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LETTER
TO OUR

PARTNER

Dear Rose and Charlotte,

Through our Downtown Strategic Visioning process, we assessed the five pillars of Downtown Orange’s mix: 
Market Analysis, Policy & Administration, Design, Tourism & Promotion, and Economic Vitality, to provide a true 
roadmap to revitalization.

For Downtown Orange, we identified and created a 
tailored strategy to enhance, revitalize, and mobilize 
your community’s efforts. When properly fueled, your 
Downtown can be a powerful economic, tourism, and 
quality of life engine and our team of professionals was 
honored to help you define this potential and 
empower this community to achieve it.

Downtown Strategies’ Strategic Visioning  process operates on three key tenets: utilizing asset-based methodology 
based on the community’s existing strengths and potentials, holistically evaluating the community’s Downtown, and 
creating implementable strategies for continued success.

The holistic approach utilized in our process included varying degrees of emphasis on the five pillars:

We appreciate the opportunity to partner with you and your team, and we look forward to continuing a strong and 
productive relationship as you all embark on this revitalization journey.

• Market Analysis to uncover and define the 
economic potential in your Downtown area

• Policy & Administration to ensure the recommendations 
of the plan include a road map to turn them into reality 
by creating a strong foundation for a sustainable 
revitalization effort

• Design to support a community’s transformation by 
enhancing the physical and visual assets that set the 
commercial district apart, 

• Tourism and Promotion to position your downtown as the 
center of the community and hub of economic activity,

• Economic Vitality to assist new and existing businesses, 
catalyze property development, and create a supportive 
environment for entrepreneurs and innovators that drive 

local economies.

Jenn Gregory, President
Downtown Strategies

Retail Strategies

Downtown Strategies exists to assist
communities in taking the next, or first,
step in their Downtown’s journey.
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Jenn Gregory
President
Downtown Strategies

Jenn founded a consulting firm specializing in solutions for community development, downtown 
revitalization, retail recruitment, non-profit board development, governmental relations, and public 
affairs, where she has represented clients in Alabama, Arkansas, Mississippi, and South Carolina.

jgregory@retailstrategies.com | [662] 617-1711

Elliott Cook
Retail Development Coordinator
Retail Strategies

As Retail Development Coordinator, Elliott specializes in retail recruitment and focuses on the 
identification of companies to fill the product and service gaps within each city’s trade area. 

elliott@retailstrategies.com | [205] 314-0384

Laura Marinos
Director of Marketing
Retail Strategies

As the Director of Marketing Laura specializes and assists in GIS mapping, market research, market 
development plans, site submittal packages, project coordination, event management, client 
communication, and team operations.

laura.marinos@retailstrategies.com | [205] 314-0386

Ryder Richards
Creative Director
Retail Strategies

Ryder specializes in design and web development. Developing marketing materials and all forms of 
digital or new media his role allows for a unique combination of a creativity and technical wizardry. 
Yes, that’s right, Ryder is a wizard.

rrichards@retailstrategies.com | [806] 790-5508

Charlene Capps
Director of Research
Retail Strategies

As a  Director, Research & Analytics  for Retail Strategies, Charlene increases efficiencies by 
creating standardized practices. She finds best ways to tell the story through numbers and data-
driven insights that assist with deal making decisions.

ccapps@retailstrategies.com | [205] 905-5708

DOWNTOWN STRATEGIES

Your Team

mailto:jgregory@retailstrategies.com
mailto:elliott@retailstrategies.com
mailto:jgregory@retailstrategies.com
mailto:aura.marinos@retailstrategies.com
mailto:rrichards@retailstrategies.com
mailto:ccapps@retailstrategies.com
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NOW
no cost

$

1

2

3

4

Executive Summary

5

6

Implement and host a monthly 
Community Roundtable event, with 
expanded quarterly editions, to 
bring together institutional leaders in 
the community for enhanced 
communication, strategic direction, 
and productivity.

Engage local artisans to implement a 
storefront art initiative until vacancies 
are filled.

Using the template provided, create 
a weekly, monthly, quarterly, and/or 
annual content calendar to pre-plan 
social media posts and ensure topical 
and timely information is shared 
frequently enough to be maximally 
effective for your brand and efforts.

Work with property owners to 
encourage development of 
entrepreneur ready shell space in 
ground floor of vacant properties 
and creatively fill those spaces.

Formulate a team to focus on 
recruiting retailers and restaurants to 
Downtown Orange filling the 
categorical gaps.

Promote the benefits of federal and 
state tax credits of the Orange 
Commercial Historic District being 
listed on the National Register of 
Historic Places as a redevelopment 
tool. Invite professionals from 
Virginia’s Department of Historic 
Resources to train property owners 
of the 61 contributing buildings.
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YEAR 1-3
minimal

$

1

2

3

4

investment

5

6

7

Create a formal incentive program for 
new businesses in the Downtown area.

Invest more Town resources into Façade 
Grant Incentive Program to encourage 
property owners to improve the exterior 
of their buildings.

Engage a consultant to facilitate a 
branding exercise establishing a strong, 
clear brand for the Downtown, Town, and 
its path forward.

Strategically implement wayfinding 
signage to serve as directional navigation 
to and from key destinations and 
consolidate existing signs.

Encourage merchants to park in sub-
prime areas, leaving more parking for 
customers. Properly sign handicap and 
other available and public parking lots to 
give customers more options for short or 
long-term parking. 

Install ambient lighting across Short Street 
and the alleys to enliven the District and 
outline buildings with lighting on Main 
Street. Activate the alleys with public art 
and outdoor dining and close to vehicular 
traffic..

Incorporate retail promotion strategies 
into Downtown Orange’s program of 
work to encourage activity throughout the 
day, especially in the evenings.
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minimal

Executive Summary

YEAR 1-3
continued$

8

9

investment

Create a “Design Guidelines” booklet 
to showcase preferred and 
recommended styles of façade 
improvements and design alterations 
within the Downtown district.

Partner with the Central VA Small 
Business Development Center to hold 
merchant training and workshops to 
encourage Downtown business 
owners to increase their level of 
operations, modernize their reliance 
on technology, and implement new 
and savvy ways to reach customers of 
all generations.

Increase promotion of existing 
Farmer’s Market at Taylor Park in 
Downtown Orange. Then enhance 
the market by hosting a Farm to 
Table dinner in Taylor Park. Host the 
event on a peak tourism weekend 
and recruit pop-up vendors to 
activate sidewalk space or vacant 
storefronts that are tenantable before 
and after the event.

Develop a system of interpretive signs 
and digital guides, such as the 
examples above, to tell the stories of 
Orange’s past and to honor 
significant sites throughout the 
Downtown and community. These 
signs should be complimentary yet 
distinct of the city wayfinding signage 
system and could include QR codes 
for a more complete digital 
experience.

10

11
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YEAR 3-5
long-term

$
investment

1

2

3

4

5

Prioritize connectivity and walkability 
through streetscapes following a 
Complete Streets approach.

Incorporate enhanced streetscape 
elements into the Downtown area to 
improve pedestrian experience. Pitch 
these projects to local civic 
organizations as funding/partnering 
opportunities.

Utilizing gateway design treatments, 
begin to position gateways into 
Downtown Orange as distinct, unique 
areas with specific entry points and 
specific characteristics. Gateways 
should have branded signage and an 
obvious transition from existing design 
conditions into Downtown specific 
design conditions.

Offer property tax abatement to 
property owners that invest a minimum 
amount of funds into revitalizing their 
properties, in accordance with National 
Department of Interior Guidelines.

Work with a local architect to create a 
speculative walk-up window restaurant 
build-out design to share with popular 
restaurants and property owners in the 
area.
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MARKET
ANALYSIS

We begin by assessing your consumers from multiple geographies. 

Using our advanced analytics and proprietary tools, we uncover and 

define the economic potential in your Downtown area based on a 

custom trade area derived from mobile data tracking.
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*The following demographics reflect the 
Custom Trade Area (CTA) and not 
geographic community boundaries.

Orange, VA Custom Trade Area (CTA – 75% Capture Rate)

Population – 36,683

MARKET ANALYSIS

Our Research

CUSTOM TRADE AREA

Each retailer has a specific set of site selection criteria they use to determine if they will have a 
profitable store. Municipal boundaries, radius rings and drive time areas are a start. 

A customized trade area is the next step to analyzing a market. A trade area defines a core customer 
base of consumers highly likely to shop and eat in the market at least once a month. 

Your trade area has been created by combining a series of drive times, mobile data analysis, 
geographic boundaries and proximity to neighboring shopping destinations. 

Each retailer will analyze their own trade area based on their existing stores, their competition and site 
selection criteria. 
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Mobile data tracking uses data collected from mobile phone users who have agreed within their apps and phone 

settings to enable location information. This technology includes mobile phone data with latitude and longitude 

points that are accurate to approximately 20 feet. Data inputs are updated as quickly as every 24-hours. 

The data shown includes shoppers who visited the defined location during a 1-year time period. This tool allows us to 

identify where consumers are actually coming from to shop in your market (Custom Trade Area) using actual data. 

This information is used to optimize your trade area, analyze business locations, compare frequency of visitors, and 

more accurately predict business success. 

This data is intended to support the trade area but does not solely define the trade area. 

MARKET ANALYSIS

Mobile Data Tracking

Location Tracked: Food Lion 
(75% Capture Rate)
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MARKET ANALYSIS

Our Research

36,683
2020 estimated

population

43
female avg. age

41
male avg. age

5.6%
projected growth rate

2019-2024

38,719
projected 2025

population

POPULATION
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MARKET ANALYSIS

Our Research

CURRENT YEAR ESTIMATED 
POPULATION BY RACE

Asian
1%

Black
16%

Latino
5%

White
75%

Other
3%

Race

Asian Black

Latino White

Other
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MARKET ANALYSIS

Our Research

CURRENT YEAR ESTIMATED 
HOUSEHOLDS BY HOUSEHOLD SIZE 

$62,874
median 

household 
income 

14,975
number of households

3,260

4,947

2,327

1,762

758

325
207

24% 36% 17% 13% 6% 2% 2%
1-person

household
2-person

household
3-person

household
4-person

household
5-person

household
6-person

household
7 or more

person
household
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MARKET ANALYSIS

Our Research

$405,911
average housing unit value

2020 ESTIMATED HOUSING UNITS 
BY TENURE

1,389

13,586

9,599

3,987

0

2,000

4,000

6,000

8,000

10,000

12,000

14,000

16,000

Vacant Housing
Units

Occupied Housing
Units

Owner-Occupied Renter-Occupied

Vacant Housing Units

Occupied Housing Units

Owner-Occupied

Renter-Occupied
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MARKET ANALYSIS

Our Research

CURRENT YEAR ESTIMATED 
HOUSEHOLD BY TYPE

2.55
people per household

24%

71%

53%

17%

36%

5%

3%

2%

13%

6%

6%

5%

0 2,000 4,000 6,000 8,000 10,000 12,000

1 Person Households

Family Households

Married-couple family

With own children under 18 years

No own children under 18 years

Male Householder: no wife present:

With own children under 18 years

No own children under 18 years

Female Householder: no husband present:

With own children under 18 years

No own children under 18 years

Nonfamily Households
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5% 21% 16% 3% 30% 3% 21%

Children at home Retired/Disable persons Homemakers Work at Home

Employed Unemployed Student Populations

MARKET ANALYSIS

Our Research

DAYTIME POPULATION

30,382 daytime population
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White Collar
36%

Blue Collar
60%

Military
0%

Unclassified
4%

White Collar Blue Collar Military Unclassified

MARKET ANALYSIS

Our Research

EMPLOYMENT TYPE
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MARKET ANALYSIS

Our Research

CURRENT YEAR ESTIMATED POPULATION 
AGE 25+ BY EDUCATIONAL ATTAINMENT

1,313

2,145

9,142

5,627

1,711

3,867

1,569

371

162

LESS THAN 9TH GRADE

SOME HIGH SCHOOL, NO DIPLOMA

HIGH SCHOOL GRADUATE (OR GED)

SOME COLLEGE, NO DEGREE

ASSOCIATE DEGREE

BACHELOR'S DEGREE

MASTER'S DEGREE

PROFESSIONAL SCHOOL DEGREE

DOCTORATE DEGREE
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MARKET ANALYSIS

Our Research

OPPORTUNITY GAP & RETAIL PROSPECTS

$555,241 

$936,808 

$1,540,031 

$2,087,606 

$2,579,263 

$2,742,390 

$4,865,861 

$5,200,907 

$6,562,806 

$8,386,309 

$8,455,956 

$10,991,871 

$11,065,116 

$12,713,658 

$15,440,424 

$16,707,489 

$20,756,316 

$26,752,877 

 $0  $5,000,000  $10,000,000  $15,000,000  $20,000,000  $25,000,000  $30,000,000

Bars/Drinking Places (Alcoholic Beverages)

Specialty Food Stores

Office Supplies, Stationery & Gift Stores

Beer, Wine & Liquor Stores

Shoe Stores

Sporting Goods & Hobby

Special Food Services

Automotive Parts, Accessories, & Tire Stores

Home Furnishings Stores

Clothing Stores

Limited-Service Eating Places

Electronics & Appliance Stores

Department Stores

Grocery Stores

Building Material & Supplies Dealers

Health & Personal Care Stores

Full-Service Restaurants

Gasoline Stations
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MARKET ANALYSIS

Our Research

COMMUTE PROFILE: 3 MILES
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68

Tapestry Segmentation classifies neighborhoods into 67 unique segments based not only 

on demographics but also socioeconomic characteristics. It describes US neighborhoods 

in easy-to-visualize terms, ranging from Soccer Moms to Heartland Communities. 

Tapestry gives you insights to help you identify your best customers, optimal sites, and 

underserved markets by understanding customers' lifestyle choices, what they buy, and 

how they spend their free time. 

MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Tapestry Segmentation Profile
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MARKET ANALYSIS

Walkability Assessment

What’s your Community’s Walk Score?

A community’s walk score is determined by 

analyzing 3 factors: walkable distance 
between boundaries, presence of a 

comprehensive network of pathways 
designed for pedestrians and cyclists, and 

variety of restaurants, retailers, and service 

providers necessary for regular life.

This assessment shows your Downtown with 

boundaries notating a 5, 10, and 20-minute 
walk. A walk time from one Downtown 

boundary to the next that exceeds 20 

minutes is not considered walkable. 

57

The following demographics 
represent the population of 
residents within a 20-minute 
walk time of the Downtown 
Study Area. 

Keep these figures in mind 
when imagining the possible 
economic impacts of 
developing your Downtown 
into a walkable destination.  
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A community’s walk score is determined by analyzing 3 factors: walkable distance 
between boundaries, presence of a comprehensive network of pathways designed for 
pedestrians and cyclists, and variety of restaurants, retailers, and service providers 
necessary for regular life.

Walkable Distance Between Boundaries

Downtown Orange’s boundaries fall just inside of a 0.5-mile 
radius or a 20-minute walk time from end to end of the area, 
which is considered walkable from a distance perspective.

Presence of a Comprehensive Network of Pathways

While there are sidewalks on the main thoroughfare, priority 
should be given to expanding this by focusing on curb cuts, on-
street parking, and sidewalks and bike baths on some of the 
secondary streets within Downtown Orange.

Variety of Restaurants, Retailers & Service Providers Present

The greatest amount of potential lies with identifying more 
qualified restaurant and retailer prospects and matching those 
with available real estate in the Downtown area to improve the 
business offerings. Downtown Orange has the potential to be 
even more of a true destination for residents and visitors.

1

2

3

MARKET ANALYSIS

Walkability Assessment



Policy & Administration involves creating a strong foundation 

for a sustainable revitalization effort, including cultivating 

partnerships, community involvement, and resources for the 

district. 

2

POLICY & 
ADMINISTRATION
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RESOURCESRESOURCES

Communication in community development focuses on enhancing the 
interaction between the people promoting change that will impact positively 
on improving the living conditions of members of the participating 
communities and the people with whom they work to actualize their ideal 
quality of life.

Monthly & Quarterly Editions

With multiple organizations and entities focused on community and economic 
development, there is an opportunity for enhanced communication and strategic 
visioning through a Community Roundtable program. 

Each month, leaders of key community organizations should gather, with no formal 
agenda, to discuss current projects, opportunities for partnerships, shared 
resources, and visioning and planning. 

Each quarter, additional members of these organizations should gather in a public 
setting for benchmark updates, providing an opportunity for the press to report on 
positive happenings within the community.

Potential Partners

Potential partners of the Community Roundtable include: Town of Orange; Orange 
County; Love Orange, VA; Visit Orange VA; Montpelier, and others.

POLICY & ADMINISTRATION

Community Roundtable

Recommendation

Implement and host a monthly Community Roundtable event, with 
expanded quarterly editions, to bring together institutional leaders in 
the community for enhanced communication, strategic direction, and 
productivity.
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What is Property Tax Abatement?

As authorized by Virginia law, the Town may provided a real estate tax abatement 
incentive to improve and maintain the quality of housing and commercial real 
estate in Town. Exemption for Certain Rehabilitated Residential and Commercial 
Real Estate ordinances provide for the abatement of a portion of real estate tax 
when an owner undertakes the improvements, rehabilitation or replacement of 
property.

Program Benefits

The typically ten (10) year property Rehabilitation Tax benefits are as follows:

• For the first five (5) years, the tax abatement shall be an amount equal to 50% 
of the eligible costs of the rehabilitation,

• In years six (6) through ten (10), the tax abatement shall be reduced by 20% of 
the original amount of the exemption for each succeeding year.

Program Requirements

• The structure must be at least fifteen (15) years of age,

• The structure must be located in the Town or a specific district,

• The eligible rehabilitation costs incurred by the applicant must be equal to at 
least 10% of the assessed value of the property immediately prior to beginning 
the rehabilitation,

• Delinquent taxes must be paid to participate.

Newport News, VA is an example of good implementation of this policy

A tax abatement is a local agreement between a taxpayer and a taxing unit 
that exempts all or part of the increase in the value of the real property and/or 
tangible personal property from taxation for a period not to exceed 10 years. 

POLICY & ADMINISTRATION

Property Tax Abatement



Thoughtful design supports a community’s transformation by 

enhancing the physical and visual assets that set the 

commercial district apart. 

3

DESIGN



34Downtown Strategic Vision for Orange

As we seek to redevelop and revitalize our Downtowns to their 
original vitality and significance, it’s important to recognize how 
Downtowns functioned decades away, and how we got to this shift 
in perspective and priority.

DESIGN

History of America’s Downtowns
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DESIGN

History of America’s Downtowns
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DESIGN

History of America’s Downtowns
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DESIGN

History of America’s Downtowns
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In walkable communities, walking is a desirable and efficient mode of 
transportation. Although nearly every human environment can accommodate 
some degree of walking, walkable communities give additional value and support 
to make walking an enjoyable experience.

Walkable communities have the following characteristics:

• A mix of land uses in close proximity to one another

• A mix of density including relatively compact developments (both residential and 
commercial)

• Building entries that front directly onto the sidewalk without parking between entries 
and the public right of way

• Building, landscape and thoroughfare design that is pedestrian-scale – in other words, 
that provides architectural and urban design features scaled and detailed to be 
enjoyed and appreciated by those who are traveling slowly and observing from the 
sidewalk at street level

• Thoroughfares designed to serve the activities generated by the adjacent context in 
terms of the mobility, safety, access and placemaking functions of the public right of 
way

• A highly connected, multimodal circulation network, usually with a fine “grain” created 
by relatively small blocks providing safe, continuous and balanced multimodal facilities 
that capitalize on compact urban development patterns and densities.

Walkable communities are urban places that support walking as an important 
part of people’s daily travel through a complementary relationship between 
transportation, land use and the urban design character of the place. 

DESIGN

Walkable Communities

Recommendation
The Town of Orange should prioritize connectivity and walkability 
through streetscapes to existing assets such as the Madison at the Mill, 
utilizing a Complete Streets approach.
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DESIGN

Complete Streets

Complete Streets Design Diagram
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The key is to create and support people-oriented streets that mitigate suboptimal 
development patterns and the need for expensive infrastructure, increase walkability, 
and encourage investment and entrepreneurship, all with the goal of a harmonious, 
safe, and cost-effective balance of people’s and vehicular needs.

Street Trees
Street trees and other landscaping not only provide aesthetic enhancements to a 
street, but also help mitigate air pollution, provide shade and lower temperatures, 
and provide opportunities for better stormwater control. Proper maintenance is 
key to the success of planted areas. Opportunities for widening tree belts and 
narrowing streets should be considered whenever roads are reconstructed.

Planters and Hanging Baskets 
Plants add color and vibrancy to a streetscape, create insect habitats, and help 
mitigate stormwater runoff. Incorporating edible plants can also make the 
planters a source of fresh fruits and vegetables for local restaurants or residents. 
Consult with botanists and gardeners in your community to help identify the 
plants that will thrive in your climate and setting. Before planting, be sure to have 
a maintenance plan in place and a dedicated agency or volunteer group who will 
take care of the plants and flowers on schedule. 

Street Lighting
Street lighting is a key organizing streetscape element that defines the nighttime 
visual environment in urban settings. Street lighting includes roadway and 
pedestrian lighting in the public right-of-way. Street light poles and fixtures can 
also create a defining visual characteristic during daylight hours.

DESIGN

Key Streetscape Amenities

Recommendation

As budget allows, incorporate enhanced streetscape elements into the 
Downtown area to improve pedestrian experience. Pitch these projects 
to local civic organizations as funding/partnering opportunities.
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Benches and other outdoor seating options 

not only provide resting places for people in 

your commercial district while they socialize 

or wait, but also offer a visual cue to drivers 

and potential pedestrians alike that a street 

puts people first. Bench placement is as 

important as design—locate them at regular 

intervals in places where people will feel 

comfortable sitting on them (e.g. not next 

to a trash can). Moveable seating options, 

on the other hand, make it easier for people 

to find their own perfect placement, 

creating impromptu gathering spaces in 

plazas or parks.

Seating

Banners create visual interest in the 

streetscape, help support the district’s 

image and events, and promote 

community pride. Banner design 

should be consistent with your Main 

Street brand and the overall design 

vision for the commercial district to 

create a consistent and cohesive 

visual. To create an opportunity for 

public engagement, you could install 

temporary banners that have been 

designed locally or voted on by 

community members.

Banners

Well-maintained and well-placed trash 

receptacles are essential to a clean and 

attractive Main Street. If people have to walk 

more than half a block to throw away trash, 

most will not do it. Trash bags should be 

simple for sanitation workers to remove yet be 

secure and resistant to vandalism and wind.

Trash Receptacles

Artwork in public spaces can help create 

a distinct sense of place and offer an 

excellent opportunity to engage the 

community and support local artists. In 

some cases, they can even be a traffic 

calming measure or “mental speed 

bump,” as placemaking expert David 

Engwicht1 describes them. Placement, 

construction, and materials are crucial—

take time to think through what makes 

the most sense for your district.

Public Art

DESIGN

Key Streetscape Amenities
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Providing family-friendly amenities, such as 

recreational facilities, playgrounds, and 

splash pads, can make your commercial 

district a fun and engaging place for all 

ages. Providing pet-friendly amenities, such 

as water bowls and connections to dog 

parks or dog runs, can also encourage 

people to stay and hang out. 

Family Friendly Amenities

Fountains and other water features 
can add interesting and engaging 
visual elements to a public space. 
They not only add a calming auditory 
element to your streetscape but can 
actually mask or cover up unwanted 
noise. 

Water Features

One of the easiest ways the private sector can 

contribute to creating a more vibrant 

commercial district is by providing outdoor 

dining options. Outdoor seating, tables, and 

advertising (e.g. sandwich boards) give the 

impression that something is going on in the 

district, while providing an additional safety 

measure by adding more eyes on the street. 

When outdoor seating is allowed, seating 

areas need to be wide enough to be 

comfortable, while at the same time not 

hindering the flow of pedestrian traffic. 

Outdoor Dining

Offering free charging stations and free 
WiFi is a good way to get people to 
come and spend time in your 
community’s public spaces. Providing 
WiFi as an amenity can facilitate social 
interaction during some solitary 
activities, support communities during 
disasters, promote tourism throughout 
the town, and allow users to easily 
research Main Street destinations and 
access online services at all times. 

Charging Stations &
Public Wi-Fi

DESIGN

Key Streetscape Amenities
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Design guidelines help strengthen the character of the built 
environment and enhance property values by improving the quality of 
development and by making Downtown a more desirable place to 
live, work and play. Design guidelines help preserve a cohesive 
character and also help clarify the community’s expectations for new 
development.

In many communities, Design Guidelines are codified and meant to 
manage alterations and new construction in a Downtown area. For 
Downtown Orange, we recommend developing basic style guidelines 
first that provide direction and visual evidence of successful 
installation of appropriate signage and awnings, provide a paint 
palette for unified and cohesive color schemes for façade 
improvements, and suggest appropriate use of potted plants and 
other storefront enhancements.

The following color scheme was derived from Downtown Orange’s 
existing historical inventory and natural resources and features 
historically appropriate colors and tones.

Recommendation

Create a “Design Guidelines” booklet to showcase preferred and 
recommended styles of façade improvements and design alterations 
within the Downtown district.

DESIGN

Design Guidelines
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Bunglehouse Blue
SW 0048

Black Magic
SW 6991

Lanyard
SW 7680

Dover White
SW 6385

Cajun Red
SW 0008

Urbane Bronze
SW 7048

Dutch Tile Blue
SW 0031

Gallery Green
SW 0015

Cut the Mustard
SW 6384

Light French Gray
SW 0055

Salty Dog
SW 9177

Alabaster
SW 7008

DESIGN

Design Guidelines: 
Exterior Paint Palette
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The revitalization of a neglected commercial district or residential neighborhood 
often begins with improvements to a single building or storefront.

Even simple changes such as the removal of non-historic materials, repairs, or a 
new paint job that calls attention to the building’s original architectural details 
signal positive change and often stimulate similar improvements in neighboring 
buildings.

While this process sometimes begins spontaneously through the work of individual 
property or business owners, it can be accelerated when a community creates a 
façade improvement program. As a result, such programs are frequently among 
the implementing actions of comprehensive plans, downtown revitalization 
strategies, and historic preservation plans.

Façade improvement programs are incentive programs created to encourage 
property owners and businesses to improve the exterior appearance of their 
buildings and storefronts. They focus on either commercial or residential properties 
in historic or non-historic areas and provide financial incentives such as a matching 
grant or loan, a tax incentive, and design assistance.

Although it may seem to be a minor aspect of an improvement program, design 
assistance enables and helps ensure that building modifications comply with any 
historic district guidelines or other design guidelines developed specifically to 
enhance buildings in the target area.

A sample Façade Grant application and program outline 
have been provided on your flash drive.

DESIGN

Façade Improvements

Recommendation

Invest more City resources into Façade Grant Incentive Program to 
encourage property owners to improve the exterior of their buildings.
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A façade improvement program is a financial incentive to inspire 
private property owners to upgrade the visible, corridor-facing 
components of their properties.

Property owners can upgrade properties without having to relocate, 
making a façade improvement program a business retention strategy. 
Typically, assistance is given as grants, rebates, or as low- or no 
interest loans. 

1

2

3

Establish Design Parameters

To coordinate redevelopment and reap the greatest reward from the investment, 
start by determining what expenses are eligible (prioritizing those most visible to 
consumers,) and outlining the visual design requirements such as paint colors, sign 
and awning specifications, and preservation techniques.  

Develop & Manage Application Process

Determine how the program will be financed and who will administer the loans 
and/or grants. Use this investment as a jumpstart to implementation of new 
overlay districts or refreshed policies and ordinances. 

Evaluate & Monitor Program Success

Establishing benchmarks at the time of launching the program is useful in 
determining if a program is providing a return on resource investment for the 
administering organization. Planning to evaluate success at the one- and two-year 
marks is logical for pilot programs. 

DESIGN

Façade Improvements Program
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Typically Eligible Expenses

• Actual construction costs

• Application fees

• Architectural or engineering services

• Removal of inappropriate features

• Restoration of missing or altered features

• Replacement of private sidewalks when it 
improves pedestrian circulation

• Landscape improvements/restoration

• Parking lot improvements, especially where 
improvements lead to better compliance with 
local codes and improve safety and access

• Screening of service areas such as utilities and 
trash containers

• Installation/restoration of architectural features

• Installation of traditional awnings

• Masonry restoration or repair

• Painting, in conjunction with other restoration 
or rehabilitation

• Maintenance and preservation of historic signs

• Construction of accessibility improvements to 
the exterior

• Murals

What can the program cover?

It is the administering organization’s decision what to list as “eligible” and 
“ineligible.” Some communities choose to separate a façade improvement 
program from other assistance programs—namely, an on-site improvement 
program. However, we organizations to streamline and combine incentive 
programs as much as possible. Standard lists of eligible and ineligible 
improvements are the following:

Typically Ineligible Expenses

• Building permit fees (exception: Can 
be eligible, wholly or in part, if using 
the rebate structure)

• Extermination of insects, rodents, etc.

• Title reports and legal fees

• Repair or installation of elevators

• Interior floor or ceiling

• Plumbing and electrical equipment

• Sprinkler systems

• Working capital

• Mechanical equipment

• Flat roofs or other work not visible 
from public space

• Painting masonry that was not 
previously painted

• Refinancing existing debt

• Sweat equity

• Acquisition of land and/or buildings

DESIGN

Façade Improvements Program
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Below is an example of a funding structure that features a maximum award based 
on property owner investment:

Typically, assistance is given as direct or matching grants, rebates, waivers of 
permit fees, and/or as low- or no-interest loans. Sometimes the administering 
organization is actually passing through funding from a larger entity. For example, 
a local government may use its allocation of Community Development Block Grant 
(CDBG) funds from the U.S. Department of Housing and Urban Development.

DESIGN

Façade Improvements Program

Develop & Manage Application Process

Where does the funding come from for a Façade Improvement Program?

It is possible for funding to come from multiple sources or one. The source 
may already exist (for example, a tax increment financing district) or can be 
created for the purpose of funding the program. 
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Establishing benchmarks at the time of launching the program is useful in determining if a 
program is providing a return on resource investment for the administering organization. 
Planning to evaluate success at the one- and two-year marks is logical for pilot programs. 
For ongoing, mature programs, a yearly memo that summarizes program’s activity is 
recommended. 

Participation is measured in two key ways: 

• Of the properties that could apply for assistance, what percent applies? 

• Of those that apply, what percent actually invest and install 
improvements to properties?

In addition, some communities and organizations track a “multiplier” to gauge if a façade 
improvement award inspires investment beyond what is covered in the program. Program 
administrators encourage recipients to track all of their property improvements that 
happen at the same time as eligible façade improvements, with cost amounts. A common 
instance is a business will make, for example, $50,000 in overall investment, but receive 
only $10,000 as part of the façade improvement award. The total investment figure 
divided by the amount of awards given out would be the multiplier and make either a 
strong or weak case for continuing the program. 

A more qualitative approach is to record before-and-after project photographs for each 
award recipient property. These photographs can be compared with design guidelines.

Storefront façade improvement enhances the image and overall economic 
viability of neighborhood business districts by improving the function and 
appearance of individual building facades; and by spurring new private 
investment in commercial properties in the same location and in adjacent 
commercial districts.  Successful storefront improvement projects manifest 
readily observable outcomes that positively affect the community.

1

2

DESIGN

Façade Improvements Program
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Benefits of being listed in the National Register include:

• Potentially stopping the damage or destruction of registered places by requiring 
state or federally permitted/funded/licensed projects to examine alternatives

• Offering a federal income tax incentive for rehabilitating
income-producing places.

• Offering a property tax assessment freeze incentive for rehabilitating single-
family, owner-occupied residences

• Increasing awareness and appreciation of registered places

Being listed in the National Register DOES NOT:

• Require private property owners to obtain prior approval to change their 
property when using private, city or county funds

• Require private property owners to preserve or restore their registered place

• Block state or federally funded/permitted/licensed projects when these are 
desired by the owner and shown to be in the public interest

Rehabilitation Tax Credits are dollar-for-dollar reductions in income tax liability for taxpayers 
who rehabilitate historic buildings. Credits are available from the federal government. The 
amount of the credit is based on total rehabilitation costs. The federal credit is 20% of eligible 
rehabilitation expenses. Virginia’s Historic Rehabilitation Tax Credit is equal to 25% of qualifying 
expenses incurred during a qualified project on a qualified building. 

DESIGN

Historic Preservation

Recommendation

Promote the benefits of federal and state tax credits of the Orange 
Commercial Historic District being listed on the National Register of Historic 
Places as a redevelopment tool. Invite professionals from Virginia’s 
Department of Historic Resources to train property owners of the 61 
contributing buildings.
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Enhancing Downtown Gateways

Gateways define the edge and entryways into a city or Downtown and create a theme or 
signature element to notify travelers of this change. 

Gateway elements should identify key entries into the Downtown, convey a sense of 
identity for the community, and provide information to the public. 

Gateway treatments can be provided in a variety of styles and can vary at each entry 
point. Large monuments or signage can be used to indicate entry into the Downtown, or 
treatments as simple as signage or changes to the roadbed, such as stained and 
stamped crosswalks, street art, or a road diet. 

Landscaping and plantings, structures, or lighting can also be used to provide visual 
transition points within the Downtown as well as with adjacent or interior districts. 

DESIGN

Gateways & Corridors

Recommendation

Utilizing gateway design treatments, begin to position gateways into 
Downtown Orange as distinct, unique areas with specific entry points 
and specific characteristics. Gateways should have branded signage and 
an obvious transition from existing design conditions into Downtown 
specific design conditions. 



52Downtown Strategic Vision for Orange

Reimagining how vacant storefronts are viewed by the pedestrian, 
such as by installing public art in windows or painting boarded up 
windows with murals, residents and visitors begin to view the block 
or Downtown area as interesting, rather than dead.

DESIGN

Activating Vacancies with Art

Storefront Art Programs

During the Great Recession, as the U.S. retail economy suffered the effects of the 
market collapse and rising unemployment, public officials and arts administrators 
in cities around the country noticed a problem on their streets: empty storefronts. 
And many of those leaders, in an attempt to bring attention and activity to 
darkened windows and shuttered spaces, decided to fill the vacancies with art.

The concept wasn’t new: Retailers have always displayed their wares creatively in 
shop windows, artists and arts organizations had used storefronts as their canvas in 
the past, and more commercially focused pop-up shops had been a trend for 
nearly a decade by the time the recession hit. Not all of the vacancies were new, 
either: Many storefront programs targeted spaces that had sat empty for years or 
even decades, in neighborhoods that had already been struggling before the 
economy dealt an additional blow. But fueled by the recession, art in storefronts 
proliferated in the late 2000s and early ’10s, in cities big and small.
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DESIGN

Activating Vacancies with Public Art

Unanticipated effects of a storefront art program is the sense of community 
created in the spaces where art is installed. 

Projects such as this not only provide artists and other relative entrepreneurs with 
critical business and retail experience through public art and pop-ups, but the 
locations can become a ‘hang out’ space in the best sense of the phrase.

Unanticipated EffectsUnanticipated Effects
Recommendation

Engage local artisans to implement a storefront art initiative until 
vacancies are filled.
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Activated alleys are designed as inviting spaces for people with an enhanced focus 
on walking, dining, entertainment, and photography, and become unique places 
and destinations for all to visit and enjoy with different events and activities.

Focus on adding public art and murals to key alleys, add outdoor dining to be 
shared amongst existing and prospective restaurants, and add ambient lighting to 
create an interesting and enjoyable space.

DESIGN

Transforming Alleys into Places 

Recommendation

Close alleys to vehicular traffic, and add ambient lighting and outdoor 
dining to activate these underutilized spaces.



55Downtown Strategic Vision for Orange

Appropriate ambient lighting enhances safety and visibility in a 
Downtown area but also provides a welcoming environment that 
attracts visitors and residents and begins to establish the area as a 
destination.

DESIGN

Placemaking through Ambient Lighting

Process of installing ambient lighting

Typically, property owners must provide an easement, or sign a waiver, allowing 
the City or community organization access to their roof or fascia to install the 
equipment. LED lights are ideal, and metal brackets and clips can be fashioned for 
longevity to hold string lights. Lights should be tied into the street lighting system 
for automatic activation each evening. 

Unanticipated EffectsUnanticipated Effects
Recommendation
Install ambient lighting across Short Street or the alleys to enliven event 
areas. Also outline building tops with lighting on Main Street.



Smart promotion initiatives position your Downtown or 

commercial district as the center of the community and hub of 

economic activity, while creating a positive image that 

showcases a community’s unique characteristics. 

4

TOURISM & 
PROMOTION
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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TOURISM & PROMOTION

Mobile Insights & Tourism Summary
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Wayfinding in Downtown landscapes proves to be critical beyond 
basic navigation.  Identification and information represented in 
elements such as monuments, directional systems, directories, 
interpretive and even regulatory signs enrich our experiences with 
Downtown environments.

In order to create a successful wayfinding system, even in an age of smartphones 
and GPS, physical wayfinding elements and systems strengthen brands by 
improving the legibility, navigation, understanding, and accessibility of the 
environment.

Wayfinding Signage Systems

• Reinforce an area’s defining history, architecture, and landmarks

• Give less prominent districts and destinations a much-needed boost

• Help the public find parking, improve traffic flow and ease the transition 
between car, pedestrian and transit use

• Reduce visual clutter with clear, consolidated and on-brand information 
and identity

The following is a set of signage features an example of a well implemented 
comprehensive signage system:

TOURISM & PROMOTION

Wayfinding Signage

Recommendation

In Orange, wayfinding signage should be strategically implemented to 
provide directional navigation to and from key destinations such as 
Downtown, Taylor Park, Montpelier, James Madison Museum, regional 
wineries, and more.
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TOURISM & PROMOTION

Comprehensive Wayfinding Signage

Provided is an example of a comprehensive wayfinding signage system example. The 
system begins with welcome signs at the edge of the municipality and follow thereafter 
with large directional signs that reduce in size as the traveler’s speed reduces and as he 
nears the interior of the community.

Example of well-designed comprehensive system
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TOURISM & PROMOTION

Sign Consolidation

Recommendation

Consolidate existing and new wayfinding signage for a more 
seamless visitor experience and a more aesthetically pleasing 
view of the Downtown.

Before

After
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Farmers markets allow consumers to have access to locally grown, 
farm fresh produce, enables farmers the opportunity to develop a 
personal relationship with their customers, and cultivate consumer 
loyalty with the farmers who grows the produce.

Vibrant Markets Strengthen Local Identity

The role markets play local economies contributes greatly to the sense of community 
ownership. At the end of World War II, there were significantly more independent 
farms than today. Modern day markets are intended to serve as hubs from which 
money in the community core is being channeled back into rural areas. In many cases, 
markets are also tied to food security.

Clustering of Activity Turns Markets into Community Hubs

Great markets are created through the clustering of activity. They require the 
intentional aggregation of local food production, but also of other services and 
functions. The food is the central reason for why people gather, and that gathering 
creates a hub for community life. Food will always be the core, but how you build off of 
that depends on local needs. Culinary demonstrations, children’s art activities, and 
local plant sales are all ways to grow your market into a true community hub.

Markets Catalyze Neighborhood Development

Markets positioned properly can serve as business incubators, allowing bakers, 
artisans, and other makers to test the market for their products and offerings. These 
budding entrepreneurs can develop loyal followings at the weekly or bi-weekly 
markets, which affords them greater chances of success in the brick-and-mortar realm. 

TOURISM & PROMOTION

Farmers Markets

Recommendation

Increase promotion of existing Farmer’s Market at Taylor Park in Downtown 
Orange.
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A Farm to Fork Event is an all-local meal event designed to facilitate relationships 
and inspire community conversation in a delicious, fun, and healthy way by pairing 
locally grown produce and meat with local chefs who prepare the ingredients for 
attendees. These events are intended to benefit your local community as well as 
contribute to the larger local food system conversation.

Recommendation

Enhance Farmer’s Market by hosting a Farm to Table dinner in Taylor Park. 
Host the event on a peak tourism weekend and recruit pop-up vendors to 
activate sidewalk space or vacant storefronts that are tenantable before and 
after the event.

TOURISM & PROMOTION

Special Event Growth Opportunity
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TOURISM & PROMOTION

Preserving History through Storytelling

Recommendation

Develop a system of interpretive signs and digital guides, such as the 
examples above, to tell the stories of Orange’s past and to honor 
significant sites throughout the Downtown and community, including 
the rich African American history and heritage. These signs should be 
complimentary yet distinct of the city wayfinding signage system and 
could include QR codes for a more complete digital experience.
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TOURISM & PROMOTION

Parking Management

Parking is one of the primary shapers of US communities and has been for a century. 
The walkability of a city or town is often determined by how much parking dominates 
the public realm.

The primary goal of parking management is to ensure the shopper is able to find 
convenient parking near their destination.

A well-calibrated parking plan will leave approximately 10 percent of on-street stalls 
available with turnover of 15 to 20 times per day, while off-street or garage parking 
should always be readily available with turnover of three to five times per day.

While there is a large supply of available parking on the main thoroughfare, merchants 
and employees should park in nearby sub-prime public parking to leave more 
availability for customers. 

Properly signing these areas and incorporating into a comprehensive wayfinding 
signage system is also critically important.

Parking is one of the primary shapers of US communities and has been 
for a century. The walkability of a city or town is often determined by 
how much parking dominates the public realm. Additionally, parking 
minimums are local laws that require private businesses and residences 
to provide at least a certain number of off-street parking spaces. These 
requirements are also significant factors shaping how our cities are 
built and laid out. 

Recommendation

Clean-up and properly sign public parking lots and execute shared use 
agreements for special events with churches and town/county governments.
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TOURISM & PROMOTION

Parking Management

Parking Signage incorporated in Branded Wayfinding Signage
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After 5 Events

One of the biggest ongoing complaints from the public about small-town 
downtowns is that stores close at or before 5:00 pm, making it difficult for 
working patrons to shop locally. Create a Facebook ‘event’ for an After 5 
Shopping Night. Hold these event nights when stores are typically not 
open after 5 pm. By creating a Facebook Event, you’ll also see “who’s 
going” which can help you build a list of local shopping supporters. A key 
benefit of Facebook Events is that when a “friend” says they are “going” 
to an event, their friends will also learn about it too. Facebook Events are 
simple ways to crowd source for events.

Mini Performance Hubs

Convert one or two parking spaces into mini performance ‘amphitheaters’ 
with a summer deck feel, complete with wood benches and plants. This can 
constitute a single amenity to add to existing events, or it can become a 
concert series in and of itself. Too often, parking spaces are converted to 
outdoor cafe spaces in the summer only, or as a response to COVID. But 
these are somewhat limited options for downtowns with few restaurants. 
Mini deck amphitheaters can add excitement and amenity to your 
downtown year-round and for multiple purposes.

TOURISM & PROMOTION

Retail Promotion Strategies

Recommendation

Incorporate retail promotion strategies into Downtown Orange’s 
program of work to encourage activity throughout the day, especially in 
the evenings.
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Versatile Signage

Work with local retailers to install professionally branded sandwich board 
signs in front of their business. These signs are extremely adaptable: they 
can feature specials, words of humor, social media promotions, and most 
importantly, they provide readable content at sidewalk-level for 
pedestrians who don’t always look left or right in a storefront window. 
They also give visual evidence that there is vitality and commerce in the 
business district.

Cooperative Promotion

Focus on the comparative aspects of retailing in the district, clustering 
stores that are in the same category and can be promoted together. 
Whether it’s a wine tasting event for ladies night, where participants can 
pop-in to each participating store to taste a unique wine and do a little 
shopping while they’re there, or a seasonal event like Christmas Open 
House, promoting retailers together within the Downtown District begins to 
brand downtown as a retail destination.

Incorporate Public Wi-Fi Zone Downtown

As Downtowns move to positioning themselves as destinations, rather 
than just an attractive place to drive-through, the need for a dedicated, 
public, free wi-fi zone becomes more prevalent. A free wi-fi zone 
encourages residents and visitors to stay in the Downtown area longer, 
and it allows them to search for restaurants and boutiques nearby, and 
better yet, gives them a strong connection to post photos or comments 
about their experience in your community, which furthers efforts of 
marketing of messaging. In addition, the zone can be set-up such that a 
landing page featuring a Downtown map and list of businesses is the first 
page that pops-up on connected devices.

TOURISM & PROMOTION

Retail Promotion Strategies
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TOURISM & PROMOTION

Messaging & Branding

Here are seven ways to start to define your city’s brand the right way and put it on the 
map: 

Inventory Your Assets

What makes your city distinct from anywhere else? Assets span the gamut from 
signature foods like Chicago deep-dish pizza and Philly cheesesteak, to historical and 
cultural sites like the Alamo or Graceland, to major industries like the auto industry 
that gave rise to Detroit’s nickname as the Motor City. Other important assets are 
unique annual events like Tampa’s Gasparilla Pirate Festival, and even the vibe of your 
Downtown or entertainment district, such as Miami’s famous South Beach.

Keep it Real

Branding is not about pretending to be something you’re not. It’s about revealing, 
packaging and promoting awareness about what you intrinsically are. Asheville and 
Santa Fe both have established their positions as cities with a thriving and unique arts 
scene. Austin has staked its reputation as the “Live Music Capital of the World,” and 
its now-famous “Keep Austin Weird” slogan speaks to its eclectic mix of people, 
culture and entertainment. Don’t try to be all things to all people. Put your city’s real 
face forward, and those who want what you have to offer will be drawn in.

A strong place brand helps a place compete in the global marketplace. 
A business or a potential resident or a visitor can go anywhere they 
want today, so articulating differentiating and unique characteristics is 
important to attracting investment, people and capital to your place. A 
well-articulated place branding strategy strengthens a community’s 
sense of place, because it creates alignment between the language 
and messages created for and by business, community and visitors. 
When those three are aligned, there’s true resonance.
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TOURISM & PROMOTION

Messaging & Branding

Focus Your Message

Especially if you’re a small city, focus your energies on a single reason to visit. It 
may be great hiking trails, a top bass fishing spot, the most authentic Southern 
greens and grits, or a famously good Bluegrass scene. This increases the chances 
that people who are interested in that find you in a Google search. Mount Dora, 
FL is a great example of a small city that draws visitors for its Craft Fair and then 
wins them over with its other local charms.

Create a Sense of Place

Innovative communities are using placemaking to reimagine public spaces in ways 
that promote cultural, social, behavioral and economic connections. Bourbon 
Street and Times Square are quintessential examples of placemaking, which help 
to define those cities’ brands. But parks, town centers, outdoor markets, lakes and 
even streets can have a powerful, positive placemaking effect. In Florida, the 
branding of the City of Tavares as “America’s Seaplane City” has been an 
economic and community-building success. 

Deliver the Experience You Promise

Although a great slogan can help to focus and galvanize awareness of what makes 
a city unique and exceptional, it would be a mistake to think that branding is 
merely a slogan and a logo. Think of branding as a promise that you deliver 
through an experience. What is the experience of your city’s brand? Friendly? 
Relaxed? Bike-friendly? Exciting? Eclectic? Easy to navigate? How can you add 
touch points that make that experience more reliable?



85Downtown Strategic Vision for Orange

TOURISM & PROMOTION

Messaging & Branding

Involve Your Community

A sustainable branding effort requires broad buy-in. Don’t create your city’s brand 
in a vacuum or a boardroom. Create a process to involve influential community 
leaders and residents at all levels, including small business owners, and they will 
become enthusiastic brand ambassadors. Look for and promote ways for all 
stakeholders to benefit from tying into the city brand.

Give it Legs

Once you define your city’s brand, extend and support it with a comprehensive, 
ongoing and multi-faceted strategy. Dallas’s “Big Things Happen Here” campaign 
is a good example of a branding effort with diverse and sustained components, 
from experiential elements that citizens and visitors can interact with (physical 
displays in which people form the “I” in “Big”) to live events and heavy social 
media engagement to an online store that sells branded products to live events.

A strong brand identity can yield a big and long-term return on investment for a 
city. To ensure that kind of ROI, start by defining and refining what makes your city 
the special place it is. 

Recommendation

Engage a consultant to facilitate a branding exercise for Orange, establishing 
a strong, clear brand for the Downtown, Town, and its path forward.
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TOURISM & PROMOTION

Messaging & Branding

Provided is an example of a community brand that has been expanded to several 
partnering organizations and events. Despite different funding sources and 
organization structure, each entity contributes to the overall quality of life of the place 
and opted in to participating in the overall community brand with their own unique 
organization represented with a coordinating logo.

Design by: Arnett Muldrow & Associates

Example of coordinated community branding
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TOURISM & PROMOTION

Messaging & Branding

In addition to developing a clear and concise brand, develop digital content for 
tourists, including itineraries, encouraging them to stop in Downtown Orange as part 
of their visit to wineries and Montpelier.

Example of basic tourism itinerary for region
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Should you be using Facebook to promote your

community to residents and tourists? 

68% of U.S. adults use Facebook and 51% of them use it 
several times a day. 

The short answer? Yes. These tips and strategies will help you 
get the most out of your Facebook marketing efforts. 

Create a Captivating Profile

A profile picture is the first point of contact your audience interacts with on 
your page. Easy recognition of the picture is key to being liked and found on 
Facebook search. Cluttering a profile picture with slogans, contact details is 
not recommended. Consistency with your branding is important for the 
coherence of your image.

Cover photos are another element representing your brand and speak loud to 
your customers as the first impression. Your cover photo should be high 
quality, engaging and eye catching. Don’t clutter it with texts and be sure to 
change it often or during your campaigns.

Craft a Complete ‘About’ Page

This is the most visited section of your Facebook profile and informs your 
audience about your brand and values. Whenever visitors want to find out 
more information about your business, they head to this section. It is 
important to give them a clear and concise snapshot of what your brand is 
about. Your mission, vision, your story, company information and any other 
relevant details that best showcase your brand. Facebook allows you to 
customize sections that record your milestones, awards, etc.

TOURISM & PROMOTION

Optimizing your Downtown’s Facebook Page
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Customize the ‘Call to Action’ Button on your Page

A call-to-action button is what prompts people to take a certain action. The button 
prompts things like ‘Sign Up’, ‘Call Now’, ‘Book Now’, ‘Watch Video’, etc. and users 
are offered the possibility to customize it to different URL destinations they consider 
pertinent. As a marketer, this gives you the opportunity to drive traffic from your 
Facebook page to your site easily. This can be added by simply clicking on the page 
and clicking on the ‘Add a Button’ box, choose which one you want to create and 
insert the URL you want to direct visitors to. Facebook Insights will help you measure 
and report the effectiveness of the CTA button.

Know your Audience

Facebook demographics are used to ensure you know your customer personas. They 
are continuously evolving hence the need to have tools to help you measure, report 
and keep track of the changes. Knowing your customers’ behaviors will help you tailor 
your marketing campaigns and promotions to target them. The below questions can 
help you better understand your ideal customers:

Create Engaging Content

One of the most important Facebook rules is creating content that probes your 
audience to take action. Developing an engaging relationship with your followers is 
what will determine their interaction with your brand. As content creator, you should 
not just stick to general statements, opinions and facts but be bold and spice up your 
content with some fun. Questions, photos that ask questions, and fill-in the blanks are 
some examples of content that entice people to act.

• What is your brand user demographic? Their age, education background, 
gender, income level, etc.

• Which is the goal of your Facebook campaign? This helps you target the
right audience that has the highest chances of being interested in your offer. 

• Which is your competitive advantage? What differentiates you
from other Downtowns?

TOURISM & PROMOTION

Optimizing your Downtown’s Facebook Page
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Don’t Forget to Engage

Respond to conversations in the right rhythm and cadence, be responsive and 
social. Going out of your way to make your audience feel important makes them 
bond with your brand. Quick feedbacks on Facebook are highly appreciated 
especially in the early stages of community building. This shows the brand 
commitment to customer service and smooth communication with its customers.

Create a Balanced Posting Strategy

How frequent you publish posts and when you post them is vital for your Facebook 
marketing activity. Posting too often might irritate your followers. On the other 
hand, not posting frequently enough might reduce your chances of credibility and 
authenticity. Striking a good balance between the two is the key to a strong brand 
presence.

Facebook insights will greatly help with this as once you have observed the 
performance of your previous posts you may customize the frequency, timing and 
strategy as required. Here are some tips to help as you start off:

There are apps and platforms that allow you to schedule posts in advance, so 
you’re not on the clock 24/7.

• Afternoons and evenings are the times of the day when most 
people visit their Facebook account so post between 1 p.m. 
and 4 p.m. 

• However, avoid being robotic by posting at the exact 
time daily.

• Posting twice a day is adequate to create awareness and gain 
post impressions. This ensures consistency and originality 
without looking spammy.

• Always include images where possible.

1

2

3

TOURISM & PROMOTION

Optimizing your Downtown’s Facebook Page
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Facebook gives organizations a platform to showcase its 
character, promote events, and connect with its users. 

But with these benefits comes the potential for mistakes 
that can damage your brand.

What Not to Do

• Never have a personal profile to represent a brand. Create an 
authentic Facebook Business Page.

• Never publish personal content on your brand page. Always assign 
page roles on need-to basis and post as a brand not as a private 
person.

• Never spam your followers. Aim to be classy, yet perceptive.

It is of outmost importance for all brands to understand how to properly 
manage a Facebook business page.  The Facebook business page best 
practices previously listed aid to tight the connection between communities 
and brands. You get noticed, followed and engage with your target audience 
creating a reliable pool for lead generation.

But as Facebook is continuously evolving, you need to be up to date and 
willing to adapt and try different strategies to see massive success and 
results for your business.

1

2

3

TOURISM & PROMOTION

Mistakes to Avoid in Facebook Marketing
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Organizing and managing a posting schedule

Creating a posting schedule that works is a process of constant experimentation 
and refinement. In the end, this pays off not only with a social media content 
calendar that delivers results, but also by helping you continually gain a better 
understanding of what your audience is seeking. As you continue to fill in your 
social media calendar, play around with different posting times and the number 
of times per week you post. You’ll gain tremendous insight into what works 
specifically for your audience.

Below are suggestions based on the most up-to-date research on how often to 
post to each social media platform for maximum visibility:

Facebook pages: 1-2 per day

Twitter: 3-10 times per day

Instagram: 1-3 times per day

Instagram Stories: 2-5 times per day

Pinterest: 3-20 times per day

LinkedIn: 1-2 times per week

Recommendation

Using the template provided, create a weekly, monthly, quarterly, and/or 
annual content calendar to pre-plan social media posts and ensure topical and 
timely information is shared frequently enough to be maximally effective for 
your brand and efforts.

TOURISM & PROMOTION

Social Media Content Calendar
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Tracking and analyzing your social media content calendar

Account for specific campaigns across different social platforms. Different social media 
platforms serve different purposes, so you should plan strategically when looking to 
increase the reach of a given post on other platforms. It’s important to remember that 
just because a post is popular on one platform, doesn’t mean it will perform well on 
the others–for example, a post that does well on Instagram may need to be reused as 
the featured image for a more text-heavy post on LinkedIn, rather than being reshared 
without any changes.

Follow-up on your scheduled posts by establishing a process of responding and 
engaging with your audience.

As the marketer, your time is too valuable to spend deciding what to post on every 
single day. A well-planned out social media content calendar lets you use your time to 
plan for the future and focus on other aspects of your marketing strategy.

Benefits of using a Social Media Content Calendar

• Ensures you’re sharing a good mix of content types.

• Guarantees people who are logged in at the same time every day don’t see the 
same posts over and over.

• Maximizes the impact and reach of your content.

• Helps you recognize just how many event posts you’re doing.

TOURISM & PROMOTION

Social Media Content Calendar



Economic Vitality focuses on capital, incentives, and other economic 

and financial tools to assist new and existing businesses, catalyze 

property development, and create a supportive environment for 

entrepreneurs and innovators that drive local economies. 
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Parcel No. (APN) 044-A3-00-29-0004
Land Use COMMERCIAL, MISCELLANEOUS COMMERCIAL
Building Area 14,916 SF
Lot Area 8,276 SF (0.19 ACRES)
Adj. Lots Owned 2 (0.43 TOTAL ACRES)
Year Built 1925
Owner (Assessor) FOUNDATION COMMERCIAL LLC
Owner Address (Assessor) 1003 BRAGG RD FREDERICKSBURG, VA 22407
Last Market Sale 8/12/16 for $1,196,200
Total Assd. Value $1,347,000

Property Strategy: 

• The large and historic vacancy of the former bank on West Main street leaves a unique a challenging vacancy 
for the community. 

• With its proximity to the County Courthouse, Chamber, and it’s location and visibility on Main Street, it is our 
recommendation that the Town consider relocating Town Hall to this site.

• Should the property owner consider selling the property (I left a voicemail the property management 
company) this would be a logical opportunity for both parties to backfill a Main Street vacancy, and for the 
property owner to sell to one of the properties limited but viable uses.

• The property is similar is square footage to the current Town Hall, offers ample parking for visitors and 
employees, is adjacent to other city and county parking, and the drive thru could be used for utility or other 
municipal payments. 

ECONOMIC VITALITY

Downtown Real Estate Analysis

Former Bank of America Building
113 W MAIN ST ORANGE, VA 22960

ECONOMIC VITALITY
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Parcel No. (APN) 044-A2-00-27-0020
Land Use COMMERCIAL; MISCELLANEOUS COMMERCIAL
Building Area 8,262 SF | 4 Units
Lot Area  0.126
Year Built 1907
Owner (Assessor) OMS HOLDINGS LLC
Owner Address (Assessor) 1357 RIDGEWAY FARM, Charlottesville, VA 22911
Last Market Sale  3/2/21  for $410,000

Property Strategy: 

• Another main and important vacancy along Main Street, the obvious and necessary use here would be 
addressing the aforementioned need for a full-service restaurant downtown.

• Due to it’s former use, this could be a turn-key opportunity for the right type of restaurant use, and could 
also potentially address the $500K GAP for Bars and Drinking Places. 

• The city managed lot across the street allows for ample parking.
• We view the railroad tracks as an asset for this location, and in addressing dining opportunities for tourists, 

we feel they would enjoy the restaurants proximity to the tracks.
• The former barber shop next door presents a great small square footage opportunity to address the large 

GAPs for Health & Personal Care stores, salons, clothing boutiques, and fitness studios.
• At a reasonable price per square foot, an interested retailer should be able to operate in this pseudo-

recently renovated building with limited capital and at a digestible rental rate. 

ECONOMIC VITALITY

Downtown Real Estate Analysis

Wise Guy’s Building
116 E MAIN ST ORANGE, VA 22960

ECONOMIC VITALITY
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Parcel No. (APN) 044-A2-00-37-0003
Land Use COMMERCIAL, MISCELLANEOUS COMMERCIAL
Building Area 3,504 SF
Lot Area 1,729 SF (0.04 ACRES)
Adj. Lots Owned NONE
Year Built 1917
Owner (Assessor) TOOLE, SHERRILL
Owner Address (Assessor) PO BOX 1001 ORANGE, VA 22960
Last Market Sale 9/15/17 for $131,900
Total Assd. Value $190,800

Property Strategy: 

• During our visit to Orange, this vacancy was identified as a property that had been vacant and was in need of 
considerable investment to bring back to viability for an interested tenant.

• The façade appears to be in reasonably good condition and the 1,700 square foot vacancy would work well 
for a plethora of uses.

• Because there is already an established loft unit next door, as well as a block down, the second story, if 
sprinkled, would make for a great 1 or 2 unit residential option to promote more density downtown.

• The city managed spot, or the gravel lot behind the property could serve as reserved parking for these units. 
• Ensuring there was two hour fire separation, possibly with local or historic tax credit incentives, and rear 

access via an outdoor walkup/porch would be attractive and make this site work per the Fire Code.

ECONOMIC VITALITY

Downtown Real Estate Analysis

Former Faye’s Office Supplies
131 E MAIN ST ORANGE, VA 22960

ECONOMIC VITALITY
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People love a main street, but the tired, dated look and incomplete tenant mix 
of many smaller downtowns—along with car-oriented streets—are a deterrent to 
revitalization. Small-to-midsize downtowns represent some of the best 
opportunities and biggest challenges for urban retail in the next decade. 

Up to the 1950s, most Americans shopped, and sought services and 
entertainment in downtowns—large and small. Then a succession of strip malls, 
indoor malls, and big box stores captured most customers. Many middle-class 
households moved to the suburbs and suburban malls benefited from a 
coordinated tenant mix and management that downtowns lacked. The main 
streets and downtowns lost up to 90 percent of their business in the latter half of 
the 20th Century. 

A return to urban living means that downtowns have an opportunity to regain 
some of their market share, if positioned properly. 

The following are categories of businesses that show a propensity for success 
based on Market Analysis & Consumer Spending Patterns.

Orange should take steps to recruit these types of businesses from other areas 
of the City or from neighboring communities for expansion:

building supplies & 
garden

health & 
personal care

full & limited service
restaurants

ECONOMIC VITALITY

Retail & Restaurant Mix

Recommendation

Formulate a team to focus on recruiting retailers and restaurants to 
Downtown Orange filling the categorical gaps listed below. If vacancies are at 
a minimum, focus on creating a prospect list to dispatch as soon as vacancies 
arise.

grocery clothing
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Retail leads can be broken down into four general categories:

1

3 4

2

Downtowns and business districts are often 
attractive to independent businesses. 
Accordingly, leads might include home-based or 
garage-based businesses seeking more fitting 
space and a convenient location for their 
customers. These leads might include managers 
of existing businesses wishing to go into 
business on their own. Commercial lenders, 
business schools, Small Business Development 
Center (SBDC) counselors, Main Street program 
business specialists, Service Corps of Retired 
Executives (SCORE), chamber of commerce and 
other public or private small business 
professionals should be asked to help identify 
these leads. 

Emerging Entrepreneurs

Often the best leads are found near 
home. Leads might include existing 
businesses seeking more space or a 
better location in the business district. 
The district’s business owner survey as 
well as ongoing conversations and 
personal contacts of the recruitment 
team, chamber of commerce and other 
economic development professionals can 
help identify these leads.

Existing Businesses within or 
near the business district

If local or regional businesses are not interested 
in expanding, larger national chains can be 
contacted. It is important to be realistic about 
the kinds of chains that might be interested in a 
small community as their market, store size and 
parking requirements may preclude them from 
considering your district. Leads can be identified 
through directories and private databases listing 
chain site selection criteria and contacts. In 
addition, leads can also come from commercial 
brokers, trade shows, “deal making forums,” 
and conferences such as those offered by the 
International Council of Shopping Centers.

National Chains

Local or regional businesses, particularly 
those that have branch stores and are ready 
to expand, are often excellent prospects. 
These business operators typically have a 
good knowledge of the market area, and 
may already have multiple stores. They are 
often interested in expansion as a way to 
improve their penetration of the market. 
These leads can be identified through your 
team’s knowledge of the business mix in 
other communities in the region and 
information collected from your local 
consumer research. In addition, realtors, 
commercial brokers, sales representatives 
and supplies that work within the region can 
be helpful.  Sometimes ads in regional 
business, real estate and regional lifestyle 
periodicals can generate leads.

Existing Local or Regional 
Businesses

ECONOMIC VITALITY

Recruiting Retail Downtown
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What is Shell Space?

Shell space refers to a suite or floor within a building that has floor, walls, 
windows and a roof, but no interior improvements. It may also have some basic 
HVAC, plumbing and electrical.

Shell Condition Space Typically Does Not Include:

• Demising walls

• Doors, frames and hardware

• Ceilings

• Finishes including paint and flooring

• Millwork

• Mechanical Systems

• Electrical Power and Lighting

• Plumbing for restrooms and breakroom areas

Shell condition space is typically found in new construction 
but can also be found in older Downtown buildings if the 
landlord has demoed an existing suite or is looking to attract 
new tenants.

Recommendation

Work with property owners to encourage development of entrepreneur ready 
shell space in ground floor of vacant properties. Determine opportunity for 
local incentives from Town of Orange to accompany this effort.

ECONOMIC VITALITY

Supporting Entrepreneurship
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Developing Shell Space in Vacant Ground floor Property

A typical example of what you can expect from shell space in a new development.

ECONOMIC VITALITY

Supporting Entrepreneurship
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Integrate customer offerings across channels through 
omnichannel retail strategies.

There is an increasing emphasis on the omnichannel experience as businesses look 
for new ways to connect to customers offline and online. The rise of e-commerce 
has been a notable trend, accounting for up to 12% of the retail market in 2020. 
The omnichannel strategy relies on the concept of seamless shopping experience 
in brick and mortar stores along with a variety of digital channels, which provides 
the added value of both instore assets and online access. Walmart is looked to as 
the prime example of an omnichannel retailer that has upgraded brick and mortar 
stores resulting in increased foot traffic while also increasing its online offerings. 

Make use of technology to strategically grow business. 
Develop technological capacity where needed. 

Successful retailers are adapting to increasing technology use by consumers and 
using technology to streamline and create new ways of doing business. Large 
retailers are looking to engage with technologies such as artificial intelligence and 
virtual reality. A great challenge for small retailers is keeping up with the fast pace 
of technological change. However, they can explore options, evaluate potential 
returns on investment, and take strategic steps to technologically innovate. From 
a customer-facing perspective, retailers can embrace mobile technology and 
mobile payment methods, use video marketing, use social media, and offer same-
day delivery options and “buy online pick-up in store” services. From an 
operational perspective, businesses are anticipated to increasingly use POS (point 
of sale) technologies, operate on the Cloud, and utilize other digital tools such as 
Shopify and Comment Sold. 

Many examples of how retailers are innovating for success come from big box 
retailers. While small business brick-and-mortars may struggle in the shadow 
of Walmart and other big box stores, they can benefit from exploring actions 
that many big box retailers are taking to innovate along with other strategies 
specific to medium and small business. Successfully retail businesses exhibit 
the following trends: 

ECONOMIC VITALITY

Trends in Successful Retail Businesses
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Build a strong digital presence as a touch point for initial and 
recurring interaction with customers. 

While not as widely noted as e-commerce as a trend, digital-first retail is arguably 
more influential than e-commerce. Digital-first retail is the growing tendency of 
consumers' shopping journeys to be influenced by digital channels, regardless of 
where the ultimate transaction takes place. Leading brands, from Apple to Nike 
to Walmart, are evolving into digital-first organizations. They're investing to 
create product content that serves as the bridge between the online and offline 
worlds, and helping consumers shop when, where and how they want. While e-
commerce now accounts for approximately 12% of all retail sales, it’s projected 
that web-influenced physical store sales are about five times online sales.

Invest in understanding the customer. One notable trend is 
customer experience. 

Retailers are doing more to understand and engage the customer. One important 
trend is that customers are increasingly valuing experience. Customer experience 
has been called the next competitive battleground. The success of Apple, 
Lululemon, and Free People are attributed to creating a valued, personalized in-
store customer experience. Technology provides an opportunity for retailers to 
understand and connect more directly with customers.

Strengthen brand engagement and build a base of loyal 
followers. 

Lululemon and Free People are commonly cited examples of companies that have 
built strong brands based on quality and lifestyle. This branding has been 
attributed to not offering products at a discount, whereas other companies have 
trained customers to buy during regular product discount periods. However, 
other off-price retailers such as Ross and TJ Maxx take advantage of culture of 
bargain hunting and have survived their competitors. These retailers are examples 
of brand identities that have found a niche in consumer preference. 

ECONOMIC VITALITY

Trends in Successful Retail Businesses
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Leverage consumer preference for uniqueness, authenticity 
and local flavor. Explore submarkets and consider engaging 
local institutions and community. 

Consumer preference for uniqueness, authenticity, and local flavor is noted to be 
on the rise. Brick-and-mortar retailers and those on main streets are poised to 
capitalize on this trend. Related to this trend, local retail stores can benefit from 
awareness of the resources and efforts of local institutions and building 
relationships with local institutions and the community. Examples from cities 
where local businesses and main streets are invigorated communities creating 
strong local business associations; working with local agencies to support 
walkability, streetscape improvements, and residential and commercial use; 
renovating historical buildings in commercial districts; and attracting restaurants, 
breweries, and shops that contribute to local personality.

Are strategic about innovating ways of doing business. 

Across trends, successful retailers are strategic rather than reactionary in finding 
innovative ways of doing business. They are evaluating business nuts and bolts 
and opportunities unique to them, right-sizing brick-and-mortar stores, carefully 
constructing brands, finding niche markets, finding new ways to serve the 
customer, creating new partnerships and connecting with expertise and networks. 
New technologies for most small businesses is not an either/or proposition. They 
can adopt the use of new technologies and still rely on the tried-and-true ways of 
doing business. 

ECONOMIC VITALITY

Trends in Successful Retail Businesses

Recommendation

Partner with the Central VA Small Business Development Center to hold 
merchant training and workshops to encourage Downtown business 
owners to increase their level of operations, modernize their reliance on 
technology, and implement new and savvy ways to reach customers of 
all generations. 
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ECONOMIC VITALITY

Creative Strategies for Backfilling 
Downtown Vacancies

Short-term Leases

A short-term lease program activates vacant properties by introducing new, 
creative, and temporary retail locations with visual aesthetic. These programs can 
create an environment that engages customers and authenticates downtown as a 
vibrant space, ready for long-term investment.

Pop-ups

One type of short-term lease is a pop-up, featuring leases that usually last between 
six weeks and a year, with many non-seasonal retailers willing to sign month-to-
month leases that could result in long-term tenancy. Rents for pop-up shops tend to 
be less expensive than those secured by traditional leases, sometimes by as much as 
50% below lease value.

Of course, this concept works best when there is little or no space modification 
necessary. Generally, just adding desks and chairs or some kind of display shelving 
or fixtures is all that's required. And, these simple additions/changes can be easily 
implemented or erected and then torn down. Modifications are usually not a 
stumbling block because the tenant wants an easy move-in/move-out phase, and 
the landlord wants little or no refit between tenants.

The good news about tough economic times is that they breed ingenuity. 
Property owners and City Leaders need to think “inside the box” –- the 
vacant storefront, the empty warehouse, or the small office building 
abandoned by the busted start-up firm. 

By thinking short-term instead of long-term lease, entertainment instead of 
shopping, farmers market instead of vacant lot, that space –- particularly in 
well located areas –- may be suited to new opportunities.

ECONOMIC VITALITY
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Event Space

If the vacant space is located in a central area, property owners can rent the 
commercial space for private events, until a suitable more permanent tenant is 
located. In many communities, there’s a consistent demand for well-appointed venues 
for parties and corporate events, and commercial space owners can meet that 
demand. From fundraisers to art sales to parties to corporate events, vacant 
commercial property landlords can market their space for a variety of purposes.

Subdividing Ground Floor Storefronts into Smaller Parcels

A smaller retail space means lower overhead costs and allows retailers to quickly 
move inventory in and out of the store. It also ensures retailers keep their displays 
fresh and continually try new merchandising tactics. With an initial build-out 
investment, property owners can reimagine their existing storefront footprint, and 
subdivide into more, lower square footage spaces, increasing the vitality of the 
corridor, but also lessening the burden for entrepreneurs.

Reimagining Design of Vacant Space 

A smaller retail space means lower overhead costs and allows retailers to quickly 
Walk-up window restaurants feature no indoor dining space and facilitate a 
pedestrian-focused grab-and-go style experience. Locating a walk-up window 
restaurant adjacent to a parklet or a shared outdoor dining space is ideal for using 
public space in a collaborative way. This technique also backfills vacant space on a 
micro-level, while preserving non-storefront space for office space or other uses. 

Vacancy Taxes

Local governments, wary of landlords who choose to keep their properties empty —
sometimes for months and years in the hopes of landing a deep-pocketed tenant —
can respond by enacting financial penalties against these proprietors. Arlington, 
Massachusetts began its measure in early 2017. It requires landlords to register with 
the city and charges them $400 annually for each vacant storefront. When the fees 
were first levied, there were 17 empty storefronts in Arlington Center. Only six 
remained by the end of the year.

ECONOMIC VITALITY

Creative Strategies for Backfilling 
Downtown Vacancies

ECONOMIC VITALITY
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Next Steps

The lack of open stores in neighborhoods decreases property values, which has a 
trickle effect of less foot traffic and even more vacancies. By keeping your storefront 
active, even through a short-term commitment, the surrounding area (and rents) will 
benefit as well.

Remember, recruiting new restaurants and retailers requires a holistic approach to 
Downtown revitalization and placemaking. Entrepreneurs and expanding businesses 
want to locate in neighborhoods with vitality and foot traffic. Residents and visitors 
don’t often think to shop or dine in an area with shuttered retail and vacant 
storefronts. Which comes first and where should community leaders begin? 

It begins with a strategic vision to not only identify new prospects for your Downtown, 
but to also address opportunities for expanding the aesthetic, vitality and vibrancy of 
the area. 

ECONOMIC VITALITY

Creative Strategies for Backfilling 
Downtown Vacancies

ECONOMIC VITALITY

Recommendation

Work with existing property owners with vacancies to explore these 
creative strategies for activating vacant space and supporting 
entrepreneurship.
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Why are they effective?

They’re experiential – Experiential Retail is a strategy used in the retail landscape to 
increase engagement, interest, and traffic in physical retail locations. It provides an 
opportunity for brands to connect in one-on-one interactions with their customers. 
Theoretically, these interactions happen in an environment where happy and powerful 
memories are being made. While the experience can take many forms, experiential 
retail usually includes some sensory, educational, and communal experiences with 
emotional connotations. So, through your experience-driven retail strategy, the brand 
becomes associated with those powerful memories.

They’re temporary – the temporary nature of pop-up shops is baked right into the 
model. Temporary opportunities are often perceived as scarce and therefore develop 
a sense of urgency in a customer base. That’s why big sales have a time limit. 
Customers need to come in fast, regardless of the obstacles, to take advantage of the 
sale. Pop-ups drive a similar phenomenon but instead of saving money, customers save 
themselves from FOMO (the fear of missing out).

They’re inexpensive – When we talk about inexpensive options, we’re typically talking 
about the total cost of ownership. The temporary nature of a pop-up means that you 
aren’t paying the 10-year lease agreements common for most brick-and-mortar 
retailers, you aren’t required to customize the space, and you aren’t tied down to a 
single location. Beyond that, pop-ups are typically custom designs or DIY projects 
which gives an entrepreneur or brand much more flexibility to play with design, 
materials, and layout to value-engineer a budget.

What makes a good pop-up?

Well managed pop-ups are thoughtfully designed spaces, that allow for customers to 
interact with merchandise, try on options, and develop a connection with the brand. 
Pop-ups should be beautiful, mobile extensions of the brand. They should house 
remarkable experiences for customers, influencers, and employees.

ECONOMIC VITALITY

Popups
ECONOMIC VITALITY
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Walk-up window restaurants feature no indoor dining space and facilitate a 
pedestrian-focused grab-and-go style experience. Locating a walk-up window 
restaurant adjacent to a parklet or a shared outdoor dining space is ideal for using 
public space in a collaborative way. 

This technique also backfills vacant space on a micro-level, while preserving non-
storefront space for office space or other uses. 

ECONOMIC VITALITY

Walk-up Window Restaurant Concepts
ECONOMIC VITALITY

Recommendation

Work with a local architect to create a speculative walk-up window 
restaurant build-out design to share with popular restaurants and 
property owners in the area.
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