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About Me

Master of Urban Planning Candidate, Economic
Development

Bachelor of Business Administration, Economics &
Finance

Began working with the City of Monmouth last May




Agenda

Opportunity Analysis
Findings

Potential Implementation Strategies




Opportunity Analysis

Downtown Monmouth business survey

Best Practices Research




Business Survey

Sent to 91 business owners via hardcopy and
SurveyMonkey

31 business owners participated (34%)




Business Survey Findings
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businesses that are wellestablished

Soleproprietors

10+ years in Monmouth

Own their own building

Employing ~2 people other than themselves

Traditional 9-to-5 operating hours




O-t0-5 business culture

01-02 02-03 03-04.04-05 05-06 06-07 07-08 08-09 09-10 10-11 11-12 12-1 1-2 2-3 34 45 56 6-7 7-8 89 9-10 10-1111-12 12-1

Monday 0 0 0 0 0 0 2 15 18 20 20 16 20 20 20 16 8 6 6 3 3 2 2 1
Tuesday 0 0 o0 0 0 0 2 15 20 22 23 19 23 23 23 19 10 8 7 3 3 2 2 1
Wednesday 0 0 0 0 0 0 2 15 20 22 23 19 23 23 23 19 10 8 7 3 3 2 2 1
Thursday 0 0 0 0 0 0 2 15 19 22 23 19 23 23 23 20 10 8 7 3 3 2 2 1
Friday 1 0 O 0 0 0 2 15 20 22 23 19 23 23 23 19 9 6 5 3 3 2 2 1
Saturday 1 0 0 0 0 0 1 8 13 15 15 11 11 10 8 9 5 5 4 3 3 2 2 1
Sunday 0 0 0 0 0 0 0 1 3 3 3 3 3 3 3 4 4 4 4 3 2 2 2 0
| Early Morning | Morning | Afternoon | Evening | Night




Business Survey Findings

Few businesses actively reach out to the City, Business
Council, or Chamber o€Commerce

Low awareness of existing City incentive programs
(facade loan, building grant fund, revolving loan fund,
etc.)




Awareness of Programs

City of Monmouth Incentive Programs
35
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Business Survey Findings

Opportunity to educate business owners about
Improving their business model

Social media

Avalilable incentive programs/technical assistance

Determining who their customer/market is




Best Practices Iin the Midwest

Champaign, lllinois (pop. 81,000)
Racine, Wisconsin (pop. 78,000)
Urbana, lllinois (pop. 41,000)
Danville, lllinois (pop. 32,000)
Galesburg lllinois (pop. 30,000)
Paducah, Kentuckygop. 25,000)
Jacksonville, Illinois pop. 18,000
Ripon, Wisconsin pop. 8,000)
Mount Vernon, lowa @op. 4,500)




Implementation Strategies

Zoning & Design Guidelines
Sustainability & Walkable Urbanism

Financial Incentives (and Disincentives)

Business Stewardship




Implementation 7
Zoning

Historic Preservation
Establishing a Commission
Adopting Standards of Rehabilitation or other design manual

Downtown residential use
Rezoning to accommodate residences
Parking requirement reductions

Addressing vacant properties
Vacant property ordinance
Registration of vacant properties & vacant property plans
Fines and/or bonding




Implementation 7
Sustainability & Walkable
Urbanism

Creating a pedestrian friendly environment
Wider sidewalks
Street furniture
Glass storefronts

Teaming up with other agencies to provide the
sustainable alternative
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Glass storefronts




, pavers, landscaping

bike racks

Paved pedestrian crosswalks
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Streetlamps, outdoor seating




Implementation 7
Financial Incentives

Programs for building or business owners
Grants
Loans
Sweat equity
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Tax Increment Finance (TIF)
Business Improvement District (BID)

Special Service Area (SSA)




Business Improvement
District (BID)

Mechanism for business owners to pool financial
resources and improve their neighborhood

Additional property tax levied on top of existing taxes

BID members choose how to spend the money
Street banners, awnings, marketing, etc.

Ripon, WI established a BID at $3.35 per $1,000 EAV

Funds are used to support riponmainst.com, the tourist
portal for Ripon




Special Service Areas (SSA)

Enacted by a municipality in order to increase service
provision to a specific area

New infrastructure, streetscaping, beautification efforts,
etc.

Tax levied on top of existing property taxes
Galesburg, IL employs an SSA covering its downtown
area

20% additional property tax

$80,000 in annual revenues; $400,000 in reserves




Implementation 7
Business Stewardship

Create a brand that emphasizes the arts & culture
niche

Develop a social media presence for the downtown
and for businesses

Provide technical assistance to businesses
Pursue livework spaces

Improve informal and formal networking
opportunities for business owners and entrepreneurs




Creating a Social Media Presence for
the Downtown
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Mount Vernon lowa

Robins

4,500 people

Located between IR Aggter
Cedar Rapids and
lowa City

Spnngville

Home of Cornell | &
College 9 e
L. comlvie Solon
Voted one of the
CoolestSmall Towns i i
in America by Budget i
Travel Magazine P < o -

Heights




Mount Vernon, lowa

Created an umbrella organizatiory Community
Development Group (CDG)- out of the previous
tourism center, Chamber of Commerce and economic
development organization

Driven almost entirely by volunteer labor (350

volunteers z community members, students, business
leaders)




Mount Vernon, lowa

CDG is paid for by the City of Mount Vernon
CDG handles advertising for businesses of Mount
Vernon

CDG volunteers plan and fundraise events throughout
the year which draw people to Mount Vernon

Chalk the Walk

Antiques Festival
Heritage Days




Chalk the Walk, Mount Vernon




