
Business development
On Main Street

Joshua Bloom, principal
The Community Land Use and Economics Group
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Apparel and Services $4,193,385
Computer 390,110
Entertainment & Recreation 5,450,907
Food at home 8,675,252
Food away from home 5,715,434
Alcoholic beverages 1,026,837
Prescription drugs, eyeglasses 1,477,078
Household furnishings & equipment 2,092,528
Personal care products 811,443
Books & school supplies 206,838
Smoking products 984,618

$31,024,430

Retail Expenditures: Donaldsonville, Louisiana



$42,042,000
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Home furnishings

Lower Moderate Upper
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Automotive

Apparel

Personal services

Prof. services

Groceries

Restaurants

Toys, hobbies

Pharmaceuticals

Office supplies

Gifts
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 Consumer Expenditure Survey

 Demography reports

Sales potential

The Community Land Use and Economics Group



 Sales tax reports

 Census of Retail Trade

 Dollars & Cents

Actual sales

The Community Land Use and Economics Group



Sales leakage (gap, void)

$ XX,XXX,XXX      Sales potential
- X,XXX,XXX      Actual sales
=                                Sales gap (or surplus)
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Consumer behavior

Surveys



 Intercept

 Online

 Mail
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Clean, attractive businesses

Mix of businesses

Parking

Prices for value received

Safety

Pedestrian circulation

Public restrooms
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Focus groups



Market strategies



Market viability
Community desire



Design

Organization

Promotion/
marketing

Economic
restructuring

Market-based strategies
Tasks?
Who?
Timeline?
Budget?



An case study
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Rt 2

Rt 7 Williams College

Post office
Café
Ice cream
Athletic gear
Bank
Pizza
Subs
Dress shop (chic)
Men’s shop (dapper)
Antique shop

Book store



Rt 2

Rt 7 Williams College

Hardware
Supermarket
Big-box retailer



Rt 2

Rt 7 Williams College

Movies
Restaurants/bars
Residential

Dot-com (Tripod)



Rt 2

Rt 7 Williams College Mass MoCA
5 mi

Gymnasium

Williams Coll. Museum

Theatre Festival

Clark Art Institute



Area characteristics

• Picture-perfect

• Cultural attractions

• Outdoor attractions

• 4-season activities?

• Isolated

• Small downtown

• Limited lodging



Market characteristics

Local demographics

• 4,754 pop./2,796 HH

• Higher income

• Highly educated

Customer groups

• Alumni

• Faculty & staff

• Students

• Summer programs

• Tourists

• Visiting parents



What should Williamstown be?

Upscale Tourist Hideaway

“Mayberry RFD”

Dot-Com Outpost



Who does it?





City planning
agency

Chamber of
commerce

Businesses

Property owners

Arts
organizations

SBDCs
Civic associations

Industrial
development

agency

Banks

Public works
agency

Preservation
groups

Transit agency

Tourism
agency

Neighborhood
residents

Schools



Who pays?





The Community Land Use and Economics Group

Questions?

josh@cluegroup.com


