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MEDC is Committed To Enabling
Long-term Upward Economic
Mobility for All Michiganders

Strategic Focus Areas

-
>

Attract, retain and grow
businesses
Attract, keep and grow
businesses in industries
that support maximum
growth in jobs, wages
and investments

Accelerate high-tech
innovation
Support entrepreneur-
ial growth to enable
commercialization and
new high-tech business
creation

&

Support and grow
our talent
Cultivate the skills
and talent needed for
in-demand and high-
growth occupations
statewide

“

[

Market
the state
Promote Michigan's image
as a world-class business
location and travel desti-
nation

Michigan Main Street and MEDC

Q

Develop attractive places
Collaborate with local
communities and partners
to create places in which
people and talent want to
live, work, visit and play

-
b

Support small business
Help existing small and
microbusinesses grow
and thrive and improve
economic prosperity for

all through small business

ownership



National Main Street Center

e Established 1980

* 45 state, city or county coordinating
programs providing technical
assistance to over 2,000
communities nation-wide

« Movement grew out of the decline

MAIN STREET of vibrant downtowns due to

® suburbanization, shopping malls
AM E RI CA and big box retailers
« Paved the way for the renaissance

of healthy, vibrant downtowns
throughout the nation

U MICHIGAN



Reinvestment on the Rise

MAIN STREET X 2024 COLLECTIVE IMPACT
AM E RI CAE AMERICA of Nationally Designated Main Street Programs

Reinvested
Locally

Since 1980, the Main Street Movement has resulted in
$115.27 billion reinvested locally, 181,647 net new
businesses, 815,894 net gain in jobs, 345,801 buildings
rehabbed, and 37.3 million volunteer hours.

1.9 Million fz=
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Michigan Main Street
exists to help
communities develop
main street districts that:

ATTRACT

residents and businesses

ENCOURAGE

local investments

BUILD

community ownership




Michigan Main Street

* MichiganMain Street became a coordinating
program of the National Main Street Centerin 2003.

* Inpartnership withthe National Main Street Center,
we providetailoredtechnical assistance to Main
Street communities.

* Technical assistance:

* Branding

»  Communication plan

* Businessrecruitment
* Marketdataanalysis

* Board development andtraining

* Retail merchandising

*  Smallbusiness support

* Grants:
* Matchon Main
* Main StreetVibrancy Grant




AIN STRCET MAIN STREET IMPACT
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Over the past 21 years, the Michigan Main Street (MMS)
has facilitated real results in participating communities.

REAL IMPACT The Numbers prove it!

. 30,094
$49, 1 35,925 2023-24 Volunteer Hours

2023-24 Program to date: 922,796
Total Private Investment
Program to date: $473,749,204 o 1 36
2023-24 New Businesses
o $5'855'343 Program to date: 2,033
2023-24
’ Total Public Investment 1 1 7

Program to date: $152,552,988 2023-24 Facade &
Building Improvements

o —— Program to date: 2,934

%
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Main Street: A Framework
Comprehensive

Leverage
Existing Assets +
Partnerships

Self-

Empowerment

Incremental

A community-driven economic development strategy
encouraging downtown revitalization through historic
preservation and stakeholder engagement.

MICHIGAN
MAIN STREET E.“ﬂ Implementation

Quality Change -




The Main Street Approach

MAIN STREET C°’b
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U MICHIGAN

Community Vision +
MarketUnderstanding

Establish a community vision forthe Main Streetdistrict
thatacknowledges market realitiesand provides a
foundation forfuture (re)development.

Key tools: local surveys, market data

Transformation Strategies

Selectastrategy aligned with the community visionand
local marketto guide programming, planningand
investmentin the downtown district.

Key tools: focused strategy, implementable goals

Implementation & Measurement

|dentify programming, partners and capital neededto
implement transformation strategy; define measures of
successto trackimpact overtime.

Key tools: project work plans, data collection and tracking

10



The Main Street Approach

MAIN STREET
AMERICA

ECONOMIC

VITALITY DESIGN

D MICHIGAN

PROMOTION ORGANIZATION

Economicyvitality
Strengthens existing economic assets, while also identifying
opportunitiesfornew developmentand growth.

Design
Leverages unique, historic character to create inviting
districtsthat attract visitors, residents and businesses.

Organization
Cultivates partnerships and coordinates resources around a
shared community vision fordowntown.

Promotion

Communicates the value and vitality of downtown to
community members, potential investors and key
stakeholders.

11



Is Main Street right for your community?

* Does your potential district meet MMS standards for traditional
downtown and/or neighborhood commercial districts?

* Is historic preservation important to local citizens and
stakeholders?

* Is downtown revitalization a community priority?

* Do you want to leverage human and financial resources in
support of downtown?

* Do public and private stakeholders desire to build broad-based
community support for downtown revitalization?

U MICHIGAN



Goals of participating in Main Street

© ©

Familiarize Accesstools |dentifylocal Join state-wide
community designedto build stakeholdersand network of MMS
and key awarenessand strategies communities,
stakeholders resources for future to engagethem including MMS
with Main Street Main Street inthe Main Listservaccess, to
Approacht™ programming Street effort ask questions,

make connections
and see Main

Streetin-action
13
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Michigan Main Street Program Levels

NETWORK LEVEL
No Commitment

Communities
looking for
additional
resourcesbutnot

full MMS
Designation

U MICHIGAN

« Communities on-
trackto full MMS
Designation

« Communities
completean
applicationfor
participation in
the Select Level

« Communities
dedicated to
implementing the
Main Street
Approach

* Receive
specialized
technical
assistance for
downtown or
district
revitalization

MASTER LEVEL
2+ Year Commitment

Communitiesthat
have completed the
Select Level and
met the National
Accreditation
Standardsset by
Main Street America

Receive more
sophisticated
technical assistance

Opportunity to
mentor other MMS
Communities

14



Main Street Participation

MICHIGAN MAIN STREET CHECKLIST

Communities should use this checklist as a guide to understand the responsibility of participation at varying levels to build capacity and participate

at the level of the Michigan Main Street Program that is most appropriate.
®
®
®

Complete community interest form

Complete downtown scorecard

Submit progress reports due June and December annually
Complete online training series

Attend downtown forums annually

Identify or establish a local Main Street organization and district
Complete Main Street application

Hire a full-time executive director

Maintain an active downtown/district board

Ensure a dedicated budget for downtown/district transformation

Submit progress reports due monthly

Attend MMS workshops and/or national conference

Meet national accreditation standards set by Main Street America by year 5

D MICHIGAN
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Main Street Services

MAIN STREET TECHNICAL ASSISTANCE SERVICES

Yirtual technical assistance from MMS staff based on solution center resources L

»
>

Engaged Level community site visit
Engaged Level virtual check-ins

Pre-application site visit

Asset mapping

Market data snapshot and subsequent updates
Transformation strategy identification and implementation
Executive director hiring assistance

Executive director support and professional development
Main 5 communication plan

Branding

Business recruitment primer

Business recruitment challenge

Fund development

Visitor data snapshot

Property development primer

Retail merchandising

Storyville Social storytelling basic

Strategic planning

LR b b 2P 2 2B 2B 20 2b 2B Jb 2b b 2P oF o

Annual acereditation visit
Downtown futures service
Entrepreneurial ecosystem
Storyville social storytelling blitz

D M ICH IG AN Webhsite development grant

Filot new technical assistance opportunities

LN N N R N R R Rl R R R R R

16



Main Street Online Training

Best Practices and Outcomes:

« Don'tsolely rely on one staff person Definerolesand responsibilities
to completethetraining for Main Street organization and
potential partners

« Aimfor atleast 80% of yourlocal
DDA Board, or intended Main Street

|dentify strategiesto recruit,engage and

Organization Board complete the sustain volunteersand key stakeholders
training « Develop toolsto implementfundraising

 Startthe processof building a Main strategiesto fundthe local Main Street
Street programin your community program

« LearnaboutMain Streetbest practices
through real-world examples

U MICHIGAN



BUSINESS KEY FOCUS AREAS
Business Retention Strategies | Business Recruitment Strategies | Business Plan Competitions
Incentive Strategies | Rightsized Retail | Expansion Exploration | Retail Market Data

Succession Planning | New Business Start Up Package

PERFORMANCE MEASURE STARTING EVOLVING EXCELLING

1. Business development efforts and the broader scope of district
revitalization initiatives are focused on a targeted geographic area that
is clearly defined and mapped

2. A building and business inventory of the district has been completed
for all properties and businesses within the district

3. A map identifying and analyzing the district's business and activity
mix on first and upper floors is in place and updated regularly oras
changeswarrant

Business

4. The organization has programming and resources in place to actively
assist small businesses and entrepreneurs in the district

5. The organization maintains current market information and a list of
targeted business expansion and recruitment opportunities

Category

6. Business development and recruitment collateral materials are in
place and updated regularly or as needed

OO0 O [O|O-
O|0|0| 0O 0|0 -
O|0|0| O [O|Ow

7. The organization hosts regular business owner meetings and/or
communicates regularly with business owners to determine needs or O O O
challenges, and share successes

4 5
© O
o O
© O
o O
S
o O
)

ElCiE

O [O|0|0| O [O|0Ow

BUSINESS TOTAL SCORE

SCORING SCALE
0—1 Starting: Doesn't exist or we're just getting started (in the early discussion,
research or planning stages) — or — underperforming and in need of a re-boot.

2—3 Evolving: Getting ready to launch or already in place, operating or Scan the QR code here to go
programmed — but with opportunities for growth or enhancement. directly to the resource library : .,'.?"r" 'L'!“..Ef;
4—5 Excelling: Actively and consistently demonstrated or mastered with and download the tools you I%i}.'-?‘
a high degree of proficiency and quality— commonly viewed among our need to keep your revitalization Ep&_ﬂ_;ﬁi
greatest strengths. efforts moving forward!

SCAN ME




DOWNTOWN AND DISTRICT MANAGEMENT SCORECARD

Record your score for each of the eight categories to see what areas your organization is strong in, and the areas that you mightneed to dig a little
deeper Into.

0O EEOOOVIIDVWEPDVWOHN2E®G®E®E® O W ®®®E®

d [neal Estate

®@®@®@®@®®®@@@@@®@@@@]

Downtown

® @ ® 0 06O 0000 DB ®E ® 0 ® 6 @

® @ ® 0 0 O 0000 OME B O 6 ® 0 @ 6@ @ Scorecard
@ @ ® ® ® ® © ® ® |

® ® 0 6 ® @ 0 0 © ® 60 & 60 6 &

ODOOBOOOOOIREBEEDEEODRABGBEDBBOHOBOGHEOHHEHDBBHB® ]

[Capacﬂv
'A [Pcoplo

@@@@@@@@@@@@@@@@@@@@@@@@]

A Based on your scorecard results, which of the
eight core areas represent the organization's
greatest strengths? (select up to three)

B. Which of the eight core areas represent
areas of greatest need or challenges facing the
organization? (select up to threg)

C. List or briefly describe five specificactions,
projects, or areas of focus representing

some of the best opportunities for growth or
improvernents for your organization and/or the
downtown or district?

U MICHIGAN

Applying the Results EVALUATION AND STRATEGIC PLANNING

- Distribute a copy of the scorecard (and this surnmary evaluation worksheet) to each of your

downtown or district management organization's board or leadership team members,
including staff members.

- Set and communicate a deadline for completing and returning the scorecard.

- Comnpile completed scorecard results, paying special attention to areas of agreement and

alignment, and areas of divergence.

- Facilitate a strategic planning session or retreat to review and discuss the compiled results.

Discussion might revolve around questions and topics like:

- Build consensus around directions, priorities, actions, andfor next steps. For example:
- T arted, refer to thelist of ments” compil

f "Best Opportunitiesfor Growth or Improvemer piled from this

- Repeat the process annually to measure progress and re-assess organization development

priorities.

Organization
Overview




MI Main Street Solution Center

Programs Redevelopment REady Sites | Small Business Historic

pen

PRESERVATION [ Consnagl N o

REAL ESTATE

= MICHIGAN MAIN STREET (MMS)
B 3

- Mlchlga(fMam Street Solutlon Centﬂ

!l

MAIN STREET

SOLUTION

Business +
PEOPLE CENTER
‘ Real Estate +
Events +
. Marketing +
CAPAC ITY Preservation +
. Place +
. Capacity +
MARKETING beopte .

https://www.miplace.org/programs/michigan-main-street/resources/

20
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https://www.miplace.org/programs/michigan-main-street/resources/

Value of Main Street Participation

Engagesthe
communityinthe
future of
downtown,
cultivating
 — belonging and

ide
0 iy

Providesa — N
framework and OOO
proven f"(-\’\
methodology for
sustainable

revitalization

U MICHIGAN

4

Proactively
manages the
marketrather

than relyingon
external forces

Accessto
support, tailored
technical
assistance and
outside experts,
plus national
network of
communities

O

|

g

A

Drives economic
growth by revitalizing
businesses, attracting

new investments,
increasing foottraffic

and local spending,
and makingthe
district hub for social
and economicactivity

21



Economic
Impact of
Main Street

The Impact of Michigan Main Street Communities (2003-2023)

These dollars and jobs occurred because of the work of MMS Communities:

$445.6 Million

Total Economic Impact of
Michigan Main Streets

4 000+ Jobs

Supported Because of
Michigan Main Street
Communities

MICHIG

MAIM STREET

Between 2003 and 2023, Michigan Main Street
helped generate $239.6 million to businesses, directly
attributable to Main Street programming across the
State of Michigan. This impact was generated by:

Attracting New Businesses to
Main Street and Supporting
Downtown Business $20.9 Million

Bringing More Custamers
""5.:2 I.I!usinnm $6‘| 2 Million

Revitalizing and
Preserving

Downtown
Communities $13-4 Million

Developing Attractive
Places Across the State

$74.1 Million

This cumulative direct economic impact reflects how Main
Streets generated additional spending and business revenue
because of their programmatic efforts in downtowns.



Economic
Impact of
Main Street

BUSINESS ATTRACTION + RETENTION

Attracting New Businesses to
Main Street and Supporting
Downtown Businesses

$180.7 Million 2,150 Jobs

Total Economic Impact Supported by Total Impact

Michigan Main Street Communities bring new businesses to their downtown communities, filling
vacant storefronts and meeting untapped market demand. Main Streets across the state tailor
their business attraction efforts specific to the on-the-ground realities of their commercial
community. They leverage the robust resources through the MMS Coordinating Program and
MEDC and follow scalable best practices set forward by Main Street America™ for attracting new
businesses to locate in their downtowns. MEDC's Match on Main, a reimbursable grant program
for MMS Communities and Redevelopment Ready Communities®, exemplifies collaborative
partnerships between MMS Communities and local businesses, encouraging small business
growth, pathways for new business opportunities, and authentic downtowns across Michigan.

How MMS Communities Support 89 % Provide Resources to Current and Prospective Businesses
Their Downtown Local Busine

; 3 89 % Connect Businesses with Outside Financial Resources
The targeted technical assistance

and business support MMS

Communities provide are tailored to 79% Host Networking and Mentorship Initiatives
s

the specific needs of their downtown

economy. Through the Main Street 68% Offer Direct Financial Support to Businesses

2 ‘ I |
model, MMS Community leadership

forms strong relationships with their 63% Assist with Business Market?'\ﬁ Efforts

ocal businesses, ensuring that Main

Street efforts provide value to their 32% Host Entrepreneurship and Incubator Programs
ocal business community. U ——————

1,753 89% 94%

businesses opened in Main of Main Streets actively of Main Streets
Street Communities since work to bring businesses prioritize business
the program's inception. to their downtown. retention efforts.

20 Years of Main Street Impact

ce: MMS ent S

Michigan Main Street

A Match on Main Success: |

In 2019, The Curator opened [ts-doors in.Downtown
Grayling with the support of MEDC’s Match on Main and
Grayling Main Street. The Match on Main grant funds \
helped launch the business with funding for its point-of-sale Jf]
system and initial inventory, allowing the business owners to

dedicate additional resources to the 130-year-o!d building.

“It's just wanting to
play a partin creating
a vibrant downtown
for people to enjoy.”

“Here in Michigan, we're proud to
support risk-takers, groundbreakers
and innovators in bringing their
business to life. Whether it's by
supporting small businesses through
our Match on Main program or
preparing our communities for
development through Michigan Main
Street and the Redevelopment Ready
Communities program, we're

committed to helping transform a
dream business into a thriving success.”

— Quentin L. Messer, Jr., CEO, MEDC

“It starts being more -
than just a business, 2
“and | didn't realize 7
how deep the
connection to the
munity would

w' g

Tenden |

Grand Haven

A recent initiative of MMS, the Michigan Main Street Story Series shares the stories
and perspectives of local business owners throughout Main Street communities.

ough its partnership with Storyville Social, this effort, combined with the
economic impact of Main Street business attraction and retention, impressively
articulates the power of Main Streets for entrepreneurship, growth, and inclusion.
To read and watch the stories of Michigan Main Street’s business owners, visit:

act | Michigan Main Stre



Provide Resources to Current and Prospective Businesses

: : Connect Businesses with Qutside Financial Resources
The targeted technical assistance

and business support MMS

Communities provide are tailored to 79% Host Networking and Mentorship Initiatives
the specific needs of their downtown

economy. Through the Main Street 68% Offer Direct Financial Support to Businesses
model, MMS Community leadership

forms strong relationships with their 63% Assist with Business Marketing Efforts
local businesses, ensuring that Main

Street efforts provide value to their 32% Host Entrepreneurship and Incubator Programs

local business community.

1,753 89% 4%

Economic Impact of Main Street

24



Economic
Impact of
Main Street

MARKETING, BRANDING + EVENTS

Attracting More Customers to
Local Downtown Businesses

$116.9 Million

Total Economic Impact

95%

34%

J,091 Jobs

pp d by Total Impact

100% 4.2 million

13,700 4o

1% “The Lapeer Main Street DDA
o uses marketing campaigns that
24 /o include video, photos, and
. s community storytelling to create
o of tl:e EYP'C_al M.MS COJ’"""““"! engaging materials designed to
él get is al showcase our downtown as a
= marketing, branding, and event whole and businesses within our
efforts. This equates to nearly community.”
$60,000 annually for the
average Main Street. Lapeer Main Street DDA
22% . \

of the typical MMS Community’ staff 8?
time is dedicated d: e

including marketi

S

h A3

br g, and event prog

chiganifsaStrect 17
<



4.2 million

Economic Impact of Main Street



Economic
Impact of
Main Street
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Ingrained in the original idea of Main Street America™ as a subsidiary of the National Trust
for Historic Preservation, MMS and its Communities dedicate efforts to preserving the
existing fabric and downtown character while imagining the future and bringing new

investment across Michigan.

How MMS Communities Revitalize and Preserve Downtowns

MMS Communities dedicate resources, time, and capacity to improving
the built environment and building stock of their downtowns.

42% Provide Design Support Services

42% Connect Stakeholders with Tax Credits

58% Connect Property and Business Owners with Local Incentives
58% Connect Property and Business Owners with Industry Professionals

63% Provide Grants for Historic Preservation and Fagade Improvements

building and fagcade of private investment has of public investment has
improvements occurred in gone into Main Streets been committed to Main
Main Streets since 2003. since the program began. Streets since 2003.

Note: This economic impact of Main Street historic preservation efforts is based on the programmatic budget
allocations of Main Streets for historic p: ion, ion, and building imp! :
Source: MMS Reinvestment Statistics (2003-2023), MMS 2023 Leadership Survey, Jon Stover & Associates

20 Years of Main Street Impact | Michigan Main Street

storic Downtown Owosso Facade Improvements

. In'2074, seven historic buildings received facade

revitalization thrgugh MEDC's Community Development

Block Grant.Facade program, locally matched funds

through private investment, and allocated DDA Funds.

The $360,500 investment transformed the visual

SRR [eonditions of Owosso and sparked investment from
. other nearby business owners.

NA N e

\ [ —

AR, )
W

\.3\.\" (~ 7. i _‘!
= 2 .

Niles Plym Park
it in the heart of Niles, the

ings into modern commercial space,

e headquarters of a software company.

Through Federal Historic Tax Credits, the Niles Main

f Street Facade Grant, the Michigan Community
evitalization Program Performance Based Grant, and
substantial private investment, Niles Plym Park symbolizes
the power of preservation, investment, and partnership.

Milan Wabash and Main Redevelopment
Through five years of dedicated planning and a
year oficonstruction, the entire Wabash and Main
blockiin downtown Milan was redeveloped. The
$553 milliah investment restored obsolete and

downfown anji over 10,000 square feet of
gro nd.floor commercial space.
|

Since the program’s origin, Michigan Main
Street has recognized the power of local
residents in Main Street programs and the
continued importance of downtown
housing. From tracking key indicators such
as new housing added to downtown or
rehabilitated units to providing training and
oversight on the value of Main Street
residents, MMS has been the leader of many
statewide Coordinating Programs in
strategizing for downtown housing in Main
Streets.

Beyond providing a wider variety of housing
options for Michigan residents, MMS
Communities pull their residential
populations directly into their efforts and
prioritize for shaping downtown. The
recently launched MMS Pulse Poll Surveys
offer an innovative approach to
understanding community sentiment,
activity and consumer behavior, and vision
for the future - keeping MMS Communities’
"finger on the pulse” of their broader
communities.

20 Years of Main Street Impact | Michigan Main Street 19
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How MMS Communities Revitalize and Preserve Downtowns

MMS Communities dedicate resources, time, and capacity to improving
the built environment and building stock of their downtowns.

42% Provide Design Support Services

42% Connect Stakeholders with Tax Credits

58% Connect Property and Business Owners with Local Incentives
58% Connect Property and Business Owners with Industry Professionals

63% Provide Grants for Historic Preservation and Facade Improvements

building and facade of private investment has of public investment has
improvements occurred in gone into Main Streets been committed to Main
Main Streets since 2003. since the program began. Streets since 2003.

Economic Impact of Main Street




Economic
Impact of
Main Street

Gl

Note: This ic impact model all Main Street p ic operation budgets as placemaking
impacts, netting out the budget allocations of Main Streets toward the other impact categories.
Source: MMS Reinvestment Statistics (2003-2023), MMS 2023 Leadership Survey, Jon Stover & Associates

20 Years of Main Street Impact | Michigan Main Street

Michigan’s Main Street Vibrancy Grant is one of
many tools that celebrate Michigan Main Street’s
community-based economic development
approach. The Main Street Vibrancy Grant helps
communities implement projects within their
foundational community plans and specific
targeted transformational strategies. To date,
$460,000 of grant funding has gone towards
MMS Communities funding projects ranging
from public art, outdoor dining improvements,
wayfinding, alley activation, seasonal festivities,
and public space reimagination.

20 Years of Main Street Impact | Michigan Main Street 21
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Economic Impact of Main Street




Technical
Assistance
Highlights

Available to Select and Master Level
Main Street Commun ities

MICHIGAN

MAIN STREET




Technical Assistance

Highlight: Branding

at?s
« o
2
.
DOWNTOWN

WAYLAND

. i
DOWNTOWN WAYLAND Jhis &5 The Way/

a'?s
* &
®°

WAYLAND

32



Technical Assistance
Highlight: Branding




Technical
Assistance
Highlight:
Branding

Rogers City

U MICHIGAN




4.1

Wayfinding

The wayfinding system
should be introduced
as part of the brand
because it plays such

an important role
in the perception

PRIMARY GATEWAYS

BUILDING MARKERS

TRAILBLAZERS
{ ) signs | n

STREET BANNERS

PARKING SIGNAGE

Rogers City BrandTouch™ Manual

U MICHIGAN

5 minute ride
to the perfect
chocolate.

o

8 minute

bike ride to
Bacon.

You look like you
need coffee.
3z minutes ahead.

2 minute walk
to an amazing
burger.

Technical
Assistance
Highlight:
Branding




DOWNTOWN CHEBOYGAN DRIVE TIME MARKET

DowNTOWN CHEBOYGAN
DEMOGRAPHIC FAST FACTS e

Technical

DowNTOWN CHEBOYGAN | DRIVE TIME MARKET
DowNTOWN CHEBOYGAN | DRIVE TIME MARKET

LIFESTYLE PROFILE ... e

=
° %, 2
HousInG UNITS 5Minutes | 10 Minutes = 20 Minutes Esri’s Ct Tapestry is a fon system
POPULATION 5Minutes | 10 Minutes | 20 Minutes that integrates consumer traits with residential characteristics to
2022 Estimate 2,084 4,069 9,119 if i
% ) 4 g identify markets and classify U.S. neighborhoods. Tapestry
Cheboygan Main Street DDA and community partners are takinga P o = T

- Owner Occupied 57.5% 58.4% 55.7% Segmentation combines the "who" of |ifestyle demography with the
"where" of local geography to create a classification with 67 distinct

pro-active approach to planning for the future prosperity of
Downtown Cheboygan. Ongoing efforts are serving to heighten the 2020 Total 4,082 7482 14,232

- Renter Occupied 27. 219% 128%
appeal of Downtown Cheboygan as a place to work, visi,live, do RIETE e =7 » " behavioral market segments (Tapestry Segments), each belonging to
. . business, and invest. A holistic approach to revitalization is sparking a o — T Fe -Vacant 151% 19.7% 315%  one of fourteen LifeMode Groups.
new wave of activity and positioning Downtown Cheboygan as a local Tojecton T : y @ Estimatec State Percent Vacant zozz 116%
’ and regional attraction, economic engine, and center for commerce. Growth (2022-27) -10% -0.4% -0.3% PREVALENT ESRI TAPESTRY LIFEMODE GROUPS
This Market Snapshot, commissioned by Michigan Main Street, a @ Proecad st Pgulton Growh 212227 02% @ ¢ ¥ POPULATION BY RACE/ETHNICITY—DIVERSITY :Pe::chi’:::ﬁﬁr‘iuep;':.zre::'r.:::(:‘:.::: s:]aé::;oe::':;hm
() program of The Michigan Economic Development Corporation, - [1 (][] | —— Tiatn | 00 | Bn o bamimAe s gneRton oL ton oY
summarizes local and regional demographic, lifestyle and retail data. g 2022 DAYTIMEPOP | 5Minutes | 10 Minutes | 20 Minutes o :V ora :’i’" ‘2" f’“‘t?(‘p L“ie:‘ . ‘ ;a uance. The .
The information provides a starting point for evaluating the market, 8 a Tatal Daytime Population 4577 7977 12,869 2010 18.3 175 16.0 or“!e ?wnlan“ o‘zhv doun ;\11 iving LifeMode Groups are among those
identifying potential opportunities, and assessing Cheboygan Main o . : : 220 28 %5 g, Tonpedientinthedivetimesrees,
Street DDA enhancement strategies; and for benchmarking and Workers 2,893 4179 5616
tracking changes in the market and possible implications for Residents 1,984 3,798 7,253 222 307 273 235 H
Downtown Cheboygan. S e G Y a6% % 2007 08 274 235 OMETOWN 11341218205 anc 10 Minuze Dive Ture
@ ste Diversty ncex 2022.485 227,508 alniey 1aMmtes AW
“‘ HoUSEHOLDS 5Minutes | 10 Minutes | 20 Minutes i = Wi Pemert | MM Porert | MMs  Pocent
2010 Total 1736 3222 6,230 - sen o i 1505  85.0% | 2137 65.4% | 2137  342%
Cheboygan 2020 Totl 1787 3285 688 (complete weriy). > Growing up and stayingclosa t home; singe housohlders.
2022 Estimate 1770 3268 6.249 > Close-knit urban communities of young singles (many with children).
2027 Projectt 1,766 3281 6,273 o 2022 POPULATION 25+ BY EDUCATIONAL ATTAINMENT > Owners of old, single-family housas, or rentersin small multiunit buldings.
Cheboygan Main Street DDA ((231)627.9931 D cheboyganmainstreetorg rojection J h " ESeciton s | Sbhate »  Religon is the comerstone of many of these communities.
Growth (2022:27) 0.2% 04% 0.4% " > Vistdiscountstores and cip coupans.
4 g s v No HS Diploma 9.0% 9.0% 7.5% > Purchase used vehicles to get to and from nearby jobs.
d State o owth (2022-2 % I
Chebaygan is a Michigan Main Street community. @ Poisctes it Fosehocs Groni 20222 LY - - -
Michigan Main Street assists communities revitalizing and MEDIAN HH INCOME e | Dk b HSEmd/GED ALex ALG 9.2% "
preserving theirtroditional commerciol districts. Some College/Assoc 30.7% 29.8% 305% | COZY COUNTRY LIVING .51+ 20 e e
The program provides technical assistance for communities 2022 Estimate $50775  §$50,968|  $54362 = = = = ; :
desiring to develop their own locol Main Street program by 2027 Projecti $55,575 455,755 59,762 Bachelor/Grad/Prof 187% 19.7% 228% SMinutes 10 Minutes 20 Minutes
utilizing the Main Street Approcch™ — @ common-sense opproach Yojection 5, d ” o0 Hie Percent HHe Percent HHs per
to tackling the complex issues of revitalization by capitalizing on Growth (2022-27) 95% 9.4% 9.9% ? P
downtown's History ond dentlying the uniaue cssetsofthe - [(( )] %5 150% | 102 313% | 337 540%
community itself (© 2022 5tts Medion 363818 2022-27 Growth: 18.7% g / i l.. > Empty nestersin bucolic settings.
Pre by DPN for Cheb Main Sreet DDA Foanl 0822 > Largest Tapestry group, almost half of households located in the Midwest.
eparedby DPNfor Cheboygan Main Stree! age - PER CAPITA INCOME MEDIAN AGE 2022 EupLOVED > Hm‘reannners m!:;‘pilzl& re:dx;gr: smg[ela‘miy dwellings in rural areas; almost 30%
2022 EsTMaETE 2022 EsTINATE CIVILIAN PORULATION 16+ e 3or rror ehicles i, $iruioes, auln faare.
> Politically conservative and believe in the importance of buying American
5 Minutes $28193  5Minutes 438 5Minutes 95.5% > Owndomestic trucks, motorcycles, and ATVS/UTVs.
10Minutes | $29321  10Minutes | 467 10 Minutes %9, > P L“;‘l\ at g‘la;rl; lmp a: discount retail stores {especially Walmart), bank in
person, and spend it time online.
20Minutes | $32,216 20 Minutes 502 20Minutes %6.3% > Own every tool and piece of oquipment imaginable to maintain their homes, vehicles,
State $37,050  State 409 State 9.9% Yopstzkle garsens, a7 Jaws,
»  Listen to country music, watch auto racing on TV, and play the lottery; enjoy outdoor
S99 5 actvities, such as fishing, hunting, camping, boating, and even bird watching,
MPLOYMENT BY OCCUPATION
2022 Employed 16+ 5Minutes | 10 Minutes | 20 Minutes
Total Estimate 1,936 3,480 6,725
- White Calar 55.0% 54.0% 52.9%
- Senvices 208% 20.1% 20.3%
- Blue Collar 24.2% 25.9% 26.8%
Scurce: Esri Market Profile | 08.22 Source: Esri Commurity Tapestry Segmentation | 08.22
Preparedby DPN for Cheboygan Main Stret DDA Page2 v08.22
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Coldwater Main Street

Coldwater, Michigan

13.3K residents 185.9K visitors

of Coldwater, Michigan (U.S. number of visitors to
Census Bureau, 2022) Coldwater Main Street
in 2023

June 2023 - Fridays and

Busiest Month SETRCRNpS «
Busiest Days
More than 37% of visits take
place on Fridays and
Saturdays

Coldwater Main Street had
121,300 visits in June 2023

1.3M visits

to Coldwater Main Street
in 2023

ol

Lunch + Dinner -
Busiest Times
45% of visits occur

between 11lam - Ipm and
S5pm - 7pm

Visitor Profile + Event Analysis | Prepared by Main Street America | February 2024

VISITOR PROFILE + EVENT ANALYSIS: COLDWATER MAIN STREET

Event Analysis

Strawberry Fest is an annual festival in
Historic Downtown Coldwater, Ml where
more than 200 vendors gather to sell their
crafts, strawberries, and food. It typically
runs from 9am to 3pm on the third
Saturday in June each year.

The day of Strawberry Fest, held on June
17, 2023, was the busiest day of 2023 for
Downtown Coldwater. There were 12,257
visits. 86% of visitors on June 17, 2023,
came during the hours of Strawberry Fest.

Photo Credits: Coldwater Main Street

Visitor dwell times in Downtown
Coldwater during Strawberry Fest 2023
were very comparable to dwell times for
2023 overall. On the day of the event, the
average dwell time was 97 minutes, one
minute less than the average dwell time
for 2023 overall. The median dwell time
was 62 minutes, two minutes higher than
the median for 2023 . About 1/5 of visitors
stayed between 15 and 29 minutes (20.1%),
while 12.5% of visitors stayed for more
than 2.5 hours.

to Coldwater Main Street when compared to spent in the district
during Strawberry Fest in other Saturdays in by more than half of
2023 June 2023 the visitors

between 9am-3pm

09
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Cﬁ&!?ygan

Our Light Will Draw You In

Experience Cheboygan through the eyes of those
who see the lake town, the trail town, the art town,

those who proudly call Cheboygan their home.

"It has been amazing to watch Main Street come
back to it's glory! | have been completely honored
to be a part of that and bring this building back to
the beauty | knew it had!"

- Nicki Kryska, Owner, Hair Design & Shine Boutique

MEDIAN HH INCOME

the river town, the music town, the small town, andg

$50,528 COMMUNIT PROHLE

6 Housing is occupied
ner occupied

HOUSEHOLDS MEDIAN AGE HOUSING UNITS
@ 2,065 ears 2,424
DOWNT

and anc

Renter occupied

PSCHNEIDER@CHEBOYGAN.ORG

CHEBOYGANMAIN:
WNTOW

D MICHIGAN

STREET.ORG
CHEBOYGAN

Cheboygan

MAIN
STREET

300 N MAIN STREET DOWNTOWN/CHEBOYGAN

MICHIGAN

Great commercial location on corner lot in
the heart of Downtown Cheboygan.

This property is 3 blocks off the North
Central Trail system, and across the street
from the Cheboygan River (42 mile long
Inland Waterway).

Located in the heart of the Cheboygan Main
Street business district, this building has
been home to successful retail business
and has had great rental income from it's
four 1 bed/ 1 bath apartments.

S oo (iR
Cheboygan Cheboygan

kjaefiuh ;gkinragiojn;afldkbnfdz

af dlbnfd;lkbm a'dlkfb'sIfkzbmdv'zlb
aiojlfdmb

adfmfa

BIT ABOUT CITY AND DDA/
ECONOMIC DEVELOPMENT ETC.

CHEBOYGAN MAIN ST DDA
POLLY SCHNEIDER

231-627-9931
PSCHNEIDER@CHEBOYGAN.ORG

7800 sqr feet 1

PROPERTY FEATURES

Two Retail Spaces

Warehouse

Four 1 bed/ 1 bath apartments

Private Parking

Corner Lot

View of Cheboygan River/ Water St Cooridor
Great visibility on busy intersection

e 0 s e s e

Property listed with

Coldwell Banker Schmidt
Alex Mackenzie & Scott Hardy
231-929-2300

CITY OF CHEBOYGAN

DAN SABOLSKY

231-627-9931
DSABOLSKY@CHEBOYGAN.ORG

Technical
Assistance
Highlight:
Business
ecruitment

Primer




Technical
Assistance
Highlight:
Business

Recruitment
Primer

Cheboygan

BUSINESS RESOUREES

VIBRANCY MATCH ON MAIN PROMOTIOAL Eg CHEBOYGAN MAIN ST
MICROGRANTS PROGRAM RETAILEVENTS  |SIZ}| DESIGN GUIDELINES
MARKET DATE BUSINESS OWNER DOWNTOWN BUSINESS
INFORMATION ROUNDTABLES @AP SUCCESS KIT

REINVESTMENT STATS

Since 2018

Private Investment
$2,012,649

Facade & Building Improvements

BUSINESSES IN DEMAND

Top Prospect Survey Results

Top 3 Retail Results Top 3 Food & Drink Results

« General/ variety store « Bakery
* Arts, crafts and hobbies e Italian Restaurant
* Sporting goods/ « Steakhouse

outfitter/ bike repair

DOWN >z«

Cheboygan

"Life moves pretty fast, that's why I enjoy
taking a break to walk downtown.
Whether it's sitting on a bench eating
some ice cream or enjoying a cold drink
at a patio bar, | can count on a walk
through downtown to help me center
and re-energize myself. Downtown
Cheboygan is moving in a very positive
direction and continues to rejuvenate
and revitalize. It is a place to connect with
family, friends and community, and that
is what is genuinely important.”

-Ron Willi , Owner, Willi Office

Cheboygan

I ¥ Cheboygan Main St Vibrancy Microgrants

Cheboygan Main St Facade Grants

Cheboygan Main St Design Guidelines

Brownfield Development Program

Historic Tax Credits

MEDC
Michigan Economic Developement Corporation

SBDC
Small Business Developement Center

NLEA
Northern Lakes Economic Alliance

Resources and Incentives

pygan

AIN

M
STREET
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EVENT ANALYSIS

5,678 residents of City of Grosse Painte,
Michigan (U.S. Census Burear, 2020)
349.7K visitors to The Village, Downtown
Grosse Poainte in 2023

62 visitors per resident

3M visits to The Village in 2023

About 16.5% of all visitors to The Village
come from the two Grosse Pointe ZIP
codes. These visitors account for maore
than half of all visits to the district

VISITOR TRENDS

Since the start of the COVID-19 pandemic,
visits to The Village, Downtown Grosse Pointe
have continually increased, climbing by 3%
between 2021 and 2022 and nearly 8%
between 2022 and 2023. Although annual
Visit counts are not yet surpassing pre-
pandemic numbers, 2023 was the busiest
year since 2019.

W e ALL E

Diamond Sponsor | $25,000

* Marquee billing on all events and website

* Logo featured on all event signage, ads,
promotional materials & supporting marketing
literature, stage banners, etc.

Feature and mentions throughout year on social
media and newsletters; featured on event pages
Acknowledgement in press releases and all other
media opportunities

Designated booth space, verbal recognition
throughout events by stage emcees, VIP seating,
and event tickets (when applicable)

Opportunity to develop customized benefits

Platinum Sponsor | $10,000

* Logo featured on all event signage, ads,
promotional materials & supporting marketing
literature, stage banners, etc.

Company listing with hyperlink on website
Feature and mentions on social media throughout
year; featured on event pages

Acknowledgement in press releases and all other
media opportunities

Designated booth space, verbal recognition by
stage emcees, VIP seating, and event tickets
(when applicable)

Gold Sponsor | $5,000

AlL Silver Level benefits plus:

Logo on all event signage, ads. promotional
materials & supporting marketing literature
Company listing and hyperlink on website
Event tickets (when applicable)

Silver Sponsor | $2,500

» All Bronze Level benefits plus:

o Name or logo on event signage, ads. promational
materials & supporting marketing literature

 Verbal recogrition at events (when applicable)

Bronze Sponsor | $1,000

* Name on event signage, ads, promotional materials &
supporting marketing Literature

Company listing on website

Mention on social media outreach & event pages
Acknowledgement in press releases

.o

see

G S —— _—

Yes! | want to su

Your sponsoarship helps support more than just fun community events in The Village - it
also supports Main Street Grosse Pointe's year round district revitalization efforts!

Premier Level Sponsorships

(OJoiamond Sponsor - $25,000
(3 Gold Sponsor - $5,000

(Jrtatinum Sponsor - $10.000
(3 sitver Sponsor - $2,500

A La Carte Event Sponsorships

Music on the Plaza

[ Hall of Fame (1 available) 52.500
[J Legends (3 available) $1.500
Band Spansor (6 available) 51.000

[ Vendor Space (per concert) S 100

Main Street Mini Masters

Holidays in The Village
[Title Sponsor (1 available)
[J5anta Sponsor (2 avallable)
[Free Parking (6 available)
[Parade Day (2 avallable)
[Kids Activity @ Santa Visits

([ Bronze Sponser - 51,000

$1.500
51,000

S 100

pport
Main Street Grosse Pointe!
vents. Pick Y

7
| O

the
VILLAGE SYiseseer

ur Levels
.

Your Support

Matters!

Main Street Grosse Pointe relies on private fundraising
and partnerships to enhance the downtown experience
and support local businesses. Your donation helps to
create a downtown we can all be proud of. Any amount
of contribution provides resources and guidance to local
entrepreneurs, strengthens our ecosystem, and fosters
community pride that ensure our cultural legacy remains
for future generations. Support our mission in creating a
deep sense of belonging that make residents feel at home
and connected in our neighborhood.

So click this link and give today! Or mail your check to
Main Street Grosse Pointe, 17000 Kercheval, Suite 212,

<]
S

?

VILLAGE CHAMPION $5,000

$5,000 can assist 10 businesses with micro-
grants for facade upgrades, help repair the
clock tower or add street music speakers

FRIEND OF THE VILLAGE $2,500

$2,500 can help fund children’s activities
through the Little Village for an entire year,
support new events each season or pay for a
new bench or seating for downtown

$1,000 will help add holiday decor to the plaza
areas, purchase a new trash receptacle, cover
the cost of two self-watering planters or
support public art installations in The Village

$500 can cover the cost of spring, fall and
winter flowers, plants & greenery in one pot,
pay for a full session of Santa visits during
the holidays or support Music on the Plaza

SUPPORTER $250

Eagle (1 available) 52,500 Grosse Pointe, M| 48230 4
0 Birdie (3 available) 51500 = $250 will help celebrate volunteers with a
Activity Tent (4 available) $ 500 (] Paint the Town $500 *Donations are tax-deductible to the extent provided by law = @ special gift or recognition dinner, create
. ,
] Egti Eﬂ‘e 2 ggg educational opportunities for business
Swag Bag S 100 D Trick or Treat  $250 owners or support ongoing promotions with
Main-Opoly YES, | want to Support my VI[[Gge_I our local small businesses.
[ Kercheval (1avalable)  $5.000 [:] Third Thursdays $250
| Neff I(B a(vaalabte) ) EZ,EDD
t. Clair (5 available) 1500 " "
[ Notre Dame (10 available) 5 500 Name: Phone:
Address:
Company neme pr—
e Email:
emall phone

Sponsorship Level (] Village Champion

(J Pointe Partner

n

thevillagegrossepointe.

Technical Assistance Highlight: Fund
Development Plan

- MAIN STREET

(] Friend of The Village
[ supporter

(JMain Street Marvel

() Other: $




Technical
Assistance
Highlight:
Strategic
HET}

Establish and

maintain a
consistent

destination brand
and related
marketing efforts

Create, maintain,
and execute a
volunteer and
board development
plan to meet the
organization’s
needs

Define effective
strategies and

channels of
communication

with businesses,

Promote and deliver
opportunities

in Mexicantown

for existing and
prospective
businesses and
developers

residents, and
stakeholders

Identify and acquire
resources to assist
in the activities

of Mexicantown
Main Street and its
initiatives

V]

GOAL #1

Establish and Maintain a Consistent Destination Brand and Related
Marketing Efforts

Create a Comprehensive Destination Brand
and Guide for Mexicantown (logo, colors,
fonts, etc.)

Main Street Director
Implement Branding for Mexicantown In all
digital forums (Social Media, Emall Blasf te. Business Engagement Manager April 2025
Promotion Committee
Implement Branding for Physical Elements of Main Street Director
the District, Including Banners, Signage, and Promotions Committee Dec 2025
Wayfinding Design Committee

Main Street Director

Promotions Committee March 2025

GOAL #2
Define Effective Strategies and Channels of Communication with
Businesses, Residents, and Stakeholders

Develop Communication Plan for Main Street Director
Mexicantown Main Street Organization Committee

Use storytelling and high-quality visuals to i Ghriat Biracker Wil by U a0as
highlight unique local attractions, businesses, ..

romotions Committee Ongoing
and community events
DAwsicnn Mheury oF proleasionsl Main Street Director Est. by December 2025
photos, videos, and content showcasing bl ispop ke i
Mexicantown’s unique features & experiences 'going
Create a content calendar for regular social Main Street Director e
media posts, blogs, and newsletters Promotions Committee
GOAL #3

Create, Maintain, and Execute a Volunteer and Board Development Plan to
Meet the Organization’s Needs

June 2025

Develop a Comprehensive Volunteer Main Street Director

Recruitment Plan Organization Committee Octobar2028

Develop an Onboarding Process for New

Main Street Director
Volunteers and Advisory Board Members President/CEO anuary 2026
Organization Committee
Engage in Feedback from Volunteers to Better Main Street Director T
Enhance Volunteer Experlence Organization Committee

8 Mexicantown Main Street




Sault Tribe of
Chippewa
Indians

BONDS AND SERVICES

Photos and Story by Phil Eich
storyville Social, as part of the
Michigan Main Street Story

Series

U MICHIGAN

Technical Assistance Highlight: Storytelling

us to be able to provide those services to our members
free of charge is something that we're definitely proud
of. We're also unique in that we're the only tribe in the
state of Michigan that will be offering homeless shelter
services to its members. We just purchased a motel that

will provide emergency and transitional housing services

for our members that are experiencing housing
insecurity. We're the only tribe in the state of Michigan
that does that and there's 12 tribes.

We also provide a lot of different jobs throughout the
community. We're one of the top employers in Sault Ste.
Marie, and 2% of the revenue that's collected from slot
machines goes to enhance the community.

Our tribe also creates cultural diversity for Sault Ste.
Marie. We have pow wows, not just in Sault Ste. Marie,
but in other locations. We have one in Newberry, one in
Kincheloe, and one in Hessel. We just try to implement
our culture in everything that we do.

And of course, no one planned that a global pandemic
would take place. But the pandemic provided us with a
lot of funding that we used to help meet our citizen's
needs. We used it to build houses and to create revenue
replacement for our businesses so we wouldn't have to
lay employees off. We provided tens of millions of dollars
in direct payments to members so that if they were out
of work. they could meet their needs.

We exist to provide services and protection for our
members. My background is that of a social worker and |
worked as a therapist before | was elected to our tribal
council, then later elevated to the position of Chairman.
So, for me to be in this role, | get to wear a macro-level
social work hat. Every single day, | try to identify what my
community's needs are and then try to link and create
services to help meet them. It's an honor to be able to
have the resources to take care of our people.

I ran for election in 2020. I've always had an interest in
politics, and my undergraduate degrees in political
science and my master's degrees in social work. My
grandma. Shirley Nolan, was heavily involved in tribal
politics and was a strong advocate for her people. So
when | won, | was elated, but | also thought heavily
about her.

It's a lot of responsibility and | don't take it lightly, and
every day | give it my best. | feel like | was put here for a
reason and I'm trying to make the most of it. It's been an
absolutely fantastic experience, and it's truly been the
honor of my life.

- Austin Lowes, Chairman of the Sault Tribe of Chippewa
Indians

"WE EXIST TO PROVIDE SERVICES
AND PROTECTION FOR OUR
MEMBERS. MY BACKGROUND IS
THAT OF A SOCIAL WORKER AND |
WORKED AS A THERAPIST BEFORE |
WAS ELECTED TO OUR TRIBAL
COUNCIL, THEN LATER ELEVATED TO
THE POSITION OF CHAIRMAN. SO,
FOR ME TO BE IN THIS ROLE. I GET
TOWEAR A MACRO-LEVEL SOCIAL
WORK HAT. EVERY SINGLE DAY, |
TRY TO IDENTIFY WHAT AY
COMMUNITY'S NEEDS ARE AND THEN
TRY TO LINK AND CREATE
SERVICES TO HELP MEET THEM. ITS
AN HONOR TO BE ABLE TO HAVE
THE RESOURCES TO TAKE CARE OF
OUR PEOPLE”

Michigan Main Street Story Series | Page 2

[ IR <

Sault Ste. Mari€ |

ORIGINAL MAINSTREET




Technical
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Highlight:
Storytelling

Downtown Sault Ste. Marie, Michigan 2

MEDC MiPlace t
Downtown Sault Ste. Marie, Michigan

OO #hil Bechn

@ Judy Comemon Miodach
Thank you for the info. Very well compose
Lk» Mo

i@ NowemberZ 202:-Q

ot See more

§ others
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DOWNTOWN
CHARLEVOIX

CHARLEVOIX, MICHIGAN

MARKET INSIGHTS

AND EVOLUTIONS

o e

AMHKAN AN STIEET FROCAAM SERVKE
PREPARED FOR

MARKET INSIGHTS EXPLORING POSSIBILITIES
Charlovoix has aiready achiovad a lavel of success that communitias asoire for. &
long track record of rests and positive changes ocourring i the downtown area

rave positiord e communty wel. S, recogrizing that change i inevitable,
.t DDA, along with commurity partners and stakeholders, is

Iying sound market peinciple:

Charlevoix Main St
taking.s pro-active planring agprosch
community engagement practices, and creative thinking to guide future
developmers, redevelopment and erhancement Iritiaties.

Market data snd Insights offered by commurvty and dowrtown stakeholders serve.
2.2 great starting point—not for physical change, but for the neceszary dialcg that
“houid oceur as the community plans downtown

Opportunities Ahead

Findings rom the 021 Futures Survey, based on tesponss from mar
parkGares, poxide ights ot eating kg pace and resal
tavlhments th & targatod - forsxpansion and
s Charvoi, 5 well 85 specii features, products and

be candidates - a

recruitmeatin Down

services most kely (o appes! 10 the Charlevolx market

Eating and Drinking Places | Too Selections
alian Restaurant

Ethnic Rostaurant Moditorransan

P r—

8oy
o promote OppOMtUNITRS 10 DICEPATG
s, slong wi
Iready urderway, provide s market-

eatrepraneurs, The f

exstng plans for dowrtown and iritiaties PRINCIPLES ABOUT Wi

k for exploring and viualting possibiities —volutiors.

Faa Downtown is the area where the
Rlased s mtins Midd oo it Ton number of activities
Retail Establishments | Top Select ons
Shoe Store Arts/Hobbies Books/Games

[——— Crofy Moty dames
Mt vt [em——— perking without nreasing
——— ot g faotprints

Potential Market Traction

i
vt

okl you b 10 vt th foowing bypas of ax

P —— 400 | 3. Spartng Goods Mms demonstratans—proposals
4 Cottoasho 200 | |4 s o Wabiien a0 iz rmeciations smong
: i are worthy of urter study. A5
5. Foiy Fun ot 208 | |5, Perbupor 20 Gamonetratons hey are Incunded t ba e
torms of implamantation potantial, but

Potential Downtown Housing Appeal

Of those survey

2% ) o o :;‘

Icrssing ousingscros pecrum

s 10 expard downtown

Emerging ideas and concepts a¥gn with othar
proposals for downtown (addtonal lsndscaping long

aleys, for nstance) and in many ways can be cverlaid

orrectness of the soiuton merits dilog in the

sugpesting drectiors framedin the
re the first step toward

ey're rignt—i:
dospar srgrgamar
assassmant as the fi

GUIDING CHANGE |

MAKES A DOWNTOWN WORK ‘

Activated Alleys

Looking closely at the alleys reveals few
Immediately transformable bulldings but, Instead,
an environment where parking lots dominate the
experience. Where the urban interventions of
Hoop Skirt Alley and the reinventions of unused
or underused buildings on Van Pelt Alley bring life
tothose alleys, stored cars in the parking lots
drain actwity.

In one demonstration, a portion of a parking lot is
rechimed for an active use, framed in a utiltarian
-styled building along alleys. In the congruent
situation of a cross street with abutting parking,
the activation might be achieved with a small
building, residentially scaled and Shingle Styled.
Each bullding would have a retail or hospitality
use on the ground floor and residential use ona
second floor—bringing a new pedestrian
attraction and incrementally adding housing to
the downtown area.

“Shingle style” near streets

In other demonstrations, portions of parking lots
v could be reactivated with auxiliary retail units or
kiosks to house vendors and pop-ups, and to

Auxitiary retail units contain trash and recycling

Expanded Parking

Demonstrations show the opportunity for new activities on existing parking areas and, just as
important, show a reconfiguration of parking that might occur in the longer term. Rather
than simply remove parking for new activities, these configurations increase available parking
through a variety of structuring. While expensive, it's a more sustainable path than
eliminating buildings in downtown to accommodate parking expansions.

In one of the demonstrations for the Clinton —
Street-Hoop Skirt Alley parking area, new

and activating uses are shown along Clinton

Street with a footprint of about 1,800square 7/

feet. Sloping parking decks would allow for, - L
perhaps, up to 110 parking spaces.

Activating uses along Clinton Street

- A second demonstration employs ramps and flat
plates for parking, which uitimately offers a more
g convertible long term structure. Actvation though
t Clinton Street.
v\z\dsxbmﬂ 135 spaces in a two-level parking
structure above grade or about 166 spaces for a
Structure with ramps ond flat plates  parking structure with three levels above grade.

Increased Downtown Housing

Creating housing across the spectrum of affordability and types is a goal of downtown,
recognizing both the shortage of housing for downtown workers as well as housing that
might be oriented to those seeking an environment like downtown Charlevoix.

Hilltop Housing North Elevation

An area referred to as “Hilltop,” at the edge of the downtown's south side, could offer an
opportunity to introduce a mix of housing styles, including apartments, rowhomes and flats,

large space walkways, and
gathering spaces, and with parking at ground and below grade levels

Technical Assistance Highlight:

Downtown Futures

New Downtown Activities-State and Antrim

Asmall bullding at the corner of State Street and Antrim Street was locally identified as a

likely redevelopment opportunity, and the property has since been selected as
Redevelopment Ready Community priority

The State and Antrim demonstrations show
two alternatives for the 0.14-acre site, one
with parking and one without, both two
story developments ranging between 3,000
and 6,000 square feet. While other
configurations would be possible several
factors for the redevelopment are critical

State and Antrim—Scheme 1
A development that directly addresses
the public sidewalk with a bullding
fagade along Antri Sreet;

A use that i retall of office on the
street level, not residential;

Parking that relies, in whole or in part,
on spaces along the street; and

State and Antrim—Scheme 2
A mass that Is two stories

The first step—always—is an honest
dialog about the ideas and content
contained in the Futures report. It'sa

New Downtown Activities-Curling
Several downtown stakehokders noted an interest in new activities — especially new

activities, perhaps curling. in the winter season. Curling is an activity that is easily
accessible across ages and genders and is both intergenerational and gender neutral. The
Futures exercises considered two locations for curling—one at Bridge Park and the other,

252 sometimes more competitive venue, incorporated into a downtown parking structure.

The expanse of park space along Bridge
Street, overlooking the ferry docks, is a
flat area where curling might be
introduced in winter. In summer, curfing
could be replaced with bocce, which
requires a smaller but similarly configured

‘court.” Two curiing sheets, o two bocce
courts in summer, could be configured in
the flat space of Bridge Park, bookended
by infrared-heated pavilions.

While Bridge Park offers a social venue, a
more competitive venue accommodating
six or eight curling sheets might be
imagined as an upper floor to a new
parking structure. Not anly does this use
provide 2 venue where a bonspiel (curling
tournament) could occur, it does 50 s an
Introduction without displacing an existing
use. Building on the curling concept, a
restaurant could be developed with views
of the curling rinks and a banquet venue,
which local tourism and hospitality
representatives cited as lacking In the
community and downtown, might also

Bridge Park curling-bocce recreation area
become a part of the venue. e -
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Curling, with a restaurant and banquet venue, as part of downtown parking structure

known that it cannot be one hundred
percent correct. The best path, then, is
o use the report to engage in deep.
conversation about what's needed, and
what's possible.

Change will happen in Charlevoix’s
downtown. The demonstrations outline
a strategy for a few projects that
envision how change might be
accommodated in ways that make the
resulting project a fixture for the
community.

Always, the circle of the conversation

needs to be made larger. In that process,
more voices and more ideas will be
heard, but if there is commitment
around a few solid and compelling ideas,
‘the expanded circle can form a
groundswell of support for moving
forward.

Join the Conversation

c CHARLEVOIX
'MAIN STREET DDA

@ (231)547-3257
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BACKGROUND

The Niles Outdoor Downtown Experience (NODE), a seating, gathering, and
small events area centered in a portion of the 200 block of North 2nd Street
was Initially ereated in December 2020 as part of a coordinated City of Niles
and Niles DDA/Main Street initiative to support businesses and to help

mitigate the adverse Impacts of the COVID-19 pandernic on the district and

the community’s way of life.

The NODE served as a pilot, of sorts, that is inspiring ideas for a more
permanent and enhanced version of an outdoor space for gathering, dining
and entertaining, and for enjoying downtown Niles in new, fun, and creative
ways. To help support and advance local efforts, Michigan Main Street
enlisted Downtown Professionals Network to gather input, study, assess, and
offer direction for concepts that could serve as a hub or focal point for the
downtown Niles outdoor experience.

LOCAL INSIGHTS

Input from nearly 1,400 survey respondents, along with observations and
information collected on site,
location and design of an outdoor hub. Survey results, shared with the
inan “ata glance” format, include:

used to help inform concepts for the

communi

‘Would prefer an outdoor hub located in an
off-street lot or open space,

ocated in 3n offstrest loc or open space 55.7%

Located

street

No preference

% Would prefer an outdoor hub installation
6 I £/ that is permanent.

Temporary

No prefersnce or unsure

Would prefer an outdoor hub that is open and
programmed year-round.

n and programmed year reurd 557

Open and programmed seasonally 318%

No preference or unsure 9.6%

Would prefer an outdoor hub open to food
trucks and remotely located vendors,

Open to focd trucks snd remote vendor

Restricted to downtown food and beverages | 8.5%

No preference or unsure 9.9%

s Moin Streel

(ub Survey Res:

Niles DDA/Main Street |  (269) 687-4332 | " uncoverniles.com
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Parking Area—Large Space: The downtown gathering space Is created in the lower level of the
porking areo between Second and Third. Porking is eliminoted at the east end to create o space
that might accommodate 250 or more people comfortably in a range of seating conditions
(small tables, grass, communal tables, and ledge/wall seating). A staircase links the fower level
with  “balcony” on the upper level parking area. A stage provides a focus for performance
activities. The space can be expanded for larger activities by temporarily closing more parking
spaces. Food trucks can service the gathering space from the parking lot or from Sycamore.

\

Parking i Space and Medium S
gathering space is created in the lower level of the parking area between
Second and Third, Parking is eliminated at the east end to create a small
space that might comfortably accommodate 140 people, or a medium
space that might comfortably aecommaodate 200 peaple, in G range of
seating condltions (small tables, grass, communal tables, and ledge/wall
seating). A stage provides a focus for performance activities. The space
can be expanded for larger activities by temporarily closing more parking
spaces. Food trucks can service the gathering space from the parking lot
o from Sycamore.

Small Space Medium Space

Parking Area—Interim Space: The downtown gathering space, shown right, is created in the lower level of
the porking area between Second and Third. Parking is eliminated ot the east end to create o space that
might accommodate 140 people comfortably in o range of seating conditions (small tables, gross, communal
tables, and ledge/wall seating). This configuration assumes, perhaps, the use of materials solvged from
upgrades of public spaces with planters recreated from Main Street planter walls and the surface painted to
create more interest. The space can be expanded for larger activities by temporarily closing more parking
spaces. Food trucks con service the gathering space from the parking fot or from Sycamore.

Technical Assistance Highlight:
Downtown Futures

DowNTOWN NILES OUTDOOR HUB | SECOND STREET CONCEPTS b,
(et}

Second Street Overhead Gateway and Plaza Area

An overhead gateway, shown above, identifies the street as o
special location in downtown Niles. Shown right, the gateway is
lowered mechanically to ciose off the street to vehicular traffic ot
those times when the entire street becomes  place for an event of
larger gathering. Street lights use “stage” lights to provide
IHumination and highlight activity focuses during events.

Shown below, a realignment of the roadway and the elimination of
parking maintains two-way troffic on Second Street and creates a
larger plaza-iike area for pedestrion movement, activities, and @
series of gathering spaces at various sizes, with possibilities to span
2nd Street from Main to Sycamare, or from Cedor to Sycamore.

| AR NIeIeq
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Second Stroot Realignment

Second Street —Main to Sycamore Realignment: Second Street is
realigned between Sycamore and Main, eliminating porking and pushing
the centerline of the roadway to the west, and then getting bock on the
original alignment south of Main. Two-way traffic is maintained. West
curb is retained while east curb is shifted to create the lorgest possible
spoce for pedestrian activity on the east side, essentiolly expanding the
east sidewalk. The east sidewalk is maintained with 8 feet clear for
pedestrian movement and the remainder developed as a series of
gathering spaces at various sizes, like depicted below.

The street’s ent
mimics the changes and patterns found in the Main to Sycomore block,
with the original afignment returning just north of Cedar. Two-woy

Second to Main

traffic is maintalned. The entire space is imagined as  tree-lined plaza
with bollards defining the travel fanes for vehicles. The east curb is
eliminated to allow for an uninterrupted plane for octivities at those
times when the street s closed i ts entirety for events. Extending the
pattern to the south of Main allows for larger events and o greater
distribution of the outdoor hub experience.

Uninterrupted Plane for Larger Events

Niss, Mician




Technical Assistance Highlight:

Impact Report

2023 Pulse

Reaching Into the Past of Downtown .*(‘,l

Boyne City Main Street

. /. . . N . 2 The reimagined Food Truck Rally brings our community together. What >
| (= \} Boyne City Main Street is a community of volunteers started as 3 small food truck rally with some local wine tastings has been RS )
) P brought back ta ffe—in the name of supgort  own fa
—r ’ that work together year-round to make our historic N N DS DR PP D ey o e

rmarket. This re-eneraized rally offered over 1,000 patrons (supported by 78%

BONECTY Rl  TRANSFORMING BOYNE CITY’S DOWNTOWN el e bl el
272 around the community, made for 3 successful ra-tooling of this event. 25%
Social
Connection Boyne City Main Street
Events 2022-23

Boyne City's Board of Directors

( 6,120+
‘i @) 2170+ 6,3m§940
o,

+ Food Truck Rally
+ Harvest Festival

MICHIGAN MAIN STREET

Sl i A Network of Leaders in Grassroots Economic Development

+ Holly Jolly Boyno

gngNTOWN Boyne City Main Street is
maklng g real difference. s
TIA0 T e 202250028 oo oo ot
]20 Residential units the shores of v “ "‘ v ."_‘ ‘ e " < - V‘,“
25 Restaurants that,inthe.end, helptost t our local busir

34 retaiistores Downtown’s Goals not imac

t availabilit ear | nesses that are Thunder, | ar

3,050

Real Impact.
"sw.aas.s?s “ss,sss.szs

The numbers prove it!

64,583 2022-23 Total 2022-23 Total
Private Investment Public Investment

$424,613,279 $146,697,645

inesses Thrive
to local chamt

$91,958

N\
40,812 144
2022-23 2022-23 2022-23
Volunteer New Facade & Building
Hours Businesses Improvements

892,702 1,897 2,817

$1,947,177

3 part of one of th nmunities 1 In the Numbers ! ’
“The most rewarding aspect B,

e3l difference of my involvement with Main Income Expenses
Mark Kowalske, Managing Broker, Coldwell Banker Schmidt Realtors Street has been witnessing the !

iy tdoor recreation u:

63 b rrosmand malfthins

% seretene ind all autdoor recreation u / -
vacancy rate Maximize the experience of Boyne City ‘jml{‘

12.5% iy e BOYNECITY Voumshoids )
AN 1685 } e }
”

where Main St Our MMS
Communities

1o

transformation of Boyne City, while )
. . preserving its historical heritage. [
Downtown Drive Time Markets it's been a privilege to have played $409,953
q

asmall rolein the improvements
Main Street has made in this

dynamic community"
~Sally Van Domelen. Main Street Volunteer,
‘Marketing Committee

ommunity’

Modian HH Income

’ $64,472 O
Mukarige In-demand Businesses

44.4 years

Housing Units.

Shopping & Retail Food & Drink

" a
Breakfast thereby making the stat

10 store Breakfast and lur stronger and culturally dive
Hea
thing Ethr

MICHIGAN ECONOMIC

MICHIGAN

wwwmiplace.org
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Technical Assistance Highlight: Vibrancy Grant
Creative Placemaking in Lapeer

Public Art &

s am
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810-356-3

thewhitneycas.
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Technical
Assistance
Highlight:
Vibrancy
Grant

Downtown
Owosso
Ambassador
Program

@downtownowosso #dow ntmhg(mos. A

| Downtown 0wosso I-IypeTeam?

You're about to see me share more
about this soon ¢4

Add to your story >

Send message
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Technical Assistance Highlight: Vibrancy Grant
Middle Market in Downtown Lansing
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Michigan Main Street Staff

U MICHIGAN

Laura Krizov

Manager

Economic Development
Incentives and Services

MEDC

517.420.8128
krizovl1@michigan.org

Leigh Young, AICP

Senior Main Street
Specialist

Economic Development
Incentives and Services

MEDC

517.282.3744
youngl11@michigan.org

Jill Tremonti
Promotion Specialist

Economic Development
Incentives and Services

MEDC

517.897.4428
tremontij@michigan.org

51



MICHIGAN
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MICHIGAN MAIN STREET

www.miplace.org/programs/michigan-main-street




