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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



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 (i.e. the appearance ot 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:

l:;) 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!!
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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



First Impressions Manual - Basic Version (rev. 2017)

20) Using your senses -

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

rocess

- 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?
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Energy
First Impressions

IMPLAN Extension
Reports

Retail Market Analysis Ever wonder what impressions a first-time visitor to your community walks away with?

We know what is special about where we live, but do tourists or business travelers find
Leadership Development

this a place that they would choose to return? Even though the answers to these
Programs

questions could be so helpful in targeting our community and economic development
Organizational Capacity

efforts, we are unlikely to ever gain this knowledge. First Impressions: A Program for
Building

Community Improvement provides communities with information concerning how they
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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 Schnelder & Andy Lew1s






LT Business Walk

o

versity of Wiconsin—adison, Division of Extension
Definition
The “Business Walk” is a day dedicated to learning more about your local

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

—

Extension
UNIVERSITY OF

WISCONSIN -MADISON



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



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)



The University of Wisconsin-Madison, Division of Extension

|||| | |l : i Business Walk

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

IIIIIIIIIII
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The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

- s—

Extension
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|||| | |' : 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
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| |||| | |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

IIIIIIIIIII



Business Walk
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The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

Step 2. Who’s With Me!

Step 3: Save the Date ¢
Step 4: Plan the Walk /| #4

IIIIIIIIIII



Business Walk
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The University of Wisconsin-Madison, Division of Extension

Process
e Step 1. Who’s In Charge?

Step 2: Who’s With Me!

Step 3: Save the Date /
Step 4: Plan the Walk /| £4

e Walkers

IIIIIIIIIII
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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
Step 4. Plan the Walk
 Walkers

e Schedule

—

Extension
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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
Step 4. Plan the Walk
 Walkers

e Schedule

e Press

—

Extension

IIIIIIIIIII



| |||| | |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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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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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
UNIVERSITY OF

WISCONSIN-MADISON



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}




| |||| | |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
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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Business Walk

Process

e Step 8: Tell Your Story
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Business Walk

Case Study: Fennimore, WI

UNIVERSITY OF
WISCONSIN-MADISON



l ||| | l i Business Walk

The University of Wisconsin-Madison, Division of Extension

Case Study: Participation 3204

e 3 Community Partnerships 2.1%
* Fennimore Chamber = Retall
e Fennimore IEDC = Service
 City of Fennimore m Office
e 12 Volunteers # Ind./Manf.
m Other

e 76 Businesses
e 20 online surveys

e 56 Interviews

= w—

Extension
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Case Study: Participation
3 Community Partnerships
® less than 3 years
* Fennimore Chamber
« Fennimore IEDC " 3to9years
 City of Fennimore m 10 to 19 years
« 12 Volunteers
_ 20 to 29 years
* /6 Businesses
e 20 online surveys m 30 years and longer
56 Interviews

IIIIIIIIIIII
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The University of Wisconsin-Madison, Division of Extension

1.3%
2.6%

How’s Business? (all types)

= Very Good
® Good

= Okay

= Bad

“ Very Bad

®m No Answer

- w—

Extension
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The University of Wisconsin-Madison, Division of Extension

How’s Business? (by type)

other By .
_ = Very Good
retail I e e Y
m Good
service [ I e e = Okay

m Bad
office e = Very Bad
I ————

O
ind./mantf. No Answer

0% 25% 50% 75% 100%

- w—

Extension
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Business Walk

The University of Wisconsin-Madison, Division of Extension

How’s Business? (by tenure)

20 to 29 years
10 to 19 years
3 to 9 years

less than 3 years

=

30 years and longer N I
e ' | | = Very Good
® Good
Y I e s Okay
| | = Bad
= Very Bad
———— ® No Answer
5 10 15 20 25

Number of Businesses

w—

Extension
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The University of Wisconsin-Madison, Division of Extension

How’s Business? (by size)

105 FTE & Up [ e
= Very Good
m Good
5.5-10 FIE. [ I e
= Okay
255re D
= Very Bad
under 2 FE. [N e e " NoAnswer

0% 20% 40% 60% 80% 100%

- w—

Extension
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The University of Wisconsin-Madison, Division of Extension

Current & Projected Employment (in 1 year)

m Part-Time

0 100 200 300 Z10]0 500 600 700 800

Number of Employees

- w—

Extension
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L Business Walk

=

The University of Wisconsin-Madison, Division of Extension

How Do You Recruit New Employees?

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

m Other

w—

Extension
UNIVERSITY OF

WISCONSIN -MADISON
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The University of Wisconsin-Madison, Division of Extension

5 504 1.7% 1.7%

‘Y

Why Here (Fennimore)?

Themes
B supportive community

m quality of life

m strategic location
strong workforce

= l[ow cost

®m educational system

Extension
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The University of Wisconsin-Madison, Division of Extension

Where is Most of Your Competition?

5.4%

m Local: Within 25 miles

= Regional: 26-100 miles

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

— s—

Extension
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The University of Wisconsin-Madison, Division of Extension

Where Do You Purchase Most of Your Supplies?
1.4%

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

= QOutside the U.S.

4
L

=~ —

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

The University of Wisconsin-Madison, Division of Extension

Where Do You Purchase Most of Your Services?

m 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?

6.9%

None
m 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
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Business Walk
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Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

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

Extension

UNIVERSITY OF
WISCONSIN-MADISON




Imageability Mapping

What makes communties memorable?

positive negative

IIIIIIIIIIII
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Imageability Mapping




Imageability Mapping

Kevin Lynch & Imageability

IIIIIIIIIIII
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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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Imageability Mapping

Imageabillity Mapping

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




Imageability Mapping

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




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.

*
*




Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Mapping Elements

"H}Fiii:




Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Mapping Elements




Imageability Mapping

Mapping Elements




Imageability Mapping

Mapping Elements
Edges Paths Landmarks Nodes
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Imageability Mapping

Mapping Elements
Edges Paths Landmarks No_de__s Neighborhoods
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Imageability Mapping

Mapping Elements

Edges Paths Landmarks Nodes Neighborhoods Hopes
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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).




| I Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

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

mapping workshop.

 Allow for a minimum of 2 hours.

Extension

UNIVERSITY OF
WISCONSIN-MADISON



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.

IIIIIIIIIIIIIIIII



| | | - Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Preparation: Workshop Process
 Provide overview of purpose,

schedule, and process.

« Walk folks through the mapping

.p

process step by step.

o After all the maps are completed,
ask each table to report out.

« Record “big ideas” and key

“takeaways”.
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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
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Imageability Mapping
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Edges Composite

The mental boundaries of your
cormmunity.
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Paths

The primary routes in which people
move through the community.
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Paths Composite

The primary routes in which people
move through the community.
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bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

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

Extension
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Imageability Mapping

Ground Rules
e Fun

e Friendly

e Positive

IIIIIIIIIIII
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Getting Started

’,
4

Imageability Mapping

1. Find a table

2. Materials:

Aerial Photo
Base map
Colored Markers
Stickers

Pen (for notes)

IIIIIIIIIIIIIIIII



Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Edges: The mental boundaries of your community.

Draw solid orange lines to
iIndicate the edges of
your community.




bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Paths: The primary routes in which people move

/]
J
P4
-
—”‘
-

-

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

Draw dashed lines for
non-motorized paths.




bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

Landmarks: Special places or objects that people

Place blue stars on the
map where the
community’s landmarks
are located.

Make notes on the map
when appropriate.




bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

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

¥ .-

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

Pkl - el S % Make notes on the map
== @ . when appropriate.



bl o i Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

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

.
D

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

Write the names of those
places on the map.




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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bl o 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.

-

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



| | | - Imageability Mapping

The University of Wisconsin-Madison, Division of Extension

What are your big ideas?

What were your major takeaways?







Informed Development

V.

Capital Asset Inventory
Vision Exercise
Market Q&A

Development Actions

Capital Asset Inventory

IIIIIIIIIIII
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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



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




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
(



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

IIIIIIIIIIII



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



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



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

IIIIIIIIIIII



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
WISCONSIN-MADISON



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)
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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



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






Vision Informed Development

Definition & Purpose

« Development informed by a mental ‘picture’ of what residents want their community to look
like, feel like, and be like.
« Development informed by a clear and compelling ‘picture’ of the community's future that first
any resident and eventually any developer can quickly grasp and appreciate.
* Inspiring/stimulating desirable public and private development
 Helping investors see themselves making money as part of a fully functioning future

marketplace (investor confidence).

« Commercial districts will not thrive thinking about one space at a time, one business at a

time, or one event at a time



Vision Informed Development

Methods

* Vision captured in various forms, including narratives or stories, renderings or illustrations, and
maps.
« Design Wisconsin
 Market position and brand
« Development Action Plan

 Niche/cluster development, dream occupancy patterns
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Vision Informed Development

V|S|On QueSt|OnS answers can include elements of the present you also want in Y (year)

1. Forwhat do you want X (insert place) to be known in Y, what will make it unique?

X Is now known for... X'is now unique for its...



Vision Informed Development

V|S|On QueSt|OnS answers can include elements of the present you also want in Y (year)

1. Forwhat do you want X (insert place) to be known in Y, what will make it unique?

X i1s now known for... X is now unique for its...

2. What sights, sounds, smells, tastes, and textures, do you want to be common in Y, what do
you hope to experience?

It is now common to... You are now able to experience...



b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

V|S|On QueStlonS answers can include elements of the present you also want in Y (year)

1. Forwhat do you want X (insert place) to be known in Y, what will make it unique?

X is now known for... X'is now unique for its...

2. What sights, sounds, smells, tastes, and textures, do you want to be common in Y, what do
you hope to experience?

It is now common to... You are now able to experience...

3. How do you want X to make you feel in Y?
A visit to X now leaves people feeling... When people think about X, they now feel...



b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

V|S|On QueSt|OnS answers can include elements of the present you also want in Y (year)

1. Forwhat do you want X (insert place) to be known in Y, what will make it unique?

X is now known for... X'is now unique for its...

2. What sights, sounds, smells, tastes, and textures, do you want to be common in Y, what do
you hope to experience?

It is now common to... You are now able to experience...

3. How do you want X to make you feelin Y?
A visit to X now |leaves people feeling... When people think about X, they now feel...

4. What activities do you most hope to enjoy X in Y, what products/services?
When visiting X people can now... X now offers...
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Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

V|S|On QueStlonS answers can include elements of the present you also want in Y (year)

1.

For what do you want X (insert place) to be known in Y, what will make it unique?

X is now known for... X'is now unique for its...

What sights, sounds, smells, tastes, and textures, do you want to be common in Y, what do
you hope to experience?

It is now common to... You are now able to experience...

How do you want X to make you feel in Y?
A visit to X now |leaves people feeling... When people think about X, they now feel...

What activities do you most hope to enjoy X in Y, what products/services?
When visiting X people can now... X now offers...

In Y, how do you want X be different (or change) from day to day, week to week, season to
season, from person to person?

While one Z (insert time period) X is..., the nextitis... While for person A X is..., for person B it is...

o



Vision Informed Development

ViSiOn ExerCise/WOrkShOp answering, wordsmithing, consensus building

1. Provide or ask vision questions in advance (e.g., community vision survey).



Vision Informed Development

ViSiOn ExerCise/WOrkShOp answering, wordsmithing, consensus building

1. Provide or ask vision questions in advance (e.g., community vision survey).

2. Organize roundtables focused on community capitals (sets of nat., cult., social, built).



" . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

ViSiOn Eer‘Cise/WOI‘kShOp answering, wordsmithing, consensus building

1. Provide or ask vision questions in advance (e.g., community vision survey).
2. Organize roundtables focused on community capitals (sets of nat., cult., social, built).

3. Have each attendee answer vision questions with community capital in mind.

Extension
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b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

ViSiOn Eer‘Cise/WOI‘kShOp answering, wordsmithing, consensus building

1. Provide or ask vision questions in advance (e.g., community vision survey).

2. Organize roundtables focused on community capitals (sets of nat., cult., social, built).
3. Have each attendee answer vision questions with community capital in mind.
4

Ask each roundtable to create a master list of answers (theirs or their paired table).

Extension
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b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

ViSiOn Eer‘Cise/WOI‘kShOp answering, wordsmithing, consensus building

Provide or ask vision questions in advance (e.g., community vision survey).
Organize roundtables focused on community capitals (sets of nat., cult., social, built).
Have each attendee answer vision questions with community capital in mind.

Ask each roundtable to create a master list of answers (theirs or their paired table).

a A WD PF

Have each roundtable reach consensus on 3 favorite answers for each question.

Extension
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b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

ViSiOn Eer‘Cise/WOI‘kShOp answering, wordsmithing, consensus building

Provide or ask vision questions in advance (e.g., community vision survey).

Organize roundtables focused on community capitals (sets of nat., cult., social, built).
Have each attendee answer vision questions with community capital in mind.

Ask each roundtable to create a master list of answers (theirs or their paired table).

Have each roundtable reach consensus on 3 favorite answers for each question.

o 0 A~ W D PE

Combine tables focusing on same community capital and ask them to reach a combined

consensus.

Extension
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b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

ViSiOn Eer‘Cise/WOI‘kShOp answering, wordsmithing, consensus building

Provide or ask vision questions in advance (e.g., community vision survey).

Organize roundtables focused on community capitals (sets of nat., cult., social, built).
Have each attendee answer vision questions with community capital in mind.

Ask each roundtable to create a master list of answers (theirs or their paired table).

Have each roundtable reach consensus on 3 favorite answers for each question.

o g A~ W bR

Combine tables focusing on same community capital and ask them to reach a combined
consensus.

7. Have each community capital group present their top answer for each question to the room.

Extension
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b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

ViSiOn Eer‘Cise/WOI‘kShOp answering, wordsmithing, consensus building

Provide or ask vision questions in advance (e.g., community vision survey).

Organize roundtables focused on community capitals (sets of nat., cult., social, built).
Have each attendee answer vision questions with community capital in mind.

Ask each roundtable to create a master list of answers (theirs or their paired table).

Have each roundtable reach consensus on 3 favorite answers for each question.

o g A~ W bR

Combine tables focusing on same community capital and ask them to reach a combined

consensus.

~

Have each community capital group present their top answer for each question to the room.

8. Discuss how answers differ and relate.

Extension

IIIIIIIIIII



Vision Informed Development

Vision Exercise/Workshop wrap up, uture action

1. Recruit volunteer wordsmiths or editors.



Vision Informed Development

Vision Exercise/Workshop wrap up, uture action

1. Recruit volunteer wordsmiths or editors.

2. Ask them to draft a separate vision narrative for each community capital (can use Al).

Use the consensus vision question answers for inspiration.

Consider the strongest capital assets (from Capital Asset Inventory).

Factor in results of community vision survey, if applicable, or create a unique vision narrative from survey for
comparison.

Write in the present tense (positive, set the bar for greatness, standard of excellence/achievement).

Consider combining four capital driven narratives into an additional comprehensive vision narrative.



b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

Vision Exercise/Workshop wrap up, uture action

1.
2.

Recruit volunteer wordsmiths or editors.

Ask them to draft a separate vision narrative for each community capital (can use Al).

Use the consensus vision question answers for inspiration.

Consider the strongest capital assets (from Capital Asset Inventory).

Factor in results of community vision survey, if applicable, or create a unique vision narrative from survey for
comparison.

Write in the present tense (positive, set the bar for greatness, standard of excellence/achievement).

Consider combining four capital driven narratives into an additional comprehensive vision narrative.

Use Al during event and/or explain narrative will be unveiled at the next workshop.



b . i Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

Vision Exercise/Workshop wrap up, uture action

1. Recruit volunteer wordsmiths or editors.

2. Ask them to draft a separate vision narrative for each community capital (can use Al).

* Use the consensus vision question answers for inspiration.

« Consider the strongest capital assets (from Capital Asset Inventory).

* Factor in results of community vision survey, if applicable, or create a unique vision narrative from survey for
comparison.

« Wirite in the present tense (positive, set the bar for greatness, standard of excellence/achievement).

« Consider combining four capital driven narratives into an additional comprehensive vision narrative.

3. Use Al during event and/or explain narrative will be unveiled at the next workshop.

4. Explain vision narratives will be used in Market Q&A and Development Action Workshops.

* Action: Begin formulating market questions.
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Vision Informed Development

The University of Wisconsin-Madison, Division of Extension

Vision Exercise/Workshop wrap up, uture action

1.
2.

Recruit volunteer wordsmiths or editors.

Ask them to draft a separate vision narrative for each community capital (can use Al).

Use the consensus vision question answers for inspiration.

Consider the strongest capital assets (from Capital Asset Inventory).

Factor in results of community vision survey, if applicable, or create a unique vision narrative from survey for
comparison.

Write in the present tense (positive, set the bar for greatness, standard of excellence/achievement).

Consider combining four capital driven narratives into an additional comprehensive vision narrative.

Use Al during event and/or explain narrative will be unveiled at the next workshop.

Explain vision narratives will be used in Market Q&A and Development Action Workshops.

Action: Begin formulating market questions.

Discuss the potential to recruit a local artist to render the vision narrative.

—






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

latitude longitude

Change Default Location 44.51596490230734, -88.01431355263972

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

then click to copy the value).

Hotel Northland, Autograph
Collection

Add this to the end of the URL: T @ @ G
#zoomto=<longitude> <latitude> y CECTTTTES

UNIVERSITY OF
WISCONSIN-MADISON



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>

Hotel Northland, Autograph
Collection

I Swap latitude and longitude values and do not

use a space after the comma separation.

Directions Save Nearby Shar
CHECK AVAILABILITY
Ci ices e a o

Example:
https://uwriverfalls.maps.arcgis.com/apps/dashboa
rds/4760fc6dc84d450bb920300c47aa8le5#zoomto
=-89.52660822121814,44.544077677107516

UNIVERSITY OF
WISCONSIN-MADISON



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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Placemaking Assessment Mapping

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

. .. . . $Effic,e’,

« User-Friendly & Efficient Circulation N ‘a

£ “

2 Q

* Preserved Natural & Cultural Resources & Environment i 5

: ‘&@ 00:’ cu\tiral .
« Enhanced Local Identity & Sense of Place 2 Y %
&L )
« Attributes to Instinctively Draw Us to Place £ _3
ssenSe 1 -
S ¢
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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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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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Placemaking Assessment Mapping

Input Survey

[m] - [m]



Placemaking Assessment Mapping

Input Survey

Placemaking Principle*
5 one of the 19 placemaking principles this place illustrates (positive or negative)
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Placemaking Assessment Mapping

Input Survey
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Placemaking Assessment Mapping

Input Survey

L
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Todd W. Johnson Todd J. Barman

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

IIIIIIIIIIII
IIIIIIIIIIIIIIIII



	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Slide Number 69
	Slide Number 70
	Slide Number 71
	Slide Number 72
	Slide Number 73
	Slide Number 74
	Slide Number 75
	Slide Number 76
	Slide Number 77
	Slide Number 78
	Slide Number 79
	Slide Number 80
	Slide Number 81
	Slide Number 82
	Slide Number 83
	Slide Number 84
	Slide Number 85
	Slide Number 86
	Slide Number 87
	Slide Number 88
	Slide Number 89
	Slide Number 90
	Slide Number 91
	Slide Number 92
	Slide Number 93
	Slide Number 94
	Slide Number 95
	Slide Number 96
	Slide Number 97
	Slide Number 98
	Slide Number 99
	Slide Number 100
	Slide Number 101
	Slide Number 102
	Slide Number 103
	Slide Number 104
	Slide Number 105
	Slide Number 106
	Slide Number 107
	Slide Number 108
	Slide Number 109
	Slide Number 110
	Slide Number 111
	Slide Number 112
	Slide Number 113
	Slide Number 114
	Slide Number 115
	Slide Number 116
	Slide Number 117
	Slide Number 118
	Slide Number 119
	Slide Number 120
	Slide Number 121
	Slide Number 122
	Slide Number 123
	Slide Number 124
	Slide Number 125
	Slide Number 126
	Slide Number 127
	Slide Number 128
	Slide Number 129
	Slide Number 130
	Slide Number 131
	Slide Number 132
	Slide Number 133
	Slide Number 134
	Slide Number 135
	Slide Number 136
	Slide Number 137
	Slide Number 138
	Slide Number 139
	Slide Number 140
	Slide Number 141
	Slide Number 142
	Slide Number 143
	Slide Number 144
	Slide Number 145
	Slide Number 146
	Slide Number 147
	Slide Number 148
	Slide Number 149
	Slide Number 150
	Slide Number 151
	Slide Number 152
	Slide Number 153
	Slide Number 154
	Slide Number 155
	Slide Number 156
	Slide Number 157
	Slide Number 158
	Slide Number 159
	Slide Number 160
	Slide Number 161
	Slide Number 162
	Slide Number 163
	Slide Number 164
	Slide Number 165
	Slide Number 166
	Slide Number 167
	Slide Number 168
	Slide Number 169
	Slide Number 170
	Slide Number 171
	Slide Number 172
	Slide Number 173
	Slide Number 174
	Slide Number 175
	Slide Number 176
	Slide Number 177
	Slide Number 178
	Slide Number 179
	Slide Number 180
	Slide Number 181
	Slide Number 182
	Slide Number 183
	Slide Number 184
	Slide Number 185
	Slide Number 186

