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“You never get a second chance
to make a first impression.”

-W1ll Rogers



verview

* First Impressions
* [ssue, Response, Purpose, & Process
* Impacts
* Lasting Impressions
* Adaptations
* Observations

* Recognition



sSsSue

Our views are skewed by over familiarization, lack of differing perspectives and expectations, and a reluctance to be
completely honest with our neighbors when dealing with difficult issues (1.e. the appearance of buildings, customer

service, and maintenance of public facilities).



€esponse

In 1991, Andy Lewis, UW-Extension Assoclate Protessor of Community, Natural Resource, & Economic
Development (CNRED) and James Schneider, Director of Grant County Economic Development Corporation co-

created “First Impressions”.



urpose

To help a community learn more about existing strengths and weaknesses as seen through the eyes of a first-time
visitor.

* An unbiased and unique perspective of the community prior to beginning any planning for the future.

* A structured opportunity to learn about the strengths and weaknesses of other similar communities.

e (Can serve as the basis for community action.



rocess

Volunteers from two somewhat similar communities (size, location, county seat, etc.) agree to do unannounced
exchange visits and then report on their findings. Participants become “secret shoppers” for the day to discover
what they can about their sister city. They follow procedures and reporting guidelines in a fully developed
“Exchange Team Members Guide Booklet”, which 1s copled for each participant. The guide helps insure that the

evaluations and reports are thorough and somewhat uniform and minimize the training of" volunteers.



rocess )
First

Impressions

Basic Version - Revised 2017

A program for
community improverent

Originally Developed by:

Andy Lewis
[

James L. Schneider

EXtension

University of Wisconsin-Extension

First Impressions Manual - Basic Version (rev. 2017)

Introduction:

Thank you for volunteering to be a part of the
First Impressions community exchange program. Along
with other visiting team members, you will make a
short, incognito visit to an exchange community you are
not familiar with and record your first impressions. You
are not expected to offer expert advice—you are simply
asked to give an outsider’ candid viewpoint on various
aspects of the community you visit.

We ask you to think in terms of three perspectives:
1) as a tourist visiting the area,
2) as someone considering moving to the community,
3) as someone looking to start a business in the
community.

Purpose:

To help a community learn more about existing
strengths and weaknesses as seen through the eyes of a
first time visitor.

Your Group:

Ideally 3-6 people. Try for a mix of M/F and
from different age groups. Great to have young people
involved. Best if you can car pool and make the visit as
a team if you can. It makes for a more enjoyable
experience.

In Advance:

Please review the manual in advance so you are
Sfamiliar with the type of questions you will be asked to
respond fo.

Feel free to check out the community online.
One person should contact the chamber or government
office to request a ‘packet of community information’ to
see how they respond.

The Visit:

Plan to arrive in the target community by
10:00am. You will want to spend two - four hours tour-
ing the community. You will do the initial drive through
and Five Minute Impression’ as a group. Once this is
completed you should split into teams and decide which

team will drive first and which team will start with
walking the downtown to visit stores, city hall, chamber,
etc.

Try to have lunch in different establishments if
possible. After lunch the teams should switch driving/
walking.

Your Story:

Develop a story to explain your reason for visit-
ing the community. You don’t wani the word to get out
that the visit is happening. You get to be an
actor for the day. (“I'm looking for property in the area”,
“T'm interviewing for a job in a neighboring
community”, “Just traveling through and looking for a
place to vacation next year”, etc.)

Photos:

Feel free to take photos of buildings, signs, efc
that will help you better make your point about
comments or suggestions you are making about the
community. Please be discreet as you don’t want to tip
local residents off about the visit.

Tips:

pI) Consider having a small notepad for notes as
writing in this manual is rather conspicuous.

2) Take notes, notes and more notes. If you don’t this
will all turn to mush before you can do your report.
When driving stop frequently to do so.

3) EXPLAIN why you feel certain ways about
things...the detail is helpful. Heres one case when more
words will be better than fewer.

4) Look for positives as well as problems. Every com-
munity needs to know what it is doing well so they can
build on those strengths.

5) There is no wrong way to do this. Remember, two
people may see or experience the same thing and react
differently. Thats OK.

6) Have Fun!!!

Thank you!!

Page 2 of 10



First Impressions Manual - Basic Version (rev. 2017) First Impressions Manual - Basic Version (rev. 2017)

1) What was my perception before visiting the community? What did I expect?
5) Driving - Downtown Business Area - evaluate the downtown for appearance, signs,

quality of buildings, variety of businesses, efc.

rocess

2) Did you check out the community in advance via website or social media? If you did,
what did you learn about the community and what was your impression of their online
presence? What impressed you? What might they improve?

3) The ‘five minute’ impression - take one drive through the community without stopping and 6) Driving - Additional Business areas - are there additional clusters of businesses? If so,
without talking to others in your car, As you exit the community, pull over to the side of the evaluate them for appearance, signs, quality of buildings, variety of businesses, etc).
road and write down what you felt about the town with only this quick look. Do this in

silence so you don’t influence each other.

4) Community entrances - Check out EACH community entrance and as you approach the 7) Driving - Overall comments on residential. Are there differences between
community, what do you notice first? neighborhoods.

Page 3 of 10 Page 4 of 10



First Impressions Manual - Basic Version (rev. 2017)

ro C e S S 8) Driving...Business/Commercial/Industrial Park - Overall impression?

First Impressions Manual - Basic Version (rev. 2017)

11) Driving - Signs/Billboards - were directions to parks/schools/etc. clearly marked and
easily understood?

9) Driving - Parks, playgrounds, athletic facilities.

12) Driving...Schools ¢ Churches...what is your impression based on their appearance?

10) Driving - Hospitals/clinics/other health services.

13) Driving - Lodging/Camping - what is the availability?

Page 5 of 10 Page 6 of 10



First Impressions Manual - Basic Version (rev. 2017)

ro C e S S 14)Walking - comments on appearance of businesses, displays, signs, etc.

First Impressions Manual - Basic Version (rev. 2017)

17) Community information - what information did you find on businesses, attractions,
events, things to do, etc. Brochures, signs, message boards, kiosks? Did you find a
community map?

15) Walking around - comments on business staff - did they greet you, were they able
to answer questions about the community, were they helpful, would you hire them for
your business?

18) Walking around - Chamber or City/Village Hall - were they open, did they have
information readily available, were staff friendly and helpful? Were the facilities well
signed and appealing?

16) Walking around - (Ask questions, directions, start conversations) - comments on
people in general - were they friendly, did they know answers fo questions, could they give

19) General items -
clear directions? What was their attitude toward their community?

- Parking
- Public Restrooms
- Wi-Fi & Phone signals

- Water fountains/benches

Page 7 of 10 Page 8 of 10



rocess

First Impressions Manual - Basic Version (rev. 2017)

20) Using your senses -

- What did the community TASTE like? (Specialty bakery/restaurants)

- What did the community SMELL like?
- What SOUNDS did you hear?

- What did the community FEEL like? (Emotional response, i.e. cold/warm,
crowded/deserted, inviting, etc. or physical response, i.e. rough streets, etc)

21) List the 5 most positive things you observed about the community.

1,
2,
3
4.
5
22) Describe ONE idea that you will steal for use in your own business/community and

describe how you will start to implement it within the next 72 hours.

23) If someone asks you about this community six months from now what do you think
you will say...in one sentence,

Page 9 of 10

First Impressions Manual - Basic Version (rev. 2017)

Your final thoughts...If you were...

...traveling as a tourist, would
you have stopped here? Why?
Why not?

Would you come back? Why or
why not?

...looking for a business location
would you consider this commu-
nity? Why? Why not?

What could make this community
more appealing to business?

...looking for a place to live would
you consider this community?
Why? Why not?

What could make this community
more appealing to families?

Page 10 of 10




mpacts







University of Connecticut Extension




= ——————— —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension




e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension

University of New Hampshire Extension




e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

Iowa State University Extension




e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

[owa State University Extension

North Dakota State University Extension




= —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension

West Virginia State University Extension




= —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension
West Virginia State University Extension

University of Central Arkansas




e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

[owa State University Extension

North Dakota State University Extension

West Virginia State University Extension

University of Central Arkansas

The Pennsylvania State University




= —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension
West Virginia State University Extension
University of Central Arkansas
The Pennsylvania State University

University of Nebraska-Lincoln Extension




= —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension
West Virginia State University Extension
University of Central Arkansas
The Pennsylvania State University
University of Nebraska-Lincoln Extension

Michigan State University Extension




= —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension
West Virginia State University Extension
University of Central Arkansas
The Pennsylvania State University
University of Nebraska-Lincoln Extension
Michigan State University Extension

North Carolina State University Extension




— —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension
West Virginia State University Extension
University of Central Arkansas
The Pennsylvania State University
University of Nebraska-Lincoln Extension
Michigan State University Extension
North Carolina State University Extension

University of Minnesota Extension




e e e —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension
West Virginia State University Extension
University of Central Arkansas
The Pennsylvania State University
University of Nebraska-Lincoln Extension
Michigan State University Extension
North Carolina State University Extension
University of Minnesota Extension

The Ohio State University Extension




= —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension
West Virginia State University Extension
University of Central Arkansas
The Pennsylvania State University
University of Nebraska-Lincoln Extension
Michigan State University Extension
North Carolina State University Extension
University of Minnesota Extension
The Ohio State University Extension

Mississippi State University




= —
The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension
North Dakota State University Extension
West Virginia State University Extension
University of Central Arkansas
The Pennsylvania State University
University of Nebraska-Lincoln Extension
Michigan State University Extension
North Carolina State University Extension
University of Minnesota Extension
The Ohio State University Extension
Mississippi State University

University of Kentucky Extension




B —— e e e e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension
Kansas State University Extension
University of New Hampshire Extension
[owa State University Extension

North Dakota State University Extension
West Virginia State University Extension
University of Central Arkansas

The Pennsylvania State University
University of Nebraska-Lincoln Extension
Michigan State University Extension
North Carolina State University Extension
University of Minnesota Extension

The Ohio State University Extension
Mississippi State University

University of Kentucky Extension

USDA Rural Development (University of Kentucky Extension)




B —— e e e e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

[owa State University Extension

North Dakota State University Extension

West Virginia State University Extension

University of Central Arkansas

The Pennsylvania State University

University of Nebraska-Lincoln Extension

Michigan State University Extension

North Carolina State University Extension

University of Minnesota Extension

The Ohio State University Extension

Mississippi State University

University of Kentucky Extension

USDA Rural Development (University of Kentucky Extension)

The National Scenic Byway Foundation




B —— e e e e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

[owa State University Extension

North Dakota State University Extension

West Virginia State University Extension

University of Central Arkansas

The Pennsylvania State University

University of Nebraska-Lincoln Extension

Michigan State University Extension

North Carolina State University Extension

University of Minnesota Extension

The Ohio State University Extension

Mississippi State University

University of Kentucky Extension

USDA Rural Development (University of Kentucky Extension)
The National Scenic Byway Foundation

Providence of Alberta Canada First Impressions Community Exchange




B —— e e e e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

[owa State University Extension

North Dakota State University Extension

West Virginia State University Extension

University of Central Arkansas

The Pennsylvania State University

University of Nebraska-Lincoln Extension

Michigan State University Extension

North Carolina State University Extension

University of Minnesota Extension

The Ohio State University Extension

Mississippi State University

University of Kentucky Extension

USDA Rural Development (University of Kentucky Extension)
The National Scenic Byway Foundation

Providence of Alberta Canada First Impressions Community Exchange

Providence of Ontario Canada First Impressions Community Exchange




B —— e e e e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

[owa State University Extension

North Dakota State University Extension

West Virginia State University Extension

University of Central Arkansas

The Pennsylvania State University

University of Nebraska-Lincoln Extension

Michigan State University Extension

North Carolina State University Extension

University of Minnesota Extension

The Ohio State University Extension

Mississippi State University

University of Kentucky Extension

USDA Rural Development (University of Kentucky Extension)

The National Scenic Byway Foundation

Providence of Alberta Canada First Impressions Community Exchange
Providence of Ontario Canada First Impressions Community Exchange

Providence of Saskatchewan Canada First Impressions Community Exchange




B —— e e e e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

[owa State University Extension

North Dakota State University Extension

West Virginia State University Extension

University of Central Arkansas

The Pennsylvania State University

University of Nebraska-Lincoln Extension

Michigan State University Extension

North Carolina State University Extension

University of Minnesota Extension

The Ohio State University Extension

Mississippi State University

University of Kentucky Extension

USDA Rural Development (University of Kentucky Extension)

The National Scenic Byway Foundation

Providence of Alberta Canada First Impressions Community Exchange
Providence of Ontario Canada First Impressions Community Exchange
Providence of Saskatchewan Canada First Impressions Community Exchange

Providence of Manitoba Canada First Impressions Community Exchange




B —— e e e e

The University of Wisconsin-Madison, Division of Extension
University of Connecticut Extension

Kansas State University Extension

University of New Hampshire Extension

[owa State University Extension

North Dakota State University Extension

West Virginia State University Extension

University of Central Arkansas

The Pennsylvania State University

University of Nebraska-Lincoln Extension

Michigan State University Extension

North Carolina State University Extension

University of Minnesota Extension

The Ohio State University Extension

Mississippi State University

University of Kentucky Extension

USDA Rural Development (University of Kentucky Extension)

The National Scenic Byway Foundation

Providence of Alberta Canada First Impressions Community Exchange
Providence of Ontario Canada First Impressions Community Exchange
Providence of Saskatchewan Canada First Impressions Community Exchange
Providence of Manitoba Canada First Impressions Community Exchange

Others (non-profit & for-profit) Australia




Community and Economic Development (CED)

BOI has developed CED plans for over 60 communities / regions, authored six publications on the theme and designed methodologies and tools
specifically in Australia, New Zealand and South Africa eg. Business Expansion and Retention Program (B.E.A.R.), Community Opportunity
shops, First Impressions Communi ity Builders Program.

Others (non-profit & for-profit) Australia
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daptations

First Impressions Tourism Assessment (MSU Extension, WVU Extension, NCSU Extension, UMN Extension)
Community Swap (University of Illinois Extension)
University of Wisconsin (Existing):
* Quick Input Version of First Impressions
* Youth & First Impressions
* A First Impressions Program for Campuses
University of Wisconsin (Future):
* Placemaking & First Impressions

* Downtowns & First Impressions



bservations

The simplicity of the program provides flexibility.
Emphasis 1s placed on the stories that we tell ourselves and others about a place. Because of that, the program
works best when users develop descriptive narrative to convey those stories.

Adaptations that make use of Likert or other scale sacrifice the storytelling for speed.



asting Impressions

Guide &
Report Example

Thank you, James Schneider & Andy Lew1s.
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Business Walk

Definition
The “Business Walk” is a day dedicated to learning more about your local

businesses through face-to-face interviews on their turf.
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Business Walk

Background
e California roots.

« Effective, low cost & fun.

 Face-to-face interviews.

e 3 guestions:
e “How’s Business?”
o “What do you like about doing business here?”
¢ “What can we do to help you succeed?”

« Strong potential for small towns.

IIIIIIIIIIII
IIIIIIIIIIIIIIIII


Presenter Notes
Presentation Notes
Business Walks originated on the West Coast in Sacramento and then spread to other areas in California before arriving in Arizona, Florida, and British Columbia.  UW-Extension looked at (7) “Business Walk” programs and found (4) willing to share with us details from their experiences. Of the (7), (5) were from CA, (1) Arizona, and (1) from Okanagan, Canada. After further investigation, it appears that the strengths of the program are:
Its relatively easy, fun, and inexpensive, it can improve relationships while collecting data, and it has the potential for being even more relevant for smaller communities.



Business Walk

UW-Extension Adaptation

+ +
L]

N
Original U of MN-Extension Local UW-Extension
Business Walk BR&E Program Knowledge Business Walk

(3 questions) (77 questions) (7 questions) (10 guestions)


Presenter Notes
Presentation Notes
In 2013, UW-Extension Grant County developed an adaptation from the original model to provide decision makers with greater detail.  The University of Minnesota Extension’s award-winning BR&E program uses a similar interview format as the Business Walk but has 77 questions instead of 3.  By working with local business leaders and economic development professionals, we were able to come up with 7 questions that captured the overarching themes of the Minnesota model and limiting the Wisconsin Business Walk questionnaire to a total of 10 questions.



|||| | |l : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2: Who’s With Me!
« Step 3. Save the Date .

o Step 4: Plan the Walk
8
o 4

o Step 5: Talk the Walk
o Step 6: Walk the Walk
e Step 7: Find Your Story
o Step 8: Tell Your Story

—

Extension
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Presenter Notes
Presentation Notes
Here’s an overview of the process…


| |||| | |l : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

- s—

Extension
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Presenter Notes
Presentation Notes
Who from your community will serve as the “point person” for the “walk”?  Is it a chamber director, mayor, village president, council member, board member, or business leader?  It doesn’t make much difference, but it should be someone that represents the community at-large and has the means to rally troops and deploy resources. 


| |||| | |l : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2. Who’s With Me!

—

Extension

IIIIIIIIIII


Presenter Notes
Presentation Notes
The “Business Walk” is a simple program, but it does require some planning.   It’s important that the person in charge of orchestrating the program have support.  This is largely a communications and event planning exercise, so choose your team accordingly.  Some folks are “thinkers” and some folks are” doers”.  You’ll need both.  


| |||| | |l : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2: Who’s With Me!
« Step 3. Save the Date

—
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Presenter Notes
Presentation Notes
Community calendars are already full of activities throughout the year.  It is important to choose a date that can either stand alone or “piggy-back” onto an existing celebration.  Once you arrive on a date, get the word out to the community, especially to the businesses you hope to meet with.


| |||| | |I : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2: Who’s With Me!
o Step 3. Save the Date
Step 4. Plan the Walk

—
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Presenter Notes
Presentation Notes
Sit down with your team and determine what resources you’ll need to make your “walk” a success.


| |||| | |l : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2: Who’s With Me!
o Step 3. Save the Date
Step 4. Plan the Walk

e Walkers

—
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Presenter Notes
Presentation Notes
Walkers: How many people will you need to effectively meet and speak with each of your businesses in a day? Typically, teams of (2) people are given a certain number of businesses to meet with, within a designated timeframe.  One person is identified as the “primary walker” the other as the secondary walker.  The “primary walker” is responsible for initiating conversation, shaking hands and asking the first (3) questions.  The “secondary walker” is responsible for filling out the provided survey form and asking the (7) follow-up questions.  


| |||| | |l : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2: Who’s With Me!
o Step 3. Save the Date
Step 4. Plan the Walk
 Walkers

e Schedule

—
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Presenter Notes
Presentation Notes
Schedule:  There are several things to consider for the day.  What works well for your business owners? What works well for the media? And, what works well for your team?  Make sure that the emphasis remains on the business owners. The “walk” is meaningless without their participation.  Ask each business owner what works best for them. If needed, divide up the area into morning and afternoon walks and use the lunch hour to meet and compare notes.  


| |||| | |I : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2: Who’s With Me!
o Step 3. Save the Date
Step 4. Plan the Walk
 Walkers

e Schedule

e Press

—
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Presenter Notes
Presentation Notes
Press:  Make sure the local newspaper and radio are aware of your event.  If possible, have someone follow a team to take pictures and document the day.


| |||| | |I : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2: Who’s With Me!
o Step 3. Save the Date
Step 4. Plan the Walk
 Walkers

e Schedule
e Press
e Gifts

—

Extension
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Presenter Notes
Presentation Notes
Gifts:  Show your appreciation to your local businesses.  If you have the resources, leave them a gift, a card, or at least some literature on how you plan to use the information that they have provided.  Some communities bring gift bags that include gift cards and educational materials for local businesses.



Business Walk

Process
o« Step 1. Who’s In Chg

o Step 2: Who’s With

 Encourage participation.

e Promote local businesses.

° Step 3 Save the Do e Ry leadership.

o Step 4. Plan the Walk
o Step 5: Talk the Walk

IIIIIIIIIIII
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Presenter Notes
Presentation Notes
In order for your “walk” to be a success, you’ll need to spend time marketing it.  The purpose of your marketing efforts is three-fold:
To generate positive “buzz” to encourage participation.
To promote local businesses’ role in defining the community.
To promote local leadership’s role in strengthening local businesses.

Some methods you may want to consider:
Traditional Media:  Newspaper, radio, postcards, utility bills, and newsletters.
Electronic Media:  Facebook, websites, Twitter, and electronic newsletters.
Guerilla Marketing: Non-conventional approaches to “getting the word out”.  (One example might be to host a student coloring or photo contest to generate materials for posters, stickers, flyers, playing cards, etc.)



| |||| | |I : i Business Walk

The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2. Who’s With Me!
o Step 3. Save the Date
o Step 4. Plan the Walk

o Step 5: Talk the Walk

o Step 6: Walk the Walk

Extension
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Presenter Notes
Presentation Notes
Spend the day meeting with your local business owners in their stores, shops, and restaurants.  The “walk” works best if you travel in two’s.  The “primary walker” shakes hands and initiates discussion, while the “secondary walker” takes notes using the provided survey form.
 
Once the team walks into a business, the “primary walker” shakes hands, maybe gets a photo taken, and asks (3) quick questions:

1.  “How’s business?”
2.  “What do you like about doing business here?”
What can we do to help you succeed?”

*Note: These (3) questions are taken directly from previous “Business Walk” programs across the United States and Canada.



Process

Step 1.
Step 2:
Step 3.
Step 4.
Step o:
Step 6:

Who’s In Charge?
Who’s With Me!
Save the Date
Plan the Walk
Talk the Walk
Walk the Walk

Business Walk

€

CRNCR IR RS

uestionnaire

€

S —

N

“How’s business?”
“What do you like about doing business here?”

“What can we do to help you succeed?”

“How long have been in business here?”

“What type of business is this?”

“Where is most of your competition?”

“Where do you purchase most of your supplies and support services?”

“How much does your business rely on the internet?”

“How many full-time and part-time employees to you have and how

will that change over the course of the year?”

“How do you recruit new workers?” J}



Presenter Notes
Presentation Notes
Next, the “secondary walker” asks the following (7) questions to be used to sort the data collected by the first (3) primary questions. 

4.  “How long have been in business here?”
5.  “What type of business is this?”
6.  “Where is most of your competition?”
“Where do you purchase most of your supplies and support services?”
8.  “How much does your business rely on the internet?”
9. “How many full-time and part-time employees to you have and how will that change over the course of the year?”
10. “How do you recruit new workers?”

*Note: The (7) questions were selected from the University of Minnesota BR&E survey tool and adapted with input from the University of Wisconsin Center for Community & Economic Development, Grant County chambers of commerce, and Grant County business leaders.  
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The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

o Step 2: Who’s With Me!
o Step 3. Save the Date
o Step 4: Plan the Walk

o Step 5: Talk the Walk

o Step 6: Walk the Walk
e Step 7: Find Your Story

—

Extension
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Presenter Notes
Presentation Notes
Once you have finished your ‘walk’, submit the provided survey forms to UW Extension.  The local Extension Educator will work with the UW-Extension Land Use & Community Development Specialist Todd Johnson to generate a brief report that you can bring back to your community free of charge.  The report will contain the following items:
Purpose of the “Business Walk”
Description of the Methodology
Summary of the (3) “Primary Questions”
Summary of the (7) ”Secondary Questions”
Summary of “Common Themes”
Acknowledgements and list of resources for “Next Steps”



Business Walk

Process

e Step 8: Tell Your Story
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Presenter Notes
Presentation Notes
It is important to share your report with your stakeholders.  This may include local business owners, elected officials, chambers of commerce, and the general public.  This is only the report.  The next step is to take action based on the outcomes of your “walk”.


i Business Walk

The University of Wisconsin-Madison, Division of Extension

Case Study: Fennimore, WI

-

Extension
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Presenter Notes
Presentation Notes
The program was piloted in 2013 in Fennimore, WI.


l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

Case Study: Participation 3,204

e 3 Community Partnerships 2.1%
e Fennimore Chamber " Retal
e Fennimore IEDC = Service
 City of Fennimore ; - Office
e 12 Volunteers
= Ind./Mantf.
e 76 Businesses
m Other

e 20 online surveys

e 56 Interviews

= w—

Extension
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Presenter Notes
Presentation Notes
Here’s some of the results of the walk.


|||| | l i i Business Walk

The University of Wisconsin-Madison, Division of Extension

Case Study: Participation

3 Community Partnerships

. “ less than 3 years
« Fennimore Chamber 4

e Fennimore IEDC = 3 to 9 years

 City of Fennimore = 10 to 19 years

12 Volunteers
m 20 to 29 years

e 76 Businesses

: = 30 years and longer
e 20 online surveys Y J

4
\

=~ —

e 56 Interviews

Extension
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Presenter Notes
Presentation Notes
Here’s some of the results of the walk.


l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

How'’s Business? (all types
(all types) 06

2.6%

= Very Good
m Good

m Okay

= Bad

= Very Bad

®m No Answer

= w—

Extension
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l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

How’s Business? (by type)

other I S N e ~ Very Good

m Good
retail I e -
= Okay
service T I e e
m Bad
fiice [
office = Very Bad
ind./manf. EEETTT e = No Answer

0% 25% 50% 73% 100%

w—

Extension
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Business Walk

The University of Wisconsin-Madison, Division of Extension

How’s Business? (by tenure)

| | |
30 years and longer [ I .

20 to 29 years

10 to 19 years

3 to 9 years

less than 3 years

5 10 15

Number of Businesses

20

25

—

= Very Good
m Good

= Okay

m Bad

= Very Bad

® No Answer

w—

Extension
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l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

How’s Business? (by size)

10.5 FTE & Up = Very Good
m Good
5.5-10 FTE = Okay
2.5-5 FTE "Bad
= Very Bad
under 2 FTE = No Answer
0% 20% 40% 60% 80% 100%

- w—

Extension
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|||| | l i i Business Walk

The University of Wisconsin-Madison, Division of Extension

Current & Projected Employment (in 1 year)

‘ ‘ ‘ ® Full-Time

m Part-Time

Employed in 1 year

0 200 10]0) 600 800
Number of Employees

- —

Extension
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l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

Current & Projected Employment (in 1 year)

‘ ® Full-Time

Employed Today m Part-Time

Employed in 1 year

15 new full-time jobs

- —

16 new part-time jobs Extension

IIIIIIIIIII




l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

How Do You Recruit New Employees?

= Newspaper
® Internet
m Professional Association
® Word of Mouth
Signs
= Temp Service

m Other

- —

Extension
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The University of Wisconsin-Madison, Division of Extension

1.7%1 79

Why Here (Fennimore)? ) 0

® supportive community

m quality of life

® strategic location
strong workforce

= low cost

® educational system

" o

Extension
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|||| | l i i Business Walk

The University of Wisconsin-Madison, Division of Extension

Where I1s Most of 5.4%

Your Competition?
m Local: Within 25 miles

= Regional: 26-100 miles

m Outside the region, but in the
U.S.

=~ —

Extension
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l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

Where Do You Purchase

Most of Your Supplies? g

® Local: Within 25 miles
= Regional: 26-100 miles
m QOutside the region, but in the U.S.

= Qutside the U.S.

4
L

=~ —

Extension
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l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

Where Do You Purchase

PR
Most of Your Services” = Local: Within 25 miles

= Regional: 26-100 miles

m Outside the region, but in the U.S.

= —

Extension
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|||| | ' : i Business Walk

The University of Wisconsin-Madison, Division of Extension

What Can We Do to Help You Succeed?

10
9
8
7 7
I s

changesin increased increase the changesin sighage & promotional keep up the more
Chamber  support of awareness of local advertising events good work involvement
policy local schools local government assistance from
& youth businesses policy & businesses
support

-

Extension
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Business Walk

What Training or Assistance Might Be Helpful to You?

Electronic Media in the Workplace =1
Offering Credit = 1
Customer Service mmm 3
Business Planning mem 4
Inventory Management mmsm 4
Business Succession m——" 11
Creating Identity m——— O
Employment Relations == O
Hirlng = 5
Real Estate = 1
Obtaining EQuipment = 1
Cash Management == 7
Financing messsss—— Q
Marketing & Advertising EEEEE——EEEE— 30



l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

How Much Does Your Business
Rely On the Internet?

None
W Little
®Some
®m Quite a Bit

= It is Essential

=~ —

Extension
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Business Walk

The University of Wisconsin-Madison, Division of Extension

How Much Does Your Business Rely On the Internet? (by tenure)

less than 3 years
3 to 9 years

10 to 19 years
20 to 29 years

30 years and longer

0 5 10 15

Number of Businesses

20

25

“ None

m Little
mSome

®m Quite a Bit

m It is Essential

Extension

IIIIIIIIIII



Business Walk
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Guide & Report Example
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Imageability Mapping

When you think of a community,
what images pop into your head?

IIIIIIIIIIII
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Imageability Mapping

What makes communties memorable?

positive negative

IIIIIIIIIIII
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Presenter Notes
Presentation Notes
“Sometimes it’s the positive things that stick with us, other times it’s the negative things.”



Imageability Mapping



Presenter Notes
Presentation Notes
“Most people have an image in their mind of places they’ve visited or where they grew up.  Those mental maps tell us a lot about how we perceive the world and what things pop out as being important.”


Imageability Mapping

Kevin Lynch & Imageability

IIIIIIIIIIII
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Presenter Notes
Presentation Notes
“MIT Professor Kevin Lynch studied how people formed these mental maps.  He called it imageability.“


Imageability Mapping

Imageabillity
That quality in a physical object which gives it a high
probability of evoking a strong image (memories).

IIIIIIIIIIII
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Presenter Notes
Presentation Notes
“Imageability is all about the places and connections that make things memorable about a community.”  


Imageability Mapping

Imageabillity Mapping
Mapping the unigue characteristics of “place” that express
a community’s shared heritage, values and identity.

IIIIIIIIIIII
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bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Imageabillity Mapping
Mapping the unigue characteristics of “place” that express
a community’s shared heritage, values and identity.

*
*

w—

Extension
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Presenter Notes
Presentation Notes
“We can map the most important elements using a handful of basic symbols.”


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Imageabillity Mapping
It can help us discover the places and connections to
protect, enhance, and celebrate.

*
*



Presenter Notes
Presentation Notes
“This helps us understand how our community is put together.  Imageability maps are good at identifing the places we want to protect, enhance, or promote. For the purpose of tonight’s exercise, the maps we make will help the planners and designers who will be part of the charrette have a better understanding of your community.”


- Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Mapping Elements
Edges

J; A N _
\
Extension



Presenter Notes
Presentation Notes
“The first element that we map are the edges of the community.  This doesn’t have to be the city limits, its where we feel like we’re entering or existing the community. Next, our students are going to teach us about the specific imageability elements that we will be using.”


- Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Mapping Elements
Edges Paths

i
%‘

- t N ——
)
i Extension
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Presenter Notes
Presentation Notes
“Next, we draw the most important paths of our community-the ones that everyone needs to know to get around.  Some of them will be roads, but others might be trails or sidewalks.”


Imageability Mapping

Mapping Elements
Edges Paths Landmarks
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Presenter Notes
Presentation Notes
“Landmarks are important objects that we all use as reference points.  They can be natural or manmade.”


Imageability Mapping

Mapping Elements
Edges Paths Landmarks Nodes

I
N

IIIIIIIIIIIIIIIII


Presenter Notes
Presentation Notes
“Nodes are important places located at the intersection or end of a path. “


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Mapping Elements
Edges Paths Landmarks Nodes Neighborhoods

*

.
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Presenter Notes
Presentation Notes
“Neighborhoods are the rooms within a city that have their own identity.”


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Mapping Elements
Edges Paths Landmarks Nodes Neighborhoods Hopes

*

.
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Presenter Notes
Presentation Notes
“Hopes are strategic locations that either need fixing up or enhanced that might make the entire community stronger.”



Imageability Mapping

Preparation: Leadership Team
 Work with community leaders to

identify purpose, scope, and level of
community involvement.

 Create aleadership team to mount
the effort.

« Train local facilitators, when feasible

(youth preferred).

IIIIIIIIIIII
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Imageability Mapping

Preparation: Public Participation
e |dentify a time/date/location for the

mapping workshop.

 Allow for a minimum of 2 hours.
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Imageability Mapping

Preparation: Materials
 Obtain large maps, stickers, markers,

and pens.

« |deal workgroup depends (typically

between 6-12 at a table).
 When possible, provide both a
“Google Map” and an aerial photo

for each table.
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Preparation: Workshop Process

Provide overview of purpose,
schedule, and process.

Walk folks through the mapping
process step by step.

After all the maps are completed,
ask each table to report out.
Record “big ideas” and key

“takeaways”.

Imageability Mapping

IIIIIIIIIIII
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Preparation: Synthesis & Reporting
 Photo each map.

« |dentify commonalities for each

element.

« Develop a composite map and share

with the community.

Imageability Mapping

= 1 4
»
. ..

0.'
*



bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension

UNIVERSITY OF
WISCONSIN-MADISON


Presenter Notes
Presentation Notes
Here’s what synthesis looks like.  You start by photographing all the maps from each table.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension

UNIVERSITY OF
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Presenter Notes
Presentation Notes
Using Adobe Photoshop, you import all of the photos and select each element using the “Select Color Range” tool.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension

UNIVERSITY OF
WISCONSIN-MADISON


Presenter Notes
Presentation Notes
Next, you draw a line that represent a “composite” or “average” of those lines from all the maps.  This is a composite of the “edges” element.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension
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Presenter Notes
Presentation Notes
Here’s what all the paths looked like from the maps.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension
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Presenter Notes
Presentation Notes
And here is the paths composite.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension
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Presenter Notes
Presentation Notes
Nodes from all the maps.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension

UNIVERSITY OF
WISCONSIN-MADISON


Presenter Notes
Presentation Notes
Nodes composite map.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension
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Presenter Notes
Presentation Notes
Neighborhoods.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension

UNIVERSITY OF
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Presenter Notes
Presentation Notes
Neighborhoods composite map.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension

UNIVERSITY OF
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Presenter Notes
Presentation Notes
Here’s all the composite elements on one map emphasizing the neighborhoods.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension
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Presenter Notes
Presentation Notes
Here’s another, this time showing all the landmarks.  Because there are so many landmarks in the downtown business district, we opted to show a “zoom in” box of the downtown landmarks as well.


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Extension
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Presenter Notes
Presentation Notes
Lastly, here are the “hopes” for community investment.


Imageability Mapping

Ground Rules
e Fun

e Friendly

e Positive

IIIIIIIIIIII
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Presenter Notes
Presentation Notes
“Now its time for all of us to give this a try.  The ground rules are simple:
Have fun, don’t be shy and just jump right in.
Let’s keep this friendly and support each other’s perspectives
Try to focus on the positive.”  


Getting Started

’,
4

Imageability Mapping

1. Find a table

2. Materials:

Aerial Photo
Base map
Colored Markers
Stickers

Pen (for notes)
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Presenter Notes
Presentation Notes
“Everyone should have 2 maps, colored markers, stickers, and some pens.  The students will walk you through the instructions step by step.  Neil and I will move from table to table to try and answer any questions you might have.”


Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Edges. The mental boundaries of your community.

w Draw solid orange lines to
“ L indicate the edges of
_/ your community.



Presenter Notes
Presentation Notes
“As a team, draw an orange boundary to indicate the edge of town.”


Imageability Mapping

Paths: The primary routes in which people move

through the community.
—

)

J |
kﬁ

Draw solid red lines to
iIndicate the major paths
that move vehicles
through your community.

Draw dashed lines for
non-motorized paths.


Presenter Notes
Presentation Notes
“As a team, decide which paths are the most important ones and drawn them in red.”  


Imageability Mapping

Landmarks: Special places or objects that people
use as reference points.

* = *

/ Place blue stars on the
* * map where the
f * * community’s landmarks
x are located.
kﬁ e * | Make notes on the map

< - when appropriate.



Presenter Notes
Presentation Notes
“As a team, place stars at the most important landmarks.  Use the pen to label each.”


Imageability Mapping

Nodes: Special places that people enter and exit
along paths. (major crossroads and traillheads)

Place green circles on the
map where the
community’s nodes are
located.

Make notes on the map
when appropriate.



Presenter Notes
Presentation Notes
“As a team, decide which intersections and endpoints are most important.  Place a green circle at the location.”


bl v i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Neighborhoods: The district or “rooms” of the
community.

-
B

Draw purple shapes to
indicate the community’s
neighborhoods/districts.

Write the names of those
places on the map.



Presenter Notes
Presentation Notes
“As a team, use the purple marker to decide where each of the communities' neighborhoods or districts is located. Afterwards, please label each using a pen.”


bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Discussion

What does the map tell us?
e Places
e Connections

—

Extension
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Presenter Notes
Presentation Notes
“For 5 minutes, talk with the folks at your table about your map.  Think about the existing places and connections.”


| I Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Hopes: Areas of the community in which there exists
an opportunity for strong positive change.

/ e

4

Place heart stickers on the
map where you think
there are opportunities for
positive change.



Presenter Notes
Presentation Notes
“As a team, place heart stickers at strategic locations for positive change.  These places might be things that need to be removed, things that need to be fixed up, things that need to be promoted,  or something new altogether.  Please write down notes next the heart using the pen.”


Imageability Mapping

What are your big ideas?
What were your major takeaways?

IIIIIIIIIIII
IIIIIIIIIIIIIIIII



The University of Wisconsin-Madison, Division of Extensior
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Informed Development

V.

Capital Asset Inventory
Vision Exercise
Market Q&A

Development Actions

Capital Asset Inventory

IIIIIIIIIIII
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Presenter Notes
Presentation Notes
Strength of downtown = compelling story
The idea behind Virtual Neighborhood Development is to build the virtual complement to the bricks and mortar neighborhood; particularly for commercial districts
Throughout Downtown Program practice cross–programming; engage students AND faculty on campus


Capital Asset Inventory

Informed Development

« Capital Asset Informed Development

« Development advantage provided by the competitive strength of local
resources.

* Vision Informed Development

 Development advantage provided by comprehensive community buy-in
to a desired and defined future.

« Market Informed Development

« Development advantage provided by a solid understanding of relevant
buyers and sellers (e.g., supply vs. demand).

IIIIIIIIIIII


Presenter Notes
Presentation Notes
Other possible drivers: Activity/life driven (revitalize the activity), People driven
Market = exchange of goods and services
Can also utilize research on buying and selling (e.g., science behind buying behavior and successful selling)


Capital Asset Inventory

Market
Informed
Development

Informed Development

Communities can and should leverage
development advantage from all three

drivers at the same time, and all three

can increase investor confidence. .
Vision
Informed
Development

Capital Asset
Informed
Development

IIIIIIIIIIIIIIIII



Capital Asset Inventory

Asset-Based Community Development (ABCD)
John L. McKnight & John P. Kretzmann

* Focuses on identifying and utilizing the existing strengths and resources within a

community.

 Rather than concentrating on deficits, ABCD emphasizes the positive attributes

and capabilities of individuals, associations, and institutions.

 Two key principles of ABCD are ‘everyone has gifts’ (human capital) and

‘relationships build a community’ (social capital).

IIIIIIIIIIII
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Community Capitals
Flow/Ven Diagram

Community Capitals
Cornelia Butler Flora & Jan L. Flora

Social Capital

 Natural Capital: Cultural Capital
e Cultural capital: Natural Capital
e Social capital:

Community Capitals
Flow/Ven Diagram

* Human Capltal 1=investme_ntsin peoplel
d BUI|t Cap|tal BEoRIS INEsHNg Human Capital
 Financial capital:

Fg:'}f;?l 2 = people shaping
. . . P products/products
i PO“U Cal Cap|ta| . shaping people

Built Capital

3 = investments in products/
products as investments

Political Capital (P):
An investment in people to shape products
An investment in products to shape people



Presenter Notes
Presentation Notes
This framework helps communities understand and leverage their strengths for sustainable development. 


Scalar relationship:

Community Capitals Individual or
Flow/Ven Diagram Business/group or
Community or
Region or
Nation
Key

Natural Capital (N
Cultural Capital (C
Social Capital (S
Built Capital (B

H

(

(
(

Human Capital (
Financial Capital
Political Capital

C)
C)
C)
C)
C)
C)
P)

F
(


Presenter Notes
Presentation Notes
Case study research!


Capital Asset Inventory

Leveraging Capital Assets

 Natural capital:

Leveraging greenspace, greenways, urban forest, street trees
Leveraging water, waterfront

Leveraging soil, topography, landforms

Leveraging outdoor recreation, climate

e Cultural capital:

 Leveraging ethnicity, shared identity
 Leveraging cultural history/stories
 Leveraging traditional skills and cultural artifacts

e Social capital:

 Leveraging social networks, entrepreneurial ecosystem
 Leveraging community/civic organizations, relationships/trust
 Leveraging shared vision, gathering spaces
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Capital Asset Inventory

Leveraging Capital Assets

« Human capital:

 Leveraging health and education
» Leveraging skills/talents, engaged/attached workforce
 Leveraging leadership, entrepreneurship, engaged/attached public (donors of time)

e Built capital:

 Leveraging buildings and spaces, built history (rehabilitation)
 Leveraging available space (adaptive reuse, storefront succession)
* Leveraging infrastructure - transportation, telecommunication, utility (infill)

 Financial capital:

 Leveraging personal & business wealth
 Leveraging investments (local angel investors, crowdlending)
 Leveraging funding/financing (community banks/CRA, CDFls, foundations, crowdfunding, charitable

giving)

IIIIIIIIIIII


Presenter Notes
Presentation Notes
grants; micro-loan programs; revolving loan funds; bonds; tax abatements; lines of credit


Capital Asset Inventory

Leveraging Capital Assets
« Human/Built capital overlap: People shaping products/products shaping people
« Human/Financial capital overlap: Investments in people, people investing

* Financial/Built capital overlap: Investments in products/products as investments

Political capital:
Human/Built/Financial/ capital overlap? An investment in people to shape products, an investment in

products to shape people.
A subset of Social capital?

« Leveraging civic engagement, inclusiveness in decision making, agency

« Leveraging public private partnership

IIIIIIIIIIII


Presenter Notes
Presentation Notes
Power structure, power access


Capital Asset Inventory

Steps Iin a Capital Asset Inventory

 Preparation * Field Exercise
 Divide into teams
« Evaluate assets under each form of community

e Recruit volunteers
e Train volunteers

 Gather, customize and distribute materials capital
| | | « Observe
« Community Engagement & Public Relations . Detail strongest assets
e Press Releases  Workshop
o Survey (next slide) e Chose alocation

 Review findings
 Correct glaring errors or omissions
« Brainstorm ways to leverage strongest assets
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Capital Asset Inventory

survey

« What are the basic values of the community? How does __ reflect your values and the values of others?

« Whyis _special to you personally?

« What meaning does __, in whole and in part, hold for you?

« What are your greatest memories of __ ?

« What aspects of _ do you take great pride in?

« What about _ should be protected or preserved?

« What are the best stories (history) connected to __ ? What stories are communicated to the public or visitors?
« Name 3 places you like to take out-of-town visitors.

« Name 3 public places you like to gather with friends and neighbors.

IIIIIIIIIIII



Capital Asset Inventory

Asset Inventory Sheet - Human Assets/Capital Asset Inventory Sheet - Financial Assets/Capital
Attributes of individuats that provide them with the ability to e ing, improve a business, strengthen a Efforts to build wealth and financial resources available to invest in local people, projects, places or
community, and otherwise contribute to self-improvemaent, to their familics, to businesses, to comimunity community dovelopment initiatives.
organiza

Examples: v.rankorgrade Financial Strengths Ways to Leverage
Examples: v, rankeor grade Human Strengths Ways to leverage

[IEntrepreneurial people
ative, innovative people
MArtists, crafts persons and
their unique nt

Ll Active and healthy p:

{physical, emotion: [ISpecial asse

spiritual) districts (BID tax, reom

tax)

people OWillingness/track record for
Mskilled people 1 in development

LT
F LlEngaged/attached public
informal) (denors of money)
[1Educational attainment
M Trainers, training
ing
rkfo . ——————
job training their programs
[lApprenticeship programs (community banks,
Olincubato Lerat
LIEngaged/attached
workforce
CWork ethic
[ILow unemployment, crime
[ Local angel investors,
cro ing
Ll Gommunity foundations,
private foundations,
undin, itable

LIEngaged/attached public
{donors of time and talents)

operated
D apital interac How do your Financial Assets/Capital interact with your Social Assets/Capital? How do your Financial
with your Natural, Cuitural or Political Assets/Capital? Assots/Capltal interact with your Built and Human Asscts/Capitai? Do your Financial Asscts/Capital intcract
with your Natural or Political A ‘Capitai?

UNIVERSITY OF
WISCONSIN-MADISON



Capital Asset Inventory

Asset Inventory Sheet - Human Assets/Capital Asset Inventory Sheet - Financial Assets/Capital
Attributes of individuats that provide them with the ability to e ing, improve a business, strengthen a Efforts to build wealth and financial resources available to invest in local people, projects, places or
community, and otherwise contribute to self-improvemaent, to their familics, to businesses, to comimunity community dovelopment initiatives.
organiza

Examples: v.rankorgrade Financial Strengths Ways to Leverage
Examples: v, rankeor grade Human Strengths Ways to leverage

[IEntrepreneurial people
ative, innovative people
MArtists, crafts persons and
their unique nt

Ll Active and healthy p:

{physical, emotion: [ISpecial asse

spiritual) districts (BID tax, reom

tax)

people OWillingness/track record for
Mskilled people 1 in development

LT
F LlEngaged/attached public
informal) (denors of money)
[1Educational attainment
M Trainers, training
ing
rkfo . ——————
job training their programs
[lApprenticeship programs (community banks,
Olincubato Lerat
LIEngaged/attached
workforce
CWork ethic
[ILow unemployment, crime
[ Local angel investors,
cro ing
Ll Gommunity foundations,
private foundations,
undin, itable

LIEngaged/attached public
{donors of time and talents)

operated
D apital interac How do your Financial Assets/Capital interact with your Social Assets/Capital? How do your Financial
with your Natural, Cuitural or Political Assets/Capital? Assots/Capltal interact with your Built and Human Asscts/Capitai? Do your Financial Asscts/Capital intcract
with your Natural or Political A ‘Capitai?

UNIVERSITY OF
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Leveraging Assets for Development

* Inspiring shared vision

* Informing market position/competitive advantage
* Informing the community's or district's brand

* Informing marketing and promotional efforts

* Informing community and district design choices

* Informing business improvement and attraction efforts

Capital Asset Inventory
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Capital Asset Inventory

Bristol, TN

My favorite assets

* The story of the Bristol Sessions (1927) now leveraged

through the Birthplace of Country Music Museum

 The ongoing story of L.C. King Manufacturing Co.

(and similar entrepreneurs)

IIIIIIIIIIII


Presenter Notes
Presentation Notes
The Bristol Sessions were a series of recording sessions held in 1927 in Bristol, Tennessee, considered by some as the "Big Bang" of modern country music. 


Capital Asset Inventory

Dandridge, TN

My favorite assets

 The story of Douglas Lake (TVA) and the Dandridge
Dike
* The Scots-Irish story and the ongoing story of the four

original taverns
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Capital Asset Inventory

Dayton, TN

My favorite asset

 The story of the Scopes ‘Monkey’ Trial (human evolution) of 1925

« Community leaders lobbied for trial because of the

perceived opportunity
 Leveraged through Scopes Festival & Play in July each year

« Story of Bryan College - Established 1930 (with ties to Scopes

Trial and William Jennings Bryan)
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Capital Asset Inventory

Jonesborough, TN

My favorite assets

* The story of storytelling

 Leveraged through “Storytelling Capitol of the
World!” brand, National Storytelling Festival,
International Storytelling Center, Teller in

Residence, etc.

* The story of historic preservation

IIIIIIIIIIII


Presenter Notes
Presentation Notes
“Storytelling Capitol of the World!”
National Storytelling Festival
International Storytelling Center
Teller in Residence
Storytellers Guild http://storytellersguild.org/ 
Storytelling theater, 90 seats
May have the oldest Historic Zoning Commission in the state of Tennessee (since mid 70s)


Capital Asset Inventory

Kingsport, TN
My favorite assets

* The story of industry, “City of Industry and Innovation”

* Including downtown industrial land ripe for reuse (new

industry and/or recreation)

 The story of a city planned (John Nolen)

IIIIIIIIIIII


Presenter Notes
Presentation Notes
The story of Kingsport as a place of exchange
To tap into the river; big mountain that separates - Long Island of the Holston River (mile long)


The University of Wisconsin-Madison, Division of Extensionr,

Extension

UNIVERSITY OF
WISCONSIN-MADISON



S.W.O.T.(C.) Mapping

Purpose
ldentify and share community strengths, weaknesses, opportunities, and

threats/challenges.

e Strengths are existing community assets.

 Weaknesses are negative community features.
 Opportunities (hopes) are community assets yet to be realized.

« Threats (challenges) are negative qualities outside the community's control.

IIIIIIIIIIII
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S.W.O.T.(C.) Mapping

The University of Wisconsin-Madison, Division of Extension

Output Map
https://uwriverfalls.maps.arcgis.com/apps/dashboards/4760fc6dc84d450bb920300c47aa8le5

w—
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S.W.O.T.(C.) Mapping

Output Map
https://uwriverfalls.maps.arcgis.com/apps/dashboards/4760fc6dc84d450bb920300c47aa8le5

River Falls, WI
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Change Default Location

To change default map, find the latitude/longitude
from Google Maps (right click to bring up the menu,

then click to copy the value).

Add this to the end of the URL:

#zoomto=<longitude> <latitude>

S.W.O.T.(C.) Mapping

latitude longitude

44.51596490230734, -88.01431355263972
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S.W.O.T.(C.) Mapping

latitude longitude

Change Default Location 44.51596490230734, -88.01431355263972

Add this to the end of the URL:

#zoomto=<longitude> <latitude>

I Swap latitude and longitude values and do not

use a space after the comma separation.

Example:
https://uwriverfalls.maps.arcgis.com/apps/dashboa
rds/4760fc6dc84d450bb920300c47aa8leb5#zoomto
=-89.52660822121814,44.544077/677107516



S.W.O.T.(C.) Mapping

Output Map

https://uwriverfalls.maps.arcgis.com/apps/dashboards/4760fc6dc84d450bb920300c47aa8le5#zoomto=-88.0126371721087,44.51584632329098

Green Bay, WI



Input Survey

Turn phone location on.
Take a picture of QR code.
Have fun!

S.W.O.T.(C.) Mapping

Comments

Tell us about this place.

Powered by Survey123 for ArcGIS
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The University of Wisconsin-Madison, Division of Extensionr,

Extension
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Placemaking Assessment Mapping

Steve Grabow

UW-Extension
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Presenter Notes
Presentation Notes
The Placemaking Assessment Mapping tool is an electronic method of identifying and sharing examples of placemaking.  In 2015, Professor Steve Grabow published the “Principles and Practice of Community Placemaking” to serve as a guide to community change agents and Extension educators who were interested in developing meaningful places.  The book identifies 19 principles of placemaking and a variety of placemaking tools.  One of the tools Steve recommends is a placemaking assessment.  It’s essentially a scavenger hunt that communities go on to locate examples from the book in their community.  This was originally conceived as a paper document.  Recently, we’ve adapted the paper format into an online mapping application that allows users to capture, identify, and share examples as part of a global research project.


Placemaking Assessment Mapping

Principles of Placemaking: 5 Functional Areas
» Effective & Functional Physical Configuration

. . . . g Efficig

« User-Friendly & Efficient Circulation N ‘a

£ “

2 Q

* Preserved Natural & Cultural Resources & Environment i 5

‘5@ o:f o\*‘“"alé“
« Enhanced Local Identity & Sense of Place 2 s Y %
&L )
« Attributes to Instinctively Draw Us to Place £ _3
ssenSe 1 -
S ¢
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Presenter Notes
Presentation Notes
In 2017, UW-Extension Professor Steven H. Grabow of Jefferson County published his book, “Principles and Practice of Community Placemaking” in which he describes 19 principles of urban design and planning, that when used appropriately, create meaningful places.  
 
Those principles are organized into 5 Functional areas: 
Effective & Functional Physical Configuration, 
User-Friendly & Efficient Circulation, 
Preserved Natural & Cultural Resources & Environment,
Enhanced Local Identity & Sense of Place, and 
Attributes to Instinctively Draw Us to Place.

The 2 last areas may have particular interest for the arts.  You can find a copy of this publication at the University of Wisconsin-Extension’s Learning Store.

In addition to this work, our Community Vitality & Placemaking Team is also developing online curriculum that connects community placemaking to our Master Gardeners program and to Positive Youth Development (4-H).  As we begin to form a better understanding of creative placemaking, we hope to partner with the arts community to develop similar curriculum as well.




Principles of Placemaking
1. Compact With Clear Urban/Rural

Differentiation

Strong Urban Center

City-Centered Redevelopment & Infill
Integration of Housing & Employment
Vital, Distinctive & Varied Neighborhoods
Avoidance of Low-Density Residential

A Mix of Housing Types & Households

© N o O kWD

Pedestrian- and Bike-Friendly Environments

Placemaking Assessment Mapping

10. Environmental Resources & Parks

12. Preserved Farmland & Environmental
Corridors Historic & Cultural Resources

13. Community Identity & Sense of Place

14. Public Buildings & Spaces Enlivened by Art

15. Connectivity

16. Drama & Dignity: Real Places

17. Variety & Whimsy

18. Reflection of Local Values

19. Many Things to Do With Sociable Settings
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Placemaking Assessment Mapping

Output Map

O 0
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Presenter Notes
Presentation Notes
Here’s an example of the online map.  You can navigate to it by using the provided QR code.  Once you’re in, you can sort examples by one of the 19 principles of placemaking.  It also provides you with a description of  the principle and a link to which you can download a pdf of Steve’s book.


Placemaking Assessment Mapping

Input Survey
* Tu 1 p h one |O Catl on on. UW-Extension: Community Placemaking Assessment

 Take a picture of QR code.

* H ave fu n ' Your Name™

Photo of Place®

Title of Place™

IIIIIIIIIIII
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Presenter Notes
Presentation Notes
You start by turning on your phone’s location.  Then take a photo of this QR Code to take you to the online survey instrument.  Next, find examples of placemaking principles.  When you find one, enter the information into the online form.  Start with your name, then take a picture of the thing you want to include.  After that, give it a title.


Placemaking Assessment Mapping

Input Survey

[m] - [m]


Presenter Notes
Presentation Notes
Next, you can geolocate the photo either by using your devices’ “location” or by using the mapping tool provided in the app.


Placemaking Assessment Mapping

Input Survey

Placemaking Principle*
5 one of the 19 placemaking principles this place illustrates (positive or negative)
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Presenter Notes
Presentation Notes
Next, you choose which of the 19 principles it best represents.


Placemaking Assessment Mapping

Input Survey

IIIIIIIIIIII
IIIIIIIIIIIIIIIII



Placemaking Assessment Mapping

Input Survey
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Presenter Notes
Presentation Notes
You can then add some comments and press “submit” when you are ready.


Community Vitality &
Placemaking Toolbox

Todd W. Johnson Todd J. Barman

twjohnson6@wisc.edu todd.barman@wisc.edu
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