munity, and engage the community in supporting the community. 

Shop Local Objectives 
• Support local and independent businesses by developing a local customer base;
• Create a broader understanding of locally grown products and services;
• Assist in changing the behavior and understanding of local businesses and citizens;
• Bring community stakeholders together to foster a greater sense of place and community. 

Steps to Successful Shop Local Program
It is important to adapt all recommendations to fi t the needs and unique characteristics of your town. 

Step 1: Engage your stakeholders
Reach out to all businesses, business support organizations (like non-profi ts, chambers, downtown business associations, 
etc.), as well as to the local government, county government, and economic development groups. Bring in 5-10 key repre-
sentatives to start the process. Invite them to a simple discussion to assess what to highlight and how to approach the new 
campaign. 

Step 2: Determine the best slogan 
Some common phrases chosen by communities are Buy Local First, Buy Local, Shop Local, Homegrown, Stay Local, and 
Buy Close By. Determine which best suits your town or create your own unique slogan. Some examples are:

- Colorado Springs: There is only one Downtown
- Boulder: Love the Local
- Parker: Go to Town
- Brush: Don’t Rush through Brush 

Step 3: Promote your most powerful benefi ts 
There are numerous lists of the benefi ts to shopping locally available online or at Downtown Colorado, Inc. It is useful to 
have short bullet points and longer more detailed explanations. Here are some benefi ts that are often highlighted: 

• Educate consumers on shopping local to support local community services. Shopping local is frequently becoming an 
ethical decision for consumers who want to reinvest in their communities. Teach people the benefi ts of voting with their 
dollars locally by educating them on how shopping locally positively impacts their community. Both Golden and Boulder 
have created online web pages to do just this. Explain that local services such as local law enforcement, fi re, libraries, 
and schools are funded by sales tax dollars. Highlight that spending in the community, helps to keep your community 
top notch. Spending elsewhere supports someone else’s school.

• Highlight that your economy is local. Just telling people to “shop local” may not change behavior. Many communities 
have noticed greater impacts when the businesses and customers can easily see the impacts of their spending. Some 
ideas for achieving these results are to create spending local cards, or “cash,” or somehow mark a certain number of 
bills that will be spent in the community. 
Some chambers might have cash prizes at events with a request that dollars be spent locally. The prizes can be given 
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out in only $2 bills so that each merchant will notice the bills when they come through the system. Some communities 
create “dollars” that act as coupons or collect receipts from local stores equaling a certain amount. Merchants who 
track local spending can redeem coupon, or customers who have receipts from all merchants in town might qualify for a 
drawing. 
Additional examples include: 

- Lake City DIRT Dollars
- Brush Chamber Bucks

• Build loyalty through local coupon books and gift certifi cate programs. Loyalty programs are everywhere these days 
and for good reason.  You can create your own loyal following by offering benefi ts through coupons, gift certifi cates, or 
frequent shopper programs geared toward downtown stores. La Plata County created a Be Local coupon book of local 
retailers. The Colorado Springs Downtown Partnership has created a Downtown Colorado Springs gift card in varying 
denominations that is accepted in more than 100 local retailers. Carbondale is currently holding a drawing for an electric 
car; shoppers receive a ticket when they shop at one of 200 participating Carbondale businesses.

• Traveling costs money and gas. Spending locally is more affordable and environmentally benefi cial. Lots of small town 
residents are accustomed to driving distances to shop. Use this campaign as a way to encourage your community to be 
green, save money, and save the gas by shopping at home. 

• Design a printed directory for your downtown and distribute it. It is important to have an online directory, but for those 
who are wandering through downtown, a printed guide can be a big help to encourage shopping. Check out Denver’s 
Old South Pearl Street guide for a good example. Many downtowns also build a large downtown directory, similar to 
what one might see in a mall.  

• Share the news of what you have in town. All over the state we hear how small towns may not have everything that 
people need. Downtowns are different than they once were; they may not all be able to provide thread or socks, or other 
day needs. There will always be things that people need to leave town to fi nd. But you might even surprise yourself with 
what you do have. Ask local businesses to provide a list of “Did you know we have?” and highlight each store on-line or 
through local outlets to inform the community of things that can be found locally. 

Step 4: Develop strong collateral materials
Just because resources are tight in a small community doesn’t mean your can’t make a big splash with a few targeted 
materials.  A window sticker or sign is one way to involve merchants and create an attention-gaining visible presence in the 
downtown. If resources permit, the shop local logo or stickers can be added to local directories, maps and signage, t-shirts, 
and kiosks or bus stops. Part of the campaign materials might also include a buy local coupon book and/or punch cards, 
and a short postcard showing the benefi ts of spending in the community.
 
Step 5: Start with a bang-up media campaign
One of the benefi ts of small towns is familiarity with the local newspaper. To ensure that your message gets out, ask if it will 
be possible to write the article for them and also draft a press release for the newspaper, television, and radio if applicable. 
Interviews will give you a chance to provide more details of the how and why of the program. 
Consider having a shop local table at any and all local events; give balloons to kids and use the opportunity to talk to their 
parents. Work with merchants to develop retail events that can be combined with the shop local initiative. 
In-store events will allow you to further distribute the materials already developed as well as promote the stores’ events. 
Nonprofi ts, rotary, chambers, downtown business associations, libraries, museums, and schools are also important partners 
in a shop local campaign. Provide all partners with materials, lists of events, and have regular meetings to share informa-
tion. When possible, present the campaign to membership groups at monthly meetings.  Press coverage is often more 
effective than advertising. 

Don’t forget to use your existing website and promotional materials to promote the campaign.  Use your social media tools 
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as well.  If you have a Facebook page or group, use it to promote the shop local campaign.  Community support will begin 
to grow as you build your shop local campaign in these new and highly utilized medium.  Visit Facebook and search “Buy 
Local” or “Shop Local” to fi nd examples of how to set up this information.  

Step 6: Measure Success (Know when you have succeeded) 
Once you begin the campaign, you want to be able to point to the success of it, or be able to identify areas that need 
adjustment or need to be strengthened.  The best way to do that is to ask questions of your community, both residents and 
businesses, most often through a survey or similar questionnaire.  You can fi nd examples of surveys almost anywhere, from 
local community colleges to small business development centers, or even the Offi ce of Economic Development and Inter-
national Trade.  And if you don’t have the manpower to conduct the survey or gather the results, students in marketing or 
business classes may be available at little or not cost. 

It is good to conduct a survey or assessment three to four months into the program, and again another after about a year. 
Developing a good survey is challenging. Consider what you want to know and don’t ask unnecessary questions. 
For community members: 

• Are you aware of the shop local campaign? 
• Where did you hear or learn about the campaign? 
• Have you changed where you buy any items because of it? 
• Have you visited local businesses you don’t normally shop at? 
• Have you spent more money and time in town? How much each month? 
• Were you surprised by anything facts you learned or the products available in town? 
• What would you change about the campaign? 
For businesses: 
• Has your business benefi ted from the campaign? 
• Have revenues and customers increased? By how much each month? 
• Have customers referred to the buy local campaign? 
• Have you met new customers? 
• Would you recommend a campaign to other communities?  
• Will you continue to participate in the campaign? 
• What would you change about the campaign? 

 
Step 7: Be sure that you can replicate and expand the Shop Local campaign 
If you can do the initial steps successfully, it will be important to consider how to further grow the program. Some ideas 
include:
 
Business-to-business local transactions. Talk to your businesses to determine which supplies and services they purchase 
regularly and where they are purchasing. If you can fi nd out what materials and products your local companies need, as well 
as what is available locally, you can encourage local businesses to order from local sources. 

Look for opportunities to do group purchasing for things that aren’t sold locally. It is possible to arrange for group purchases 
to save money on shipping and reduce costs by buying in bulk. All your local businesses benefi t from the lower price and 
relationship that is established.

Consider how to reward local purchasing. This might start with the town council adopting a policy to account for lower ship-
ping and transportation costs when assessing local bids. It is also worthwhile just to remind local governments about the 
buying local policy. Keep it fresh by offering announcements or gift certifi cates to local stores if people take special initiatives 
to participate in the buy local program.
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Make sure to highlight government services to buy local. This might be stamps at your local post offi ce, support for your lo-
cal utilities and civic services, and highlighting some of the products that the school or library offers. 

When you are trying to make the most of your scarce resources, a shop local campaign can help your small town. We highly 
recommend tracking of volunteer hours and activities through this process. If you have more examples, stories, surveys or 
ideas, we’d love to hear them at info@downtowncoloradoinc.org. We’re all in this together!

Bonus: Sample list of 10 reasons to shop local 
1. Dollars you spend locally support vital public services (schools, fi re, police, libraries, ambulance, etc.) in our town and 
county. 
2. Your community is unique, and the independent, one-of-a-kind businesses that your small town houses are an important 
part of your distinctive character. Local ownership ensures that important decisions are made locally by people who live in 
the community and who will feel the impacts of those decisions. 
3. Small communities allow you to grow a relationship with your local merchants. They can get to know you, and address 
the needs and preferences of the community. 
4. Local merchants care about and invest in the local community. They contribute to events, school fundraisers, and invest 
dollars back to local groups and charities. 
5. Your local purchases support local jobs. 
6. When you shop at one local merchant, you’re supporting other businesses as well because banks, restaurants and other 
business cluster around local shops. 
7. Local shops are more accessible for the community, the elderly, young, and those without transport. 
8. You save money by shopping at home in driving time, gas, and you’d be surprised how often the retail prices are lower, 
too. 
9. You can reduce your environmental impact by cutting out transportation times for purchases. 
10. Your purchases support new entrepreneurs and skilled workers and preserve the unique businesses and distinctive 
character of the town. 
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ELEMENTS FOR DOWNTOWN ECONOMIC & 
COMMUNITY DEVELOPMENT

Downtown Colorado, Inc.  (DCI) offers a series of targeted technical assistance, referral, and on-site services to local govern-
ments, non-profi t organizations, community groups, and others working on downtown revitalization.  Services are tailored to 
meet the needs of each request and range from consultant referral, phone consultation, and coordination of panel discus-
sions for public awareness, renderings of improvements to building and streetscape façades, facilitation of local discussions 
by focus groups, strategic planning with creation of implementation steps, and detailed training.  DCI utilizes both staff and 
consultant volunteers to guide communities through the downtown revitalization process so that the community better under-
stands the process to save time and money, as well as to better achieve the community’s objectives.

MENU OF TECHNICAL ASSISTANCE

ORGANIZATION
• Getting Started: Getting people organized, focused and 

enthused
• Fundraising for downtown organizations
• Board development and facilitation of board retreat 
• Main Street program feasibility – Are we ready? Will we 

benefi t? What do we need?
• Volunteer recruitment, training, retention and reward
• Work plan development
• Visioning and creating a mission statement
• Building effective public and private partnerships
• Determining the best district management organization e.g.  

business improvement district, downtown development 
authority, etc.  

• Communications planning – who do we need to contact, 
how, and when

PROMOTION
• Marketing and Branding Review 
• Developing marketing and branding strategies
• Review and critique of current event promotions
• Special event development
• Development of appropriate promotions strategies
• Hospitality Training for Hotel and Restaurant Staff
• Strategic Event Planning 

DESIGN
• Design and Historic preservation assessment
• Providing local design assistance
• State and National historic designation process
• Certifi ed Local Government
• Streetscape plan review
• Do we need a plan? What type (i.e.  design, market-based, 

etc.)?
• Infi ll construction
• Parking and traffi c strategies
• Creating a façade improvement program
• Creating design guidelines
• Merchandising and window displays
• Conducting a windshield survey and inventory of historic 

properties 

ECONOMIC RESTRUCTURING
• Understanding the market analysis process and its applica-

tions
• Understanding how to develop a marketing plan for downtown
• Business development strategies
• Creating market niche strategies
• Business mix and clusters analysis
• Funding mechanisms for downtown revitalization – alphabet 

soup
• Project feasibility – right project at the right site?
• Creating economic incentive
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Basic Responsibilities of Nonprofi t Boards1

1.   Determine the organization’s mission and purposes 
2.   Select the executive staff through an appropriate process 
3.   Provide ongoing support and guidance for the executive; review his/her performance 
4.   Ensure effective organizational planning 
5.   Ensure adequate resources 
6.   Manage resources effectively (the buck stops with them, ultimately) 
7.   Determine and monitor the organization’s programs and services 
8.   Enhance the organization’s public image 
9.   Serve as a court of appeal 
10.  Assess it’s own performance

Responsibilities of a Board Member
Board members usually have specifi c responsibilities that are unique to the organization they serve, but every board shares 
a set of general responsibilities that board members should be prepared to assume when they serve.  

Attendance: Board members agree to attend board meetings, the annual board retreat, and participate in some commit-
tee or volunteer work.  
LIST EVENTS HERE

Term:  Directors are (generally) elected for three-year terms.  A Director should be on the Board at least one year prior to 
running for offi ce.

Mission: Directors agree to defi ne the mission and participate in strategic planning to review the organization’s purposes, 
priorities, fi nancial standing, and goals.   Directors publicly support and are emissaries for the organization and its programs, 
events, or activities.   

Executive Director: Directors must be prepared to approve the selection, compensation, and if necessary, dismissal of 
the chief executive, and to assure regular evaluation of the executive’s performance.

Finances: Directors must assure fi nancial responsibility by:
• Approving the annual budget and overseeing adherence to it.
• Contracting for an independent audit.
• Controlling the investment policies and management of capital or reserve funds.

Development:  Actively participate in fundraising, development and/or membership campaigns including:
• Participating in the process of securing sponsorships for programs and events each year; 
• Identifying and soliciting support to achieve the organization’s annual fundraising goals; and 
• Actively participating in cultivating membership or investors when necessary.  

1  “Ten Basic Responsibilities of Nonprofi t Boards,” published by the National Center for Nonprofi t Boards, Washing-
ton, DC 20036.  http://www.ncnb.org 
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Individual Board Member Support of the organization: All board members must be members/investors of 
the organization.   An annual contribution is expected from each board member in the form of membership, sponsorship or 
programmatic support to the organization during each fi scal year to demonstrate the board’s support of the organization to 
constituents and funding sources.  

Ways in which a board member may contribute to the organization:
• Pay annual dues;
• Sponsor or bring in sponsorship(s) for annual events, identify participants for awards programs, etc.;
• Sponsor new member(s)/investor(s);
• Conduct training, workshops or other informational meetings;
• Chair a standing board committee;
• Attend board meetings as regularly as possible;
• Sponsor a publication;
• Provide a service to the organization such as donating frequent fl yer miles, designing the website or data base, 

providing printing and/or design services or volunteering to help staff the conference; EVERY BIT HELPS! 

Planning oversight and support: Directors agree to oversee and evaluate strategic organizational plans and support man-
agement in carrying out those plans.

Board effectiveness: Directors must evaluate how well the board is performing and maintain an effective organization, pro-
cedures and recruitment.

Growing pains: As an organization evolves from startup to growth toward maturity, the responsibilities and character of its 
board of directors will evolve as well.  Challenges that may come with growth include:
• Weaning directors away from involvement in operations and management.
• Addressing the needs and problems of a large staff.  
• Bringing aboard new people and new ideas.

Board Offi cer Job Descriptions2

Basic Board Member Job Description
1.  Regularly attends board meetings and important related meetings.
2.  Makes serious commitment to attend at least 1-2 events per year.
3.  Volunteers for and willingly accepts assignments and completes them thoroughly and on time.
4.  Stays informed about board and committee matters, prepares well for meetings, and reviews and comments on minutes 
and reports.
5.  Gets to know other board and committee members and builds a collegial working relationship that contributes to consen-
sus.
6.  Is an active participant in the board’s annual evaluation and planning efforts.

Board President Job Description
1.  Serves as a member of the Board
2.  Serves as a partner with the Executive Director in achieving the organization’s mission
3.  Provides leadership to the Board of Directors, who sets policy and to whom the Executive Director is accountable.
4.  Presides over meetings of the Board after developing the agenda with the Executive Director.
5.  Encourages Board’s role in strategic planning
6.  Appoints the chairpersons of committees, in consultation with other Board members.

2  The following descriptions were adapted from materials from BoardSource
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7.  Discusses issues confronting the organization with the Executive Director.
8.  Helps guide and mediate Board actions with respect to organizational priorities and governance concerns.
9.  Reviews with the Executive Director any issues of concern to the Board.
10.  Monitors fi nancial planning and fi nancial reports.
11.  Formally evaluates the performance of the Executive Director and informally evaluates the effectiveness of the Board 
members.
12.  Evaluates annually the performance of the organization in achieving its mission.
13.  Performs other responsibilities assigned by the Board.

Board Vice-President Job Description
This position is typically (but not always) successor to the President position.  In addition to the Board Member responsibili-
ties, this position:
1.  Serves as a member of the Board
2.  Performs President responsibilities when the President cannot be available (see President Job Description)
3.  Reports to the Board’s President on assigned tasks
4.  Works closely with the President and other staff
5.  Participates closely with the President to develop and implement offi cer transition plans.
6.  Performs other responsibilities as assigned by the Board.

Board Secretary Job Description
1.  Serves as a member of the Board
2.  Maintains records of the board and ensures effective management of organization’s records.  
3.  Manages minutes of board meetings.
4.  Ensures minutes are distributed to members shortly after each meeting
5.  Is suffi ciently familiar with legal documents (articles, by-laws, IRS letters, etc.) to note applicability during meetings.  

Board Treasurer Job Description
1.  Serves as a member of the Board
2.  Manages fi nances of the organization
3.  Administrates fi scal matters of the organization
4.  Provides annual budget to the board for members’ approval
5.  Ensures development and board review of fi nancial policies and procedures

Committee Chair Job Description
When using the Main Street Approach, there should be four committees, one for each of the Four Points: Organization, Eco-
nomic Restructuring, Promotions, and Design.  In the initial stages, sometimes the board will fi ll the role of the Organization 
Committee.  Each committee should develop their own mission statement and work plan on an annual basis.  
1.  Serves as a member of the Board
2.  Sets tone for the committee work.
3.  Ensures that members have the information needed to do their jobs.
4.  Oversees the logistics of committee’s operations.
5.  Reports to the Board’s President.
6.  Reports to the full Board on committee’s decisions/recommendations.
7.  Works closely with the Executive Director and other staff as agreed to by the
Executive Director.
8.  Assigns work to the committee members, sets the agenda and runs the meetings, and ensures distribution of meeting 
minutes.
9.  Initiates and leads the committee’s annual evaluation.
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Executive Director Job Description
Work Objectives
The Downtown executive director coordinates activities within a downtown revitalization program that utilizes historic preser-
vation as an integral foundation for downtown economic development.   He/she is responsible for the development, conduct, 
execution and documentation of the Downtown program.   The executive director is the principal on-site staff person respon-
sible for coordinating all program activities and volunteers, as well as representing the community regionally and nationally 
as appropriate.   In addition, the executive director should help guide the organization as its objectives evolve.

Full Range of Duties to be Performed
The executive director should carry out the following tasks:
 Coordinate the activity of the Downtown program committees, ensuring that communication among committees is well 

established; assist committee volunteers with implementation of work plan items.
 Manage all administrative aspects of the Downtown program, including purchasing, record keeping, budget develop-

ment, accounting, preparing all reports required by the coordinating Downtown program, assisting with the preparation 
of reports to funding agencies, and supervising employees or consultants.

 Develop, in conjunction with the Downtown program’s board of directors, downtown economic development strategies 
that are based on historic preservation and utilize the community’s human and economic resources.   Become familiar 
with all persons and groups directly and indirectly involved in the downtown.   Mindful of the roles of various downtown 
interest groups, assist the Downtown program’s board of directors and committees in developing an annual action plan 
for implementing a downtown revitalization program focused on four areas: design/historic preservation; promotion and 
marketing; organization/management; and economic restructuring/development.

 Develop and conduct on-going public awareness and education programs designed to enhance appreciation of the 
downtown’s assets and to foster an understanding of the Downtown program’s goals and objectives.   Use speaking 
engagements, media interviews, and personal appearances to keep the program in the public eye.

 Assist individual tenants or property owners with physical improvement projects through personal consultation or by ob-
taining and supervising professional design consultants; assist in locating appropriate contractors and materials; when 
possible, participate in construction supervision; and provide advice and guidance on necessary fi nancial mechanisms 
for physical improvements.   

 Assess the management capacity of major downtown organizations and encourage improvements in the downtown 
community’s ability to carry out joint activities such as promotional events, advertising, appropriate store hours, special 
events, business assistance, business recruitment, parking management, and so on.   Provide advice and information 
on successful downtown management.   Encourage a cooperative climate among downtown interests and local public 
offi cials.

 Advise downtown merchants’ organizations and/or chamber of commerce retail committees on The Downtown program 
activities and goals; help coordinate joint promotional events, such as festivals or business promotions, to improve the 
quality and success of events and attract people to downtown; work closely with local media to ensure maximum cover-
age of promotional activities; encourage design excellence in all aspects of promotion in order to advance an image of 
quality for the downtown.

 Help build strong and productive relationships with appropriate public agencies at the local and state levels.
 Utilizing the Downtown program format, develop and maintain data systems to track the progress of the local Main 

Street program.   These systems should include economic monitoring, individual building fi les, photographic documen-
tation of physical changes, and statistics on job creation and business retention.

 Represent the community to important constituencies at the local, state, and national levels.   Speak effectively on the 
program’s directions and work, mindful of the need to improve state and national economic development policies as 
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they relate to commercial districts.
 Resource Management Responsibilities
 The executive director supervises any necessary temporary or permanent employees, as well as professional consul-

tants.   He/she participates in personnel and project evaluations.   The executive director maintains local Main Street 
program records and reports, establishes technical resource fi les and libraries, and prepares regular reports for the 
Town Council and board of directors.   The executive director monitors the annual program budget and maintains fi nan-
cial records.

Job Knowledge and Skills Required 
The executive director should have education and/or experience in one or more of the following areas:  commercial district 

management, economics, fi nance, public relations, planning, business administration, public administration, retailing, 
volunteer or non-profi t administration, architecture, historic preservation, and/or small business development.   The 
executive director must be sensitive to design and preservation issues and must understand the issues confronting 
downtown business people, property owners, public agencies, and community organizations.   The director must be 
entrepreneurial, energetic, imaginative, well organized and capable of functioning effectively in an independent environ-
ment.   Excellent written and verbal communication skills are essential.   Supervisory skills are desirable.  
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Director Annual Evaluation
Suggested Evaluation Procedure:

1. Executive Committee fi nalizes list of major areas of responsibility (Section I) with staff input
2. Committee obtains input on all sections from all board members
3. Committee compiles input and develops an aggregate evaluation
4. Committee presents evaluation to staff verbally and in writing
5. Staff and board president sign this form after the verbal and written review.

Name:    Title:  

I. Performance in major areas of responsibility

Does not meet Meets Exceeds Far Exceeds
Project/Event Management

Donor/Member Relations
Support to the Board of Directors
Support to the Committees
Public Relations/Outreach
Other:
Other:
Other:
Other:

II. Comments about Staff Performance

III. Identify staff’s greatest contributions to MAIN STREET  during the past year.

IV. Identify any areas of performance which need improvement:

V.  SIGNATURES:  I have reviewed this document and have discussed the contents with the Main Street executive com-
mittee.   My signature means that I have been advised of my performance evaluation and does not necessarily imply that I 
agree with this evaluation.

Employee                           Date                             President                       Date        
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Name:    Title:  

I. ONGOING RESPONSIBILITIES: summarize the basic and ongoing functions of the job that recur annually, as 
stated in the current job description:

II. 2010 SPECIAL ACTIVITIES: List 4 - 6 specifi c or measurable outcomes, results, and products to be achieved 
based on priority areas of work for staff:

III. 2009 EMPLOYEE DEVELOPMENT OBJECTIVES: List 1-2 skill-building activities:

IV.   Signatures

            
Employee                          Date  Supervisor                           Date



32

Su
cc

es
si

on
 P

la
nn

in
g 

M
at

rix
St

ep
s:

1. 
Pl

an
nin

g a
nd

 co
ns

ist
en

cy
 fo

r o
rg

an
iza

tio
na

l le
ad

er
sh

ip 
is 

im
po

rta
nt 

to 
su

cc
es

s. 
 O

nc
e a

 bo
ar

d a
nd

 co
mm

itte
es

 
ar

e f
or

me
d, 

it i
s a

 go
od

 id
ea

 to
 st

ar
t p

lan
nin

g f
or

 th
e f

utu
re

.  
2. 

Co
mp

let
e t

he
 be

low
 ch

ar
t b

ut 
do

n’t
 fo

rg
et 

to 
inc

lud
e i

mp
or

tan
t v

olu
nte

er
s, 

ke
y b

us
ine

ss
 le

ad
er

s, 
or

 re
pr

es
en

ta-
tiv

es
 fr

om
 th

e T
ow

n w
ho

 se
rve

 on
 yo

ur
 bo

ar
d. 

 
3. 

Re
me

mb
er

 to
 re

vis
it e

ac
h y

ea
r a

s a
 pa

rt 
of 

yo
ur

 an
nu

al 
re

tre
at.

  

Le
ad

er
sh

ip 
Po

sit
ion

Na
me

Tim
e r

em
ain

-
ing

 in
 te

rm
W

ho
 w

ill 
re

pla
ce

 th
em

?
Is 

the
 su

cc
es

-
so

r c
on

fi rm
ed

?
Ne

ce
ss

ar
y n

ex
t s

tep
s t

o e
ns

ur
e 

a s
mo

oth
 tr

an
sit

ion
Pr

es
ide

nt/
Ch

air
Vi

ce
 P

re
sid

en
t/C

ha
ir

Se
cre

tar
y

Tr
ea

su
re

r
De

sig
n C

om
mi

tte
e C

ha
ir

Or
ga

niz
ati

on
 C

om
mi

tte
e C

ha
ir

E.
R.

  C
om

mi
tte

e C
ha

ir
Pr

om
o. 

 C
om

mi
tte

e C
ha

ir
Si

gn
ifi c

an
t B

us
ine

ss
 1.

Si
gn

ifi c
an

t B
us

ine
ss

 2.
Ot

he
r: 

 
Ot

he
r: 

 



33

CO
MM

UN
IC

AT
IO

NS
 S

TR
AT

EG
IE

S
Ev

er
yo

ne
W

eb
sit

e
 

Cr
ea

te 
on

e w
eb

sit
e f

or
 co

mm
un

itie
s/

do
wn

tow
n t

o m
ar

ke
t.  

Co
ns

ide
r s

om
e-

thi
ng

 cl
ev

er.
 

W
eb

sit
es

 ar
e a

mo
ng

 to
da

y’s
 m

os
t 

im
po

rta
nt 

too
ls 

for
 co

mm
un

ica
tin

g

So
cia

l M
ed

ia
 

Lin
ke

d t
o w

eb
sit

e a
s a

 w
ay

 to
 

dr
ive

 tr
affi

 c 
to 

we
bs

ite
, c

om
mu

ni-
ca

te 
up

-to
-d

ate
 in

for
ma

tio
n

 
Ge

t y
ou

th 
inv

olv
ed

 in
 us

ing
 th

es
e 

me
diu

ms
 to

 m
ar

ke
t th

e c
om

mu
ni-

tie
s?

Ma
rke

tin
g/ 

Ad
ve

rtis
ing

 
Cr

ea
te 

we
ll e

sta
bli

sh
ed

 id
en

tity
 an

d 
pa

ck
ag

e f
or

 br
an

din
g

 
En

ga
ge

 th
e c

om
mu

nit
ies

 in
 th

e r
ole

 ou
t 

of 
a j

oin
t m

ar
ke

tin
g c

am
pa

ign

Sp
ec

ial
 E

ve
nts

 
Co

nc
en

tra
te 

on
 ye

ar
-ro

un
d a

cti
va

tio
n 

wi
th 

em
ph

as
is 

on
 sh

ou
lde

r s
ea

so
ns

Co
mm

un
ity

 
Me

mb
er

s
 

Co
mm

un
ity

 ev
en

ts 
ca

len
da

r
 

Co
mm

un
ity

 ne
ws

 an
d p

ro
jec

ts
 

Co
mm

un
ity

 re
so

ur
ce

s
 

Co
mm

un
ity

 bu
sin

es
s l

ist
ing

s
 

Ne
ws

let
ter

 op
t-in

 
Fa

ce
bo

ok
 

 
Sh

op
 Lo

ca
l c

am
pa

ign
 

St
an

da
rd

 w
ind

ow
 po

ste
rs,

 in
 re

sta
u-

ra
nt 

tab
le 

ten
ts 

or
 pl

ac
em

ats
, e

tc.
 

Bi
ll s

tuf
fer

s t
o p

ro
mo

te 
co

mm
un

ity
 

ev
en

ts 
an

d b
us

ine
ss

 
Co

mm
un

ity
 m

em
be

r d
isc

ou
nt 

ca
rd

s

 
Cr

ea
te 

sp
ec

ial
 ev

en
ts 

tas
k f

or
ce

 
co

ns
ist

ing
 of

 M
er

ch
an

ts 
As

so
c.,

 
Ch

am
be

r, c
om

mu
nit

y m
em

be
rs,

 an
d 

bu
sin

es
se

s. 
 

 
Co

nd
uc

t a
n a

na
lys

is 
of 

ev
en

ts,
 

de
ve

lop
 st

ra
teg

ic 
ini

tia
tiv

es
 

Ev
en

t p
lan

nin
g m

atr
ix 

– m
ee

t g
oa

ls 
for

 au
die

nc
e, 

ye
ar

-ro
un

d a
cti

va
tio

n
Da

y-c
ati

on
 

Vi
sit

or
s 

 
W

ha
t d

o t
he

y n
ee

d t
o p

lan
 a 

trip
 fo

r a
 

da
y?

 
 

Pa
ck

ag
e e

xp
er

ien
ce

s/ 
bu

ild
 an

 iti
ne

r-
ar

y
 

Ma
ps

 (o
f b

us
ine

ss
es

, h
ist

or
ica

l tr
ail

s &
  

wa
lks

, r
ec

re
ati

on
al 

am
en

itie
s, 

etc
.)

 
“T

wi
sit

or
 C

en
ter

” –
 vi

sit
or

s c
an

 
se

nd
 in

 qu
es

tio
ns

 ab
ou

t th
e 

co
mm

un
ity

 vi
a T

wi
tte

r a
nd

 ge
t 

re
sp

on
se

s

 
Ta

rg
et 

ma
rke

tin
g t

o k
ey

 vi
sit

or
 ar

ea
s 

(vi
a a

ds
/ b

illb
oa

rd
s),

 to
ur

 bu
s g

ro
up

s, 
etc

.
 

Pr
int

ed
 m

ap
(s)

 
St

re
ng

the
n V

isi
tor

’s 
Ce

nte
r?

 
Ev

en
t s

er
ies

 re
lea

se
d i

n a
dv

an
ce

 w
ith

 
co

op
er

ati
ve

 id
ea

s
 

Un
iqu

e e
xp

er
ien

ce
s a

t c
am

ps
 fo

r d
ay

 
vis

ito
rs

 
Br

ing
 pe

op
le 

to 
tow

n f
or

 th
e d

ay
 or

 
ev

en
ing

De
sti

na
tio

n 
Vi

sit
or

s
 

Va
ca

tio
n p

lan
ne

r
 

Lo
dg

ing
 re

so
ur

ce
s i

n t
he

 re
gio

n
 

Lin
ks

 to
 ot

he
r v

isi
tor

 si
tes

 
Fli

ck
r (

go
rg

eo
us

 pi
ctu

re
s o

f th
e 

tow
n o

r v
iew

)
 

Ta
rg

ete
d v

ira
l m

ar
ke

tin
g f

or
 ke

y i
nte

r-
es

t g
ro

up
s

 
Vi

sit
or

 In
fo 

Pa
ck

et
Bu

sin
es

s 
Ow

ne
rs/

 
Inv

es
tor

s/ 
En

-
tre

pr
en

eu
rs

 
Da

ta 
ab

ou
t c

om
mu

nit
ies

 to
 en

co
ur

ag
e 

ne
w 

bu
sin

es
s d

ev
elo

pm
en

t
 

Pa
ck

ag
e “

do
ing

 bu
sin

es
s” 

inf
or

ma
tio

n

 
Tr

ain
ing

 to
 di

ve
rsi

ty 
wi

th 
on

lin
e 

bu
sin

es
se

s
 

So
cia

l m
ed

ia 
tra

ini
ng

 fo
r b

us
i-

ne
ss

es
, li

nk
 th

em
 to

 m
ain

 w
eb

sit
e

 
Ma

rke
t fr

ee
 bu

sin
es

s t
ra

ini
ng

 &
 su

p-
po

rt 
(i.e

.  m
er

ch
an

dis
ing

, b
as

ic 
cu

s-
tom

er
 se

rvi
ce

 an
d h

os
pit

ali
ty 

tra
ini

ng
)

 
Fo

cu
s o

n c
on

sis
ten

t w
ee

ke
nd

 ho
ur

s
 

Bu
sin

es
s P

lan
 C

on
tes

t
 

Pa
ck

ag
e “

do
ing

 bu
sin

es
s” 

inf
or

ma
tio

n 
for

 pr
int

 
Si

gn
atu

re
 ev

en
t a

s b
us

ine
ss

 de
ve

lop
-

me
nt 

str
ate

gy

Or
gs

 (G
ov

t, 
Ch

am
be

r, 
No

n-
Pr

ofi 
ts,

 
etc

.)

 
Co

mm
on

 pl
ac

e t
o p

os
t in

fo 
ab

ou
t 

pr
oje

cts
, c

om
mu

nit
y n

ew
s

 
Al

l u
se

 sa
me

 to
ols

 (o
ne

 go
 to

 
pla

ce
 fo

r c
om

mu
nit

y t
o fi

 nd
 la

tes
t 

ne
ws

)

 
Cr

ea
te 

an
d m

ar
ke

t s
im

ila
r b

us
ine

ss
 

inc
en

tiv
e p

oli
cie

s b
etw

ee
n t

he
 tw

o 
co

mm
un

itie
s

 
Mo

nth
ly 

inf
or

ma
l m

ee
tin

gs
 to

 sh
ar

e 
inf

o w
/&

 ge
t in

pu
t fr

om
 bu

sin
es

se
s

Bu
sin

es
s p

lan
nin

g/e
ntr

ep
re

ne
ur

s 
tra

ini
ng

 by
 S

BD
C



34

5 Steps to Successfully Plan for Your 
Community Meetings

Perhaps the most important component necessary for a community meeting to be successful is civic engagement.  There is no 
one best way to get your community involved, or even one best way to communicate to the entire population, as this will vary by 
community.   However, below are some best practices to keep in mind for communicating with your local organizations, business 
owners, property owners, and residents.   

1.  Be clear about your message.   Be sure you understand the purpose of your meeting as community members are bound to have 
questions.   You also want to communicate what kind of participation is needed and why it is to their benefi t to have their voices 
heard by participating in the focus groups or dicsussions.  Emphasize that problems cannot be solved if they are not fi rst identifi ed, 
and strengths cannot be maximized if you do not know what they are.  It is important for the facilitator or follow up team to hear all 
community voices to determine the best action steps for revitalizing your downtown.   

2.  Identify your stakeholder organizations.  Make a list of all organizations and people who have an investment in your community so 
that you are certain not to overlook anyone.  Remember the chamber of commerce, visitor and convention bureau, local businesses, 
large employers, non-profi ts, hospital, school district, real estate offi ces, banks, fi re district, library district, town staff, county staff, all 
elected offi cials, arts groups, community colleges, and volunteer associations (e.g., 4H, Masons, and Lions Club).

3.  Create your message.  There are a variety of ways for communities to reach their populations.  Some communities put an 
announcement in the local newspaper and others include an announcement with local utility bills.  Below is a listing of basic mediums 
you should prepare for use.  Be sure to include an email address or phone number for attendees to RSVP or ask questions.

• Personal invite/letter 
• Press release
• Flyer
• Website page or posting
• 30-60 second verbal presentation that volunteers can make in person 

4.  Spread the word.  Your community is composed of many organizations and individuals.  The most successful community meetings 
include participation from a variety of community representatives.  Not all of the public can be reached via the same medium.   
Consider the following options when reaching out to encourage greater community participation.

Local government (e.g., city and county offi cials):
• Email or mail a letter detailing the process and 

inviting participation
• Follow-up phone calls to reiterate invite
• Send a press release
• Create a fl yer to be posted

Business owners:
• Email or mail a letter detailing the process and 

inviting participation
• Follow-up phone calls to reiterate invite
• Send a press release
• Create a fl yer to be posted
• Visit in person 
• Ask to leave fl yers for customers

Other local government and organizations (e.g., police 
departments, school district, library district, chamber 
of commerce, convention & visitors’ bureau, volunteer 
associations, business associations, seniors groups 
and hospitals):

• Email or mail a letter detailing the process and 
inviting participation

• Follow-up phone calls to reiterate invite
• Send a press release
• Create a fl yer to be posted both for employees 

and for visitors 
• Send a fl yer home to parents through the 

schools

Local newspapers:
• Send a press release 
• Contact a reporter to promote the downtown 

assessment visit prior to the day and to cover 
the story the day of the event

• Contact the calendar editor to have it published 
in the calendar online and in print

• Place an announcement in the paper
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Local radio:
• Send a press release 
• Contact station producer to ask if they will 

interview a community spokesperson about the 
upcoming event

o Be sure to provide the station pro-
ducer with a list of questions to ask 
interviewee

o Be sure to provide the interviewee 
with the same list of questions AND 
the answers

• Ask the radio station to post information on its 
website

Local television:
• Send a press release 
• Contact a reporter to promote the meeting prior 

to the day and to cover the story the day of the 
event

o Be sure to provide the station pro-
ducer with a list of questions to ask 
interviewee

o Be sure to provide the interviewee 
with the same list of questions AND 
the answers

• Ask the TV station to post information on its 
website

Online:
• Post the information on your city’s website
• Ask county offi cials to post the information on 

their website
• Ask local organizations to post the information 

on their website
• Post the information on social media sites your 

community uses, e.g., Facebook, Twitter

Flyers:
• Post fl yers at local libraries, post offi ces, muse-

ums, municipal buildings, and local businesses 
(e.g., coffee shops)

5.  Plan your agenda carefully.  Give careful consideration to when it will be most convenient for community stakeholders to 
attend meetings.   You want to encourage maximum participation in the process.   For example, if you have a large commuter 
population, be sure to hold a focus group in the evening; if you have a large business-owner population, hold a focus group after 
business hours.



36

Sample Press Release
FOR IMMEDIATE RELEASE

CONTACT: NAME, TITLE
    CITY 
    PHONE, EMAIL
 
CITY NAME to Participate in Community Revitalization Partnership Technical Assistance Visit with Department of 
Local Affairs and Downtown Colorado, Inc.  Community Members Encouraged to Participate in Focus Groups on 

DATE

CITY NAME – Month XX, 2009 – The City/Town of Name is pleased to announce the upcoming Community 
Revitalization Partnership (CRP) visit in conjunction with the Department of Local Affairs (DOLA) and Downtown 
Colorado, Inc.  (DCI) on Month X-X, 2009.   Local organization representatives, business owners, property owners, and 
residents are encouraged to participate in focus groups on Month X, 2009.

The CRP program is designed to provide downtown revitalization and economic development technical assistance 
to Colorado communities with a population of 20,000 or less and is coordinated by DOLA and DCI, a nonprofi t 
membership organization committed to building better communities by providing assistance to Colorado downtowns, 
commercial districts and town centers, as well as the coordinator of the Colorado Main Street program.  

Since 2005 DOLA and DCI have teamed up to offer technical assistance visits to communities involved in downtown 
revitalization.   Focusing on current conditions in the downtown, a team of three to fi ve professionals spends two 
days evaluating the community and facilitating focus groups to provide valuable information about the strengths and 
opportunities of the downtown, as well as creating the foundation from which a work plan can be developed.   

Through the CRP program, a technical assistance visit, valued at more than $19,000, is provided to accepted applicant 
communities for only $3,000 plus travel expenses, after DOLA’s reimbursement.   A majority of the team volunteers their 
services and the remainder provides services at a highly discounted cost.

The CRP team’s schedule includes a detailed tour of the community and a full day of focus groups with local 
government representatives, local organization representatives, business owners, property owners, and residents.   The 
two-day visit will conclude with a presentation to the public providing an assessment of the community as well as action 
steps.   A detailed hard-copy action matrix is provided to city offi cials following the CRP visit.

All local organization representatives, business owners, property owners, and residents interested in participating are 
asked to contact Name at Phone or email by date to learn more details about the focus group times.   

For further details on how the DOLA/DCI CRP program works, please visit the website at www.downtowncoloradoinc.
org.  

# # #
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Communications Planning Form
Today’s Date:_______________Organization/Con-
tact:_______________________________________________________ _____________
Email: _____________________________________________Phone #____________________________________
__________________ 
Event Title/Topic to promote & Description: _________________________________________ 
_____________________________   ___ ____________________________________________________________
____________________________________________________  
_________________________________________________________________Date (s) Needed: ______________
__________________

Goals & Objectives 

What are the goals of the community engagement event? (Specifi c goal of communication activity:)
___Raise awareness about an issue/program   ___Encourage Attendance at an Event

___Recruit Volunteers    ___Publicize News

___ Recognize Someone/Announce an Award  ___Correct Misinformation/Misperceptions

___Other (attach additional information)

Target Audience: 

   General public                County Government
   Youth                                                                 Local Government

 Special Interest: students                                           Community partners/agencies                  
 Veterans                                                                     Neighboring Communities
 Retirees                                                                     Educational institutions
 Local Non-Profi ts, Churches, Associations                Developers
 Business Owners                                                       Media
 Property Owners                                                        Boards & Commissions
 Downtown Employees                                                Other  

 
Geographic:

  Downtown                                       Mountain Communities      
  All of Town                                      Front Range                          
  Neighboring Communities                All Colorado        
  All County                                       Neighboring State

Message to communicate:
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• Talking point 1_______________________________________________________________________________
__________________ _______________________________________________________________________
________________________________________

• Talking point 2_______________________________________________________________________________
__________________ _______________________________________________________________________
________________________________________

• Talking point 3_______________________________________________________________________________
_________________ 

 ____________________________________________________________________________________________
___________________

Desired result
______ # of attendees to the event  ______Story in the media  ______Internal communication   ______Fundraising

Outreach to Consider:
Face to Face Community Engagement
� Public meeting (town hall, public hearing)
� Presence at Community Event ( Boulder Creek Hometown Fair)
� Presentations to local service organizations or non profi ts(HAS, Rotary, Kiwanis, Sierra Club, etc)
� Resolution/Proclamation (November is adoption awareness month)
� Live streaming video of meeting
� Other
Media Options to be used
Traditional Media (to be coordinated with our PIO Barb Halpin and Dan Rowland
� Press release (longer communication which would lead to a story in the newspaper, TV or radio news)
� Public Service Announcement (short announcement to be read or promoted, usually event driven, which is for 

public interest or safety) 
� Editorial board with newspaper
� Newspaper feature article
� Live or taped radio announcement (KGNU)

Social Media (coordinated by Dan Rowland)
� Website (internal/ external)
� Blogs
� Facebook/Twitter/Youtube
� LinkedIn

Handouts and other collateral to be used
• Inserts/FAQ/ to be posted on your website or have inserted in the newspaper 
• Flyers
• Direct mail piece (goes to a specifi c person)
• Annual Report
• Calendar
• Article in Boulder County News

 
Internal communications
 Organizagional
 Town-wide
 Department Internal Site (SharePoint)
 All County 
 Employee Meetings, Picnics
 Employee Recognition Events

Distribution:
 Downtown Director       Board of Directors      Town Government      All town      Sponsors
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ORGANIZATIONS TO REVIEW 
(Information, Technical Assistance, Funding)

• American Institute of Architects (AIA), publications, architects, etc.
• American Society of Landscape Architects (ASLA), Landscape Architecture magazine)
• Colorado Brownfi eld Foundation – Environmental assessments and grants
• Colorado Preservation Inc.  (advocacy, state preservation awards, etc.)
• Downtown Colorado, Inc., technical assistance, Colorado Main Street program
• Downtown Institute from Downtown Colorado, Inc.  (quarterly training focused on the Main Street Four Point Approach) 

Colorado Great Outdoors Colorado (GOCO) Trust Fund (parks, trails, recreation, open space grants)
• Historical Society (historic surveys, preservation, tax credits, etc.)
• Department of Local Affairs (technical assistance, Energy Impacts Assistance grants, Community Development Block grants, 

etc.)
• Downtown Idea Exchange/Downtown Promotion Reporter publications
• US Department of Housing & Urban Development (Housing development, HUD, Economic Development Initiative grants, etc.)
• Historic Georgetown, Historic Boulder, Historic Denver, Inc.  (organizational development for advocacy, building restoration 

projects)
• International Downtown Association (IDA)
• League of Historic American Theaters (successful preservation, adaptive re-use projects, national conferences & workshops)
• Market Analysis Foundation (many good private consultants)
• National Main Street Center (National Town Meeting; publications on Organization, Design, Promotions, & Economic 

Restructuring)
• National Trust for Historic Preservation (small grants, Preservation magazine)
• RUPRI Center for Rural Entrepreneurship www.rupri.org  Support practice-driven research and evaluation and facilitate 

shared learning among practitioners, researchers and policy makers.  
• State Historical Fund (grants for surveys and historic preservation)
• TEA-21 Enhancements (grants for trails, transportation corridors, adaptive re-use of bridges, rail corridors, etc.)
• Traditional Building magazine
• Urban Land Institute (ULI)

Often the best resource is another downtown.  Downtown Colorado, Inc.  is happy to facilitate a visit, call, or presentation 
with another community 
Visit:  Littleton (gateways, maintenance of civic functions downtown, facade loans, signage, maintenance & cleanliness, 
etc.); Loveland (historic theater, public art, compact similar-size downtown); Lamar (authentic prairie downtown, new 
businesses serving emerging Hispanic markets, newly formed URA, etc.); Gunnison (arts center, retail mix, Main Street 
as highway, etc.), Montrose (special events, bookstores, restaurants, utilizing former railroad property, consolidation of 
organizations, and newly formed DDA, etc.); Grand Junction (wayfi nding signage, parking solutions, theater(s), public 
art, DDA, etc.); Longmont (wayfi nding signage, streetscaping, etc.); Greeley (building restorations, civic uses, design 
guidelines); Durango (heritage tourism, design guidelines, riverfront uses); Arvada (design guidelines, special events, 
streetscape, etc.), Lake City (volunteer recruitment and management, grant writing, cross organization collaboration, 
heritage tourism and marking historic district as an asset), Steamboat Springs (downtown organization representing 
businesses to city, resort oriented chamber, and “The Mountain”, innovative events, etc.)



Katherine, DCI Cell 720.468.1370
Becky Hodgell, Silverthorne 970-262-7305

Date/
Time

TENTATIVE Agenda Attending Location

March 21
9:30 AM Pre-Meeting Gathering

(light breakfast )
Full Team and Town Planner
Driving directions to Town Hall: Exit 205 off I-70, turn 
right onto HWY 9 (Blue River PKWY) , follow Parkway 
north to 6th Street, turn right on 6th and cross bridge.  
Town Hall is on the left. 

Schmidt Room,  Town 
Hall, 601 Center Circle, 
Silverthorne

10:00 AM Orientation/Tour  Community Development Director and Planning 
Manager, Public Works Director ,Town Manager, 
Finance Director, and Assistant to the Town Manager 

Orientation at Town Hall 
Tour of Town Core and 
Adjacent Commercial 
Areas

12:00  PM Lunch with Staff and Town Council City Department Heads (7) and Town Council (7) Pavilion – Main Hall
 1:30  PM Focus Group Meeting 1 (45-60 Min) Town Council (7), Planning Commission (7), and 

Economic Development Advisory Committee (11) 
Pavilion – Breakout 
Room

 2:45  PM Focus Group Meeting 2 (45-60 Min) Service Providers:  Community Development 
Department, School District, CDOT, Summit 
Prevention Alliance (interested in walkability), 
Recreation Center/Pavilion Staff, Water/Sewer Utility 
– note: current utility location seen as signifi cant 
impediment to development

Pavilion – Breakout 
Room

3:45  PM Walk around downtown –(or Recreation 
Center Session? or Walk around Outlets 
at Silverthorne?)

Team Members 
Chipotle gift cards are included in your “welcome 
goodie bag.”  Chipotle Restaurant is within walking 
distance of the Pavilion.  Simply cross the Pavilion 
bridge and hang a right on our paved path and 
follow the path. Chipotle is located in the Outlets 
of Silverthorne, along the Blue River and along 
Silverthorne’s Blue River Trail system. 

Downtown/Recreation 
Center/Outlets

 6:00  PM Focus Group Meeting 3 (45 Min) Property Owners & Business Owners – specifi cally 
targeting those located in the Town Core.  

Pavilion – Breakout 
Room, or Main Hall if 
needed due to large 
attendance

7:00 PM Focus Group Meeting 4 (45 Min) Residents, community members at large.   Pavilion – Main Hall
8:00  PM Team de-brief Team Pavilion or Quality Inn
9:00  PM Draft Recommendations Team Pavilion or Quality Inn
March 22
 8:00  AM Working Breakfast—Recap Issues and 

Recommendations
Team 
(Provide print outs of the previous night’s work for this 
breakfast.) 

Quality Inn 

 9:00  AM Team Members develop presentation/ & 
Final report, Follow-up interviews

Team Quality Inn

 12 Noon Working Lunch Delivered Box Lunch for team Quality Inn 
3:45 PM Meet with client to review Community Development Director and Planning 

Manager, Public Works Director,Town Manager, 
Finance Director and Assistant to the Town Manager
(Snacks Available)

Pavilion Breakout Room

6:00 PM Reception/Presentation Invite all participants and the public (Town Council)
(Veggie, fruit and cheese tray)

Pavilion Main Hall
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Silverthorne Commercial Core 
Revitalization Assessment

S d b th T f Sil thSponsored by the Town of Silverthorne
Planned in partnership with the Department of Local Affairs

This program is sponsored in part by State Historical Fund and USDA Rural Development

Team Members
• Katherine Correll, Downtown Colorado, Inc.                               
• Christy Culp, Department of Local Affairs (DOLA)
• Kristen Cypher, Britina Design
• Chris Dolezal, Dolez Media
• Michael Hussey, Nolte Associates

A J P i U b M t A• Anna Jones, Progressive Urban Management Assoc.
(P.U.M.A)

• Vicki Mattox, Stifel Nicolaus
• Jesse D. Silverstein, Colorado Brownfields Foundation
• Greg Winkler, Colorado Department of Local Affairs

Downtown Colorado, Inc. (DCI)
Advocacy & Information

Membership
Education

Annual Conference

Services

Downtown
Assessment Visits

Programs

Development & 
Improvement Districts

Issue Forums

Downtown Institute

Assessment Visits

On-Site 
Training/Discussions

Improvement Districts
Program
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Heart of the Community
Specific

Resident 
Groups

Near by 
Towns

Lib i C t

Town

Residents

Business

Downtown
Libraries

Schools

Health 
Care

Community
Non-Profits

Tourists

County

Main Street Four Point Approach

Four Point Approach
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Focus Group Participants
Town Council 

Town Staff 
Planning Commission 

Economic Development Advisory Committee 
CDOTCDOT

Recreation Center 
Fire District 

Outlet Stores
Property and Business Owners 

Residents

Observations
• Silverthorne is where you come to get things done.
• The river is a great amenity.
• The recreation center and library are wonderful assets to the community and the county.
• The town and Council are very motivated and active in trying to develop a gathering place 

for the community.
• The recreation center and pavilion and N. lawn serve as gathering place for the 

community. 
• The planning department has done a lot to establish codes and zoning to encourage 

density and mixed usedensity and mixed use.
• Having steady sales tax revenues is a great asset to the community.
• Silverthorne has many amenities and resources that make it a great place to live.
• There are many dedicated groups willing to work together to make Silverthorne thrive.
• The outlet stores and shuttles are a great asset bringing people from all over the state.
• Visitors are excited about Silverthorne, even thought there isn’t much to take away 

(souvenirs).
• There are options to market local business through the outlets. 

Observations
• The town was set up as a work camp with odd sized parcels.
• The town is divided by the highway and the river.
• There isn’t enough critical mass, density, and connections to park once and enjoy 

several areas of town.
• There are great businesses, but maybe not in the right locations.
• Some of the older lodging facilities might be less than welcoming to visitors.
• Without an understanding of where you are going, as a community, it will be hard to get 

anywhere.y
• There hasn’t been much success “getting out of the gate”.
• The town traditionally has large set back mini-mall type of buildings. 
• A lot of people go out of town to dine.
• There aren’t many established resources for business.
• Much of the focus seems to be on bringing in outsiders, instead of focusing on people 

who live in Silverthorne. 
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4

Town’s personality:•“Civic/Social” east of HWY 9•“Business” side west of HWY 9Currently three community anchors:•Rec Center/Library/Town Hall/Community Garden•Pavilions•Transit CenterTown Center:•4th & Blue River Parkway

Connections Across The Heart Of Town:Identity & Personality

RecCenter

Pavilions

Transit Center

4

Town’s Personality:•“Civic/Social” east of HWY 9•“Business” side west of HWY 9Currently 3 Community Anchors:•Rec Center/Library/Town

Community Identity

Rec Center/Library/TownHall/Community Garden•Pavilion•Transit CenterTown Center:•4th & Blue River Parkway

Connections Across The Heart Of Town:Identity & Personality

RecCente

Pavilion

Transit Center er

Connections Across The Heart Of Town:
Catalytic Development Opportunities

Connections Across The Heart Of Town:
Anchor Development to Identify a New Main Street

First Step to Future Development Phases
“Cross” streets become 
small, doable steps:
•Pulls cars off Hwy
•Integrates Summit Stage
Phases:
•SW Corner 4th and Blue 
River Pkwy is catalyst
•Restaurant cluster mixed 
use
•Allow commercial mixed use 
to fill in to Rainbow Rd
Embrace historic role as 
Summit County’s Business 
Center
•Create a business park 
character
•Celebrate your employers 
and invite new ones 
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Organization

Resource
Management
Collaboration
Volunteer Recruiting & 
Management
Fund-raising

Recommendation:
• Encourage local business and property owners to develop a 

merchant’s group to identify and prioritize needs and goals

Organization
Observation: There is a need to identify COMMUNITY 
champions.

merchant s group to identify and prioritize needs and goals.
• Identify a town staff contact dedicated to working with the 

business community; guide potential development and act as a 
liaison with the business community.

Recommendation: Consider one of the following:
• Activate the Urban Renewal Authority (URA);

Organization
Observation: Once champions and priorities are identified, 
financing districts may help achieve goals.

• Create a Business Improvement District (BID); or
• Create a downtown Development Authority (DDA).
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Recommendation: Once capital and programmatic 
projects are identified, the special district that 
addresses the financing and organizational structure to

Organization
Observation: Different special district address different 
needs and varying levels of public/private support.

addresses the financing and organizational structure to 
accomplish these goals should be determined. Strong 
private sector leadership will be a critical ingredient in 
forming any special district.

Recommendation: Embrace and build upon that financial 
engine Continue to pursue logical partnerships and

Organization
Observation: Fifty percent of sales tax revenues are 
generated by Outlet Stores and Target.

engine. Continue to pursue logical partnerships and 
marketing efforts.

Marketing & Promotion
Sells a positive 
image of the 
commercial district & 
encourages
consumers andconsumers and 
investors to live, 
work, shop, play and 
invest on the Main 
Street.
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8

Observation: Awareness of locally owned stores could be enhanced through increased communications.

Observation: Community members may not feel as connected to the commmunity as they could.

9

Marketing & Promotion

Recommendations:
• Develop a list of stores and services available in Silverthorne and make it 

available at Outlets hotels etc

Marketing & Promotion
Observation: Awareness of locally owned stores could be 
enhanced through increased communications.

available at Outlets, hotels, etc.
• Create a familiarity program for outlet employees – training, brochures, and 

other information highlighting Silverthorne’s amenities. 
• Consider discount passes to visit other local stores or amenities with outlet 

receipts.

Recommendations:
• Strategically look at events with goals in mind.

Marketing & Promotion
Observation: Community members may not feel as 
connected to the commmunity as they could.

• The community should post and actively market events that are 
planned. Market experiences and the quality of the experience 
that Silverthorne represents.

• Investigate and utilize the concepts for shopping locally and  
The 3/50 campaign.
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Strategic Event Matrix
Objective

Event
Commu-

nity/
Image

Kids Fund-
raising

Traffic 
Generating

Promotes
Retail

Restaurants Town 
Center

Concerts at 
Rainbow Park

X X X X X

Valentines’ Day 
Comedy

X
y

Just for Boys X X

Bandstand on the 
Blue

X X

King of the Beach

Strategic Event Calendar
Event Jan Feb Mar Apr May Jun July Aug Sept Oct Nov Dec

Concerts at 
Rainbow Park

X X X X X

Valentines’ 
Day Comedy

X

Just for Boys X

Bandstand on 
the Blue

X

King of the 
Beach

X

Recruit, retain 
and expand 
opportunities
f i t t

Economic Development

for investment
in downtown. 
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12

Observation: The heart of your community is structured with civic and commercial bridging a river.

Observation: There is a lack of wayfinding/directional signage in the core area.

13

Observation: There is no identifying/unifying 
streetscape in the core area.

Observation: There are minimal or no sidewalks 
along core area streets.

Observation: There isn’t current data regarding 
property and market needs. 

Recommendations:
• Create property inventory looking at vacant 

properties and allow property owners to post info

Economic Development

properties and allow property owners to post info 
online. Identify those who have commercial 
kitchens, retail opportunities, etc. 

• Conduct parking survey to assess what is really 
needed.

Observation: The Town can develop a business friendly image by creating 
public/private partnerships.

Recommendation: Identify Real Estate Development Incentives
• Inventory sites, conduct market due diligence, market develop vision to position 

sites to market
• Expedited development review process & building permit issuance in commercial 

core

Economic Development

core
• Installing infrastructure that support new development, i.e. parking & sidewalks

Public co-investment through CDBG
• Upgrading sewer utilities
Recommendation: Identify Business Development Incentives
• Enhanced sales tax incentive program (ESTIP)
• Public site acquisition and investment
• Business incubator program on Brian

Observation: You have three commercial kitchens in 
historic buildings on the highway near a transit 
center.

Economic Development

Recommendation: Consider how to build a restaurant 
cluster.
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Observation: Implement your own vision

Recommendation: Ensure that code supports goals of 
d t d l

Economic Development

adopted plans.
E.g. If the river is the main asset - face the river with 

windows and patios not air conditioners and 
retaining walls; 

Takes advantage of the visual 
opportunities in downtown by 
directing attention to physical 
elements:

Design

Public and private 
buildings
Storefronts
Signs
Public spaces

Landscaping
Merchandising
Displays and promotional 
materials
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Recommendations:
• Consider Fourth between Highway 9 and Adam as an opportunity to begin to create a commercial 

“Main Street” area.
• In order to create greater safety when crossing Highway 9 on foot, consider a pedestrian bridge that 

could double as signage advertising the downtown core.

Observation:  The heart of your community is structured with 
civic and commercial bridging Highway 9 and the Blue River.

Design

• In order to make pedestrian connections within the civic core, consider creating a pedestrian-
focused plaza street east of the pedestrian bridge, connecting the pavilion, the recreation center, 
and the potential new hotel.  Create a strong gateway on the east side of the pedestrian bridge.

• Extend existing tax rebate to encourage patio/deck overlooking river for hotel/coffee shop/brewery.
• Engage Civic Center with events and programming.  Consider creating an accessible river 

experience within the civic core.

Consider Fourth between Highway 9 
and Adam as an opportunity to begin 
to create a commercial “Main Street” 
area.
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Pedestrian bridge over
Highway 9?

In order to create greater safety when crossing 
Highway 9 on foot, consider a pedestrian bridge 
that could double as signage advertising the 
downtown core.
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In order to make pedestrian connections within the civic core, consider creating a 
pedestrian-focused plaza street east of the pedestrian bridge, connecting the 
pavilion, the recreation center, and the potential new hotel.  Create a strong gateway 
on the east side of the pedestrian bridge.

Extend existing tax rebate to encourage patio/deck overlooking river for hotel/coffee 
shop/brewery.
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Engage Civic Center with events and programming.  
Consider creating an accessible river experience 
within the civic core.

Observation:   Within Silverthorne, there are several key uses and areas:  the 
gateway area adjacent to the highway, the outlet pods, the industrial and 
service area along Brian Street, the Highway 9 corridor, the Town Center, the 
Blue River and the Rec Center and Rainbow Park.  Although each of these 
areas is important to the Town, linkages between them are missing, and there is a 
lack of visibility and orientation when moving through the town.

Design

Observation:   Within Silverthorne, there are several key uses and areas:  the 
gateway area adjacent to the highway, the outlet pods, the industrial and 
service area along Brian Street, the Highway 9 corridor, the Town Center, the 
Blue River and the Rec Center and Rainbow Park.  Although each of these 
areas is important to the Town, linkages between them are missing, and there is a 
lack of visibility and orientation when moving through the town.

Design
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At the intersection of 
Highway 9 and Rainbow 
Drive, consider a 
roundabout or other 
iconic element that helps 
create awareness that 
you are entering the 
downtown core.  Use this 
area for signage, public 
art and image-making

At the intersection of 
Highway 9 and Rainbow 
Drive, consider a 
roundabout or other 
iconic element that helps 
create awareness that 
you are entering the 
downtown core.  Use this 
area for signage, public 
art and image-making
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Incorporate better signage to identify what exists 
beyond the outlets. Post signage (of varying sizes) at 
all entrances to town, in outlet centers, on trails, and 
gateways around Fourth Street. 

Utilize former visitor center for bike share/rental to 
Town Center with interpretive brochure and 
directional signage for bikers.

Recommendations:
• Identify features/attractions in the core area

Observation: There is a lack of wayfinding/directional signage 
in the core area.

Design

• Identify features/attractions in the core area.
• Identify signage locations.
• Develop coordinated signage graphics.
• Install wayfinding signage.
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Recommendation: Develop streetscape vernacular 
including:

Observation: There is no identifying/unifying 
streetscape in the core area.

Design

• Pedestrian level street lights;
• Benches and trash receptacles;
• Landscaping; and
• Sidewalk treatments.
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Recommendation: Construct sidewalks where missing

Observation: There are minimal or no sidewalks 
along core area streets.

Design
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NEXT STEPS

• Written Report in 6 Weeks
• Posted online
• Community meeting to accept input and identify 

h /h t i l twho/how to implement.
• Six Month Report
• Follow up services?

Action Matrix
Time Task Measure of 

success
Initiator Partners

1-3 M Town Board should 
declare the commercial 
core a priority.

Adopt a mission 
statement for 
improving the 
commercial district. 

Town Board Businesses, 
Residents,
School,

3-6 M Form Downtown 
Business assoc. to 
begin implementing 
priorities set by visioning 
committee

Monthly reports to 
Visioning 
Committee on 
progress, Work 
plans for 
implementation

Business
association or 
champion

Visioning 
Committee
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Event Website Social Media Advertising
Everyone Website for communities or 

projects to market. 
Linked to website 
Communicate up-to-

date information 
Youth involved

identity and branding
Engage the community in 

joint marketing campaign

Community Community news and 
projects

Highlight successes
Invite input

Bill stuffers to promote 
community events and 
b i

A
U
D
I

Communications Strategy
Public Relations and Outreach

Community resources
Newsletter opt-in
Community business 

listings

Ask for support
Link to similar 

projects

business
Community member 

discount cards

Partners List and link all partners
Create partner information 

downloads

Consistent sharing of 
up to date information 
on project and about 
partners

Utilize other advertising 
initiatives to promote your 
project

E
N
C
E

Coalitions and Partnerships
Stake holder Interest Support 

(Y/N)
Import (1-

5)
Contribution Approach

Local Gov’t Econ Dev Y 5 Communications & 
Funding

Formal: Presentation 
to City Council

Church or Non-
Profit

Ability to 
pursue grants

Y 3 Info Distribution& 
Volunteers

Informal: Flyers and 
email Invitationsp g

Community 
College

Image 
Building

N 4 Meeting Space and 
Volunteers

Formal: Proposal and 
Presentation

School 
Administration

Leadership 
Program

N 3 Info Distribution, 
Meeting Space & 
Volunteers

Formal: Letter, 
Invitation, Meeting

Downtown Colorado, Inc.
240 S. Broadway, Ste 201

Denver, CO 80209
t. 303.282.0625, f. 303.282.0658
www.downtowncoloradoinc.org




