
Community Collaboration Meeting Summary 3/26 6pm 

Talked about business closings. The uncertainty of the economic landscape. The Executive Director 
encouraged the community to open minds and hearts to find ways to work together. 

Mrs. Muruato indicated even though things were changing there are opportunities for growth and 
diversification for new and existing businesses. 

Discussed Tourism and existing opportunities. 

Talked about Online Sales, Are you online? 

Offerings of Lake Francis Case, Economic Development  

The Executive Director indicated that LFC will provide services to new and existing businesses that 
include, low or no cost services such as, website building, marketing, accounting, and legal help. 
She also indicated that they had applied for a grant to increase their revolving loan fund to help new 
and existing businesses. The Director indicated that after talking with the GOED, doing some 
research and basic observations determined the following. 

Current obstacles to be a selected site or bringing in a significantly large manufacturing or business 
of the like: 

No Natural Gas 

Limited Developed Site Ready Land (Land Locked) 

Limited mid-range housing  

Limited Workforce 

Rail Loading Facility 

Cannot compete with other areas when it comes to operation costs (higher cost of electric or 
propane for heat/production processes) 

The assets we do have are: 

Interstate 

Middle of the State/Location 

Existing Businesses and Commerce 

Quality of Life 

Tourism /Agriculture 

Economic Development direction recommended: 



Focus on strengthening and growing existing businesses or helping to diversify what is here. 
(80%-90% of development or expansion and jobs come from existing businesses) 

Build our RFL balance to be able to support operations and further financing opportunities to new 
and existing businesses (Interest rate of 2.5%) 

Use our available buildings and other assets to promote economic development and work with the 
property owners/cities to attract unique entrepreneurial opportunities. 

Tasks completed by the executive director in the last 11 weeks she has been on the job: 

1. Organized both offices physically and financially 

2. Applied for four Grants and was awarded one so far.  

3. Met with State reps, GOED, Depart Tourism, USDA, Planning District Three and the Small 
Business Development Center.  

4. Worked on Rebranding the area to include meeting with the Chamber Board, LFC Board, City 
Officials from Oacoma and Chamberlain.  

5. Developed a new Business Interview Form,  

6. Adopted New Awards for community recognition 

7. Changed Chamber Membership Focus,  

8. Shop Local Campaign and Improved Social media posts and frequency.  

9. New Marketing Campaign to include new websites, billboards, and printed materials.  

10. Developed new Logos for both organizations 

11. More updated and applicable promotional items for promoting the Area, not the Chamber.  

12. In the process of reassessing our events and making them more beneficial for the entire 
Community.  

13. Working on a community Proposal to help solicit businesses to fill ShopKo and True Value as 
well as contact vacant building owners to see what we have for expansion and new business. 

The Chamber team revealed the new Tourism Website and asked for feedback or changes. 



Rebranding Session – The following questions where asked to the audience and comments are 
indicated below: 

What do we want to be known for? 

Customer Service/Helpful, Friendliness, Family Friendly, Clean, Outdoors, Destination, Jobs, 
Marketing Location 

How can we stand out from the crowd and be more competitive? 

A theme, Work Together, Better Signage, Be Proud of community, Better Airport, Urgent Care open 
after hours. 

What thought and feelings to we want to come to mind when people hear our name?  

Overall great experience, unique shopping, friendly place. 

How can we gain improved results from available resources? 

Through the Chamber and LFC, promotions, competing less among each other, combining 
resources. 

Strengths 

Tourism 

Agriculture 

Location 

Education 

People 

Healthcare 

Museums/Culture 

Tribes 

Weaknesses 

Workforce 



Housing 

Public Transportation 

Lack of Collaboration 

No Manufacturing 

Opportunities 

Empty Buildings 

Room for New Businesses 

More ports of entry on water 

More Campgrounds 

Threats 

Aging Population/Business Owners 

Online and Outmigration Shopping 

Money/Funding 

Winter 

Let’s talk about downtowns! 

Think of an experience of where the lights are brighter, and you felt something special in a charming 
a bustling downtown. 

Think back to the 30s 40s 50s; what were downtowns like? 

Then in the 50s, we began to build suburbia, strip malls, large malls. The big retailers that used to be 
downtown moved to the malls in droves. Woolworths/JC pennies. Which began the death of 
downtowns? 

But in America, there is a new shift. We began to adopt the European model for downtowns. One of 
the first organizations to jump on the bandwagon and to understand the importance of downtown to 
their community was Disney. Downtown Disney next to theme parks. 

Roger Brooks International – The 20 Ingredients of an Outstanding Downtown: 



Roger Brooks is paid 1000s of dollars to assess the city’s downtowns. Rapid City was one of those. 
Their downtown was uninviting; no one really went downtown. Now it is bustling, a destination that 
compliments Mt. Rushmore. 

Roger Brooks International surveyed over 400 successful downtowns over five years in the US and 
Canada. 

They surveyed the areas using 60 different criteria and found that successful downtowns had 20 
common ingredients that made for an outstanding downtown. 

The biggest challenge is thinking that beautification and streetscapes will revitalize downtown. You 
are only half done and are doing it backward. 

Community first, visitors will follow! 

The heart and soul of every community, besides its people, is its downtown. If locals will not “hang 
out” in your downtown, neither will visitors. The number one complimentary activity of visitors is 
shopping, dining, and entertainment in a pedestrian-friendly, intimate setting. This is where 80% of 
visitor spending takes place. 

To win you need your key players on the same page pulling in the same direction 

1. Razor Sharp Focus 

Resolve to make your community better and do not let anything stop the momentum. 

2. Action Plan – 

What do we need; where is our downtown lacking? 

Branding (what is it you want to be known for?) Development (what you need to do to “own” the 
brand) & Marketing (how to tell the world) Action Plan (the to-do list) 

How do we set ourselves apart from other destinations or downtowns that surround us? 

3. Critical Mass 

Think in terms of the Mall mentality- Critical Mass or Clustering 

The “mall mentality.” 

Open late into the evening hours  



Consistent hours and days 

Clustering Like businesses grouped together: clustering 

Recruit and promote the anchor tenants 

A central gathering place 

Are there a minimum of three linear blocks that have ten places that sell food, ten retail shops 
(galleries, antiques, collectibles (not Secondhand stores), books, clothing, home accents, garden, 
kitchen gadget, cigars, wine shop). Ten entertainment business open after 6 pm (bars, bistros, 
movie theaters, open-air markets, specialty shops) 

4. Anchor Tenants –  

Just Big Box Stores? Those businesses/attractions that bring people to town. An Anchor Tenant is a 
business that you would go out of your way to visit, specifically. To win, you must have at least one 
or two anchor tenants. Think Orlando  

Talked about Church of the Holy BBQ GQ Ten Meals to Fly For. Funds Church, plus excellent Ribs. 
People are drawn to experiences - not cities or counties 

5. Lease agreements include defined operating hours and days  

70% of all consumer retail spending takes place after 6:00 pm Are you open? At least in the summer 
during the height of tourist season? 

6. People living and staying downtown:  

Hotels, condos, loft apartments? Some? Thoughts? 

7. Pioneers with patient money were convinced to invest.  

Taking Chances on a new venture or investment. York Industrial Art Capital of America. Took junk 
and made benches, flower Pots Sculptures, etc. Creating a brand and draw while reducing waste at 
its landfill. 

8. Start with one or two blocks. 

Which blocks shall we start with? 

9. Parking 



Side Street Parking Lot? 

10. Public Restrooms  

Community Center, Business with no Public Restroom? 

11. A Programmed Plaza  

Where? Close to downtown?  

12. Community Gateways  

Where? Could we do better to get people downtown? Flags on poles down Main Street 

13. Way Finding System  

Down Main Street - Stand out from regular Traffic Signs 

14. Downtown Gate Ways  

Think Pierre or Madison! Where? First Impressions? 

15. Retail Signage Rules 

Blade signs, specify size, Have the name and what your business is known for. 

16. Intimate Setting,  

Slow Traffic, Cross Walks every half a mile, encourages walking. Water Features, Street Trees, 
Outdoor Dining and outside cafes. 

17. Curb Appeal 

Invest in Retail Beautification, Flower, Trees, Color, Clean. 

18. Constant Activity  

Sidewalk musicians, artists, vendors. River City Friday Nights good example but need more.  

19. Give Downtown Districts a Name 

Thoughts? Ideas? 

20. Marketing is Experiential  



Focuses on Activities, not buildings. 

60 Key Elements reviewed in a downtown assessment 

Vehicular Wayfinding 

Pedestrian Wayfinding 

Business Mix in Downtown 

Community Gateways 

Downtown Gateways 

Crosswalks 

Business Operating Hours 

Customer Service (retail) 

Retail Signage 

Exterior Retail Displays 

Sandwich Boards 

Temporary/Portable Signs 

Streetscapes 

Water Features 

Public Art 

Outdoor Dining 

Internet Accessibility 

Billboards/Outdoor Marketing 

Retail Beautification 

Critical Mass/Clustering 

Attraction Mix 



Seasonality 

Recreational Activities 

Supporting Vendors 

Evening Activities 

Visitor Information Availability 

Cross-Selling Ability 

Diversionary Activities Street Vendors/Musicians 

Primary Draw opportunities 

Historical Draw/Museums 

Cultural Activities/attractions 

Parking (time limits/Availability) 

Public Assembly Spaces (indoors) 

Facades and Architecture 

Underage Activities and Amenities 

Supporting Services/Activities 

Overall Quality of retail/business mix 

Brands and Perceptions 

Curb Appeal 

Community Maintenance 

Beautification (Public Access Spaces) 

Pole Banners 

Anchor Businesses 

Hidden Gems 



Continuity 

Visual Cues/First Impressions 

Residential Neighborhoods 

Entry Point Impressions 

Access and Egress from Highways 

Transportation 

Industrial Areas 

Community Arts programs 

Safety Factors Day and Night 

Inviting VS rejecting (retailers) 

Use of Technology 

Lodging Facilities 


