BERRYVILLE TOWN COUNCIL
MEETING AGENDA
Work Session
Berryville-Clarke County Government Center
101 Chalmers Court, Second Floor
A/B Meeting Room
Wednesday, February 22, 2017

6:00 p.m.
Item Attachment
1. Call to Order — Patricia Dickinson, Mayor
2. Approval of Agenda
3. Presentation / Discussion — Berryville Main Street Market Assessment 1
4. Other
5. Closed Session — No closed session scheduled
6. Adjourn

1 Denotes an item on which a motion for action is included in the packet
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-+ Economic V1tal1ty Comrmttee
Ob]ectlves and Task Plan for 2016

=

Berryville Main Street received a: downtown
investment award in April 2016 from Virginia
Main Street to conduct a market assessment for
the downtown district.

Above (I-1): Todd Barman, Sue Ross, Kyle Meyer S .
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‘Our mission is 'to promote, enhance a:nd support the Berryvﬂle
Historic District as a vital center of commercial and cultural life for
Berryville and Clarke County.

Our activities are focused on cultivating a community market place
for products and services offered by independent small

‘businesses and local farms that support and preserve Berryvﬂle )

'_:é hlstorlcal and cultural aesthetlcs and character. >




 The Downtown Development Philosophy begins with “...a concrete and
~ compelling vision of a fully functioning market place to attract the entrepreneurs
~ and investors who will eventually realize that vision.”

| ._fIt employs the Main Street Four-Point Approach®: an asset-based economic
ik jdevelopment strategy that focuses attention on hemtage and human assets.

Built and Cultural Assets
| . Entrepreneurs, Commercial Property Owners |
il "*":l-:'i*Communify Leaders, Partnerships and Voluntee‘rs R

Data and narratwe are used to create a market pos1t1on for downtown
Berryvﬂle, this knowledge is used to Create a des1gn of the market place that is
both vision and market drwen LT




4 Highlights from the Market Assessment

d; Poten‘aal Customers L
2 Tour1sm e
3 Collectwe Market Opportumtles
- 4 Best Customers
5 Cusmmer Segmentation
6. Market Position Statement
7. Community Transformation Strategies

8. Support
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“We can leverage Berryville’s central location between
Purcelmlle Winchester, Charles Town and Front
Royal as a perfect place to meet for people commg

o ﬁ‘om fhese nearby cities and commimities.”

' Brandon ~ Cordial Coffee Company

e

Inner Band: Communities closest to Downtown Berryville - up to
8 miles away comprise Clarke County. Residents from Berryville, -
Boyce, Millwood and White Post are mostly likely to use
governmental and professional services in downtown Berryvﬂle,
including personal care, wellness, automotive and household

services. These customers also regularly frequent local restaurants =

and some retail.

Outer Band: People Living up to 24 miles from.Berryv' ville may visit |
Berryville for business, personal services or retail. They are also ..~~~

likely to visit the area for entertainment and events or to eat at -
local restaurants while in town.

« Round Hill, Bluemont, Purcellville

*  Front Royal, Middleburg, Upperville

« Stephenson, Winchester, Stephens City

e Charles Town, Harpers Ferry, Shepherdstown




o . e o,

cutter resfaumnts, lodgmg and aﬁmctzons ".Inétead _
they want local food Iocal attmcﬁons and connecﬁon

‘to the lifestyles of local people.”

oanne Sfeele, Nebmska Ceﬂtér .or.RumlA mrs o .;:': . - |
J h ﬁ i -Act1v1t1es that appeal to destination travelers mclude

5-}eni:erta1nment events, shoppmg, historical features and

" attractions, otitdoor recreation in the Appalachlans or-the
o Shena.ndoah Valley, scenic drwes onnorthern Virginia“s
o '3'-_:'bac1<r0ads and enjoyment of locally grown food and other
L unique experlences T

e '__._ﬁLoudoun, Falrfax, and Prmce W1111a.m cotmties mclude the large
B :'_'3_f'urban centers of Leesburg, Fairfax, and Manassas
- "# Dulles includes the airport and destination travelers
= Metro DC, Alexandria and Montgomery County, Maryland
o '(Germantown, Gaithersburg, Rockville and Bethesda) include the
*7. largest urban populations but are also the furthest away




.. Market AssessmentH1ghl1ght #3

s :Demographlc, market segmentatlon and economic data provided by the VMS consultant will
-~ be used to build knowledge of current and prospec’ﬂve customers. Having an understanding of

- the collectwe base is necessary to create a vision for the market place that is market-driven.
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Mlddle-aged 11ve and work W1th1n the-
‘same county, 50 have short commutes
well-informed readers and news
junkies; enjoy games; hobbies & crafts,
museums, rock concerts, Walk for

R wellness - g

Estabhshed wealth; are educated,
well-traveled married couples

. owning homes with children in
school; Expect quality, invest in

| time-saving services

Cozy _quptry Lwi_f_}g Family Landscapes

___‘8 M;le Radlus_— 9%

804 Miles - 12%

Empty nesters in bucolic settings; have
pets; own multiple vehicles and likely
to also have a truck, motorcycle,

| ATV/UTV; buy American; eat at home;
own a wide variety home and garden
tools and equipment

| Dual-income families in newer
suburban or semi-rural
communities; DIY-ers; dogs, new
cars, tech-friendly; eat out; enjoy
sports, trips to the zoo and theme
parks




In total, these four segments represent:

. radius
* 69% of adults within 8-24 mﬂes
. ';58% w1th1n 24-40 mlles

B = T77% of the adult populatlon W1thm an 8 mﬂe
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B Next Wave
Hometown

B Midtown Singles
B Rustic Outposts
H Senior Styles

E Middle Ground

& Enthnic Enclaves

M Cozy Country Living |-

B GernXurban
B Family Landscapes
Upscale Avenues

& Affluent Estates

|
i
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Berryvillé’.ssniall-—tbwn ambiance attracts individuals who embrace a héalthy’;-_ﬁ'f
lifestyle and seek a more relaxed and personal experience, especially 'corrip’a'red'
with the urban areas strrounding DC. Events and activities on Main Street that
give people the opportunity to mix and mingle through : musu:, art shows and x
-bazaars have proven to be popular draws for all ages T

Main Street’'s current retail mix is fécﬁééd on aftfacﬁhg Wbiﬁén’béﬁ\?é‘én'ﬁi& "a'gés'"" |
"of 35 to 55 years old. Expandlng the complement of businesses: offermg 1oca11y
- grown and hand made goods should continue'to be pursued Stores offermg home
-decor, practical, artistic goods and consumables W111 help to promote Main Street
-as a market place for umque, hlgh-quahty goods and servmes for the home.

‘venues and farm-to-table connectmns Tourism may focus on bringing visitors for
entertainment at the Barns of Rose Hill, the Clarke County Farmer's Market and
‘events at the County Fairgrounds. Additional opportunities include events at local
wineries and a year-round market offering farm-to-table and consumable products.




e “The s goal of Community Transformation is to bring positive change for future development. These are broad areas -
= with individual components for improvement that include the physical design, organizational development, customer |
:-'-market:ng and promotions. The following transformation strategies for Berryville have been 1dent1f1ed by the VMS e

S o : {consuitant

e 1) Develop Berryvﬂle as a one-stop shoppmg experience for re51dents of Clarke

the downtown core to allow people to shop at a critical mass of complementary S
o businesses, to use local services, and to meet fr1ends and family at area restaurants -“;3 o
. and cafes while only parking once. ' L L L

Buﬂd a ‘retreat’ brand to attract Vls1tors from areas between 24~40 rnlles away |
- -;’;fﬁ;-Leverage Berryville’s historical and cultural assets; along with our complernent of
- small and independent business. Consider focusmg on people seeking healthy
; - travel experiences. VlSItOI‘ s interests may include art and music, architecture,
- collectibles, history, ¢ orga;ruc _and local food and wine, and outdoor experiences.

- County and nearby communities, up to 24 miles away. Advocate development of _- .



Lig convement

park only once

» Concentrate vehicle parkiri'g at the
entrance to a walkable district

* Provide short-term parking near
convenience btisinesses.

' ' Address improvements for

. smoother, more efficient traffic
- and pedestrian circulation

. Work W1th'downtown
-::"'E’merchants to facilitate'a
ol f:'-__:greater understandmg of

_ eate busmess clusters (m .
| Iose proxumty) so that shoppmg-j'__-

. DevelOP a parkmg management s . common goals and needs for - T

plan that reinforces the need’ to o

* Create cooperative

s o marketing campaigns
i _:.-ftl?e market place - | and promote Shop Local
‘Help merchants to refine / Shop Small Business

their market position to stay
intouch with their local
customers

* Solicit feedback from

customers regarding
| product and service
Offer products customers . . - quality
want, at the hours they want

to shop




: Improvements that are conduc1
 toleisurely shoppmg, stich as

- sidewalk benches (locally made)-,‘f SR
calm colors B

Beautification, using attractive
plantings along pedestrian
walkways; shade trees, water
~ features

~ 'Improvements for the pedestrian

. * An art or sculpture walkway from the
: - -Barns to Main Street through the
" Park

L]

Connections between historic Church

Street and the Courthouse Complex

Wlth local businesses and A
"attractions supportlng the
“‘retreat’ brand

Continue partnering with
the Tourism Advisory
Committee

Advocate for a Boutique
Hotel to locate downtown;

- Offer hospitality or
_ concierge services for - ¢
travelers |

Use-the pos;xhve synergy =

g between convenience
~and retreatin

promotional messaging

Develop cultural tourism,
focusing on the stories
and history of local
communities

Look for ways totie - ._

- culfural or historical
- tourismwith shopping
' and services




Méiﬁ'iSﬁ:éet :

tings tha ;.mclude commumty leaders commerc1a1 proper’cy owners
and entrepreneurs to Work toward a shared vision for future development; Include a pathway for
the community to have a voice in shapmg this vision.

j-_': 2) Stimulate strategic investment in the historic core, using market data to 1dent1fy prospective

customers and attractive markets; Explore use of the old commercial area for locally produced food
and beverages o

3) Set up the env1ronment that is conducive for busmess clusterrng

Determme the market rate for commerc1a.1 spaces m downtown Berryvrlle malntam rents that are market
driven. o P 0 e _

*  Bridge market place barriess 'and interrﬁpﬁ'Ons;.- i_mp'roire the shopping and stroﬂing flow

4) Create a climate in which new anchor businesses may be established; adaptive reuse of the Coiner
Building or citing of a boutique hotel near the Barns with public dining options.
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“Strengthen BMS Capab111t1es toF ac111ta.te

' _-Guldance for Downtown Development

Apply_l(nowledge'of the Market Place to

Increase Investor Confidence

- .-'Acfiifeljr?Wdfk'-With the Town of Berryville,
‘Clarke County and Merchants to Improve
‘Commerce in the Downtown Area

Identify Ways to Posmvely Inﬂuence the
';-_':Customer Experlence o __ -

. iDefme the Best Customers for Goods & e
... Services and Identify Oppormmtles for the -
~.Market Place

- Shape and Facﬂi’té’té Community
Transformation Strategies o

e




Task 1: Scope _-:-_.T.ask 3: Analyze Task 4 Sﬁtifatégize

’ Im&ec olry :ofl_ I}Ilﬂt Data Deep Dive "3'_.:'_'-"'-_'Recommeridéﬁons for
o 5:”"3.-:-?%1;setsu agga 1story '+ Household Tncome arid Transformation
. tEhngg esl\]/fjembers for " Downtown Home Values i Strateg1es
‘the conomic SRR -
Vitality Committee ;Entepreneurs -~ = Populations by Age, Race . *
e S and Educational Community
. o Clearly Ident1fy the Aftainment S Transformation
( - Customer Baseand i Stratecies
) D 1 .  Provide Market Data ~ * ?&%OC%C g‘&czwlf}é _ &t
. evelopmentof a e Yy Locaiion » - Action Plan, Timeli
- Draft Market Position * Refine the Market v Consiimer Seoments and g f{éwﬂes Hmee
- Narrative and Position Statement Spfn dingr egMments
Revi f .
'Pfgligvinoary Data * Conceptualize .
Community
A charrette are meetings in which Transformation

“. - stakeholders in a project attempt to
- resolve conflicts and map solutions.
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Now its your turn... wef’H take

your questions & comments

- You may also send your comments to:
Berryville Main Street
Economic Vitality Committee
23 E. Main Street
Berryville, VA 22611

manager@berryvillemainstreet.org




