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Understanding the Geography of Main Street and its
Impact on Economic Restructuring Efforts

The importance of a Main Street’s physical layout includes more
than streetscapes, sighage, and building facades.

Many mall and shopping center development principles can be
applied to a downtown or a Main Street

One of the largest factors in a business’ success is its neighboring
establishments and property uses - In a mixed-use downtown,
businesses need to consider their locations relative to one another
and to other physical features



Compatibility of Mixed Uses
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The Impact of Business Arrangement —

Strolling Distances and Retail Continuity
Many enclosed shopping malls are built using a 2x3 principle...
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http://www.cubfoods.com/recipes-webapp/index.html
http://www.barnesandnoble.com/index.asp?userid=bsq1BR7cQV
http://www.bestbuy.com/site/index.jsp;jsessionid=CZ2MQT0OIKNSVKC4D3LFAGA?
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Downtown Lake Geneva, Wisconsin - 2 x 3 Stroll District
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Downtown Prairie du Sac Wisconsin




Creating Retail Continuity in a 2 x 3 Stroll District
What Interrupts Retail Continuity?

qst FIoolr Non-Retail Establishments

Men's Divorce Centre

M 'Vour legal counselling and referral service




Creating Retail Continuity in a 2 x 3 Stroll District

Proper Reta:l Contmu:ty NW 23 Ave in Portland OR
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Retail Continuity can also be Tailored...
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Tailoring Retail Continuity - Business Clustering

e Clustering involves grouping certain businesses together so that
both the customers and business operators benefit (creates critical
mass).

* For clustering to be successful individual businesses must be able
to effectively serve the same or overlapping segments of the
market.

* Benefits of Clustering:

— provides consumers with a broad selection and variety at a
single, convenient location (comparison shopping)

— enables consumers to chain trips (convenience)

- increases spending - the appropriate mix of businesses will
offer more goods and services that appeal shoppers in the same
consumer segment (impulse buying)



Types of Business Clusters

e Compatible Clusters - Groups of businesses that share a
particular market segment but offer unrelated goods and
services.

e Complementary Clusters - Groups of businesses that share
customers and market segments, but offer complementary
goods and services. Must offer goods and services of a
similar style, quality and price range.

e Comparison Clusters - Groups of businesses that carry the
same or similar goods and often appeal to the same
markets.






Matching Businesses to Consumer Segments

Downtown Madison Market Analysis Study Area
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Matching Businesses to Consumer Segments
Business Place of Work Drill Down Tool

www3.uwm.edu/Dept/ETIl/workforce/business.cfm

For any census tract in the Nation, the
tool includes information on:
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they are residents.
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Six drilldown tables are provided for each census tract or combination of tracts.
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+ Table 1: Workers by Industry Place-of-Work
-~ wo r ke r ea r n I n gs + Table 2: Worker anr'nings br;Industry Place-of-Work
+ Table 3: Occupations by Sex for Place-of-Work
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Matching Businesses to Consumer Segments
Matching the Proper Businesses to Downtown Employees

Downtown Milwaukee Employee Concentrations
Number of Employees within a Quarter-Mile Radius of Any Location

Capturing sales from
downtown employees can be
aided by offering desirable
amenities (restaurants,
personal services, health
clubs, banking etc.) within
1/4 mile.
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Developing a Downtown Clustering Plan

Potential Clustering Plan for Downtown's Madison Retail Core
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Strategies for Fostering Business Placement

Create a centralized retail management group of property owners
and retailers - Group is responsible for coordinating leasing plans
developed from the market analysis process.

Obtain the right of first refusal for new tenants - Allows the
downtown to have control over the leasing of property (not
common)

Educate property owners about the value of strategic business
placement - As with all aspects of business recruitment, property
owners need to be fully involved.

Explore unique building
formats and create zoning
restrictions and regulations




For More Information

Matt Kures
University of Wisconsin-Extension
Center for Community Economic Development
610 Langdon Street, Room 335, Madison, WI 53703-1104
Phone 608-265-8258 matthew.kures@uwex.edu

Toolbox web address -
http://www.uwex.edu/ces/cced/downtowns/dma/index.cfm

EXtension
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