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By Doug Loescher, 
Director, NTMSC

Why “NETWORkED
NONPROFITS” SuCCEED

DIRECTOR’S
CoLuMN

Humbling. That is a word that describes the past three years for a 
lot of nonprofit community organizations, including many Main 
Street programs. Budget cuts, staff reductions, membership decline, 
funding loss… these are the woes faced by many of us on the local, 
state, and national level. After years, if not decades, of growth, 
many of us have faced the prospect of seeing our programs shrink, 
perhaps for the first time in our history. In last year’s National 

Main Street Trends Survey, many local Main Street programs 
indicated that they were—at best—treading water. Few programs 
saw actual growth in their organizations—the traditional barom-
eters of success for Main Street programs. But in the emerging 
world order, it’s worth stepping back and asking ourselves the 
question: is “growth” really necessary for success?

Recently, I was comparing notes on this subject with a colleague 
who heads up an international heritage tour program. She sur-
prised me when she said: “the idea that you have to always grow 
to be successful… is just not true.” Despite some tough years of 
downsizing her organization—from gross revenues and staff levels, 
to number of events and scale of operations—she felt better than 
ever about her work. Why? As it turns out, conventional “growth” 
may not be the name of the game for her program—and perhaps 
not for our Main Street organizations, either.

A study published in the Stanford Social Innovation Review bears 
this out. The report challenges the conventional wisdom that says 
nonprofits must continually grow larger to “do the most good.”  
In fact, when looking at some of the world’s most successful 
organizations, the researchers found that nonprofits that stayed 
small, and shared their load with like-minded partners, did very 
well in reaching their mission objectives. In short, the Stanford 
report suggests that organizations such as Main Street might be 
better served by focusing less on growing themselves, and more  
on cultivating their networks. 

Apparently, nonprofit leaders everywhere tend to view organizational 
growth, rather than impact, as their primary metrics of success. 
The Stanford Review illustrates how both the corporate and 
nonprofit sectors consider traditional forms of program growth 
—“whether scaling up existing programs, expanding to new 

locations, raising more money, or proliferating new programs to  
be a sign of vitality and impact.” But these days, growth is difficult.  
In fact, growth may distract us from the real goal, which is impact. 
Instead of growing our membership, revenues, or staffing, we can 
deepen our relevance by leveraging our network connections.

One of the examples cited in the report illustrates this point: an 
international microfinance entity called the Women’s World Banking 
Network, which hit its own glass ceiling of growth about 10 years 
ago. Growing the organization, in terms of staff or even funding, was 
just not sustainable. So instead, they spent the past decade staying 
small and focused instead on leveraging 53 other microfinance 
organizations to expand their combined impact, from 50,000 clients 
alone to 18 million together. That’s a 350-fold increase in clients 
served. And that’s the power of a “networked nonprofit,” which  
is a perfect description of the typical Main Street organization.

A good example is Bridgeton, New Jersey. Like so many Main 
Street organizations, Bridgeton Main Street has networked with 
other groups to collectively build a far more ambitious promotion 
calendar than they could do on their own, particularly when the 
organization hit a rough spot in 2008 and had to re-start the 
program from scratch. One of those events—a weekly downtown 
farmers market sponsored by Main Street—was limited by the 
organization’s capacity to run it. But after rebranding as the 
Bridgeton Outdoor Market at the Riverfront with weekly themes, 
Main Street found creative collaborators in spades, such as 
the“Dawg Days’ dog wash by the SPCA, animal days by the local 
zoo, and cooking events by a nearby university. It was just a small 
step then for Bridgeton Main Street to become a “networked 
nonprofit” itself, by joining a 10-group regional partnership that 
acts as rotating hosts for a series of Riverfests along the Cohansey 
River. All these activities now benefit downtown, without addi-
tional staff or funding demands on the Main Street program.

Back to the Stanford Review, its conclusion is that “networked 
nonprofits are some of the most effective nonprofits in the world,” 
which would seem to put our national network of downtown 
programs in a “world class” status of networked nonprofits, 
wouldn’t it? And perhaps that’s the secret behind the resilience and 
“impact” of so many Main Streets programs, whether they are 
“growing” or not.

“ The iDea ThaT you have To 
aLWayS gRoW To Be SuCCeSSfuL… 
iS JuST NoT TRue.”



3MaY/JUNE 2012   MainStreetnOW  

Festivals That Say ChA-ChING! | 4  
Economic impact studies of local festivals are critical 
to the bottom lines of many Main Street programs and 
local businesses. See what two Mississippi Main Street 
communities learned from analyzing their key festivals 
and how they put the findings to use. 

The Arkansas  
DeltaMade Program | 14 
See how a regional branding initiative, Arkansas DeltaMade, 
has uncovered hidden entrepreneurial assets and fostered the 
creation of new businesses built around the distinctive character 
of the Arkansas Delta. 

Real Estate TODAy | 19  
Why should Main Street programs be concerned with community banks? 

Because they’re natural allies. Only 21 percent of the banking community, 
community banks made 58 percent of small business loans in 2011.

From The Front Line | 21 Main Street managers research, identify, 
and visit business prospects all the time. But what happens when they knock 

on your door? How do you handle these drop-in visits? Be prepared to ask the right 
questions so you don’t lose a potentially great business.

 
Network Notes | 23 What are the three 
statistics every downtown should live by? 

Congratulate more than a dozen Main Street communities 
that have made “best of” lists in the past few months. 
See how Port Townsend, Wash., is keeping its downtown 
open during streetscape construction and how Rochester, 
Mich., is showcasing its past during its streetscape 
improvement project. And there’s good news from the 

Federal Highway Administration, which released a report on its four-year effort to 
create more walkable cities.

Cash Mobs | 28 First there were “flash mobs.” Now there are cash mobs, the 
shop-local equivalent. Find out why they are perfect for Main Street businesses, how 
to organize them, and how to keep them fun!

British Band Comes to Main Street | 31 British folk rock band 
Mumford & Sons is headlining a summer stopover tour that will visit two Main  
Street towns. Get your tickets now!

TABLE of 
CONTENTS

May/JUNE 2012

MAINSTREETNOW
Main Street Now is published 6 times 
a year as a benefit of membership in 
the National Main Street Network, an 
organizational membership program 
of the National Trust Main Street 
Center, National Trust for historic 
Preservation, 1785 Massachusetts 
avenue, N.W., Washington, DC 20036.
tel: 202.588.6219 
e-Mail: mainst@nthp.org
WeB site: www.mainstreet.org
Social Media
tWitter: NatlMainStreet
FaCeBOOk: www.facebook.com/ 
NationalMainStreetCenter
annual dues are $250.
©2012 National Trust for historic  
Preservation

Editorial Staff
Linda S. Glisson
Assistant Director for Information 
Resources
National Trust Main Street Center

Andrea L. Dono
Program Manager for Research &  
Training
National Trust Main Street Center

DESIGN, Main Street Now
Frank. Strategic Marketing.

National Trust for
historic Preservation:
Stephanie Meeks
President

Valecia Crisafulli
Vice President of Partnerships  
Preservation Division

Doug Loescher
Director
National Trust Main Street Center

Lauren Adkins
Assistant Director, Field Services
National Trust Main Street Center

Tomás M. Ramirez, MTA
Network Services Coordinator
National Trust Main Street Center

The National Trust for historic
Preservation is the only national,  
private organization chartered by  
Congress to encourage public  
participation in the preservation of 
sites, buildings, and objects significant 
in american history. The National Trust 
Main Street Center provides technical 
assistance in downtown and neighbor-
hood commercial district revitalization 
to communities throughout the nation.



4 MAINSTREETNOW  May/JUNE 2012 

y

x

+

+

+



5MaY/JUNE 2012   MainStreetnOW  

+

Watching Margaret Miller across the table, one 
might think she was gushing about her grand-

children. But Miller’s contagious excitement was 
over the results of an economic impact study of 
the Peter anderson arts Festival, an annual event 
in Ocean Springs, Mississippi.

With eyes twinkling and listeners enthralled, Miller 
talks about the first economic impact study of 
the event, conducted in 2010, which revealed that 
the annual festival grossed $13 million in a town of 
18,000 people.

Festivals that say Cha-Ching! 

Measuring the Economic 
Impact of Special Events
By Rachael D. Carter and Jeannie W. Zieren

©Joseph Miller
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this is the second year in a row for 
us to have an impact study,” Miller 
breathed. “I can’t wait for the  

results; I think we could have significantly 
increased our results from last year!” 

An economic impact study of festivals may 
not be as exciting to everyone, but they are 
critical to the bottom lines of many Main 
Street programs and local businesses. The 
local economies of many towns depend on 
the revenue, employment, and income that 
festivals and events bring to the community.

Evaluating your community’s festivals and 
events, especially if they are supported by 
public dollars or investments, is a vital part 
of stewardship as a Main Street manager.

So, how do you know if your festival can 
say, “Cha-Ching”? Keep reading!

Why Economic  
Impact Matters
Since the economic downturn, local govern-
ments have been faced with difficult budget 
decisions. Many local communities rely 
heavily on festivals and special events to 
generate spending and increase the influx of 
new money into the local economy. It can 
be difficult for a Main Street program, a 
tourism bureau, or a chamber of commerce 
to justify the spending that is necessary to 
host these events. Policy makers and spon-
sors may have tough decisions to make in 
determining which events to support. 

Another problem some communities 
face is hosting more festivals and events 
than their town can support. Some of 
these events may not provide a good re-
turn on a community’s investment. In this 
case, an event manager needs to determine 
why the event is not producing the eco-
nomic impact that it should and whether 
it should be discontinued. 

These problems have become prevalent 
issues faced by Main Street directors and 
illustrate why festival evaluation is impor-
tant. Evaluating your community’s festivals 
and events has become more important 
than ever considering the economic impact 
– good or bad – that they can have on your 
Main Street businesses, your community, 
even your entire state. 

Festival Evaluation 101
Festivals and special events can be ex-
pensive to host, considering their many 
needs, such as police force, first aid, facility 
maintenance, and parking, to name just a 
few. However, the positive impacts of such 

The Market Street Festival began in 1996 and over the past 16 years 
has grown to be the largest special event in Columbus, Miss. It 
encompasses 12 city blocks and the Riverwalk in the historic down-
town and offers more than 250 arts, crafts, and food vendors.

Margaret Miller, executive director of the Ocean Springs Chamber-
Main Street-Tourism Bureau presents an award to Mary Anderson 
Pickard, the Blue Moon Art Project Winner at the 2012 Peter  
Anderson Arts Festival. As the event's major sponsor, Blue Moon 
Beer helps promote Ocean Springs as an arts community by  
sponsoring the art contest.

“

©Joseph Miller

©Joy Collins



events often outweigh these costs. Festival 
evaluation seeks to determine whether 
the positive impacts outweigh the costs of 
putting on the event. Thus, before starting 
the evaluation, you must establish a desired 
outcome for the event. 

 Determine whether the event is pro-
viding the community with the outcome 
that it needs. Is the festival a community-
focused event that improves the quality of 
life for local residents, or is it designed to 
draw visitors from outside the local area to 
inject new money into the local economy? 
Festivals and events can be designed to 
do both, but sometimes an event is more 
focused on meeting the needs of residents 
than visitors. The event manager or Main 
Street director needs to determine the desired 
outcome before beginning the evaluation 
process. Once you have determined your 
needs, you can design an evaluation to mea-
sure how well you are meeting those needs. 

 A good evaluation will provide in-
formation about customer demographics, 
spending profiles, and satisfaction. With 
this information, you will be able to deter-
mine what the event’s economic impact is, 
whether customers are satisfied, where im-
provements can be made, how effective the 
event’s marketing strategies are, and exactly 

what market the event is reaching. These 
findings can help you determine if you need 
to make changes to the event or help you 
recruit more support if the information 
gathered is positive.

The goal of a tourism event or venue is 
to bring new money into the community, 
support local businesses, and stimulate the 
local economy. So, when evaluating a tour-
ism event, a community must determine if 
enough new money was injected into the 
local economy to justify the cost of hosting  
the event.

Performance-based budgeting is a strat-
egy that can be used to determine if the 
benefits of an expenditure meet expecta-
tions or produce the desired outcome. To 
make this work, performance measures 
must be in place and a method of evalua-
tion must be used to find out if the results 
were achieved.1 For example, you could 
ask: Does this particular event generate 
more money than it cost the local commu-
nity to host it? If so, what types of return 
on our investment are we getting? This 
information is crucial if tax dollars are 
being used to support the event – or the in-
frastructure used during the event, such as 
public facilities. An economic impact study 
seeks to determine event attendance, retail 

spending, and tax dollars generated by an 
event or entity.

First, find a reputable economist to 
conduct your study. Contact your state 
universities, state development institu-
tions, economic development agencies, 
or rural development research centers to 
determine the best person to conduct the 
study. Often, state extension services have 
economists who specialize in outreach 
work and can be of great assistance. You 
can also contact a consulting company 
to conduct this service, but you need to 
check the references and credentials of the 
consultants.

There are many ways to conduct an 
economic impact study. One method that has 
been proven effective for special events is to 
collect intercept surveys and count the event 
attendance. An intercept survey is a set of 
questions designed to gather information di-
rectly from your event attendees. (See sidebar 
“Collecting Intercept Surveys.”)

1Performance Budgeting for State and Local 
Government. Janet M. Kelly and William C. 
Rivenbark, M.E. Sharpe, Inc., 2003.

1 / DeterMiNe What yOU WaNt tO FiND OUt. 
Intercept surveys can provide valuable information that can add to the  
credibility of your desired outcome. They can be used to collect information 
that can improve your event, such as increasing marketing effectiveness by  
using consumer demographics. It is important that you decide exactly what 
you want to find out before you design your survey. 

2 / learN Where yOUr partiCipaNts are COMiNg FrOM. 
To accurately determine the event’s economic impact on the local community, 
it is important to find out where your visitors are from. This can be done in 
many ways, such as including a question on your survey, counting the license 
plates of attendees, or using the event registration process.

It is important to know where your visitors live because people who live farther 
than 90 miles away are considered non-local participants and can be counted 
as generators of new money in the local economy. Also, it has been noted that 
out-of-state visitors often spend more than those who live in the state but 
are considered non-local. Finding out where your attendees live can help you 
adjust your marketing strategies and determine your event’s effectiveness as an 
economic development tool.

COllECtINg INtERCEPt SURvEyS

y

x

(Continued on page 12.)
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ExAMPLE 1:  your community has 

a long-standing festival that you feel is a 

valuable part of your local economy, yet 

local businesses and elected officials don’t 

support the event financially or with the  

resources needed to maintain its quality, 

such as added law enforcement, parking,  

or restroom facilities. 

SOLuTION: Conduct an economic im-

pact analysis of the event to determine how 

it affects the local economy.

hOW: one way to conduct an economic 

impact analysis is to estimate how many 

people are coming to your community for 

the event, where they are coming from, and 

how much they are spending while they stay. 

the Peter Anderson Arts Festival was 
created more than 30 years ago to 

help bring business to downtown Ocean 
Springs. The community has just over 
18,000 residents, and the annual Peter 
Anderson Arts Festival draws well over 
100,000 people annually.

The research team for the arts festival, 
consisting of Dr. Albert Myles and Rachael 
Carter with the Mississippi State University 
Extension Service, decided that the best  
way to evaluate the event was first to con-
duct an economic impact analysis to see the 
positive influences the event has on the local 
economy. Second, they designed a survey 

to conduct a market analysis and consumer 
satisfaction study that would determine 
where visitors were traveling from, their 
demographic information, and suggested 
improvements to the event.

The Peter Anderson Arts Festival has ef-
fectively used intercept surveys to discover 
that its economic impact is not just local 
but regional; the event attracts visitors from 
several states. The study found that the eco-
nomic impact of the festival was $13 million. 

“We now have Peter Anderson every day, 
365 days per year,” says Margaret Miller, di-
rector of the Ocean Springs Chamber-Main 
Street-Tourism Bureau. “Peter Anderson 
has had a direct influence on the number of 
restaurants and businesses we have here.”

Ocean Springs has more than 100 restau-
rants in the city and 32 of them are downtown.

 “We know we have to keep doing things 
bigger and better to sustain the restaurants 
and businesses that the festival has created 
for our town,” she adds.

Miller says the economic impact study 

gave them the courage to go after a national 
sponsor the next year.

“The timing of the study was fortuitous 
because I heard Sylvia Allen (of Allen 
Consulting) at a Main Street training talk 

about selling sponsorships and it gave us the 
courage to just go for it,” she says.

The Peter Anderson Festival secured a five-
year contract with Blue Moon Beer, which 
allowed Ocean Springs to expand the festival 
to a four-day event and bring in more spon-
sors and names for the 2011 festival. 

“Once Blue Moon was in place, everyone 
else wanted to be part of the event,” says 
Miller. “It definitely made a difference.”

“We have an unbelievable relationship 
with Blue Moon,” says Joey Conwill, board 
president of the Ocean Springs Chamber-
Main Street-Tourism. “They have been so 
grateful and have seen the value of the spon-
sorship. Gaining a national sponsor and ad-
ditional sponsors has allowed us to expand 
the festival and tell more people our story.”

Besides the national sponsorship, Blue 
Moon has helped promote Ocean Springs 
as an arts community by sponsoring pre-
festival parties that included an art contest 
in which artists could enter drawings to 
become the official festival artwork.

After the success of the first impact study, 
Miller convinced her board of directors 
to approve a second study for the 2011 
festival. The survey revealed that the eco-
nomic impact of the festival rose from $13 
million to more than $22 million and that 
attendance increased from about 104,000 
to 119,000 in 2011, with more than 60 
percent of the attendees crediting the new 
advertising strategies as the way they heard 
about the event. 

“We had the study done again,” says 
Miller, “because we wanted to take this to 
the state, to our legislators, and show them 
what a festival can do. It’s more than about 
money. It shows that we make a difference!”

FESTIVAL STuDy 
Peter anderson arts Festival / Ocean Springs, Mississippi

Display of musical instruments at the Peter Anderson Arts Festival.

thE PEtER aNdERSON FEStIval SECUREd a FIvE-
yEaR CONtRaCt WIth BlUE MOON BEER, WhICh 
allOWEd OCEaN SPRINgS tO ExPaNd thE FEStIval 
tO a FOUR-day EvENt aNd BRINg IN MORE  
SPONSORS aNd NaMES FOR thE 2011 FEStIval. 



The Peter Anderson Arts Festival attracts more than 350 vendors from around the continent  
who display and sell everything from pottery, paintings, jewelry, and sculptures to woodwork,  
metal work, and handmade tile pieces.

ESTIMATED SPENDING 

by all visitors with local retailers and vendors at the peter anderson arts and Crafts Festival, 2010

ExPENSE IN-STATE:  
LOCAL

IN-STATE:  
NON-LOCAL OuT-OF-STATE TOTAL

Food services and Drinking establishments 
(restaurants, Concessions, Bars) $1,624,727.5 $60,070.5 $1,050,332.5 $2,735,130.5 

general Merchandise stores  
(Clothing, souvenirs, gifts, etc.) 2,498,400 70,190 964,462 3,533,052 

hotel lodging and accommodations 541,000 2,952,826 3,493,826 

Other lodging accommodations  
(B&B, r.v. parks, etc.) 250,561 250,561 

gasoline 559,627 76,741 633,827 1,270,196

Other expenses 2,710,774 141,002 758,644 3,610,420 

purchases from vendors and  
exhibitors present at Festival 3,655,192 82,585 1,953,450 5,691,227 

TOTAL 11,048,721  971,590  8,564,103  20,584,413 

©Joseph Miller
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RESOuRCES / Economic impact of the Columbus Market Street Festival. Dr. al Myles, rachael Carter, Mississippi state University,  
Department of agricultural economics, 2011
Economic impact of the 32nd annual Peter anderson arts and Crafts Festival, Ocean Springs, Mississippi. Dr. al Myles, rachael Carter, 
southern agricultural economics association, Birmingham, al, Feb. 4 – 7, 2012, http://purl.umn.edu/119050
Performance Budgeting for State and Local government. Janet M. kelly and William C. rivenbark, M.e. sharpe, inc., 2003
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FESTIVAL STuDy 
Market Street Festival / Columbus, Mississippi

The research team conducted an economic 
impact analysis with special emphasis on the 
total value added to the community through 
increased spending and the city’s estimated 

tax collections through the event. The team 
also measured the level of satisfaction that 
the event participants had and determined 
the percentage of repeat visitors.

The study found that 34,000 visitors spent 
an estimated $7.32 million with local mer-
chants on various goods and services during 
the festival. “New money,” or expenditures 
from outside of Columbus and the state, 
accounted for $3.66 million. The results 
suggest that for each dollar of direct sales, 
an additional 30 cents in secondary effects 
(mainly induced effects) occurred, yielding a 
total sales effect of more than $3.4 million.3 
The secondary or induced effects could ac-
count for items purchased or money spent 
to meet the needs of the direct impacts. For 
example, it is common during a tourism 
event for business owners to increase the 
hours of their employees or hire additional 
part-time staff. The induced effects could 
also include interest and profits incurred due 
to the event. 

The positive economic impact, favorable re-
views by attendees, number of return visitors, 
and variety of attractions that festival-goers 
selected indicated that this event is both a 

successful economic stimulus and an effective 
community development tool.

Amber Brislin, director of Columbus 
Main Street, says that the most important 
outcome of the study was that it confirmed 
the return on investment to the community. 

“The study has helped show that all 
the hours, efforts, resources, and financial 
support of our local community and spon-
sors are a wise investment,” says Brislin. 
“We plan to conduct a study every few 
years as a way to constantly improve the 
event and to ensure continued community 
and financial support.”

ExAMPLE 2:  you have a longstand-

ing festival in your community that the city 

supports, but you need to provide evidence 

that the city is receiving a good return for 

its investment. 

SOLuTION: Conduct an economic 

impact analysis of the event to determine 

how the event reinvests money in the  

local economy.

hOW: Collect intercept surveys and 

conduct an economic impact analysis with 

special attention given to the total value 

added to the community through increased 

spending and the estimated tax collections 

that the city receives because of the event.2

the Market Street Festival in Columbus, 
a 2010 Great American Main Street 

Award winner, began in 1996 and is still 
receiving financial support from the local 
Convention and Visitor’s Bureau, which 
is funded completely by tax dollars. An 
economic impact study was conducted for 
the 2011 festival to show that the city was 
receiving a good return for its investment. 

Myles and Carter worked closely with 
regional and local Main Street directors 
to design an intercept survey that could be 
used to justify continued financial support 
of the event. The survey was designed to 
gather information from the local popula-
tion to determine whether the festival was a 
quality community event and whether it was 
generating spending by attracting non-local 
and out-of-state visitors.

The 2010 Market  
Street Festival in  
Columbus, Miss.,  
attracted more than 
34,000 visitors  
who spent $7.32  
million with local  
merchants (left). 

The swings are  
always a hit in the  
Children’s Activity  
Area of the Market 
Street Festival (right).

2Economic Impact of the 32nd Annual  
Peter Anderson Arts and Crafts Festival, 
Ocean Springs, Mississippi. dr. al Myles, 
Rachael Carter, Southern agricultural  
Economics association, Birmingham,  
ala., Feb. 4-7, 2012.
3Economic Impact of the Columbus Market 
Street Festival. dr. al Myles, Rachael Carter, 
Mississippi State University, department  
of agricultural Economics, 2011.

©Joy Collins ©Joy Collins

“ thE StUdy haS hElPEd ShOW that all  
thE hOURS, EFFORtS, RESOURCES, aNd FINaNCIal  
SUPPORt OF OUR lOCal COMMUNIty aNd SPONSORS 
aRE a WISE INvEStMENt.” – aMBER BRISlIN 



Sponsored by the local YMCA, “Zumba in the Streets with 
the YMCA” is a great use for one of the Market Street 
Festival music stages before the live music acts begin. It 
brings out more than 100 Zumba enthusiasts and really 
gets the crowd going! 

ESTIMATED SPENDING by all visitors with local retailers and vendors at the Market street Festival, 2010

ExPENSE IN-STATE:  
LOCAL

IN-STATE:  
NON-LOCAL OuT-OF-STATE TOTAL

Food services and Drinking establishments 
(restaurants, Concessions, Bars)   $2,972,109     $633,801    $2,398,086    $6,003,997 

general Merchandise stores (Clothing,  
souvenirs, gifts, etc.)      814,719      882,795       691,152     2,388,666 

hotel lodging and accommodations      602,111    1,029,927       550,493     2,182,532 

purchases from vendors and exhibitors  
present at Festival      773,389      877,571       658,198     2,309,157 

gasoline      673,733      658,178       567,212     1,899,124 

TOTAL    5,836,061    4,082,273     4,865,141    14,783,475 

RESOuRCES / Economic impact of the Columbus Market Street Festival. Dr. al Myles, rachael Carter, Mississippi state University,  
Department of agricultural economics, 2011
Economic impact of the 32nd annual Peter anderson arts and Crafts Festival, Ocean Springs, Mississippi. Dr. al Myles, rachael Carter, 
southern agricultural economics association, Birmingham, al, Feb. 4 – 7, 2012, http://purl.umn.edu/119050
Performance Budgeting for State and Local government. Janet M. kelly and William C. rivenbark, M.e. sharpe, inc., 2003

A potter’s wheel demonstration is a 
popular feature at the Market Street 
Festival “Hands on Market,” a partnership 
between Main Street Columbus, local 
businesses, and the Columbus Arts  
Council each year during the Market 
Street Festival. The event includes dozens 
of Mississippi artist demonstrations for 
children of all ages. 

11May/JUNE 2012  MAINSTREETNOW 
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Is an Economic Impact 
Study Right For you?
Local governments are often faced with 
tough decisions about spending. An eco-
nomic impact analysis can be used as a tool 
to assist policy makers in deciding which 
events are viable. But, measuring perfor-
mance as a means of justifying spending 
decisions can have a downside. The com-
munity might not have the financial means 
to gather the data or enough staff to collect 
the information. In some cases, the event 
may not be large enough to make an eco-
nomic impact analysis practical. Decision 
makers must choose how to measure events, 
which events to measure, and what to do 
with the information once it is gathered.4  
If your state, city, or county has a Main 
Street program, it may be able to assist you 
in determining the evaluation needs of a 
festival or event.

The Mississippi Main Street Association 
worked closely with the research team to 
determine ways to assist the festival manag-
ers in the most practical manner possible. 
Collecting intercept surveys can be costly 
and time consuming. To combat this, the 
research team and Mississippi Main Street 
staff worked with the local Main Street 
managers to recruit and train volunteers so 
they could collect the survey data. Recruit-
ing local volunteers greatly reduced the cost 
of collecting the information. 

Economic analysis can also be expensive 
if a community requires a full-scale, in-

The "50's Girls" handed out surveys to visitors at the  
Peter Anderson Arts Festival. They found that dressing up  
in costume greatly improved participation.

Family fun brings lots of young 
people to the Market Street  
Festival in Columbus, Miss.

depth analysis. It isn’t practical to conduct 
a complete economic impact assessment 
for many small-scale events. In this case, it 
would be best for the community or Main 
Street manager to consult a professional 
to decide what information is truly needed 
and determine how to go about gathering 
the information. Counting the attendance 
at an event, creating a registration process, 
or asking people to fill out an information 
sheet in exchange for participating in a 
raffle are all cost-effective ways to find out 
how many people attended your event and 
where they came from. 

In the case of the Peter Anderson Arts 
Festival and Market Street Festival, both 
large-scale events, a full-scale economic im-
pact analysis and marketing assessment was 
requested and proved to be a valid method 
for gauging the importance of these events. 
When the economic impact analysis was 
complete, the local Main Street programs 
used it as a tool to build community sup-
port and consensus on spending decisions 
for the festivals.

Besides the expense, another challenge 
when collecting survey information is get-
ting a good response rate. People are often 
hesitant to fill out surveys. Ways to improve 
your chances of collecting survey data 
include creating accessible survey locations, 
putting up easy-to-read signs, offering cou-
pons for free products, and attracting the at-

tention of visitors by what you wear. Wear-
ing event staff t-shirts and hats or dressing 
up in a theme is a great way to get visitors to 
stop by and fill out surveys. The volunteers 
at the Peter Anderson Arts Festival in Ocean 
Springs were able to increase survey traffic 
by dressing up in costumes and giving away 
free soft drinks and water to attendees. In 
Columbus, Market Street Festival volunteers 
developed attractive signs and set up an 
information booth to increase the response 
rate for their survey. 

Every event is different. It is important to 
tailor the method of event evaluation to meet 
the needs of the community, keeping in mind 
the practicality, the costs, and the usefulness 
of the information. Combining an economic 
impact analysis with a market assessment 
study was a way for both Ocean Springs and 
Columbus to build local support, generate 
sponsorships, create new partnerships, and 
determine steps to enhance their events. 
Through the festival impact studies, Ocean 
Springs and Columbus proved the economic 
value of their festivals, justified public and 
private investment in the events, and built 
greater support for tourism as an economic 
development tool in their communities.

4Performance Budgeting for State and  
Local Government. Janet M. Kelly and  
William C. Rivenbark, M.E. Sharpe, Inc., 2003

©Joseph Miller ©Joy Collins
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Quick Recap
Most Main Street programs should consider 
conducting some type of evaluation of their 
events, especially if tax dollars are being 
used to support them. Even if the event is 
privately sponsored, it is a good idea to con-
duct some form of evaluation to determine if 
you are using your time and resources wisely 
and meeting the needs of your community. 

  Determine the problem or the  
challenge you are facing.
  Consult a professional.

  Work with your Main street  
coordinators and staff.

   Design a survey or aid a professional 
consultant in designing a survey.

    recruit volunteers or hire  
survey distributors.

  Determine how you will encourage  
participants to fill out the survey. For  
example, provide a coupon for a soft 
drink or bottled water.

  Develop a survey location and signs  
to create credibility.

    Count visitor attendance at various 
intervals of time during the event.

  perform an economic assessment  
or analysis (this should be completed  
by a reputable economist).

  Complete a full report of the results of 
the study. (this should be completed 
with assistance by a reputable econo-
mist or analyst).

  Develop concise, informative material 
that contains the results of the study.

  Distribute the information to local  
media and stakeholders.

Like Ocean Springs and Columbus, your 
town may find a festival impact study well 
worth your time and investment. In today’s 
economy, Main Street programs must make 
sense of every dollar spent. An economic 
impact study can help you secure support 
from public and private partners for an 
annual event or help you decide whether the 
event is a good investment. Keep in mind 
that your festival should have a greater 
purpose than just providing a good time 
for community residents and visitors. The 
event should contribute to telling your 
town’s story and building your community’s 
unique image by involving and supporting 
the creative economy and local businesses. 
When your festival is true to the character 
of your community and tells that story 
effectively, people will want to come and 
spend their time and money at your event 
again and again. 

Musical acts ranging  
from local talent to  
nationally known music 
groups are the highlight  
of the Market Street 
Festival. The two-day  
event is the largest  
fund raiser for Main  
Street Columbus  
and essential to its  
downtown revitalization  
efforts.

The festival impact studies for the Columbus 
Market Street Festival and Peter Anderson 
Arts Festival can be found online at the Na-
tional Main Street Solutions Center (http://
www.preservationnation.org/main-street/
resources/). For more information about 
festival impact studies, call 662-325-1619 or 
e-mail Carter@sig.msstate.edu. 

RACHAEL D. CARTER is a project 
manager for Mississippi State 
University’s Stennis Institute of 
Government and Community 
Development. Her work is in 
community development, economic 
development and analysis, rural 
tourism, and community and strategic 
planning. 

JEANNIE W. ZIEREN is the director 
of communications and a district 
director for the Mississippi Main Street 
Association. Her work includes media 
and public relations, community and 
asset development, meeting and 
event planning, and website and email 
marketing.

©Joy Collins



14 MainStreetnOW   MaY/JUNE 2012 

RURAL HERITAGE DEVELOPMENT 

Arkansas DeltaMade  
Program

T h e

by Andrea L. Dono

The Arkansas Delta, once one of  

the wealthiest regions of the country,  

experienced a sharp economic  

decline during the 1960s and 70s.  

The mechanization of agriculture led  

to the out-migration of people,  

capital, and resources from America’s  

breadbasket. The region, which is  

filled with unique food traditions,  

a rich musical heritage, two  

National Scenic Byways, and a  

colorful history, was left without  

a significant employment base. Apathy  

and hopelessness became common in  

many Delta communities.
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“ The idea was to create a program that brands 
the unique products made here and markets 
them to locals and visitors.”

worth here. Even more importantly, we are 
translating this brand into heritage-based 
economic development.” 

The goal is to preserve the heritage, tradi-
tions, stories, businesses, and history before 
these assets leave the area or collapse into 
ruin. But Wiedower noted that talking to 
a local producer of barbecue sauce about 
revitalization and heritage-based economic 
development wouldn’t resonate. She instead 
gave them something to be a part of that 
was easy to comprehend and had tangible 
perks. Arkansas DeltaMade was structured 
as a carrot—an incentive program that pro-
vides business workshops and one-on-one 
trainings, networking and peer mentoring, 
free advertising and marketing, connections 
to retail outlets, information on tax credits, 
and more to participating local producers.

Wiedower collaborated with members of 
the Arkansas Delta Rural Heritage Devel-
opment Initiative’s executive committee to 
research regional branding programs, col-
lect materials, and ultimately establish the 
program. She tapped graduate students of a 
Rural Heritage Development Initiative part-

ner—the Clinton School of Public Service in 
Little Rock—to flesh out the components of 
the program. They worked out metrics to 
gauge the program’s success, created a base-
line for setting achievement benchmarks, 
assessed new market opportunities, identi-
fied potential members (product producers 
and retail and restaurant outlets), devel-
oped print and online marketing materials 
and a website, and held sales events.

The fact that there was only one staff 
person who could devote just a small per-
centage of her time to managing Arkansas 
DeltaMade presented challenges concerning 
the incentives that could be offered and the 
ways the program could grow. As a result, 
relying on the 130 Delta partners to share 
their resources and expertise has been a 
big part of Arkansas DeltaMade’s success. 
For example, tourism marketing experts 
with the regional travel council helped 
strengthen the brand, and business develop-
ment organizations provided training and 
individual counseling services.

 “The existing regional partnerships in 
the Delta helped us from an organizational 

   

he Arkansas Delta 
Rural Heritage 
Development (RHDI) 
Initiative sought to 
create a culture 
conducive to entrepre-
neurialism in a place 

where, for more than 30 years, many people 
had seen no point in making investments. 
Yet there was enormous potential ready to 
be tapped among the many home-based 
businesses, traditional crafters and artisans, 
small-batch food producers, nature tourism 
outfitters, and others yet to be discovered 
along the Delta. A regional branding initia-
tive presented an opportunity to uncover 
these hidden entrepreneurial assets and fos-
ter the creation of new businesses, all built 
on the distinctive character of the region. 
“Arkansas DeltaMade” was born. 

“The idea was to create a program that 
brands the unique products made here and 
markets them to locals and visitors,” says 
Beth Wiedower, director of the Arkansas 
Delta RHDI. These products include honey, 
barbecue sauces, and other items, such as 
soy-based candles, that are made from local 
crops. “We know the profile of heritage 
travelers. They want a unique experience 
and have money to spend. They’ll buy a 
$350 quilt and forgo the $2 key chain. We 
launched Arkansas DeltaMade to give the 
region an identity and create a sense of 
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identifying retailers and restaurants to serve 
as sales outlets. Participants, who could 
join DeltaMade for free, were promised 
assistance at no charge to help them get 
recognition for their goods or services and 
boost their sales. With an eye on qual-
ity, the Arkansas DeltaMade website was 

“get.” For the Rural Heritage Development 
Initiative, Arkansas DeltaMade was a “soft 
sell” that stimulated interest in the larger, 
more complicated mission of historic pres-
ervation, asset-based economic develop-
ment, and heritage conservation. 

Branding and marketing distinctive 
regional products increased awareness of 
heritage and culture, while helping to keep 
regional arts, crafts, and food traditions vi-
able. By connecting Arkansas DeltaMade to 
local retail outlets in historic downtowns, 
the program has also helped keep older 
buildings occupied with thriving businesses 
and strengthened the local economy. Arkan-
sas DeltaMade is just one part of a larger, 
holistic approach to strengthening the 
heritage and economy of Arkansas. But to 
the hot pepper jelly-maker working in her 
kitchen and the designers participating in a 
jewelry co-op in Helena, it’s about people 
doing what they love in their hometowns 
while reaching more customers – all with-
out having to move to a larger market. 

A range of small business development 
partners in the region helped Arkansas 
DeltaMade program participants launch or 

standpoint because there were so many 
groups we could work with,” points out 
Wiedower. “I couldn’t personally help 
someone write a business plan or help 
people apply for small business loans, but 
our partners could deliver those services 
free of charge – which has been key.”

Beth Wiedower, director of the National Trust’s Arkansas Delta Rural Heritage Development 
Initiative (left), poses with Cathy Campbell, proprietor of Handworks in Helena, Ark.  
A strong supporter of Arkansas DeltaMade, Campbell sells many of its products in her store.

In January 2007, the Arkansas Delta 
RHDI put out a call for local and unique 
products and services in order to uncover 
talented people in the Delta and showcase 
them through the Arkansas DeltaMade 
website. Wiedower’s goal was to sign up 25 
members who embody the “homegrown” 
nature of the DeltaMade brand. Partners 
and steering committee members aided this 
goal by finding the hidden treasures and 

launched (www.arkansasdeltamade.com) 
with 23 vendors in October 2007.

The branding and marketing emphasis of 
the Arkansas DeltaMade program quickly 
attracted interest and membership. Wie-
dower explains that there is a weak pres-
ervation ethic in the Delta region and most 
people do not know much about revitaliza-
tion. However, the Arkansas DeltaMade 
program was a concept that people could 

©James lindberg

Branding and marketing distinctive regional 
products increased awareness of heritage  
and culture, while helping to keep regional arts, 
crafts, and food traditions viable.
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around the region and with steering com-
mittee input, Wiedower was able to scout 
out potential historic downtown shops 
and eateries where Arkansas DeltaMade 
products could be sold. She then listed these 
potential markets in a catalog to help her 
members make connections. Shops and 
restaurants that carry Arkansas DeltaMade 

is still up to the individual business owner 
to make the most of the opportunity. For 
example, the producer of the hot pepper 
jelly, a real estate agent by day, started mak-
ing pepper jelly in her kitchen and giving it 
to friends. Through Arkansas DeltaMade, 
she learned about price points, product 
labeling, health department certification, 
and more. Now she updates her website 
regularly and has expanded her offerings to 
include chocolate “gravy” (a sauce usually 
served over biscuits for breakfast). She has 
also upgraded her packaging to fancier tins 
and searches out new merchants. She offers 
them samples of her products and encour-
ages the shop owners to stock them. 

Small-town qualities have also contribut-
ed to the success of the Arkansas DeltaMa-
de program. Wiedower, who was born and 
raised in Arkansas, was able to use friend-
ships and personal and family connections. 
This was the case in garnering the support 
of the First Lady of Arkansas. “I ran into 
her at an event in Little Rock and talked to 
her about what we were doing,” says Wie-
dower. “Heritage-based economic develop-
ment is an unfamiliar term to many people 
who aren’t in that field. I told her the stories 

The Delta Cultural Center, housed in a restored 1912 train depot in historic downtown 
Helena, Ark., interprets the Delta's agricultural, ethnic, and cultural history and promotes 
tourism in the region.

©James lindberg

expand their businesses. These partners in-
cluded the Southern Good Faith Fund, alt.
Consulting, Beacons and Bridges, Arkan-
sas Small Business Development Centers, 
United States Department of Agriculture 
Rural Development Offices, the Federal 
Reserve Bank of St. Louis, and Community 
Development Offices in Little Rock and 

Memphis. The Rural Heritage Develop-
ment Initiative also offered local lenders 
and entrepreneurs business development 
workshops that focused on small business 
financing and micro-lending opportunities.

Increasing exposure to products is another 
element of growing businesses. Arkansas 
DeltaMade members not only needed to 
expand in their own towns, but also to 
find additional markets. During her travels 

items are also listed in an online directory. 
“Market Events,” such as the ones held at 
the annual King Biscuit Blues Festival in 
Helena, are also great sales events that offer 
access to new markets. Vendors sell products 
at the event and interact with customers who 
come from all over the world to attend the 
internationally known blues festival. 

Arkansas DeltaMade is essentially a 
framework for small business success. But it 

Arkansas DeltaMade is essentially a framework 
for small business success. But it is still up to  
the individual business owner to make the most 
of the opportunity.

©James lindberg
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of our members and the people preserving 
our shared culture by creating food prod-
ucts and crafts. It gave her an introduction 
to the economy of the Delta, the local folks, 
and a new perspective on opportunities, 
which all resonated with her.” 

Small-town connections also helped in 
advocacy efforts and getting the support of 
public officials for policies that would be 
helpful for small business owners. Wie-
dower invited legislators to DeltaMade 
events and sent letters asking them to sup-
port policies and incentives that would help 
program participants.

“We singled out DeltaMade members 
in their districts and told their stories. We 
have access to small business statistics for 
each county, too, so I could go to a repre-
sentative and tell him that 87 percent of 
the workforce in his district is employed by 
small businesses, which means small busi-
nesses are a big deal to his constituents and 
supporting legislation that helps small busi-
nesses is a good idea.” She points out that 
not only do small-town officials depend on 
the votes of their constituencies, but they 
probably know the people who would be 
affected by their policy decisions. 

The growing name recognition for Arkan-
sas DeltaMade is just one indicator that the 
program is working. In three years, the pro-
gram expanded to 85 participants. Several 
businesses have websites and more are under 
way. Plans are in place to hire a dedicated 
Arkansas DeltaMade staff person to expand 
the program. While the program hasn’t 
reversed the exodus of resources, people, 
and heritage, it has reversed the mindset that 
there is little to do in the Delta, that there is 
a lack of resources, that historic structures 
are disposable, and that heritage tourism 
isn’t connected to economic development. 
Wiedower feels it has been making an 
impact. “It’s been small so far, but some of 
these towns have 500 people. So if someone 
doubles her business in a year, that is huge.”

Andrea L. Dono is the program  
manager for research and training  
for the National Trust Main  
Street Center. This case study is  
reprinted from the booklet,  
heritage-Based Rural Development, 
published by the National Trust  
for Historic Preservation, available  
at amazon.com.

New tax incentive programs have enabled 
business owners to expand and open new  
stores in Helena, Ark.

©arkansas Delta rural heritage initiative

The Arkansas Delta is famous for its musical 
heritage of gospel, blues, jazz, country, and 
rock' n' roll. The King Biscuit Blues Festival 

(Arkansas Blues and Heritage Festival), held each year in Helena, is among the musical 
events and sites promoted by the Arkansas Delta Rural Heritage Initiative. 

©James lindberg
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MAIN STREET ORGANIzATIONS 
AND COMMuNITy BANkS:  
NATuRAL ALLIES 
By Andrew Farrell, NTCIC

REAL ESTATE ToDay

According to the Independent Community 
Bankers of America, there are more than 
7,000 community banks, including com-
mercial banks, thrifts, stock, and mutual 
saving institutions across the nation in 
locations ranging from small towns to 
big-city neighborhoods. These institutions 
have total assets ranging from less than $10 
million to $10 billion or more. 

Why should Main Street programs be 
concerned with community banks? They in-
vest in your community, support your local 
businesses, serve as important stakeholders 
in the community – and are huge fans of 
Main Street revitalization. 

Lending to  
Small Businesses
Even though they consist of just 21 percent 
of the banking industry by assets, com-
munity banks made 58 percent of out-
standing bank loans to small businesses in 
2011. John Dews, president and CEO of 
the Citizen’s Bank in Batesville, Arkansas, 
says it plainly: “Small business lending is 
the core of community banking, and I have 
confidence in my local merchants in part 
because of the local Main Street program’s 
ability to provide structure and guidance 
to them.” This focus on small business lend-
ing can make local banks big supporters of 
the efforts of Main Street programs in their 
own community. 

New Main Street businesses often need 
lots of assistance in business planning, and 
creating and understanding financial state-
ments and their analysis, says Lisa Duna-
gan, who is both vice president of US Bank 
in Clovis, New Mexico, and the president 
of Main Street Clovis. The small business 
assistance programs offered by Main Street 
organizations help new businesses become 
successful and can grow them into future 
bankable clients for local lenders. 

“ SMaLL BuSiNeSS LeNDiNg iS The CoRe  
of CoMMuNiTy BaNkiNg, aND i have 
CoNfiDeNCe iN My LoCaL MeRChaNTS  
iN PaRT BeCauSe of The LoCaL MaiN 
STReeT PRogRaM’S aBiLiTy To PRoviDe 
STRuCTuRe aND guiDaNCe To TheM.”  
–JohN DeWS, PReSiDeNT, CiTiZeN'S BaNk, 
BaTeSviLLe, aRkaNSaS

John Dews (right), president 
and CEO of Citizens Bank in 
Batesville, Ark., is firmly committed 
to suppporting local merchants 
through small business loans. At 
the Arkansas Main Street Awards, 
Citizens Bank and Main Street 
Batesville won the “best public/
private partnership.” Also pictured 
from left to right are Melody and 
Gilbert Lopez, small business 
owners; Paula Grimes, director of 
Main Street Batesville; 
and Linda Smith, member of the 
Fellowship Bible Church.

Bath Savings 
Institution is located  
in the heart of the 
Main Street district  
in Bath, Maine.

© Barbara gaul,  
Bath savings  
institution



The technical assistance and market 
knowledge and analysis that Main Street 
organizations can provide to current and 
future businesses also play a critically impor-
tant role. Main Street retail technical assis-
tance like visual merchandising consultations 
and façade improvement incentives help 
businesses attract more customers. Through 
survey work and market research, Main 
Street programs can identify the wants and 
needs of the local community and identify 
opportunities in the local trade area. Using 
this information, the Main Street program 
can then seek out a merchant to fill the 
recognized need; and this merchant could 
potentially become a new bank customer. 
Current and future business owners can ben-
efit from the market data and experiences 
collected by a Main Street organization. 

Feet on the Street
Beyond business planning assistance, mer-
chandising expertise, and local market data, 
the overall efforts of Main Street programs 
to raise the visibility and attractiveness of a 
community is recognized by bankers. Justin 
Bourgeois of the Community National 
Bank in Montpelier, Vermont, says “I love 
that there is an entity obsessed with bring-
ing feet on the street.” His local Main Street 
program’s efforts to organize monthly and 
annual events that attract and keep custom-
ers coming downtown gives Bourgeois 
confidence that the businesses he lends to 
will be successful. 

John Marsh, senior vice president of Bath 
Savings Institution in Bath, Maine, has his 
office on the second floor of the bank build-
ing, which is purposefully located in the 

heart of the Main Street district. This loca-
tion keeps him in touch with the commercial 
district and lets him see how things are 
going. “I can see during the day who’s doing 
what,” says Marsh, “and when I drive home 
at night I see how many people are on the 
streets and which businesses are open.”

Local Main Street programs and a com-
munity lender can also establish a formal 
relationship to collaborate in growing their 
districts. In Batesville, the Citizens Bank 
and the Main Street program formed a 
partnership connected to the bank’s low-
interest loan program. The program is de-
signed to stimulate the downtown economy 
by funding improvements made to proper-
ties located within the Main Street district's 
boundaries. Projects considered for a loan 
can include interior improvements, such as 
new flooring, central heat and air, or a new 
roof. The first step in the loan process is ap-
proval of the loan application by the local 
Main Street design committee.

Mutual Benefits
Main Street organizations can and should 
reach out to their local community banks 
to support their revitalization efforts. But 
instead of applying to a bank’s community 
foundation for financial support, talk to the 
marketing and business development people 
about the audiences they are trying to reach. 

At the recent National Main Streets Con-
ference in Baltimore, for example, a Main 
Street director related an experience where 
an area bank increased its financial support 
of a façade grant program from $1,500 to 
$10,000 when bank officials saw that some 
of the businesses getting assistance were 
part of the local Hispanic community, an 
audience the bank was trying to reach. In 
other cases, local banks may want to be 
associated with the marketing brand that 
the Main Street program has developed and 
nurtured. Local groups can then detail the 
efforts they are making to help businesses 
with planning and market surveys, and then 
create events to bring customers downtown. 
Once a connection is made, asking for 
financial support of Main Street efforts that 
also provide huge tangible benefits to the 
bank can be very successful.

Andrew Farrell is in acquisitions at the 
National Trust Community Investment 
Corporation, the National Trust for His-
toric Preservation's for-profit subsidiary, 
which makes investments in the rehabili-
tation of historic commercial buildings.

Looking out over Main Street from his office everyday keeps John Marsh of Bath Savings 
Institution in touch with the activity in the Maine community's downtown.

Justin Bourgeois (center) of the 
Community National Bank in 
montpelier, Vt., poses with Andrew 
Brewer (left), vice president of 
Montpelier Alive, the Main Street 
organization; and Scott Kerner (right), 
co-proprietor of the Three Penny Pub, 
which is expanding into the storefront 
behind them with the help of funds 
from Community National Bank.
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When prospective business owners  
show up at your door, listen to  
their concept, find out what types of 
products they plan to sell so you can 
identify any competition, and send  
them to people who can help them  
create or refine their business plan.

©lauren adkins

credit: BVH Architects

as downtown managers, business 
recruitment is something we do  
every day. We take the time to review 
the business mix, see what’s  
missing, and identify prospective 
businesses that would be a good 
fit. after exhaustive research,  
we make the in-person visit to pitch 
why our downtown is the best  
place for the owner to open his or her 
next location. it’s a great system  
and has been proven to yield results 
time after time. 

But what happens when they knock 
on your door? Small business owners are 
a fairly industrious bunch and certainly 
aren’t going to wait for someone to come 
to them. So here they are, standing on your 
doorstep. Now what? It’s tempting to ask 
them to make an appointment for a later 
date so you can do your due diligence and 
be better prepared. But do you really send 
away someone who wants to invest in your 
downtown? In my experience, some of the 
best business pitches I’ve heard have come 
during a drop-in visit, so I always make 
time to talk to them. Prepared or not, the 
trick is to ask the right questions. 

Does the owner have a business plan? 
We’ve all been conditioned to believe that if 
they don’t have a business plan we should 
turn them away until they come back with 
one. Nice idea, but not very realistic, as 80 
percent of the business owners who walk 
through my door don’t have one. Small 
business owners are like snowflakes, no 
two are alike and trying to get them to fit 
into a particular mold is a futile effort. 
Listen to their concept, and if you think it 
has potential, work with them. Send them 
to talk to people who can help them refine 
their plan. If they come up with one, great, 
but never reject a business solely on the lack 
of a business plan.

What kind of products are they going 
to sell? This will help you identify any 
existing competition downtown, plus it will 
give you some idea how they plan to cover 
the rent. If they are looking at a space that 
rents for $2,500 per month but are plan-
ning on selling only $3.00 widgets, well, 
you’ve got a problem. 

Why do they want to open a store in 
your downtown? They came to you, so they 
must have a reason. Find out what research 
they’ve done and why your downtown is 
attractive to them. In addition to gathering 

OPPORTuNITy AT  
yOuR DOORSTEP

By kristi Trevarrow

FROM ThE FRONT LINE  

more information, you’ll also gain some 
great material to use in future business 
recruitment efforts.

Do they have a marketing plan? Often 
times, owners of small businesses have a 
“Field of Dreams” (if you build it, they 
will come) marketing strategy. They believe 
that they will be successful because they’re 
offering a fantastic product in a prime loca-
tion so no advertising or marketing will be 
necessary. Uh, no. This is your chance to 
showcase the marketing opportunities your 
organization provides, but be careful to po-
sition your organization as the icing on the 
cake, not the default marketing department 
for local businesses.

What are the red flags? After doing this 
for a while, I have become adept at sizing 
up business owners in the first five minutes 
by asking some key questions:

  What kind of business would you like  
to open? 
  I don’t know, what do you think down-
town needs?

  How much space are you looking for?
   Somewhere between 1,000 and 5,000 
square feet.

  Why do you want to open a business?
  It sounds like a lot of fun.

  Do you have a business plan?
   I have it all up here (points to head  
and smiles).
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Is that little voice in your head shouting 
“Danger, Danger, Will Robinson”? Well, it  
should be. If you have concerns, let them 
know. That feedback could send them back  
to the drawing board to refine their concept. 

What tools should you have at  
your fingertips? 
• Available lease space list with contacts; 
•  Market research/trade area demographics; 
• Information about your organization; 
• Information about available grants; 
•  Marketing materials (i.e. downtown  

brochure, business directory, etc.); and
• Merchant meeting schedule. 

You don’t want to inundate prospects with 
an unnecessary amount of paper, but send 
them away with some reading material so 
they will keep thinking about your down-
town long after this meeting.

The greatest advantage you have, based  
on the fact that they came to you, is that 
they may already be sold on your down-
town. This is your opportunity to seal the 
deal. Don’t give them information they can 
easily find on your website. Tell them your 
story. Tell them about your customers, your 

businesses, and how your organization is 
the glue that holds downtown together. 
Most importantly, show them what your 
downtown can offer their business to help 
them succeed? 

Above all, be honest. If your current 
vacancy rate is high, it’s easy to convince 
yourself that it’s more important to fill 
the spaces than to consider the quality of 
the tenants. Unfortunately, this strategy 
will lead to a revolving door of businesses 
entering and exiting your downtown, which 
will do nothing to build your reputation as 
a viable place to do business. If you don’t 
think there is a market for their business in 
your downtown or if you believe that your 
market is already saturated with similar 
businesses, tell them. They might still 
choose to move forward, but at least you’ve 
given them key information to consider and 
make an educated decision. 

So how do you close the meeting? 
Tell them to talk to the business owners in 
your district. You can (and should) be the 
best salesperson for your downtown, but 
there’s a lot of value to be found in peer-to-
peer contact. Don’t steer potential recruits 

toward the business owners who you know 
will say the right things. If you are confi-
dent in your program and its credibility 
with your merchants, you should have no 
reservations about sending a new business 
prospect out to talk to anyone.

Business recruitment is an ongoing 
process that is an integral part of any 
downtown revitalization program. While it 
is important to develop an overall recruit-
ment strategy, you need to be flexible. 
Don’t hesitate because you want to be more 
prepared. Open the door – you might be 
surprised about the opportunities waiting 
on the other side.

Kristi Trevarrow is the executive director  
of the Rochester (Michigan) Downtown  
Development authority. She has more  
than 15 years of experience in downtown  
revitalization and destination marketing.  
She is also the creator of The Downtown 
geek, a blog dedicated to spotlighting suc-
cessful community development practices.

Visit our Solution Center at www.mainstreet.
org to view Rochester DDA’s business  
recruitment brochures and materials. 

Find out why those potential business owners are showing up on your doorstep. Why do 
they want to open a store in your downtown? What attracted them to your commercial 
district? You can use the answers to promote your district to other prospects.

No two business owners are alike, so don't 
try to force them to fit into a particular 
mold. Work with them on their business 
idea and see if it fits in your district.
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NETWORK  
NOTES
“ Network Notes” is compiled and written monthly 

by Andrea L. Dono. if you have interesting  

projects or ideas you would like to share, e-mail 

andrea_dono@nthp.org.

Statistics That Every  
Downtown Should Live By

Have you heard about Roger Brooks’ 7-8-7 
Rule? This community marketing guru ex-
plained the statistics behind this rule on his 
blog (www.rogerbrooks.org). They are:
•  70 percent of first-time sales at restaurants, 

retail shops, lodging facilities, and attrac-
tions can come from curb appeal. 

•  Women account for 80 percent of all con-
sumer spending.

•  70 percent of all consumer retail spending 
takes place after 6:00 p.m.

This is valuable information that your local 
merchants would be wise to incorporate into 
their business plans. What’s more compelling 
than national data, however, is local data. 

Your volunteers could survey Main Street 
customers to collect data similar to the 7-8-7 
Rule stats. Documenting local shopping hab-
its and perceptions about curb appeal could 
go a long way in persuading business own-
ers to make some interior merchandising, 
window display, and façade improvement 
changes; marketing changes; and changes to 
hours of operations. 

National and local data showing that 
shoppers prefer to hit the stores after work 
can help you make the case that businesses 
should stay open later. You could share  
this information with your business com-
munity and perhaps begin by coordinating 
one night a week when businesses stay  
open until 8 p.m. Track sales data and foot 
traffic and compare it with normal daytime 
hours. It will take a few months for word  
to get out and for people to adjust their 
shopping habits, so you will need some  
aggressive marketing. 

If you have some merchants who are 
reluctant to change their hours, ask others in 
the business community to show how shift-

©Danielle Maggio

Women account for 80% of all consumer 
spending according to community marketing 
guru Robert Brooks.

ing operating hours or participating in the 
late shopping night boosted their sales. Soon 
you may have a critical mass of merchants 
agreeing to shift their hours from 9 to 5 to 
something closer to 11 to 8.

In green news, a recent study finds white 
roofs make a real impact. Scientists with 
Columbia University and NASA found that 
a New York City roof covered with a white 
synthetic membrane was 43°F cooler than 
black tar and asphalt roofs. During a heat 
wave, they found that regular roofs reached 
170°F while white roofs didn’t exceed  
130°F. White roofs can go a long way in 
lowering energy expenses and reducing 
urban “heat island” effects.
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Some Celebrations

Get out your party hats and noisemakers 
‘cause a couple of big boxes turn 50 this 
year. With the intensifying Main Street and 
shop local sentiment sweeping the nation, 
and notable analysts predicting the demise of 
the strip shopping center, perhaps 2012 will 
mark a mid-life crisis for Kmart, Walmart, 
Target, and Kohl’s. 

I like how Laura Baker, executive director 
of the Rockton Chamber of Commerce, 
explains the relationship between downtown 
Rockton, Illinois, and the strip. “The two 
are such different shopping experiences” she 
says in the article, “When Big-box, Small 
Shops Live in Harmony in Rockton,” on 
rrstar.com. She points out that Walmart 
shoppers come to Rockton for a quick shop-
ping trip while downtown users look for 
niche boutiques and unique items as part of 
a social outing. 

The reality is that big-box stores are filling 
a need for merchandise in many communi-
ties. But the other reality is that there is a 
better way to offer these goods –  without 
the bribery scandals (hello, Walmart), the 
insipid architecture, the overly generous 
tax incentives, and the lack of community 
involvement. And the other reality is that 

Main Streets have been around for over a 
hundred years creating jobs, recycling dollars 
locally, creating a sense of place, offering a 
community gathering spot, and celebrating 
local history and culture. There’s no mid-
life crisis for Main Streets turning 50, my 
friends. Keep up the good work doing what 
you’re doing; it has staying power.

Congrats to the Main Street towns of Gig 
Harbor, Washington; Staunton, Virginia; 
Siloam Springs, Arkansas; and Brattleboro, 
Vermont, which were named to the May 
2012 issue of Smithsonian magazine’s 20 
Best Small Towns in America. More great 
national coverage comes from the Travel & 
Leisure magazine web exclusive, America’s 
Greatest Main Streets, where GAMSA win-
ners were highlighted and touted as destina-
tions worth visiting. The list includes Galena, 
Illinois; Bath, Maine; Eureka Springs, 
Arkansas; Denton, Texas; Littleton, New 
Hampshire; Natchitoches, Louisiana; Silver 
City, New Mexico; York, Pennsylvania; Port 
Townsend, Washington; and Paso Robles, 
California, in addition to some lovely Ameri-
can Planning Association Great Places in 
America. A bigger win here is that regardless 
of whether or not these places are in our 
Network, Main Street districts and other 
historic districts are making these lists. That’s 
another huge validation for our work.

©lorem ipsum

Gig Harbor, Wash., was one of four Main Street towns named to Smithsonian magazine’s 
20 Best Small Towns in america list.

Main Street communities, including 2011 
GAMSA winner Silver Spring, N.Mex. 
(above), and Eureka Springs, Ark. (below), 
were among several Main Street  
communities highlighted in Travel &  

Leisure magazine’s web exclusive,  
america’s greatest Main Streets.

©Doug Wertman

©Jimmy emerson©gig harbor Waterfront association
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Around the Network

Port Townsend Main Street in Wash-
ington isn’t going to let some disruptive, 
three-month-long street construction project 
bring it down. Its “Light at the End of the 
Tunnel” campaign includes a loyalty card 
program, coupon books, signs, and special 
events. This multi-event, multi-channel 
campaign is a collaborative effort involving 
the Port Townsend Main Street Program, 
the City of Port Townsend, and the busi-
ness community. Main Street’s website and 
e-newsletter, a special Downtown Con-
struction blog, and Facebook posts also 
give people plenty of updates and reinforce 
that downtown businesses are open. The 
campaign aims to keep people’s spirits up 
and keep them coming downtown. Local 
arts teachers and high school students have 
even created a 10-foot-tall art archway 
that welcomes pedestrians to the side of the 
sidewalk that is currently open. 

Customers are invited to continue shop-
ping, dining, and exploring Port Townsend 
during these improvements. One incentive 
to do so is the loyalty stamp card that re-
quires participants to get 10 stamps on their 
card by the end of May to be entered into a 
drawing for a $500 gift certificate. Shoppers 

get a stamp just for entering a business and 
another stamp for spending at least $5. 

Some events were developed as part of 
this campaign, while others are monthly 
or annually planned events. A weekend 
“local celebrity” concierge program was 
established to greet visitors/locals. Events 
like an indoor sidewalk sale and the First 
Saturday Gallery Walk keep people coming 
around, and Wow Wednesdays are an op-
portunity for merchants and restaurateurs 
to create their own excitement by offering 
in-store specials, demos, and events. Wow 
Wednesdays was actually a previous pro-
motion that was brought back by merchant 
demand. Each week, all of the communica-
tion channels feature what is going on and 
what’s for sale, giving people something 
new to entice them downtown that week. 

The business community has strongly 
supported this campaign. More than 70 
businesses signed up for the loyalty card 
program and more than 20 provided cou-
pons for the booklet. Local customers have 
been equally enthusiastic—taking advantage 
of the promotions and counting down the 
days when the improvements are completed. 
Even the local historical society has gotten 
involved by offering history walks to accent 
the past while they get Port Townsend’s 
infrastructure ready for the future. 

©lorem ipsum

Signs showing that Main Street businesses 
are open guide shoppers through the 
streetscape construction in downtown Port 
Townsend.

To keep customers coming downtown during streetscape construction, Port Townsend, 
Wash., launched its “Light at the End of the Tunnel” campaign, which includes a loyalty 
card program and coupon books. Seventy businesses signed up for the loyalty card and 
more than 20 did the coupon books.

©port townsend Main street

©port townsend Main street



26 MainStreetnOW   MaY/JUNE 2012 

Downtown Rochester, in Michigan, is also 
undergoing some major streetscape enhance-
ments. A really cool angle to the project is 
the way they are celebrating historic pres-
ervation along the way. On Facebook, the 
Rochester DDA shares photos of interesting 
historic “finds” as workers uncover items 
while digging. The finds, such as old railroad 
ties, vintage soda bottles, and horseshoes, are 
put on display downtown so people can see 
pieces of their history. There are also plans 
to install a clear glass sidewalk panel so pe-
destrians can look down into a public water 
cistern that dates back to 1820. 

The original brick Main Street was uncov-
ered and some bricks will be salvaged for use 
in the new streetscape while others will be  
used as a fund raiser. To learn more, check 
out the Main Street Makeover link on  
http://www.downtownrochestermi.com. 
There is a link to a great video presenta-
tion by the city manager who talks honestly 
about the challenges ahead and shares visu-
als of all the exciting plans to come. 

Acknowledging common goals for the 
downtown and a common need for a 
stronger online presence, Port Washington 
Main Street, the chamber of commerce, 
and the tourism council jointly built a uni-
fied website that brings everything about 
the Wisconsin community together in one 
place. The three organizations split the 
$13,650 cost, which was discounted by 
Green Bay web firm DMiNTERACTIVE, 
to produce a website with high search 
engine optimization (SEO) so the final 
product would be easy to find. 

The site also brings in revenue as it sells 
advertisements for $500. In addition to 
strengthening the relationship among these 
natural partners, the stats are impressive: 
www.visitportwashington.com has had 
75,000 unique visitors while The Holi-
day Inn ad had 1,200 click-thrus in seven 
months, Keller Williams Realty had 1,351, 
and Beanies Mexican Restaurant had 
238 in 10 weeks. This effort has grown 
to include a mobile app that people can 
download on their smart phones, too. 

In less than 10 months, the City of 
Morganton Main Street Department in 
North Carolina, in partnership with the 
City of Morganton, Western Piedmont 
Community College Small Business Center, 
Burke Business Loan Program, Community 
Development Block Grant Funds, and the 
Tourism Development Authority lever-
aged a grant award of $271,000 from the 
state’s Main Street Solutions Fund into a 
$719,000 project that created two new 

The Rochester DDA has taken the opportunity to celebrate the Michigan community’s  
past during current downtown streetscape construction. Historic finds, such as vintage 
soda bottles, are put on display so residents can see pieces of their past.

©lorem ipsum

Overheard on the Main Street Listserve
in april, when a Main Street newbie wrote in to the listserve asking  
for advice for someone just getting started, a few sage Main Streeters 
had this to say:

“keep a good sense of humor and remember this phrase: 
‘That’s a great idea! you want to take charge of that project?’”
–Mary Lee Stotler, field Services Coordinator, 
Pennsylvania Downtown Center.

“keep a change of clothes at your office for those times you get  
invited to tour a building filled with pigeon poop!”

–Julie Glover, CMSM, economic Development Program administrator, 
Denton, Texas. 

“Listen to the positive, enthusiastic people in your town and  
take baby steps.”

–Molly LaLone, Main Street Manager, ortonville Downtown  
Development authority, Michigan.

©rochester DDa
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Murray’s Café is one of eight downtown Morganton businesses that received funding from 
the North Carolina Main Street Solutions Fund.

restaurants, four outdoor seating venues, a 
wine & jazz bar, an art gallery, and retail 
stores in the downtown. The partners 
offered business assistance, rehabilitation 
guidance, funding, and hospitality training 
to ensure the project’s success. The result: 
six downtown vacancies filled! 

The project had two primary goals: to 
address the needs of downtown businesses 
and to reinforce the community’s vision to 
develop tourism as an economic driver. Seven 
businesses borrowed money from a revolv-
ing fund established through the Main Street 
Solutions Fund Program. Three property 
owners obtained grants to improve their 
buildings. Each business was given access to 
capital and assistance with website develop-
ment and marketing. 

The project resulted in the creation 
and retention of 58 full-time jobs and 79 
part-time jobs, two alley improvement 
projects, a block of sidewalk improvements, 
a community park, two façade improve-
ments, and an additional $90,000 in loans 
for existing and new businesses from other 
sources. Since the completion of the project 
in July 2011, six travel writers have visited 
Morganton, which has helped achieve the 
initial goal of expanding tourism. The over-
all impact of this project has given new life 
to the district which has spurred a younger 
support group and caused an explosion of 
interest in the art and music scene in down-
town Morganton.

Web Watch

Templates R Us. If you need some free 
business templates, visit the “Template 
Gallery” that is part of Google Docs 
(https://docs.google.com/). It contains a 
plethora of pre-made templates for almost 
everything you need—business cards, bud-
gets, letterhead, customer surveys, certifi-
cates, and so much more. 

In Transportation News

The Federal Highway Administration 
has released a report on its Nonmotor-
ized Transportation Pilot Program, which 
launched a four-year effort in Columbia, 
Missouri; Marin County, California; 
Minneapolis, Minnesota; and Sheboygan 
County, Wisconsin, which built a network 
of sidewalks, bicycle lanes, and pedestrian 
and bicycle trails that connect directly to 
schools, residences, businesses, recreational 
areas, transit centers, and other commu-
nity activity centers. 

The pilot program’s results might help 
you make the case for walkability changes 
you’d like to make in your community or 
for those nice shiny new bike racks you 
want to buy. The report found:
•   People in these four communities walked 

or bicycled an estimated 32 million miles 
that they would otherwise have driven;

•  The communities saw an average increase 
of 49 percent in the number of bicyclists 
and a 22 percent increase in the number of 
pedestrians; 

•  The percentage of trips taken by bike in-
stead of car increased 36 percent, and trips 
on foot increased by 14 percent;

•  While each pilot community experienced 
increases in bicycling and walking, fatal 
bicycle and pedestrian crashes held steady 
or decreased in all of the communities; and

•  The pilot communities saved an estimated 
7,701 tons of CO2 in 2010.

Many Main Street districts have been 
adopting Complete Streets policies and have 
been modeling their street improvements and 
traffic redesigns after them in an effort to cre-
ate roads that are safe for cyclists, pedestri-
ans, public transit users, and motorists. You 
might be interested in learning that in May, 
the National Complete Streets Coalition’s 
steering committee approved incorpora-
tion of the coalition as an official program 
of Smart Growth America (SGA). Going 
forward, you can get your complete streets 
news, policies, research, and other informa-
tion from SGA. 

Noting that there has been a lag between 
when the Cleveland City Council passed its 
Complete & Green Streets ordinance (re-
quiring 20 percent of money spent on road 
projects to go toward creating pedestrian 
and cyclist amenities) and actual projects, 
a grassroots movement applied temporary 
urbanism projects (this is that “pop-up” 
concept we’ve talked about) to let people 
experience what a complete street will look 
and feel like when implemented. 

Pop Up Rockwell, a studio class at Kent 
State University’s Urban Design Center, 
coordinated students, local partners, com-
munity volunteers, the municipality, and 
engineers, who created two-way bike lanes, 
set up benches with rainwater collectors, 
created street striping and signs, and installed 
public art to animate the street and create 
new safe amenities for all users of the roads 
—all temporary, mind you. The hope is that 
people will see what’s possible and that new 
permanent infrastructure will pop up in 
Cleveland soon.

 And, finally, the minds behind WalkScore 
recently released BikeScore Beta so people 
can find out how bike friendly their cities are. 
They’ve invited people to tweet which cities 
they’d like to see BikeScore in next, so if you 
are on twitter, tell them to feature your Main 
Street community by using the hashtag #bike-
score. Visit their website at www.walkscore.
com/bike to learn more.

©Morganton Main street Department
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l
ast year seemed to be the advent of 
“cash mobs” on Main Street. If you 
haven’t heard, a cash mob is the shop 

local version of a “flash mob”—people 
descend upon a small business and agree to 
spend at least $20 during a short window 
of time. This trend is a perfect fit for Main 
Street, the champions of supporting small 
businesses and rallying community mem-
bers, especially with the trend’s mantra, 
“We each do a little. We all do a lot.”

So, what is the point of a cash mob? Es-
sentially it’s just another way of celebrat-
ing our small businesses and what they do 
for our communities. Most importantly, it’s 
about the customers. This is their event. It 
does not belong to you or to the retailers. 
It’s their chance to feel good about doing 
something small that can have a big im-
pact, and it helps build community spirit. 

An added benefit is that it introduces 
new customers to an establishment. This 
can be a boon for a business that just 
opened. It also brings media and customer 
attention to your entire district. If you 
haven’t done one yet, rest assured that it 
doesn’t take much planning, and can pretty 
much be executed on the fly. 

It isn’t clear where the first cash mob 
happened or who coined the phrase. Even 
Andrew Samtoy, the organizer of what he 
thought was the first one in Cleveland in 
November 2011, learned that Christopher 
Smith organized one a few months earlier 
with the same name in Buffalo, New York. 
Regardless, Samtoy has created a website 
(cashmobs.wordpress.com) that serves as 

a blog and online community for people 
interested in cash mobs. 

Cash mobs are truly “of the people.”  
Samtoy originally posted three rules for  
a cash mob:
•  spend $20; 
•  meet three new people; and
•  have fun. 

Other suggested rules have popped up 
and have been deleted in the last year 
and even Samtoy admits he finds himself 
questioning them. This website is a great 
place to ask a question, have a dialog, and 
learn what others have done that works 
and doesn’t work. 

First things first: know right off the bat 
that your Main Street program does not have 
to be the coordinator of this event, although 
many programs have enjoyed taking this 
on. If your promotion committee volunteers 
are already swamped, but love the idea of a 
cash mob in your district, plant the seed with 
your allies. It doesn’t need to be led by an 
organization; individuals in the community 
can do it. 

Amy Cortese, for example, the keynote 
speaker at our 2012 National Main Streets 
Conference, organizes cash mobs in her 
Brooklyn neighborhood. Lancaster Alive, a 
group that formed with the goal of devel-
oping a sense of place and improving the 
quality of life in Lancaster, Ohio, organized 
a cash mob at a bookstore in the Main Street 
district. Another example is the St. Johns 
Main Street program in Portland, Oregon, 
which used a small coalition of people to 
plan its cash mob. The idea was shared after 

a St. Johns resident heard about cash mobs 
on NPR and posted a comment on the neigh-
borhood’s Facebook page. People responded 
enthusiastically, and three local business 
owners took the lead in organizing the event 
and setting up and administering the cash 
mob’s Facebook page. 

You’ll first need to select a date. Let’s use 
some of the info I shared in the Network 
Note about convenient shopping hours. Un-
less you have a strong office worker pool to 
pull from for a lunch-hour cash mob (which 
could be kinda cool, actually, because you 
can use the event to help change shopping/
dining habits of downtown employees), 
planning an early evening event on a typi-
cally slower business day would probably be 
best (Monday, Tuesday, and Wednesday are 
likely choices). Hitting the business during its 
busiest time will only make a business owner 
and his or her staff frantic. Most cash mobs 
are over in a flash—an hour usually does 
the trick, so they are great for boosting sales 
during a slower time in the week. 

This year, Saturday, March 24th, was 
International Cash Mob Day. Some Main 
Street programs planned their first and only 
cash mob for this day, while others started a 
recurring event. Most groups who do cash 
mobs regularly schedule them once a month. 
St. Johns cash mobs are on the first friday of 
every month. It follows St. Johns Last Friday 
Art Walk, which gives people two consecu-
tive weekends of events in the neighborhood. 
The Downtown Tupelo Main Street Associa-
tion in Mississippi planned one in conjunc-
tion with its April downtown Open House 

CASh MOBS:
Not a Crime Spree,
but a Shopping Spree

 By andrea L. Dono

$
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Andrew Samtoy  
(below right), 

organizer of one of the 
first cash mobs in the 

nation in November 
2011, has created a 

website that serves as 
an online community 

for those interested 
in cash mobs. 

Samtoy continues to 
organize cash mobs in 

Cleveland, including 
a three-hour mob 
(right) at Nation’s 

Bin, an organic food 
market. More than 

300 Cleveland Cash 
Mobbers spent $9,000 

at the market.

event where retailers offered free drinks 
and snacks, special sales, and a showcase of 
Easter merchandise. 

In Hamilton County, Iowa, the tiny town 
of Stratford had a cash mob in March at 
a community-owned grocery store, the 
Stratford Food Center. They took a non-
traditional approach and left it open as to 
what time people shopped because the staff 
and single cash register would not have 
been able to handle it otherwise. Thanks to 
the cash mob, the store had $8,500 in sales 
that day; a typical Saturday usually brings 
in around $2,400.

Once you have the date and time, you 
need to get the word out. The end goal is to 
get as many people there as possible so use 
all of your communication channels to tell 
people about it and do it often. Lead time 
ranges between a month to a week or two.  
A really long lead time might lose momen-
tum and buzz, but if you do a monthly 
gathering like St. Johns, it can make it easier 
to stay at the forefront of people’s minds.  
A shorter lead time might help the event 
“go viral” online and build a quick momen-

tum where participants get caught up in the 
buzz and decide to join in. 

This is a great event to promote via social 
media like Facebook and Twitter. Many 
organizers even create separate pages for 
the cash mob on Facebook. Samtoy suggests 
setting up a special Twitter handle that is 
“CM[your city name].” Durant, Oklahoma, 
for example, used the hashtag #CashMob-
DurantOK. Also, use your e-newsletters, 
website, and traditional media outreach. I 
have seen a lot of local news coverage —
both print and broadcast—so tip off your 
journalists about this feel-good story. 

Next, select the lucky business. People 
have gotten very creative with the selec-
tion process. Nacogdoches Main Street 
asked locals to write on their Facebook 
wall and tweet where they wanted to 
have the cash mob. Many organizers take 
nominations from community members, 
generally through social media, and ask 
people to vote on where the cash mob 
will take place. Letting customers decide 
on the mob venue not only reinforces the 
spirit behind the idea; it also takes the 

pressure off the organizers to choose a 
business themselves.

Livermore Downtown in California used 
the Main Street Four-Point Approach® to 
guide the selection process. The promo-
tion committee planned the event and put 
the name of each downtown business in 
a bucket. Each time a business owner at-
tended a promotion committee meeting, 
the name of his or her business was again 
dropped into the bucket, which boosted 
their chances of winning. When partici-
pants meet to start the cash mob, a name is 
drawn from the bucket and the business is 
immediately broadcast via social media so 
the business owner and shoppers will know 
where it will be held. 

There are two schools of thought when it 
comes to announcing the business to be cash 
mobbed. Some people like to choose and an-
nounce the business in advance while others 
choose it right before they go shopping. On 
one hand, advanced notice gives the business 
owner enough time to prep the inventory 
and schedule enough staff. On the other 
hand, the cash mob craze originated as a 

©summer Jo shepherd
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spontaneous event. If the retailer gets a 
week or two to advertise the cash mob, it 
comes across more as an advertisement, 
and we get enough of those. 

Rachael Snedecor, executive director of 
Livermore Downtown, feels strongly that 
Main Street programs should honor the 
spirit of the cash mob as something that 
is shopper-driven and let participants and 
organizers, not the business, promote it. 
Even though the Durant cash mob organiz-
ers only told participants where they were 
going once everyone gathered at the des-
ignated meeting spot, they dropped hints 
during the week leading up to the event. 

Almost all cash mobs ask people to spend 
at least $20 at the local business. This price 
point is about inclusion so that shoppers of 
all income levels can support their com-
munity. Snedecor coaches shops that sell 
expensive items to prepare for the cash mob 
by having less expensive items available. 

“The shoe shop where we had our first 
cash mob sells high-end comfort shoes that 
can cost up to a few hundred dollars,” Sned-
ecor says. “But they also carry socks, jewelry, 
shoe cleaners, and accessories. Everyone who 
participated was determined to somehow 
spend at least $20 there. You’re inviting 
all of the customers who care, not just big 
spenders. There needs to be something for 
everyone—don’t ruin their motive. You can’t 
ask them to spend their entire budget.”

Given the spirit of a cash mob, it’s 
always more about the community coming 
together than the dollars they spent. Be 
realistic about what will be accomplished 
monetarily. If a business is going under 
and really struggling, a one-time shopping 
blitz isn’t going to save it, especially if poor 
business skills or lack of a business plan 
is to blame. But in the case of the shoe 
store in Livermore, the business owner 
was having a pretty slow day, selling only 
about $200 of merchandise. The cash mob 
brought in $950 in just an hour. And, even 
though only one employee was in the store 
at the time, customers were patient about 
waiting for service and purchases. 

For many people, spending money is 
recreational, so never forget that fun 
is at the heart of this event. “It’s about 
community spirit,” says Annie Allerdice, 
a cash mob co-conspirator with the St. 
Johns Cultural Guild. “It is so rewarding 
to support each other. And, we are mak-
ing new friends.”

The “meeting three new people” rule is 
definitely a cool idea, so try to keep that 
sentiment alive. Take lots of photos as 
people assemble, as they meet each other, 
as they shop, as they are handing the clerk 
their $20 bills, and then post the pictures. 
Keep it social. Put your photos on Face-
book and Twitter, and ask people to post 
theirs as well. 

This is your chance to expose new 
people to more of what the downtown has 
to offer. Lancaster Alive cleverly kicked off 
its cash mob at a downtown eatery for a 
group lunch, and then followed a shopping 
blitz with socializing at a nearby bar. This 
plan showcased three downtown busi-
nesses and gave participants plenty of time 
to chat and get to know each other. 

However, hold off on the impulse to 
make your cash mob a downtown-wide 
event. Of course it would be great if cash 
mobbers decided to make an entire outing 
out of shopping at Main Street businesses, 
but then this event would resemble Side-
walk Sales or Open House business promo-
tions. Remember, cash mobs aren’t about 
people emptying their wallets. It seems 
like anywhere from 25-65 participants is 
the norm and success comes in making an 
entrepreneur’s day and giving community 
members something to do as a group. 

Snedecor suggests that businesses not 
getting mobbed should stay open on the 
night of the cash mob in case there is spill-
over shopping. Perhaps they can hand out 
coupons to give shoppers a reason to come 
back to Main Street and stop in to see them. 

“But this isn’t about pressuring people to 
shop,” says Snedecor. “Don’t ruin the spirit. 
I tell everyone this trend is pure heart right 
now and we are going to respect that. Let 
that one business be the focus.”

Downtown Tupelo hosted Mississippi’s first cash mob at the Main Attraction, a local  
clothing shop. The Downtown Main Street Association selected the store through a  
random drawing and shoppers gathered at the Main Street office before heading out  
to each spend $20 at the boutique.

Beverly Abell, manager of Heart of Tyler, 
the Main Street program in Tyler, Tex., gives 
a “You’ve Been Mobbed” award to the 
Downtown Coffee Lounge.

©Downtown tupelo Main street

©City of tyler, texas

©lorum ipsum
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We are excited to announce that two 
Main Street communities are destinations 
on the Mumford & Sons’ summertime 
Gentlemen of the Road Stopover Tour! 
This internationally acclaimed band from 
the U.K. will be stopping in Bristol, Ten-
nessee/Virginia, on August 11th, and in 
Dixon, Illinois, on August 18th. The two 
other destinations are Portland, Maine,  
on August 4th, and Monterey, California, 
on August 25th. 

Each Stopover is built around a one-day, 
outdoor concert festival that will heavily 
involve the local communities. Mumford 
& Sons will headline the event and will 
be joined by other bands throughout the 
day and night. The Stopovers are expected 

to draw more than 10,000 people to each 
town. What’s more, the bands involved are 
motivated to support the local economy 
and celebrate local heritage.

“The Gentlemen of the Road Stopover 
is based loosely upon our favorite festivals 
like Colorado’s Telluride Bluegrass and 
Scotland’s Loopallu festivals. We want to 
stop off in towns where bands don’t usu-
ally tour, and celebrate the people, food, 
and music that make them special. We’re 
keen to promote the town’s local busi-
nesses, and we’ll be using the local bars 
and venues for after-show parties, whilst 
working closely with the local people to 
get everyone involved in making these 
shows spectacular.” – Mumford & Sons

BRItISh BaNd 

CoMeS To MaiN STReeT
Representatives for the band approached 

the National Trust Main Street Center  
seeking help in site selection. We were  
overwhelmed by the response from our 
Network and are both proud of and 
thrilled that Believe in Bristol and Dixon 
Main Street have the opportunity to host 
this unprecedented event. Congratulations!

Ticket information:
www.gentlemenoftheroad.com
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My Main street

Congratulations to tim reinders—the 
winner of our preservation Month 
photo contest on Flickr.

this beautifully restored former  
department store building in 
Dubuque, iowa, now houses the  
headquarters of Cottingham & Butler, 
a Midwestern insurance broker.

If you have a photo that captures the essence of your Main Street, e-mail it to mainstreet@
nthp.org and we’ll consider it for next issue’s Parting Shot. Please make sure the image file 
is at least 5”x6” at 300 dpi. Let your imagination run wild. We’re looking for unusual, artistic 
shots that capture the spirit of your Main Street District.

©Tim Reinders, Main Street iowa


