What can the Crossroads Partnership do for me as a business owner?

The Crossroads Development Partnership is dedicated to improving the appearance, value and quality of
Morristown’s Central Business District, the new ‘Crossroads District’, through the four guiding principals of
Main Street USA: Design, Promotion, Organization and Economic Restructuring. The unique architecture
and sense of place found within the District is important to the heritage of Morristown and Hamblen
County. Communities that have emphasized improving the quality of their traditional business districts
have benefitted in many ways including improved competitiveness for overall economic development.

The traditional business district is where local entrepreneurs thrive. Some businesses located on Main
Street have been there for decades. The Partnership wants to help these businesses thrive in a
competitive marketplace and attract new, compatible businesses to the area. By working to create a safe,
clean and attractive destination for local residents and visitors, all businesses can benefit from being
located at the heart of our vibrant community.

Specifically, the Partnership would like to help do the following:
= Enhance the image of the Crossroads District resulting in:

v" Increased visitors/foot-traffic
v’ Increased sales for individual businesses
v" Increased value of the businesses

= Study financing needs and identify opportunities for assistance

= Identify sources that help with small business development

= Develop District marketing strategies and unique promotional programs

= Conduct business surveys/market analysis

= Provide educational opportunities (seminars, workshops, hands-on advice)

= Help with specific needs and issues related to being located in a traditional business district
= Improve quality of business life (make a living at loving what you do!)

= Develop activities and events to increase visitors

= Build an identity of downtown as “the place to go” for shopping, dining and entertainment

Facade Improvement Grant Program

The Facade Improvement Grant program seeks to encourage building owners and tenants to invest in
Morristown'’s traditional downtown area, referred to as the ‘Downtown Core’ neighborhood of the
Crossroads Development District, by financially assisting with appropriate exterior renovations to their
buildings. The intention is to stimulate building improvements while being mindful of the historical
significance and uniqueness of the downtown structures. Replacing damaged, boarded or bricked-up
windows, improving main and upper level storefronts, repainting or removing paint from buildings that
have been previously painted are all considered to be important priorities for this area. Attractive building
appearances (aesthetics) have been proven to increase property values, improve the marketability of
space within the buildings and attract new businesses, residents and visitors to an area.

The Facade Improvement Grant is a reimbursement program and requires that the building owner or
tenant contribute a minimum of 50% of the total cost of the renovation project. The maximum grant
amount will be $10,000, paid upon successful completion of the project; however, applicants may request
any amount less than $10,000.

This program is funded on an annual basis through revitalization funds received by the City of Morristown
from the United States Department of Housing and Urban Development. Grant funds will be disbursed on
a first come-first served basis as long as funds are available for the program. Approval of applications will



be considered based on strength of proposals and readiness to begin work. All work must be able to be
completed no later than March 31, 2010.

The 2009-2010 Facade Improvement Grant program is currently closed to new applications. An
announcement will be made regarding the 2010-2011 program in April 2010.

Links

Facade Improvement Grant Program Summary & Application
Tennessee Business Enterprise Resource Office (BERO)
Tennessee Smart Start Small Business Guide

U.S. Small Business Administration

What Do | See When | Walk In?
Destination Business — The Schallert Group
www.jonschallert.com

Someone asked me recently what specifically | look for when | walk in a business, to determine if it is
struggling or thriving. It took me a while to realize that | specifically look at eight (8) different indicators
that give me a feel as to whether a store is operating as a Destination most effectively. Let me share this
list with you:

1. Does the exterior of the business convey a clear message to customers of what business it is in? This
one is very subjective, but | think every consumer wonders: What is this business? What are they trying to
sell me? Do | need it? If as | approach a business, that business is not effectively projecting to the world
its core business purpose, it is not capitalizing on the walk-by and drive-by traffic that could be lured into
the business.

2. What is the overall atmosphere and cleanliness of the business, both from the exterior and interior? All
customers judge a business in three initial ways: by sight, by sound, and by smell, in that order. | believe
these happen nearly instantaneously, but this quick gut check by a consumer is not unlike the “flight or
fight” reaction of any organism, which judges something new for the first time. But with shoppers, there is
no fight reaction. There’s only the initial decision as to whether the consumer will enter this business, or
will the consumer flee this business without giving it his or her valuable time.

As part of the judging of the atmosphere of a business, sight kicks in immediately. A consumer begins by
visually glancing at the dominant wall (usually the front right wall), and the dominant aisle (whatever
fixture appears first in the entryway), of the business. Then, our ears make a judgment for us, and then,
our nose chimes in. Because of these three senses, | think it's imperative an owner back far enough away
from their business to really perceive what a customer is seeing in these first 7 seconds. If those
perceptions are not what you intended, better change those aspects of your interior. If an incorrect
assumption anchors to a consumer, you are losing money because of this small amount of time.

3. I believe these first 7 seconds are so critical, that they can either make or break a customer’s intent to
linger in the business longer. These 7 seconds are also the only times that you have to catch a new
prospect who is entering your doors, and convey to them your unique business differences. This initial
reaction is the one time where a new prospect has opened up himself or herself to seeing your business
and your marketing message. This is so critical, | discuss this repeatedly at the BootCamp, but more
times than not, the initial impression is not aligned with the full potential message that could be conveyed
from the business.


http://www.tennessee.gov/ecd/bero/index.html
http://www.state.tn.us/ecd/pdfs/SGB_smart_guide09_final.pdf
http://www.sba.gov/
http://www.mymorristown.com/dept_CDC.htm

4. Are there visible customer interactions occurring in the business? For me, after that first 7 seconds, my
eyes go to any other customers in the business. If there aren’t any other customers, | am aware that I'm
all alone in here. If there are other customers in the business, | am watching to see how they are being
treated, how they are are being talked to, or are they being ignored. The more interactions taking place,
the more likely this business will feel friendly and comfortable, which again is a clue to my subconscious,
that coming in here was the right decision.

5. Next, my focus turns to the merchandise offering of the business, and begins looking to see if the
merchandise is specialized (I've never seen it before), or is it common (I've seen this everywhere). In
other words, does the business carry commaodity or specialty merchandise? | believe that a business
wanting to bond a consumer to their unique product in the least amount of time should position their most
unigue product on that first glance dominant wall and aisle.

6. Next visual cue: Inventory levels. | think every customer tries to scan a business from the entryway, in
the first 12-20 feet of the front door, without committing themselves to totally entering the business. |
believe inventory levels are one of the cues that either works for the business in luring the customer in
further, or repels the customer and shortens their visit. | believe too little inventory allows a customer to
scan the entire space and determine (often incorrectly), if this business has what they need. A fully-
stocked business allows customers to say to themselves, “This business might have what | need.”

| do believe that in a small retail space, a cluttered, over-merchandised look is often best, as it causes a
customer, who might otherwise make the judgment that the store is too small, to pause, and have to enter
the store to look more closely. (In earlier issues, | mentioned this technique, which is used effectively by
the Anthropologie chain of retail stores).

7. 1 am now judging whether the business | have entered understands that it takes longer to sell a product
to today’s consumer. | look to see if this business has positioned and displayed marketing materials for
me, as a consumer, to pick up and take with me, during my time in the business, and to take with me, as |
leave the business. Why is this important to me? Well, it used to be that an owner had to rely on the
customer to return to the business to do business and spend their money. Not anymore. Now, customers
can browse a store, and they can leave, but still do business at home, via a telephone, by using a
catalog, by accessing the Internet, or by faxing in an order. Combine this with the reality that today’s
consumer wants time to make purchasing judgments on their own time, and not be rushed to decide,
means that an owner today must have marketing materials for customers to take with them. The proactive
business owner understands this, and has marketing materials at the register, throughout the floorspace,
and maybe being handed out by the employees on the floor. They don't just have a pile of materials
displayed in the corner, hoping a customer will find them. There is a strategic plan to distribute and an
organized placement of marketing materials in the most proactive, aggressive businesses today.

8. Finally, I look at the organization or disorganization of the nerve center of the business, which usually
means the front counter, the cash register area, or the main desk. | stand facing that area and look to see
what the consumer would see. If this is where a customer makes their final purchase, | look to see if the
last image they are receiving of the business is one of chaos or calm.

| remember vividly a business | worked with in Delaware. This retailer prided herself on taking special
orders for her customers. The owner worked behind the counter, at the cash register, quite a bit. When |
brought the owner over to the customer’s side of the counter, and had her look at the view of her
disorganized chaos behind the register, she was shocked. It looked like a hurricane had blown through
this part of the store. | was convinced that if any special ordering was occurring here, that her customers
were also hoping privately that this owner didn’t lose their order in her mound of paperwork, catalogs, and
Post-it notes.

How can these 8 points help you? Take this list, and look at your business, using these guidelines. If
you don't feel like you can be objective, have one of your business neighbors read the list, and evaluate
you. That's a reality check. Don’t be defensive, or you won't get the accurate feedback and criticism that
could really help you. Just let your neighbor tell you exactly what he or she sees. If you have any eye-
opening discoveries, act on them and start making changes.



Visit www.jonschallert.com for more small business advice.




