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The statement is derived
directly from the community’s
vision for the commercial dis-
trict, its market analysis, and
its competitive edge in the
marketplace. If the Main Street
program has not already facili-
tated a consensus vision state-
ment for the commercial dis-
trict, then that will be an
important step to take now.

If the market analysis is
incomplete, the retention team
should make its best-educated
guesses about two or three
primary target markets. This
can be done by studying U.S.
Census data and information
from local sources, such as the
city, chamber of commerce,
regional office of economic
development, and the conven-
tion and visitors bureau.

The district’s competitive
edge will be defined by the
competition. Short of having 
a complete analysis of the 

> Cultural heritage tourism
and recreation and leisure
tourism;

> Dining, arts, and 
entertainment;

> Home furnishings and 
entertainment; and

> High-tech businesses,
telecommunications,
and electronics.

The illustration at left,
below, shows how market-driven
strategies are derived directly
from the market positioning
statement. Particularly when
the program is just starting out,
there should be no more than
two or three primary strategies,
which will keep retention
efforts focused.

MEETING TIP: Collaboration

If the promotion committee has

already drafted a positioning state-

ment for the district, then the reten-

tion team needs to meet with that

committee to reach a consensus

and adopt the same, or a similar,

statement. The positioning state-

ment should be the basis for retail

promotions and events, as well as

for business retention efforts.

If the promotion committee has

not yet developed a positioning

statement, then several members

of the promotion and economic

restructuring committees should

meet with the retention team to

review a summary of market infor-

mation, write the statement, and

formulate market strategies that will

direct the work of both committees. 

competition at hand, it is gener-
ally enough to know that most
historic downtowns and urban
neighborhood business dis-
tricts— unless they are isolated
or have other extenuating circum-
stances— no longer have the
advantage when it comes
to appealing to a wide-range,
general market in the areas of
price and product selection. 

Historic business districts
can compete for the general
market in the areas of customer
service, product knowledge,
and convenience, but only if
performance in those areas is
spectacular. Another successful
positioning strategy for main
street districts is to target high-
ly segmented and specialized
markets. Some niche markets
that have proved successful for
downtowns and urban districts
include:

> Fine arts, local crafts,
antiques, collectibles;

SAMPLE POSITIONING STATEMENT
A positioning statement briefly describes where the 

commercial district should be "positioned" in the 
market, based on market information, community 

desires, and realistic expectations. It includes a 
synopsis of the downtown’s major market groups
and a description of its opportunities for growth. 

Note how the district’s market strategies are drawn 
directly from the positioning statement.

Clayville’s historic commercial district has a fairly balanced mix of 
government and professional offices, including a regional medical 

center, specialty shops and restaurants, and historic sites. Its primary 
markets include approximately 6,000 downtown employees—mostly 
in the 30 to 55 age group with moderate, upwardly mobile income 

levels—and a large number of tourists and visitors who come 
annually to visit the historic sites and museums. Easily accessible 
from two interstate highways, the downtown attracts a significant  

meeting and convention business from throughout the state. There is 
a growing nighttime market of affluent young professionals and a 

burgeoning arts community with a regional audience. The district also 
is attracting more residents, most of whom are young singles, 

professionals without children, or early empty-nesters. Downtown 
retail businesses offer a wide range of specialty gifts and eclectic 

items, in moderate to upper price ranges, with a more limited 
amount of basic merchandise and convenience goods and services. 

Galleries, new restaurants, and night spots fit comfortably in the 
historic commercial buildings, blending the tastes of a new 

generation with the heritage of the past.

STRATEGY 3
To be a regional 
destination for 

dining, arts and 
entertainment.

STRATEGY 2
To serve the needs 

of the district’s 
employees and 

residents for 
convenient goods

and services

STRATEGY 1
To be an interesting 

and attractive 
destination for 

heritage tourists and 
convention visitors

Retention strategies should focus on both new and long-term businesses. 

The Velvet Lounge (above left) in Frederick, Md., targets a young, urban 

market niche, while Colonial Jewelers has a 50-year history in the community.
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