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PUTTING A PLAN ON THE FUTURE

The economic {andscape of traditional downtown and
neighborhood commercial districts continues to change and
evolve. Expanding retail competition, life-altering technologies,
and shifting lifestyle trends will continue to affect business
opportunities and the ways in which people interact within
communities and traditional downtown environments.

The key to improving the economic performance of Mount
Vernon’s Uptown and surrounding business districts ultimately
lies in the development and implementation of market-driven
business development and marketing strategies that capitalize on
our community’s assets and emerging opportunities.

Mount Vernon = Lisbon Community Development Group
spearheaded the market analysis process to promote an in-depth
understanding of local and regional market conditions and trends
impacting current economic performance and opportunities for
the future. Information and direction gained throughout the
market analysis process will provide a sound basis for local
decision-making processes and strategies aimed at enhancing the
Uptown district and Mount Vernon-Lisbon commerce.

Mount Vernon was one of six Main Street lowa communities
selected to receive 2014 market analysis training and technical
assistance. The self-help process engages local leaders, business
persons, residents and stakeholders. Key steps in the process
included:

= Sjte visits and work sessions with the Main Street lowa and
Downtown Professionals Network team.

= The collection and review of background information.

= The analysis and summary of trade area demographic and
economic data provided by Main Street lowa.

= The performance of consumer and business surveys.

An extensive amount of information and data was compiled and
analyzed throughout the course of the market analysis process.
This report has been prepared to highlight key information and
findings that could be particularly relevant to our community’s
ongeing enhancement efforts.

For more infermation contact:

Mount

Vernon 2. Lisbon

311 1+ Street NW | Mt Vernon, |A 52314
@ (319) 210-9935 @0 director@visitmvl.com ¥ visitmvl.com
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This market study report was completed with
assistance from lowa Economic Development
Authority {IEDA) and Main Sireet lowa. United
States Department of Agriculture Rural Community
Development Initiative funding and Community
Development Block Grant funding were procured
by IEDA to underwrite market analysis training and
technical assistance furnished to six Main Street
lowa communities in 2014,

The mission of the IEDA is to engender and promote
economic development policies and practices which
stimulate and sustain lowa's economic growth and
climate thot Integrate efforts across public and
private sectors. The IEDA conduds training and
provides technical assistance to designated Main
Street programs, including market analysis, These
services include capacity building on understanding
the regional marketplace and how to develop and
proceed locally with an implementation plan.

Downtown Professionals Metwork, a planning and
research firm, was hired by IEDA and worked with
Main Street lowa to provide training, technical
assistance and support to local Main Street
organization leaders and volunteers.

Limitations and Disclaimers

Retail market analyses, their components (such as retail
sales gap analyses) and derivative business development
plans provide important guidance on how a commercial
area should, theoretically, be able to perform and on the
sales levels businesses shouvld be able to achleve.
However, a number of factors offect the actual
performance of businesses and commercial areas,
including the skills of the business operator, lavel of
business capltallzation, the quality of the physical
anvironment, changes in overall economic conditions, the
effectiveness of business and district marketing programs,
and many other factors. The information in this decument is
intended to provide o foundation of information for
making business development decisions, but it does not
and cannot ensure business success.

As Is true of all demogrophic, economic and market
studies, our analysis’ reliability is limited to the reliability
and quality of the dota available. Qur research assumes
that all data made available by and procured from
federal, state, county, city, primary and third party
sources is accurate and reliable.

Because market condifions change rapldly and sometimes
without waming, the Information and opinions expressed
here represent o snapshot In fime and cannot predict o«
gauge future changes or results.
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MOUNT VERNON, IOWA COMMUNITY PROFILE

“Every now and then, you stumble upon a town
that's gotten everything right—great coffee, food
with character, shop owners with purpose.”

Budget Travel Website—America’s 10 Cooclest Small Towns

An authentic community with many of its original brick
structures intact, Mount Vernon is home to three National
Historic Districts, numerous unique stores, lots of restaurants
and the world-class Cornell College. Stop in to dine or shop,
and stay for any of our 14+ annual festivals and events.

Mount Vernon sits at the crossroads of Highway 30 and
Highway 1 in lowa. Highway 30 is the modern incarnation of
the first trans-American roadway for cars and was originally
called the Llincoln Highway. Highway 1 was the first major
road in lowa and was created out of the old Military Highway
that ran from Dubugue to lowa City. Our geographical
proximity to both of these major modern highways allows
citizens of Mount Vernon to quickly get to Cedar Rapids and
lowa City for work and recreation. And we are a short drive
from these major Midwestern cities: Chicago, Minneapolis,
Des Moines, Omaha, Kansas City, St. Louis, and Madison.
Mount Vernon is aiso minutes away from the Eastern lowa
Airport, allowing us access, literally, to the world.

Qur community is small in size with about 2,800 permanent
residents and another 1,200 college students, but we are big
on creating the amenities of a much larger community. We
have a thriving arts community in town and our citizens
actively participate in the arts through our muitiple art
galleries, our Movie Theater, and our various drama venues.
Mount Vernon is currently looking at improving our Uptown
streetscape, building a Wellness Center, and expanding our
Parks & Trails. We have a Comprehensive Planning
committee that helps us look to the future while we preserve
our connection to the past in our many historic buildings.

Mount Vernon has access to three business districts: the
Uptown commercial area, the Highway 30 corridor, and the
Lisbon downtown. The Mount Vernon Uptown literally
connects to the Lisbon downtown via the old Lincoln
Highway. These two commercial centers are minutes from
each other and offer a mix of service businesses, restaurants,
and specialty shopping for local residents. The Highway 30
corridor also connects Mount Vernon and Lisbon, This
commercial district is home to our car dealerships, grocery
stores, gas stations, and other more large scale businesses,

Mount Vernon’s historic districts include the entire Cornelj
Coliege campus and surrounding residential areas, an area in
the Northwest guadrant (called the Ash Park District} and
most of the uptown commercial structures.
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As Mayor of Mount Vernon, let me weicome you
to Mount Vernon, lowal!

Consider visiting Mount Vernon to enjoy our
thriving Main Street, multiple parks, year-
round festivals, and historic  homes. Mount
Vernoen is a wonderful place to live, work. and

play

As you will scon see, we have good reason to
be proud of our community, our schools and
Cornell College

We are appreciative of the efforts of our staff
and our citizen volunteers that make Mount
Vernon what it is.

James Moore
Mayor, Mount Vernon
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MOUNT VERNON HISTORY

Mount Vernon owes its existence and history to the ridge on which
it sits and four important historical developments which spurred
growth. A handful of pioneers had settled along the ridge in the
18305 near what is now known as Highway 1. Highway 1 was
initially constructed as a way to transport troops quickly from
Dubuque to the new State Capital in lowa City. First Street in
Mount Vernon had a variety of business established on the ridge to
support the travelers.

Cornell College was established in 1853 by Allison Willits. Two
buildings, “Old Sem” and Old Main (both extant) were in use by
1857. The college continues to expand along the hill to the
present day. The presence of the college led to the construction
of many large, beautiful homes in Mount Vernon to house the
expanding college student population and professors. Cornell
College remains as both a historic compeonent of our city but also
as an economic engine for the community.

Two other developments led to the growth of Mount Vernon: the
railroad and the Lincoln Highway. When the railroad arrived in the
late 1800s, it spurred economic growth in the region and allowed
Mount Vernon to be connected to both coasts. The arrival of the
Lincoln Highway in 1912 brought people through the center of
Mount Vernon on the first transcontinental road designed for
automobile traffic.

DEVELOPMENT IN MOUNT VERNON

Mount Vernon has maintained its distinct character by guiding
growth. Mount Vernon zoning ordinances prohibit the placement
of big box stores within city limits, allowing locally-owned
businesses to thrive. While there is room for appropriate business
growth in the Uptown commercial area, most future growth will
take place near the proposed Highway 30 bypass south of town
along Highway 1. City leaders have proposed a mixed
development plan near the bypass that would include light
industrial growth and the addition of specialized retail and service
businesses.

In 2010, Mount Vernon had a Streetscape plan drawn up that
includes upgrades to the Uptown commercial area. This plan
would improve parking along our main street, upgrade our
sidewalks, and provide for easier pedestrian access to the area.
Mount Vernon has also been active in improving the appearance
of our historic Uptown businesses. The mast recent facelift
happened to the Chameleon Pub & Grub, an Uptown restaurant
and bar, when the owners reconstructed the fagade of the
building to blend with its historic neighbors via a HUD Challenge
Grant and matching funds.
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Cornell College King Chapel (1882)

King Chapel has been on the National
Register of Historic Places since 1976
and is built of dolomitic limestone
quarried locally. The main tower, with its
Seth Thomas clock, is almost 130 feet
high and can be seen from miles away
as it shoots up from the hilltop campus.

Deb Hansen, Maya

Mount Vernon is such a warm,
supportive community. They do so much
for the businesses over here and — the
pecple have been very welcoming. |
enjoy the whole atmosphere. Business
has been good. There are so many
activities. It's been a good move.
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COMPETITIVE ANALYSIS

Mike Smith, Bauman’s Clothing
=

-

Mount Vernon is fortunate to be a destination city due to its many

unique retail stores and the almost monthly festivals. This gives the 1 lr
town a competitive edge and vitality over similar nearby }
communities that surround it. '
Most small towns that surround Mount Vernon struggle to maintain
any sort of a business district that would draw either visitors or local
residents to shop. This allows Mount Vernon businesses to draw
people from surrounding towns to shop and enjoy what our town
has to offer. We continue to expand our retail and restaurant
opportunities with the new Qld School Shops building on the east
side of our business district and the opening of the Palisades Café in
the center of our Uptown historic district. Both of these additions to
our town draw shoppers and visitors from the surrounding area to
Mount Vernon.

Mount Vernon continues to develop strategies to compete with the
malls and large retail businesses that are found in Cedar Rapids and
lowa City. These two towns are within 20 minutes and they draw
local residents who work in those cities to shop there. Mount
Vernon businesses offer many of the same shopping experiences

i've worked here since 1969 and since
the early 90s I've been an owner. The

close to home and we are working on ways to draw local residents fact that we're located in Mount Vernon
to our Uptown business district. with Lisbon is an important factor for

what we do. It's a perfect storm. We're
EXCELLENT SCHOOLS located in a great area — the perfect

town for what we do.

According to Education.com, the Mount Vernon School District is
located in Mcunt Vernan, 1A and includes 3 schools that serve 1,079
students in grades PK through 12.

The Mount Vernon School District spends $9,581 per pupil in
current expenditures. The district spends 61% on instruction, 33%
on support services, and 6% on other elementary and secondary
expenditures. The Mount Vernon School District has 14 students for
every full-time equivalent teacher, with the |A state average being
14 students per fulltime equivalent teacher.

The Mount Vernon School District had a grades 9-12 dropout rate of
2% in 2009. The national grades 9-12 dropout rate in 2007 was

4.4%.
Visitors to Mount Vernon are amazed at
PARKS & RECREATION the beautiful homes that exist all over
] ) _ the city. These homes range from ante-
Mount Vernon is the home of 12 different parks and recreation bellum brick mansions to the painted
spaces and that doesn’t include the beautiful wooded areas around lady Victorian home pictured above.

the public schools and Cornell Coliege. Our recreational
opportunities include an outdoor swimming pool, soccer and
baseball fields, basketball courts, volleyball nets, playgrounds, picnic
areas, historic structures like the lincoln Highway bridge, a nature

So park your car and take a walk
through 150 years of architectural
history in one of our many historic
districts. And pay attention to the

park around “the quarry,” two Frisbee golf venues, a sledding hill porches. Mount Vernon is full of great
right in the heart of town, a skate park, and the new Nancy Doreen examples of the art of the porch.
Huffman dog park.
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MOUNT VERNON - LISBON COMMUNITY DEVELOPMENT GROUP

The mission of the Mount Vernon-Lisbon Community Development
Group {CDG) is to develop and promote our business environment
and enhance the quality of life in the community we serve. We are
the organization responsible for 14 annual festivals and events as
well as dozens of community betterment projects.

The Mount Vernon-Lisbon Community Development Group works
with 460-plus local volunteers to empower said volunteers to do
cool things in their own community. The group uses the Main Street
four-point approach to economic development utilizing four
standing committees:

The Promotions Committee

This committee focuses on two areas: Community Events and Retail
Development. Many events and promeotions are complimentary and
integrated, and all support the mission of Main Street and
Community Development.

The Organization Committee

This committee focuses on communications, fundraising and
developing a strong volunteer network to support the efforts of
Main Street and Community Development.

The Business Improvement Committee

This committee focuses on strengthening local businesses,
supporting both short- and long-term economic growth, and helping
to revitalize the business district.

The Design Committee

This committee is involved with the physical aspects of the
community such as signage, lighting, historic preservation,
streetscapes and forming a comprehensive look and feel in our
downtown districts.

MOUNT VERNON Is A MAIN STREET COMMUNITY

The Mount Vernon-Lisbon Community Development Group (CDG)
exists 1o improve the social and economic well-being of Mount
Vernon and Lisbon by capitalizing on their unique identity, assets
and character. Mount Vernon was selected as a Main Street
community in 2008, and practices econamic development within
the context of historic preservation.

The Main Street Approach is a copyrighted process of the National
Trust for Historic Preservation. The Program has been used in lowa
since 1986 with a total of 56 communities having
participated, Mount Vernon was selected as a Main Street
community on March 4, 2008 by the State of lowa, after submitting
a comprehensive application and presenting to a select board of
reviewers.

Mount Vernon Market Study and Strategies | Mount Vernon, lowa | 2014

Historic Uptown District

Mount Vemon is full of unique
businesses that draw people to our
town. These shops add to the charm
and character of Mount Vemon. We
have a thriving business district that is
full of clothing, antique, art, and
specialty stores. We also are known for
our many restaurants and our many
festivals that are held in our historic
Uptown Business District.
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YEARLY EVENTS

Cabin Fever Comedy Festival (March}

This event is meant to be a diverse and inclusive Comedy Festival
focusing on all aspects of comedy and featuring local and regional
comedians and comic groups.

Chatk the Walk {May)

Visit Mount Vernon on the first weekend in May for lowa’s largest-
ever Mandori Festival. Titled Chalk the Walk, the two-day festival
presents the work of more than 200 hundred artists utilizing a
downtown city street as a canvas and more than a half-ton of chalk.

Chocolate Stroll {June)

This free music and chocolate event invites guests to stroll down
Mount Vernon’s historic First Street where local chocolate vendors,
located inside participating businesses, offer chocolate and chocolate
products for sample and sale.

Lincoin Highway Antique Extravaganza (July)

This Open Air Antigue Show is located in our historic downtown
shopping district. Antique vendors set up along the length of our Main
Street. This event is held on the 4th of July and attracts visitors from
all over the region.

Mount Vernon Heritage Days (July)

Mount Vernon's three-day Heritage Days festival is usually held in mid-
July and is the biggest celebration of the year. It includes live music, a
parade, kids’ rides, a 5K Fun Run, Art in the Park, food, and fireworks.

Lincoln Highway Arts Festival {September)

The Lincoln Highway Arts Festival presents 50+ booths featuring local
and regional artists. Each year, local businesses distribute a total of
$2,000 in vouchers to their customers. The vouchers can be redeemed
at the artists' booths, with the artists reimbursed in cash by the Mount
Vernon Area Arts Council.

Mount Vernon Porch Walk (September)

Usually scheduled in the fall, the Mount Vernon Porch Walk offers
historic property tours that feature the food of local restaurants and
the creative work of several local artists and musicians.

Chili Cook-Off (October)

The chili cook-off contest is open to the public and is held in October.
The cooking takes place from noon to 4 p.m. with the public invited to
the tasting portion of the event from 4 to 7 p.m.

Magical Night (December)

The entire Uptown business district is open to the public during this
evening, Live music is played in each shop, a live nativity is set up,
horse drawn wagon rides are available, and many stores offer snacks
and sales. Luminaries are set up on the sidewalks.
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Nick & Paul Jerebek,
Chameleon’s Pub & Grub

There's always something going on
whether it's Heritage days, Chalk the
Walk in May, the 4th of July Antiques
Festival, and in late September there's
an arts festival. [t's a beautiful
downtown. ‘
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COMPETITIVE ANALYSIS

Mount Vernon has two distinct business areas. The Uptown
includes a historic district filled with locally owned retail shops
and professional services. The Highway Corridor starts at the
intersection of $tate Highways 1 and 30 and continues north to
the edge of the metro. Businesses in the Highway Corridor are
mix of local ownership of national branded stores, local larger
footprint businesses and professional services.

Uptown District of Mount Vernon:
=  The Uptown district contains one of three national
historic districts that are within the community of Mount
Vernon. The historic character of the uptown is a key
attribute of the district in the eyes of the consumer and
the business owners within the community.

=  Mount Vernon has developed a reputation as a
destination within the region. Thousands of people
attend community events that focus on the arts, food,
music and the family. Continued, conscious planning of
events and activities that center the city’s population in
the uptown will maintain connection and ongoing
support of improvement programs.

= There are many positive actions that have been taken in
the last two decades to position uptown Mount Vernon
as a vibrant, desirable place to be. Assets and features to
be capitalized upon include:

o Retaining and maintaining the historic unique
character of the uptown district through the
establishment of locally-owned businesses and
rehabilitation of facades and backs of buildings with
the district

o Incremental development of the streetscape that is
planned for the district.

o Addressing the flow of traffic and the parking areas
within the district

o The general mood and mode of cooperation has
vielded great results and will continue to be required
in order to accomplish positive growth and change.

= The primary competition for the Uptown District for
retail and dining is within a 10-20 mile radius outside of
Mount Vernon.

Mount Vernon Market Study and Strategies | Mount Vernon, lowa | 2014
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Highway District of Mount Vernon:

The more urban character of the Highway District is a
complementary presence rather than a competitive presence.

The Highway District offers the opportunity for businesses needing a
larger footprint or a stand-alone presence.

The Highway District wil! be a large focus of Mount Vernoh as a
state project to relocate Highway 30 to the scuthern edge of the city
will commence within the next three years. Access to the city will
still be provided at the Highway 1 intersection and at the west end
of the city by retaining the old Highway 30 access.

The Highway District contains a destination grocery and automotive
dealer; fast food and hard goods opportunities; medical and other
professional services and retail convenience stores. The district is
tess of a “destination” experience.

The business owners in the Highway District are becoming a more
cohesive, organized voice within the community as the city decisions
of appropriate zoning and growth are discussed.

Strategies for the business districts, which build upon strengths, include:

Maintaining the historic exterior features of the Uptown inciuding
building products, spacing and walkability and extending these
concepts into new development in Highway District

Maintaining the small retail experience in Uptown while introducing
expanded opportunities in the Highway District.

Integrating the Cornell College students and staff into the planning
for retail, dining and drinking establishments as well as community
facilities and infrastructure planning.

Competition with Internet-based retailing threatens every small
business owner. Technology and web / social media process
education for business owners is highly requested.

Addressing current gaps in businesses, according to a 2014
consumer polt, include:

— Diversified dining

— Bakery

— General merchandise store

Book store

— Specialty grocery store

— Craft and hobby supplies

— Expanded clothing stares for families

Physical infrastructure regarding street and sidewalk repairs is
reguired to maintain safety and desired to update the appearance
of the business area.

Addressing accessibility, safety and amount of parking in the
uptown district

Consistent store hours are desired including later evening hours, at
least 1-2 times per week.

A plan for maintaining cleanliness on the streets is an ongoing issue,
particularly the large amount of artifact created by the indoor
smoking ban and the sand resulting from winter street
maintenance. In wintertime, progress has been made for effective
snow removal strategies, keeping ocur downtown clean and safe.
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About Us e
Welcome to Historic Lisbon Towa - e

Mo
Established in 1875 the City of Lisbon, Iowa is located on the east edge of Linn A
County, adjacent to the city of Mount Vernon along Highway 30 and the n
Historic Lincoln Highway. Wallurd t
With Cedar Rapids a short 20 minute drive and Iowa City 30 minutes, Lisbon’s = :

| IR Baarthiiberty

proximity to these metropolitan areas allows for citizens to enjoy work and

recreation in larger cities while coming home to their small-town community. L INCOLN

Lisbon is also located 2 miles from Cornell College in Mount Vernon and 1 mile from a medical
district offering services from emergency medicine to dentistry.

L

HIGHWAY

Known for its Sauerkraut Days Festival celebrated each year in August, Lisbon is also home to the
Lisbon History Center and is an official Lincoln Highway Tourist stop.

Downtown Lisbon literally connects to uptown Mount Vernon via the old Lincoln Highway. Both communities
offer a diverse mix of services, businesses, restaurants, and entertainment for local residents and visitors. The
local businesses offer many of the basic needs of residents close to home along with several specialty shops.

With a population of 2,152 residents, according to the 2010 census, Lisbon is a true American small town.
Lisbon has experienced steady growth the years both in residential and commercial aspects. Retention is key
for Lisbon as they pride themselves in being “Today’s Town, Tomorrow’s Future.”

In recent years, Lisbon has welcomed some new businesses including a specialty shop, Iron Leaf Press, to the
downtown district, Brother’s Market, a grocery store with Cabin Coffee housed inside the store and most
recently a 64 bed care center to be located on Lisbon’s west side near Brothers Market. Lisbon is delighted to
work with business ventures of all types in order to supply its citizens with more job opportunities and to
continue to steadily grow throughout the years.

For more information on current businesses or available commercial space, contact Lisbon City Hall at 319-455-2459.




CITY GOVERNMENT

“Lisbon is a town of 2,152 residents
with a growing school distriet and vi-
sions of growth for the town itself. The
City continues to work to take Lisbon
into the future and keep it a town where
people stay and live for many genera-
tions,”

~Lisbon Mayor
Beryl O’Connor

The Lisbon City Hall is located at 115 N Washington Street, Lisbon. Built in 2012 this building is home to the
city staff offices, meeting rooms, council chambers, police department and fire station. The city council
consists of five members elected at large for overlapping terms of four years. Council meetings are the second
and fourth Monday of each month at 7p.m. in the City Hall council chambers. The city council chambers also
serve as the city’s storm and heat relief shelter.

The Lisbon police department consists of 2 full time officers, 4 reserve officers and a full time police chief.
The police department is very active in several programs including D.A.R.E (Drug Abuse Resistance
Education), the Iowa Pledge Program and T.LP.S training {Training for Intervention ProcedureS).

The Lisbon fire department is made up of 30+ members, several of which are trained and certified in EMS
services. The Lisbon fire department covers all of Lisbon city limits and also assists neighboring towns and
counties. Recently the Lisbon fire department has received funding to expand its EMS and paramedic
program by adding additional training, equipment and staff.

COMMUNITY

In 2005 Stan’s DX Service station on West Main Street was

removed and Lincoln Square was born giving forth a great place for gath-
erings or just relaxing. Lincoln Square is just one of the many things in
town that make Lisbon a beautiful community in which to live and work
in.

Each vear the City of Lisbon holds several events which goals are to keep
Lisbon a community people want to return to. One of these events is the
Community Pride Clean Up. Each spring the city staff organize a day where volunteers come together on a
Saturday morning to help clean the sidewalks, streets and greenery. The event helps to clean up debris left
behind during the winter months along the main streets in town and in the city park.

Citizen involvement and assistance is key to every great town. Lisbon is fortunate to have the South East Linn
Community Center, the center aims to embrace the entire community regardless of age or economic status.

Lisbon has a “Yard of the Month” program to promote goodwill and reward exemplary lawn care in the com-
munity. The purpose of the program is to recognize neighbors who demonstrate efforts in maintaining their
property, thereby contributing to the overall appearance of the community at large.

If you or someone you know would be interested in finding out more information about volunteering with
any of the city events or programs please contact City Hall at 319-455-2459.



PARKS, RECREATION & TRAILS

Lisbon City Park
299 E South Street, Lisbon
Amenities Include:

Baseball and softball complex
Picnic areas including the shelter
Basketball court

Wading Pool

Playgrounds

Ample green space

Lisbon Parks & Recreation Director (319) 455-2459

Spring Soccer
T-ball/Softball/Baseball
Flag Football

Fall Soccer

Basketball

Lisbon Parks and Recreation offers several activities to residents
throughout the year including sports, Halloween Town, Holiday
Jubilee, winter activities for toddlers and a spring dance for adults.
Walking Trails

Located along Old Lincoln Highway and South Street in Lisbon, the
cities two walking trails provide a safe path for residents of all ages to
walk to and from the school, as well as, to and from downtown Mount

Vernon.

FPARIES & BIBC

LISBON COMMUNITY SCHOOLS

Lisbon Community School & Early Childhood Center
| 235 W School Street, Lisbon 319.455.2075
N | -+ Our Mission: World class opportunities with Community
~ad PRIDE

Vernon Studt Park

LUSBON COMMUNTY T
Passion Rigor Innovation Drive Excellence

The Lisbon School District includes 3 schools that serve 678

students in grades PK through 12. The school is also home to
— the Lisbon Early Child Care & Education Center which serves

children ages 0-7+ and has a capacity of 112 children.



PLACES TO VISIT

Lisbon History Center

102 E Main, Lisbon 319.455.2714
The Lisbon History Center was started in early 1990 above the Library
in what is now Heritage Hall. A large collection of old memorabilia
was discovered there and was sorted and documented. Now settled in
at their current home with over 2,000 square feet of display areas full
of memorabilia of Lisbon and surrounding areas. Home to the largest
collection of Civil War era Mountain Howitzer cannons.
Open 10am-3pm Monday — Wednesday, Saturday.

Lisbon Library & Heritage Hall
101 E Main, Lisbon 319.455.2800

The name Heritage Hall was chosen for the space because of its
rich history during the last quarter of the nineteenth century.
Today the hall is sought after by professional and amateur
musicians as a performance space because of its outstanding
acoustic qualities and intimate setting.

storefront building in the heart of downtown Lisbon, Iowa. Our
small library has popular print and non-print materials for
everyone and specializes in high-quality reading material for

for public use.

The Lisbon Library Lisbon Public Library is located in an historic

children of all ages. Computers and wireless internet are available

Lisbon Sauerkraut Days
The 12t Sauerkraut Festival was on September 16th, 1909, During the war
sauerkraut day was ceased to help with war efforts. In the fifties and
sixties it was revitalized into Pork Days. It wasn't until the early 1980s
that it returned to being Lisbon Sauerkraut Days and moved to August to
become the celebration it is today with the mission of bringing family
friendly events, shows and attractions to this community for an annual
celebration.

References:

Education.com

Copyright 2014

The Mount Vernon Hawkeye and Lisbon Harold Newspaper
Mt. Vernon/Lisbon Sun Newspaper

Photos supplied by www.cityoflishon-ig.qov or taken by Christina Eicher, City Administrative Assistant
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DRIVE TIME MARKET SNAPSHOT SUMMARY

DRIVE TIME GEOGRAPHIES

The profile assembled for the Mount Vernon Drive Time e . T sl
Market is based upon information contained In a serles of e R &
ESRI reports provided by Main Street lowa, generated for L K e i
a 5, 10, and 20 minute drive time area originating from e -.,d,.
the center of the uptown Mount Vernon business district. . ,} T oy g

The five-minute drive-time market profiles a e =t Bretean
“captive” resident and convenience-oriented market r,.’...' N
for uptown Mount Vernon. The population residing 1 o

in the five-minute area would also be more likely \f S
access uptown on foot, bicycle and via other =y “:‘4’“
alternative modes of transportation. Demographic P g
and psychographic data could be particularly useful : 3= 4 o
for assessing performance and  expansion == i
opportunities for convenience and clientele-oriented g 4, ' *’:’
businesses and uses, and for anaiyzing and profiling I——F_

the composition of the current and potential uptown ]
Mount Vernon area housing market. Downtown Mount Vermon Drive Tme Markets

The area piotted for the ten-minute drive time Fa St Fa Cts

includes areas that span along major travel routes in
the Mount Vernon-Lisbon vicinity. Data and
information for the ten-minute drive time area could . 2000 Census E
be helpful for comparing and contrasting the traits i
and characteristics of the “close to uptown” 2010 Census ,

Population 5 Min 10 Min = 20 Min

3,588 6,828 § 70.265

4,538 8.116 78,131

population with that in the wider local region. The 2013 Estlmate 4.632 8368 | 80320
consumer profile may also be indicative of the S . _ : !
“comparison market” for Mount Vernon area service, 2018 ijection 4791 . 8,752 83,880

retail and eating & drinking uses. i
I Change 2013 - 2018

L |
i 3.4% i 46% |  4.4%
: ! ]

The twenty-minute drive time area is generally more

expansive and rural in nature, encompassing areas of , Househo!ds ‘ 5 Min 10 Min 20 Min .

four counties and primarily extending along state - T

highways and major travel routes, but also extending 2000 Census 1.212 ! 2354 | 27388

west into Cedar Rapids. Consumers in this regional ‘ 2010 Census S 1.403 ! 2710 | 31,307 |

market, all things being equal, may be more naturally .. I ' | L ; : g‘

inclined to frequent commercial areas in other 2013 Estlmate 1,445 l 2822 ' 32.406 '

communities, based on convenience and/or broader e !

variety and anchor tenants. Opportunities for 2018 ijectlon 1,512 2,983 | 34,041

downtown Mount Vernon to capture regional market ! Change 2013 2018 : 4.6% 5.7% 5.0%

consumers from the broader region, and to increase !

its retail market share, will most likely revolve around Sl B = = =
Med:an HH Income 5Min ~ 10Min 20 Min

retail and service anchors; specialty retail and
destlna.tlon—onentefj eating & drinking places; 2013Est|mate i $75.380 | 70816
recreational attractions and venues; and events. '

2018 Projection $88,312 | $85,892

$50.521

$66,669

Change: 2013 - 2018 17.2% : 213% ¢ 32.0%

Note: A complete copy of the Mount Vernon Market Snapshot
document preparad as part of this study serves, and is available, as 8 . goyrce: Esri Market Profile.
reference document.
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Reports generated and used to examine the Mount Vernon Drive Time Markets are based on current ESRI data and
include:

ESRI Morket Profile

The Market Profile report provides current-year and five-year projections for U.S. demographics. The annual
updates include information about population, households, housing, occupancy, income, age, race, Hispanic origin,
and more.

ESRI Retail Goods and Services Expenditures
Built on ESRI’s Consumer Spending database, the report shows the amount that households spend in select
products and services categories compared to national figures.

ESRI Tapestry Segmentation Area Profile
Tapestry classifies U.S. residential neighborhoods into 65 unique market segments based on socioeconomic and
demographic characteristics.

ESRI Retail MarketPlace Profile
Retail MarketPlace data provides a measure of retail activity by trade area and compares retail sales to consumer
spending by NAICS industry classification.
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DEMOGRAPHIC SNAPSHOT

The demographic snapshot compiled for the
Downtown Mount Verncn Drive Time Markets
benchmarks and tracks changes in the
marketplace. Analysis and comparison of data for
the three drive time areas reveal:

> Trends and projections for the population and
households within the drive time geographies
anticipate five-year increases in population
ranging from 3.4% to 4.6%; and household
percentage gains ranging from 4.6% to 5.7%.
At the state level, population and number of
households are expected to grow at five-year
rates of 2.7% and 3.0%, respectively.

> The average number of households is
anticipated to increase slightly across the drive
fime areas. The median age is expected to
increase by about one year in the various drive
time areas through 2018. The median age is
greatly influenced by the college population
thus driving the age downwards. The Median
age for the lowa population in 2013 is
estimated at 38.4 years and is expected to
reach 38.9 years by 2018.

P Renter-occupied housing units are most
prevalent in the 20-minute drive time area —
estimated at 27.5% in 2013. The strength of
the local housing market and the influence of
the coilege is reflected in a very low vacancy
rate between 3.0% and falling to 1.8% in 2018.
State figures for 2013 assigned a vacant status
to 8.6% of all housing units, and the figure is
expected to drop to 8.5% by 2018.

» Overali, median, average and per capita
income figures for the drive times are higher
than those estimated for the state. Median
household income, highest in the five-minute
drive time, is expected to increase across the
drive time geographies by about 17% to 32%
through 2018. Projected five-year growth
rates for median household, average
household and per capita income compare
favorably or exceed growth rates predicted for
the state.

lowa Income 2013 2018 +%

Median HH $496K $59.5K 19.9%
Average HH $64.3K $75.1K 16.8%
Per Capita $26.2K S306K 16.9%

Drive Time & Minutes | 10 Minutes | 20 Minutes
Population
200C Census 3.588 6.828 70.265 ;
2010 Census i 4,538 | 8.116 78.131
2013 Estimate 4632 8,368 | 80.325
2018 Projection 4.791 | 8.752 83,880
Change: 2013 — 2018 3.4% i 4.6% 4.4%
Households
2000 Census . 1.212 | 2,354 ) 27.388 |
2010 Census 1.403 2,740 | 31,307 |
2013 Estimate 1.445 2,822 32,406 |
2018 Prajection 1,512 2,083 34,041 |
Change 2013-2018 | 4.6% 5.7% | 5.0% |
Median Age |
2013 Estimate 29.0 ’ 330 | 36.2 |
2018 Projection | 303 340 | 37.0 |
Housing Units - 2013 1,489 2,949 34,540 |
Owner Occupied Units 73.5% 74.1% | 65.3%
Renter Cocupied Units 23.6% 21.5% ' 27.5%
Vacant Housing Units 3.0% 43% | 5.2%
Housing Units - 2018 1,540 3,048 | 38,052
Owner Occupied Units 74.5% 76.0% 66.8% |
Renter Occupied Units 23 6% | 21.9% 27.6% |
Vacan: Housing Units 1.8% | 2.1% 5.5%
T
Median HH Income | ;
2013 Estimate $75.380 $70.816 | 850,521 |
2018 Projection $88,312 585,802 $66,669 |
Change: 2013 - 2018 17.2% | 21.3% 32.0% |
Average HH Income i !
2013 Estimate $80.063 $80,302 $66.964
2018 Projection $92,003 $62.705 | $78.998 |
Change: 2013 - 2018 14.9% 15.4% 18.0% |
Per Capita Income
2013 Estimate $27.716 $28 657 §27.463
2018 Projection $31,800 | $§33,137 $32.400
Change: 2013 2018 | 14.8% | 15.6% | 18.3% |
[ | [
Source: Esri Market Profile.
Percertages may nct equal 100% due to reunding.
Page 3
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LIFESTYLE PROFILE

The ESRI Community Tapestry segmentation system classifies U.S. neighborhoods by 65 market segments using proven
methodology introduced more than 30 years ago by the ACORN segmentation system. Segmentation and geo-
demographic systems are stable and reliable because the characteristics that define a neighborhood change slowly.
The stability of a neighborhood comes from its fixed features: location, housing, transportation, schools, places of
worship, and empioyment. Self-organization and self-perpetuation also figure into the stability of a neighborhood,
patterns which we refer to as “keeping up with the Joneses.”

Comparative View of Drive Time Area Household Segments

The following table shows and compares concentrations of the five most prevalent Tapestry household segments
found within each of the various Downtown Mount Vernon drive time areas.

Households 5 Minute Drive Time 10 Minute Drive Time 20 Minute Drive Time
Tapestry Segment Count Pct. Rank Count Pct. Rank | Count Pct. Rank
26. Midland Crowd 588 40.7% 1 1,359 48.2% 1 1,360 53% 11
18. Cozy and Comfortable 548 37.9% 2 705 250% 2 2,800 86% 4
22. Metropolitans 309 214% 3 439 156% 3 439 14% 17
07. Exurbanites 0 00% - 151 53% 4 2,322 72% 6
17. Green Acres 0 00% - 117 42% 5 1,523 47% 10
12. Up and Coming Families 0 0.0% - 1 0.0% 8 3205 102% 1
55. Cellege Towns o 0.0% - 0 0.0% - 3,211 99% 2
29. Rustbelt Retirees o 0.0% - 0 0.0% - 3,187 98% 3
41. Crossroads 0 0.0% - 0 00% - 2,395 74% 6
Total Count/Pct of Area 1,445 100.0% 2,772 98.3% 20,532 64.5%

The data shows consistency in the presence of the various groups, but also reveals distinguishable lifestyle patterns.
For example, while the five minute drive time area is dominated by three Tapestry Segments (Midland Crowd, Cozy and
Comfortable and Metropolitans) which, collectively, characterize about 90 to 100% of 5 and 10-minute drive time area
households, the percentage of households characterized by these same segments drops to about 15% at the 20-minute
drive time level, where every segment has less than a 11% share of the population.

The data and findings suggest that opportunities and strategies to increase Mount Vernon’s market share might be
focused in three areas:

1. Local, client and convenience-oriented marketing and business development strategies which appeal to
characteristics and traits common to three prevalent tapestry segments represented in the five and ten
minute drive time area {Midland Crowd, Cozy and Comfortable and Metropolitans). These strategies are likely
to emphasize local personalities, hometown customer service, local traditions and convenience.

2.  Extending regional appeal through intentional marketing, messages and events specifically designed to appeal
to the lifestyle characteristics of the Up and Coming Families, College Town and Rustbelt Retirees lifestyle
groups which represent nearly 40% of all twenty-minute drive time area households. These strategies are
likely to emphasize convenience, family focused events, diversified dining.

3. Continuing to capitalize on unique uptown characteristics and attractions which have special appeal — and
“pull” = for visitors and day-trippers traveling from areas within all drive times and beyond the twenty-minute
drive time area.

Complete descriptions of prevalent study area Tapestry segments is contained in the Mount Vernon Market Profife document,
availeble us a supplemental document to this report. Additional information on ESRI Tapesiry methodology and applications, along
with descriptions for Tapestry’s 65 segments, are contained in the ESRI Community Tapestry Handbook available for download at
http:/fwww.esri.com/library/brochure, community-tepestry-han k.
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RETAIL MARKET PERFORMANCE

ESRI's Retail MarketPlace data provides a direct comparison between retail sales and consumer spending by industry.
To capture a snapshot of an area's retail market place, the leakage and surplus factor summarizes the relationship
between supply (retail sales by businesses) and demand {consumer spending by household). Deviations from potential
sales may reveal areas of opportunity in the trade area’s retail sectors, keeping in mind any extenuating circumstances
that may be driving the results,

ESRI uses the North American Industry Classification System (NAICS) to classify businesses by their primary type of
economic activity. Retail establishments are classified into 27 industry groups within Retail Trade sector, and four
industry groups within the Food Services & Drinking Establishments subsector. To estimate sales, the Retail
MarketPlace database combines a number of data sources, including:

= Census Bureau's Census of Retail Trade (CRT)

*  Census Bureau's Nonemployer Statistics (NES)

=  ESRI's demographic data

= Dun & Bradstreet, Inc.

= Bureau of Labor Statistics

All estimates of actual sales (supply) reflect current dollars derived from receipts of businesses primarily engaged in
selling merchandise. Potential sales (demand) is estimated by using ESRI's consumer spending data which provides
estimated expenditures for more than 700 products and services that are consumed by U.5. househclds. The estimate
of a trade area’s demand is based upon estimated expenditures by households within the trade area.

Leakage within a specified trade area represents a condition where supply Is less than demand. Retailers outside of the
trade area are fulfiliing demand for retail products. Surplus within a specified trade area represents a condition where
supply exceeds the area's demand. Thus retailers are attracting customers that reside outside the trade area.

Sales Surplus and Leakage Estimates

Total Retail Trade and Food & Drink estimates for the drive times show a sales surplus at the 5-minute drive time level
estimated at $21.1 million. The 10-minute drive times show sales surplus of a smaller $7.5 million. The 20-minute
drive time also shows a sales surplus estimated at $250.4 million. The overall sales surplus figure in the S-minute drive
time area is largely driven by what appears to be exceptional strength and performance in the Retail Trade category
with an estimated sales surplus of nearly $15 miilion.

Retail trade categories or subcategories showing strong performance in the five-minute drive time area are: 1)
Automobile Dealers 2) Grocery Stores 3) Building materials and Supplies Dealers and 4) Beer, Wine & Liquor Stores.
Opportunities to capture the focal market or areas of sales leakage are 1) General Merchandise Stores 2) Clothing and
Clothing Accessories 3) Fuli Service Restaurants and 4) Electronics and Appliances

Downtown Mount Vernon « Esri Retail MarketPlace Report Summary
8 Minutes 10 Minutes 20 Minutes
Surplus/(Leakage) | Surplus/(Leakage) | Surplus/(Leakage)

NAICS Code: Business Description Estimate Estimate Estimate

Total Retail Trade and Food & Drink {NAICS 44 - 45, 722) 321,176;624i $7.449.0561 $250.400,709
Total Retail Trade (NAICS 44 — 45) $15,325.421 $1.618.428 $242,262.370
{Total Food & Drink (NAICS 722} i $5,851.203 $65.830.633 $8.138.339i
* | i

Mount Vernon Market Study and Strategies | Mount Vernon, lowa | 2014

Total Food & Drink category sales surpluses at the 5-, 10- and 20-minute drive time levels range from about $5.9 million
in the 5-minute drive time to $8.2 million in the 20-minute drive time. There is a leakage of almost 51 million within the
5-minute drive time in the full service restaurant category which offsets the sales surplus of $6.8 million in the Special
Food Service category.
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COMMUNITY PARTICIPATION

The process behind the completion of this study was orchestrated to provide opportunities for Mount Vernon
stakeholders and Mount Vernon area residents and visitors the chance to provide ideas and input that form the basis
for this study’s findings and directions. Public participation opportunities included:

= Performance of an online consumer survey completed by 137 respondents.
= Conduct of a consumer intercept survey completed by 155 visitors to the area.

=  Performance of a business survey completed by 100 Mount Vernon businesses.

Following is a categorized, capsule summary of key results and findings relevant to Mount Vernon economic
development topics and initiatives.

Market Region

The local Mount Vernon area and nearby market is an important part of the Mount Vernon economy. Efforts geared
toward enhancing day-visitor related attractions in the community stand to benefit all Mount Vernon area businesses.
The “pull” of Mount Vernon as an area destination is evident in survey respondent origin results, with 63.4% of
intercept survey respondents identifying their permanent place of residence as within the Mount Vernon Zip Code.

In what Zip Code is your home located?

Zip Code - Residence Intercept Sample Online Sample Total Sample
52314 — Mount Vernon 103 66.6% 82 59.9% 185 63.4%
52253 —Lisbon 14 9.0% 17 12.4% 31 10.6%
5240x — Cedar Rapids 4 2.5% 17 12.4% 21 7.2%
All Others 34 21.9% 21 15.3% 55 18.8%

Total 155 100.0% 137 100.0% 292 100.0%

Mount Vernon businesses very clearly appear to recognize the critical role that local residents play in the sustainability
of the downtown economy, with 82% of business survey respondents identifying “local/regional Mount Vernon
residents” as their primary customer base. The findings are consistent with consumer intercept survey results that
show more than 74% of respondents indicated that they live less than ten miles from the Mount Vernon area. Based
on home zip code responses, over 80% of respondents live within a twenty minute drive of the Mount Vernon area.

Business development, marketing and promotion strategies should continue to recognize the local/regional Mount
Vernon market as a dominant force. Public improvements and enhancements might be designed with both area
residents and visitors in mind.

Attraction

When the intercept respondents were asked how Mount Vernon compares to other places they frequently shop, only
10.1% thought that the variety of shopping was better than other places they frequent. 27% of the respondents
thought that the quality of the products and services were better than other places they frequent and 55.1% thought
Mount Vernon's customer service was better. This would indicate that the customers that shop in Mount Vernon are
pleased with the level of service and the quality they are receiving but would desire a wider or deeper selection.

The findings directly related to business survey results that showed business owners and managers cited “Reputation”
and “Customer Service” as top reasons for customers to do business with them. This is reflective of qualities and
benefits, as opposed to commodities, that are nurtured through time, experience and interaction. The business survey
also indicates that there is a perception that customers do business in Mount Vernon also due to selection and variety
{20%). This is in contrast to the consumer seeing the area as weaker compared with other places they frequent.
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Business Survey Q5: Which one of the following best describes the main reason for customers to do
business with you?
Media Sources E Count Percentage
A.  Selection & variety ' 20 20.0%
H B. Customer service | 25 § 25.0% |
| C. Converlence i 5 | 5.0% |
D. Price of goods & services : 11 ! 11.0%
| £ Reputation 26 | 26.0%
' F. Other* ; 13 | 13.0%
TOTAL 1 100 | 100.0% |
%¥  “Other” responses: Fellowship/Worship, Medical/Emerger:cy Service, Necessity, Specific Service Provided, Gocd Teachers, Quality. i

The relative strength of the food services cluster and the growing attraction of entertainment-oriented events as cited
by the focus group participants, could point to opportunities for the expansion of restaurant offerings and
entertainment-oriented uses. This will further establish Mount Vernon as a destination-oriented position in the
market. Specific focus is desired on family oriented events.

The results show a desire, almost 40%, for more restaurants of any type including a general dining, bakery or brewpub
to establish a business in the Mount Vernon area. When the intercept respondents were asked what other types of
businesses might make them visit Mount Vernon more often, they also sited book stores {5%), clothing and shoe stores
(6%), hobby stores (2.7% and other entertainment and recreational activities (16%) as a few examples. The majority of
respondents (50.5%) said they visit Mount Vernon daily for errands, shopping, eating, or drinking. As far as service-
related businesses are concerned, the 28.8% of respondents said they visit Mount Vernon for banking/investments
{8.8%}, pharmacy (8.5%), Dr./Dentist/Eye care {8.3%} and fnsurance (3.2%)} needs. Results from the consumer survey
indicate a frequency of visit between 85% and 58% for the Grocery Store, Restaurants, Gasoline, Hardware Store,
Banks, and Pharmacy by the people responding.

The Mount Vernon community is viewed by greater than 50% of respondents as stronger In cleanliness when
compared to other locations visited. Continued focus on maintaining appearances clearly sets Mount Vernon apart
from other locations. Opportunities exist in the following areas according to business and consumer survey:
Implementation of the streetscape plan in the uptown district, general improvements for the streets, sidewalks, green
spaces and lighting in the business districts, developing a plan for winter maintenance.

Media Preferences and Effectiveness

Survey findings on the media preferences of consumers in the Mount Vernon area can provide direction for effective
business marketing, premotion and cooperative advertising strategies. The information can also provide direction for
communicating news and proposals for changes and improvements in the business districts.

Consumer Survey: Of the following, which two {2) media and information sources do you use most
often to get Mount Vernon area news and information about Mount Vernon events and businesses?
Media Sources K Total Sample
A. Newspaper 226 37.8%
B. Shoppers Guide 45 7.5% ;
| C. Television ' 36 6.0%
D. AM/FM Radio 14 2.3%
E. irect Mall 19 3.2%
‘ F. Internet Website(s) _ 67 11.2% |
| G. Email Marketing 28 4.7%
i H. Social Media {Facebook, Twitter, etc.) 86 14.4% |
i. Other {please specify) 14 2.3% |
J.  None 63 | 10.5%
Data Note: Multiple responses allowed. Percentages based number of participants responding to question.
* Raw data listing of “Other” responses provided as supplemental data as Exhibit 2
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The Newspaper, followed by Social Media and Internet Websites, was cited as the most influential media source by
consumer survey participants responding to the question, “Of the following, which two media sources do you use most
often to get Mount Vernon area news and information about Mount Vernon events and businesses?” Newspaper is the
prevailing source amongst all respondents, with social media receiving high response from internet participants.

By comparison, business survey respondents cited Newspaper (53%), Internet Website (36%) and Social Media (23%) as
the media or advertising sources their business found most effective. Over 27% of respondents made special note that
word of mouth, referrals, and professional associations are their best source of advertising for their businesses.

Internet Marketing and E-Commerce

Participants in the survey reported that they use their local newspaper, internet resources and social media as their top
media preferences for keeping up with the happenings in Mount Vernon. The ranking of media preferences
demonstrates the growing influence of the Internet and social media applications as a news resource, for researching
products and services, and for communicating with clients. The Internet can be a particularly valuable resource for
businesses because it provides the potential for businesses to expand their trade area well beyond local or regional
geographies. Businesses with collectible, specialty, and custom merchandise lines, in particular, can use the Internet to
market to the entire United States or even globally. Even traditional retailers and business carrying “staple” products
are reaping benefits as, more and more, consumers use the Internet to “shop and compare” products and services, and
then use the Internet = in much the same way previous generations of consumers used the Yellow Pages — as a
resource to find a local outlet or vendor where they can make their purchase.

The majority of Mount Vernon business survey participants have established a presence on the Internet, with 77
businesses (77% of survey respondents) indicating that their business has an Internet website. Social Media and online
applications utilization are tools used by business survey respondents. 40% have a Facebook page and approximately
10% use Google+ and Twitter.

Mount Vernon’s husiness marketing and cooperative advertising efforts should consider how the Internet and various
E-commerce, online directories and social media applications might be most effectively used to communicate with
consumers and to further business promotional goals. The growing popularity of Facebook, for example, as an effective
source to communicate with clients is evident in consumer survey results that show 14.4% of all respondents selected
Social Media as one of their top two sources for news and information.

Business development efforts must also consider how the growing influence of the Internet and E-Commerce might
impact local business retention, expansion and recruitment strategies — both positively and negatively. Specialty
businesses that otherwise might not be sustainable if left to rely exclusively on the local trade area, but that have
product {ines conducive to eCommerce, may be candidates for expansion and recruitment. There are aiready a couple
of good examples of businesses that do this in Uptown Mount Vernon and in the Highway District. These businesses
use internet tools to provide customers research tools on inventory and price and through either an eCommerce site or
other method allow customers to order their merchandise to ship outside of the local area.

The consumer survey confirms the eCommerce can serve as a method to fulfill gaps in the local retail offerings or may

be a direct threat to the brick & mortar retailer. Within the last three months 16.8% of respondents have purchased
books on the internet. 14.9% have purchased gifts and 5.8% have purchased women’s clothing.
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Competitive Comparison

Consumer survey participants were asked to compare Mount Vernon to other places they frequently shop and do
business. Based on the frequency of “equal or stronger” responses, Mount Vernon's strengths and competitive
advantages versus the competition appear to include:

Iitem/Feature Percent Rating as “Equal or Stronger”
= Attractiveness 94.9%
®  (Cleanliness 94.9%
=  Customer Service 93.2%
" Quality of Product and Service 89.4%
= Quality of Dining 80.1%

Based on the frequency of “weaker” responses, Mount Vernon’s liabilities and competitive disadvantages as perceived
by area consumers to include:

Item/Feature Percent Rating as “Weaker”
" Variety and selection of shopping 49.3%
= Variety of Dining 43.2%

Marketing and business development efforts should seek to capitalize on those features already “known” as being
strengths and having appeal among trade area consumers. Development strategies might focus on increasing and
depth and breadth of dining and retail experiences.

Mount Vernon Priorities

Consumer and business survey respondents tend to share some similar views in considering priorities for possible
revitalization efforts. Both groups place a high value on efforts to improve street, sidewalks, lighting, furnishing, green
spaces, and trails in the business area - ranked as a “High Priority” by 66.1% of consumer survey respondents and by
53.0% of business survey respondents. High marks were also given to creating incentives for new and expanding
businesses, with 53.4% of consumer survey respondents and 58.0% of business survey respondents assigning this item
a "High” priority level.

—
I Mount Vernon Consumer Survey Qi1.1-Q1i1.4 { Mount Vernon Business Survey Q18.1 — Q18.4
Would you place a high, moderate or fow priority on possible Mount Vernon enhancement efforts to:

i Consumer Survey i Business Survey
r ] w
! High Moderate : Low High Moderate Low
4 ] H
| oo ;
Restore and preserve the uptcwn historic i

ch vard 58.2% 29.5% 7.2% i 43.0% | 35.0% l 13.0%
character i | |

i
Improve streets, sidewalis, lighting, i !
furnishings, green spaces, traiis, in the 66.1% 24.7% 5.1% i 53.0% : 25.0% 12.0%

1 : i i
business area? i 5

Create incentives for new and expanding

- 53.4% ! 34.2% | 6.2% 58.0% 25.0% 9.0%
Mount Veraon dusinesses? : i [ [
i i !
i
Improve ane / ar(Greate mone hausingia 30.1% 37.7% 223% | 34.0% 20.0% | 27.0%
the Mount Vernon area? i
|

Note: “No Opinion” responses omitted from table.
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Input regarding priorities for the Mount Vernon generally aligns with suggestions offered by consumer and business
survey respondents when asked, “What is the first thing that should be done to improve the business climate in Mount
Vernon?” Business Improvement/Development initiatives, dominated by business recruitment, ranked first by both
business and consumer survey respondents. Design-criented subjects and topics are next in importance for the
consumer. The business survey indicates a desire to focus on promotion.

Mount Vernon Consumer Survey Q11&13 | Mount Vernon Business Survey Q18
What is the first thing you would do to improve the business climate in Mount Vernon?
Consumer Survey Business Survey
Category/Topic Count Percent Count Percent
Category: Economic Restructuring g7 46.3% 24 38.1%
— Retain / Add / Recruit Business 44 23.4% 9 14.3%
— Business Area Expansion Planning 20 10.6% 7 11.1%
— Programs and Incentives 11 5.9% 2 3.2%
— Services and Facilities 2 1.1% 2 3.2%
- Housing 5 2.7% 1 1.6%
— General 5 2.7% 3 4.8%
Category: Design 40 21.3% 9 14.3%
— Building/Facade Improvements 4 2.1% 1 1.6%
— General Appearances/Other 7 3.7% a4 6.3%
— Parking and Traffic 20 10.6% 1 1.6%
— Streetscape and Public Spaces 9 4.8% 3 4.8%
Category: Promotion 43 22.9% 9 33.3%
— Events 4 2.1% 3 4.8%
= Hours 20 10.6% 2 3.2%
— Marketing 19 10.1% 11 17.5%
— Increase Visibility of Business 5 7.0%
Category: Organization 3 1.6% a4 6.3%
Category: Other/Undefined 15 8.0% 5 7.9%
Data Note: Summary of most frequent responses, categorized by topic and shown based on frequency.
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All survey respondents were asked an open ended question, “What is the one thing that you love most, or that you
would never change, about Mount Vernon?” The answers were grouped by similarity. The results show an
overwhelming appreciation for the sense of community that is exuded from the people in Mount Vernon. The
business and consumer survey responses indicates characteristics of considerate, welcoming, friendliness, community
involvement and pride as common themes in what is loved the most or should never change.

The overall environment of the uptown district is something that 22.3% of consumer are most attracted to and should
never change. The general aesthetics of the community, including the historic appearance, general cleanliness, and
green spaces of the community, are of great importance to the consumers and businesses with over 38% feeling that
these attributes are desirable. The responses indicate that continued investment in maintaining the uptown and
historic architecture is of great community pride and enjoyment of consumers and is an attribute that sets the
community apart. The continued focus on keeping the cormmunity clean and incorporating nature in to the business
areas is also viewed as desirable.

! Mount Vernon Consumer Survey Q11 — Q19 | Mount Vernon Business Survey Q20

! -

! What is the one thing that you love most, or that you would never change, about Mount Vernon?
|

]

i

Consumer Survey E Business Survey 5 Combined

I ; Count : Perc:ntag | Count - Perc:ntag Count i Percentage

é Sense of Ccmmunity / the people | 58 20.9% 0 i 26.7% 78 22.10% !

; Uptown / Businesses 62 22.3% 1 1.3% i 63 17.85% '

| Small Town Character 42 15.1% . 14 18.7% 56 15.86%

: Aesthetics s : 12.6% 3 | 4.0% : 3g 10.76%
Accessible / Walkable 8 | 2.9% 3 4.0% 11 3.12%
Historic Feel i 32 11.5% | 8 10.7% 40 1 11.33%

! ! : N

Community Attitudes 9 3.2% | 16 21.3% | 25 § 7.08% ;
Schools 17 6.1% | 3 4.0% 2C 5.67%
Events I 12 4.3% ! 5 ; 6.7% ' 17 4.82%

! Undefined | 3i L% | 2! 2.7% 5 1.42% |
LTotal 278 100% | 75 100% i 353 I 100%
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Business Opportunities

Surveys were among a number of tools used to help identify and gauge the potential for possible business expansion
and recruitment prospects in Mount Vernon. The information is helpful in assessing business opportunities and in
identifying possible gaps in the downtown business mix. Consumer survey responses could provide additional insight
and help to gauge how the trade area might respond to various types of new and expanded businesses. The table
appearing below displays a categorized listing of suggestions for business types and attractions most frequently cited

by consumers.
Consumer Survey: Please list one or two specific types of businesses or attractions that might make you
come to Mount Vernon more often:
By Category/Subcategory Total Sample
Category: Eating & Drinking Places 117 39.3%
- Fast Food 10 3.4%
— General Dining 78 26.2%
— Fine Dining 9 3.0%
- Bakery 11 3.7%
- Dinking Establishment 3 1.0%
— Brewpub 2.0%
Category: Specific Merchandise Offering 45 15.1%
— Books 15 5.0%
- Hobbies, Arts & Crafts 8 2.7%
— Electronics 4 1.3%
- Home Goods 6 2.0%
- Sporting Goods 6 2.0%
- Other 6 2.0%
Category: Food and Beverage Stores 20 6.7%
— Meat Locker 2 0.7%
— Grocery Stores 9 3.0%
— Specialty Foods 9 3.0%
Category: Clothing and Clothing Accessories 17 5.7%
- Clothing - Other/General/Undefined 14 4.7%
— Shoes 3 1.0%
Category: Specialty/Miscellaneous Retail 22 7.4%
- 2™ Hand / Consignment 2 0.7%
- Quilting Supplies 3 1.0%
— Antiques 2 0.7%
- Art Gallery 1 0.3%
- Gifts / General 14 4.7%
Category: General Merchandise 10 3.4%
- Discount/General Merchandise Stores 10 3.4%
Category: Recreation / Entertainment 49 16.4%
— Water Recreation 12 4.0%
= Events 12 4,0%
— Community Recreation Center 4 1.3%
- Exercise Facility 3 1.0%
- Senior / Family / Kids Activities 15 5.0%
. Outdoor Facility 3 1.0%
Category: Services 11 3.7%
- Services 11 3.7%
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Business Climate and Opportunities

Certain business survey results provide a general indication of the existing business climate in the Mount Vernon area
and the potential for existing area businesses to expand. Survey findings, along with ESRI data, can provide direction for
business retention and expansion efforts, including possibilities for providing business assistance and programs that
could catalyze private reinvestment and positive changes in the downtown area. The business survey questionnaire
was completed by 100 businesses.

Business Ownership and Tenure

Ownership status and the tenure of businesses in the Mount Vernon area provides an indication of the business
district’s stability, the market’s ability to sustain businesses, and the commercial district’s appeal as a place for
investors and entrepreneurs. The Mount Vernon area appears to have a balanced mix of owner- and renter-occupied
business locations, with 61% of business survey participants indicating that they own their business location.

Of the businesses participating in the survey, 57% have been in business in Mount Vernon area for ten or more years —
a figure that could be viewed as an indicator of stability in the downtown business mix. Data also suggests the need to
address a certain level of succession planning given that 35 businesses {35%) indicate they have been operating for 20
or more years and 8% are thinking about selling or closing the business.

! Q.3: How long has your business been located in Mount Vernon?
! Response | Count i Percentage
i A. Lessthan ivyear ‘ 3 3.0%
i B. 1tod4years 17 17.0%
C. Sto9years ! 22 12.0%
D. 10to 20years 23 23.0%
€. 20+ years 35 35.0%
TOTAL 100 100.0%

Results are also suggestive of a business area that attracts new entrepreneurs and investors as evidenced by the fact
that 20 respondents (20%) indicated their business has existed in Mount Vernon for 4 years or less.
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Potential Business Expansion and Assistance

The retention and expansion of existing businesses is a key to business development and recruitment efforts. Business
survey results suggest that 13% of businesses owners are highly contemplating expansion within the next two years.

Q.11: Which of the following best describes the potential for your business to expand within the next 1 or 2
years?

Response Count Percentage
A. VeryHigh 4 4.0%
B. High 9 9.0%
C. Moderate 32 32.0%
D. Low 28 28.0%
E. None or Very Low 27 27.0%

TOTAL 100 100.0%

Business survey participants also provide insight on possible changes that could occur within the downtown area and
the business mix based on affirmative responses to a list of possible modifications. The frequency of businesses
indicating plans to expand their business services / products {35%), increase marketing (34%), increase their number of

employees (23%),

and start or complete building improvements within the next year or two (18%]} are positive

economic indicators for the Mount Vernon business districts. Only three businesses indicated plans to close their

business and five businesses responding indicated plans to sell their business in the next year or two.

Q.12: In the next year or two, do you plan to change or modify your business in any of the following
ways?

Response Count Percentage
A. Expand hours of operation 8 8.0%
8. Increase marketing 34 34.0%
C. Expand services or product lines 35 35.0%
D. increase number of employees 23 23.0%
E. Startand / or complete building improvements 18 18.0%
F. Relocate your business in Mount Vernon 13 13.0%
G. Decrease your services or product lines i 1.0%
H, Move your business 0 0.0%
I.  Sell your business 5 5.0%
1. Close your business 3 3.0%
K. Other* 34 34.0%
Data Note: Multiple responses allowed. Percentages shown based on 100 participants responding to question. Percentages
do not equal 100%
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Complementary Business Opportunities

Business survey participants were provided an opportunity to identify complementary business opportunities for
Mount Vernon by listing up to three types of new business that, located near them, would help their business generate
more revenue and/or have the best chance to succeed. The categorized results are displayed in the following table.

Q.10: What type of new businesses or attractions, located in Mount Vernon, would help your business |
and /or have the best chance to succeed? Multiple Responses Allowed
Category (Subcategory) Count | Percent
E Category: Clothing i ! 0.9%
5 Category: Eating and Drinking Places 27 | 38.5%
—  Fast Food i 2 1.8%
— General Dining , 9 | 8.0%
—  lIce Cream / Sweets 3 2.7% |
—  Fine Dining ; 2 1.8% |
~  Bakery . 8 | 7.0% |
—  Drinking / Brewpub i 3 2.7% .
Category: Food / Beverage Stores : 2 1.8%
| Category: General Merchandise ; 7 6.3%
!l Category: Entertainment and Recreation : 19 17.0%
i — Events ! i1 9.8%%
i ~  Family/Youth/Seniors Centers i 3 : 2.7%
| —  Exercise Facilities 1 C.9% '
-~ Qutdoor Facilities 2 1.8% |
{ = Family Activity ; 2 1.8% |
1 Category: Expansion 18 15.4% !
-  Grow Customer Base 6| 5.4% Ii
; —  Light Industrial / Manufacturing 5 4.5% !
— Generai Business Growth 74 6.3%
Category: Specific Retail 17 ! 15.2%
— 2™ Hand / Consignment ! 1 0.9%
—  Antiques ‘ 2 1.8%
—  Floral 2 1.8%
—  General / Gifts 12 | 10.7%
Category: Specific Goods 11 | 9.8%
-  Books 4 3.6% |
—  Farm Suppiy | 3 2.7%
—  Art/ Craft Supplies 1 0.9%
— Home Goods ! 1 0.9%
—  Qther 2 1.8% i
Category: Services 10 8.9% !
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Business Mix

The Mount Vernon business districts feature a balanced business mix that includes general merchandise and specialty
retailers, eating & drinking establishments, services businesses, professional offices, civic facilities, churches, and
governmental services. A breakdown of the area’s business inventory by general business type demonstrates the
diverse nature of the business mix and the district’'s multi-use characteristics.

Summary of Business Mix in Mount Vernon (all districts)

Business Type: Count Percentage
Retail 44 33.3%
Service 22 16.7%
Professional/Office 20 15.2%
Financial/Banking 7 5.3%
Eating and Drinking Places 9 6.8%
Entertainment / Fitness 11 8.3%
Manufacturing, Warehouse 4 3.0%
Auto, Truck, Ag Related 5 3.8%
Non-profit, Church 6 4.5%
Public/Governmental 4 3.0%
Total 132 100%

It should be noted that out of approximately 100 employers in Mount Vernon, less than 10% might be considered
businesses that are related to a national / regional chain. The preponderance of non-chain related or locally owned,
independent businesses in Mount Vernon represents a powerful brand that should be emphasized in marketing as well
as business attraction.

As American workers change jobs more frequently than ever, loyalty to single large employers is decreasing, and
interest in entrepreneurial activity is increasing. With the combination of a tradition of independent ownership,
attractive lease rates, and renewed interest in locally sourced offerings, Mount Vernon could stand to capitalize on the
concept of new businesses forging their own identities.
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Leasing and Sales Data

Data on Mount Vernon leasing rates and sales volume collected through the business survey provides key economic
data that can be shared with potential business prospects and investors considering opportunities. The data should
also be used as a benchmark to measure changes and progress stemming from enhancement and economic

development initiatives in the business districts.

Survey results indicate that 61% of respondents own the property in which the business is operated. Survey results on
those paying to use space (rent) indicate that annual rent per square foot expenses for spaces in the district tend to be
concentrated in the less than $10.00 per square foot. About one third of those paying rent, have rates in excess of $10
per square foot. Half of the square footage rent amounts include utilities. Those respondents reporting not applicable
either indicate that they own the property or did not compute the value of rent per square foot.

| Q.15: What is your annual rent per square foot expense? {IManthly Rent x 12] + Square Feet

Occupied)

iesponse i Count Percentage i

! A.  Less than 56 per square foot ' 15 28.8% ;
B. $6to $8 per square fogt 8 15.4% E
C. $810S1C persquare foot 12 | 23.1% |
D. $10to $12 per sguare foot 6 ]| 11.5%
E. $12to 515 per square fcot 3 | 5.8%
F. 515t0$20 per square foct 5 i 9.6%
G. $20+ per square fcot 3 5.8%

Not Applicable 48
| TOTAL 52 /100 100.0%

Survey resuits show that annual sales per square foot are in a range less than $50 to values in excess of $400 per
square foot, with 62 businesses (38% of respondents, not including “Not Applicable” respondents) reporting sales
figures within that range. The highest concentration from the sample (23.7%) fell in the $50 to $100 per square foot.
Based on the limited survey sample and by subjective calculations, median annual sales per square foot are estimated
in a range of $200 to $250 per square foot on average. The figures appear comparatively low based on spending
profiles by category for residents in the local drive time area and the consumer survey results that indicate a significant
amount of local spending / shopping. It is possible that a broader survey sample could yield a different resuit.

: Q.17: What is your annual sales volume per square foot? {Gross Annual Sales/Revenues + Square Feet Occupled)

E Response . Count Percentage

‘ A. Less than $50 per square foot [ 8 21.1%

' B. $50 1o $100 per square foot 5 9 23.7% |
C. 5100 to $150 per square foct i 3 7.9%
D. $150 to $200 per square foot | 6 15.8%
E. $200 to $25C per square foot i i 2.6%

i F.  $250 to $300 per square foot | = 5.3% !

l G. 5300 to 5400 per square foot : 21 5.3%
H. 5400 + per square foot ? 7 18.4%
. Not Applicaile / Not Answered 62

TOTAL 38/ 100 | 100.0%
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OPPORTUNITIES

Retail Uses

Market research findings provide general direction for various retail business types and merchandise lines
that could be prime candidates and appropriate for expansion and recruitment in the Mount Vernon
business district. Retail categories, subcategories and product lines which, based solely on the analysis of
ESRI data, might represent some of the best and most immediate opportunities for growth and expansion
include;

Full-service restaurants

General merchandise stores
Furniture stores

Auto parts, accessories & tire stores
Florists

Specialty food stores

Electronics & appliance stores
Other miscellaneous store retailers
Shoe stores

Yy vV vy ¥y vYvYVv¥YVYv¥YVvYVYY

Sporting goods/hobby/musical instruments

When compared to the customer survey gquestion “What business or attraction would make them come to Mount
Vernon more often?” the desired businesses would include:

»  General and full service dining including a bakery, brewpub, fine dining and fast food
Specific retail offerings such as books, sporting goods, crafting and hobby goods and gifts

>
»  Specialty food and beverage stores
»  Clothing of all sorts including shoes
>

General merchandise stores

In another consumer question “What have you purchased on the internet within the last three months?”
respondents indicated that they purchased Books most often followed by Gifts and Women’s Clothing.

The business survey question “What type of new businesses or attractions, located in Mount Vernon,
would help your business and /or have the best chance to succeed?” respondent’s answers include:

»  General and full service dining including a bakery, brewpub, fine dining and fast food
»  Specific retail offerings such as books, sporting goods, crafting and hobby goods, gifts, farm supplies
> Light manufacturing / industrial growth

Business types and merchandise lines that might be considered primary targets and candidates for expansion and
recruitment, based on the District’s existing business mix, trends in the marketplace and related findings from local
input, consumer and business surveys, and ESRI retail data and the accompanying sales surplus & leakage analysis
performed as part of this study include:

» Expansion of opportunities for dining
» Merchandise offerings including books, sporting goods

» Introduction of a general / discount merchandise retailer into the district
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Food Services & Drinking Places (NAICS 722)

Study Area Sales Surplusi/(Leakage)} Estimates 5 Minutes 10 Minutes 20 Minutes

722: Food Services & Drinking Places $5,851,203 $5.830.633 $8,138,335
»  7221: Full-Service Restaurants ($970,551) ($1,554,460) ($6,351,508)
> 7222: Limited-Service Eating Places ($7,629) ($1,043,406) $5.402,768

7223: Special Food Services $6.854.271 $8,671.796 $9.359,513

»  7224: Drinking Places {Alcoholic Beverages) {$24,889) ($243,297) ($272,431)
>

Survey Frequency Intercept Business

Count — Percentage 117 - 39% 27 - 38%

Notes:

The district has a reputation for quality dining and displays destination oriented qualities, characteristics and features. There is
a desire expressed by consumers to expand dining opportunities beyond current offerings including bakery. brewput, and
ethnic foods. Evening and nighitime establishments might feature various genres of music and venues for loca! artists. Décor
and themes might feature local art. history and heritage. The population within the all drive time areas spends a higher
proportional amount on dining.

Miscellaneous Store Retailers (NAICS 451)

Study Area Sales Surplus/{Leakage) Estimates 8 Minutes 10 Minutes 20 Minutes
451: Sporting Good, Hobby, Book and Music Stores ($540,324) ($1,166,101) $8.878.745
4511; Sporting Goods/Hobby/Musical

> Instrument Stores ($470,127) ($950,673) $12.085,349
»  4512: Book, Periodical. Music Stores ($70,197) ($215,428) ($3,206,603)
> indicafes targeted subcategory/lines

Survey Frequency Intercept Business

Count ~ Percentage 45 - 15% 11-10%

Notes:

Opportunities in the sporting goods category would likely capitalize on the health and fitness movement (and might include
health and fitness services and facilities) and the existing and expanding trail systems (i.e.. bicycles - rentals, sales and service
—and bicycling. running and walking gear). Another consideration for sporting goods might focus on custom team apparei and
convenience tems.

Consumers and business survey support product lines that include books and printed material. Books are reported as the item
most often purchased by consumers on line. Product integration into a complementary business might help to fili the demand
for this type of product within the district.

Another immediate opportunity might be focused in hobby. arts & crafts related merchandise lines and gallery-style uses to
capitalize upon the history, arts & culture and environment recognized by survey respondents. Expressed demand for arts,
hobbies and crafts-related businesses. uses and lines might provide opportunities for new entries. or opportunities for existing
businesses and attractions to expand or ada complementary merchandise iines.
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General Merchandise Stores (NAICS 452)
Study Area Sales Surplus/(Leakage) Estimates
452: General Merchandise Stores

4521: Department Stores
> 4529: Other General Merchandise Stores

> Indicates targeted subcategory/lines

Survey Frequency
Count — Percentage

Notes:

5 Minutes
($6,615,205)
($2,643,345)
{$3,971,860)

Intercept
10-3.4%

10 Minutes
($13,067,359)
($5,214510)
($7,852,849)

Business
7-6.3%

20 Minutes
($6,839,902)
{$9,569,245)

$2,729,343

Survey results show an interest in having a retailer that provides a variety of general merchandise. The district is void of &

retailer that is specifically in this market. There are limited general offerings available at other establishments

Miscellaneous Store Retailers Stores (NAICS 453)

Study Area Sales Surplus/{Leakage) Estimates
453: Miscellaneous Store Retailers

4531: Florists

4532: Office Supplies, Stationery, and Gift
Stores

4533: Used Merchandise Stores
4539:; Other Miscellaneous Store Retailers

> Indicates targeted subcategory/lines

Survey Frequency
Count — Percentage

Notes:

5 Minutes
($669,277)
($28,960)
($152,116)
$51,024
($539,225)

Intercept
14 -4.7%

10 Minutes
($1,556,190)
($56,907)
($373,907)
($25,799)
($1,099,577)

Business
12-10.7%

20 Minutes
$1,476,129
$127,302
{$1,156,469)
($1,491,759)
$3,997,054

Consumer survey results indicate a support for certain subcategories, and generalized responses indicating a preference for
general retail andfor unspecified “boutique” and “specialty” shops, suggest this category should be targeted for expansion and
recruitment. Capitalizing on the vibrant art culture could be an offering for a retailer and introduce an alternative type of retail

experience.
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Office and Service Uses

The office and services sectors play an important role in generating consistent traffic for the business district. Trends
and projections point to a continuing modest increase in population and number of households in the area through
2018 would indicate steady demand for services. Certain trends could also serve to essentially change the behavior of
the market and generate demand for additional office and service uses including:

*  Continued transition to a service-criented scciety.
* Increasing demand for personal care and medical services related to the “Graying of America” phenomenon.

*  An increase in both the “live here” and “work here” populations that could result in a demand for services
within the district.

Office and services uses in the downtown Mount Vernon area already play an important role in the district’s economy
and sense of vitality and, predictably, will continue to do so in the future. These uses shouid continue to be encouraged
to locate within the district and, where appropriate and applicable, Main Street and community development partners
should work to locate these uses in buildings and spaces that are conducive to maintaining a strong sense of retail
vibrancy throughout the Main Street district.

Housing

Consumer survey results iend support for prospects to develop new housing of various styles in the community of
Mount Vernon. In the consumer survey 167 respondents indicate they aiready live in Mount Vernon. Of the 125 that
do not currently live here, 84 consumer survey respondents {67%) indicated “Yes” or Maybe” when asked if they would
consider living in Mount Vernon — Lisbon.

i Consider living in Mount Vernon - Lisbon? E Count Total Percent Non-resident Percent
| Already live here i 167 57.2% -
A. Yes ' 63 216% | 50.4%

B. Maybe 23 7.2% 16.8% |
C.No 41 14.0% | 32.8%
Total 125/ 292 100.0% | 100.0%

Those indicating that they would consider living in Mount Vernon - Lishon with a “yes” or “maybe” responses
expressed interest in a variety of housing styles and in both rental and owned units. Of those who expressed interest in
living Mount Vernon - Lisbon, 70% indicated they would prefer a single family home and 83.5% would prefer to buy
their residence.

i Would you prefer to: Total Sample '

|‘ A.Rert 15 .i 16.5% jl

| B.own 76 i 83.5% i

! Housing options considered Total Sample |
A. Single Family 63 70.0% |
B. Condominium or townhouse 7 7.8%

: C. Senior Living 3 3.3%

i C. Apartment / Loft 17 18.9%
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The overwhelming interest expressed by consumer survey respondents indicates the desire for development and
expansion of housing options area. The best prospects for new development areas continue to be on west and
north/east areas of Mount Vernon and in the established developments in Lisbon. Development may also be
considered as part of the expansion planning on the southern edge of Mount Vernon as the plans for the bypass and
related zoning is established. The demographic profile of those desiring to live in Mount Vernon-Lisbon indicates two
groups:

» Young (<45) earning less than $100,000 annually with an average of $55,000). The younger group had average
household size of 2 to 4 people.

» Mid-life {> 54) earning more than $50,000 annually with an average of $73,000. The Mid-life group has a
household size of 2 on average.

These demographics might indicate the need for housing opportunities that address the needs of a young family just

beginning to climb on the earning scale and also the needs of an empty nester or retiree earning a higher than average
wage therefore capable of spending more on housing and amenities.

Demographic Profile for Potential Downtown Housing Market

Sample for respondents answering “Yes” and “Maybe” when asked, “Would you conslder living in the Mount Vernon

-Lisbon?”
Household Size
Age 1 2 3 4 5 6+ NR Total
19 or younger 3 1 1 1 1 7
2010 24 3 3 2 3 1 12
25t0 34 5 2 1 9
35to 44 1 3 2 6 1 1 14
4510 54 4 5 1 10
55to 64 4 12 3 1 1 21
65to 74 4 4
75 or older 2 _
Total 11 33 8 18 5 3 1 79
Age
Annual HH Income <f/=19 20t024 | 25t034 | 35t044 | 45to54 | 55t064 | 65t074 75+ Total
< 515K 4 6 1 1 1 13
$15K to $24.9K 2 1 1 4
$25K to $34.9K i 1 2
$35K to $49.9K 2 3 8
S50K to $74.9K 2 2 1 b 1 1 15
$75K to 599.9K 2 5 3 3 3 1 17
$100K to $149.9K 4 5 5 14
$150K to $199.9K 1 2 1 4
$200K + 1
Total 6 12 9 14 10 21 4 2 78
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FIRST STEPS IMPLEMENTATION STRATEGY

The Mount Vernon Market Study provides a snapshot of the business area today and explores opportunities for the
future. The time frame for planning and implementing projects based on findings and opportunities identified as part
of this study could extend for multiple years

Because commercial business district redevelopment occurs within a dynamic environment, no set of specific
implementation steps can remain valid for such a long time. Even in the short term, changing economic, social,
political and cuitural conditions may dictate a different sequence of events. Some projects might be implemented
earlier if the right set of opportunities present themselves, or the community may determine that a project should be
tabled as new opportunities emerge and others take priority. Because of these limitations, an implementation strategy
can only be a generat guide for implementing key aspects of the study.

The First Steps Implementation Strategy summarizes and prioritizes projects and activities that, undertaken as part of a
comprehensive and incremental approach, will advance long-term goals for Mount Vernon. Xey market study findings
and implications are summarized and potential Action Steps are organized in the areas of Business improvement,
Promotion, Design and Organization — a format consistent with the Mount Vernan — Lisbon Community Development
Group’s Main Street Organization structure and its 4-point approach. By the very nature of the market study,
implementation strategy actions are primarily focused in the areas of economic restructuring and promotion.

The list of potential projects and actions contained in this summary report is neither exhaustive nor exclusive. The
projects and actions proposed for implementation area considered a “starting point” for the development of a more
comprehensive strategy that is the product of market analysis findings, local knowledge, and the ongoing work of MVL
CDG Main Street staff and volunteers, partners, local business persons, community leaders and residents working
together.

Priority Action Steps — Community Development Board

Action Description Priority Level

1 Develop position statements on key areas under direct control of City of Mount Vernon 0

Priority Action Steps — Organization
Action Description Priority Level

1 Continue to encourage participation in Mount Vernon planning processes. Use information v}
and direction gained from the market study to refine policies, strategies and concepts, and to
fine tune and prioritize Organization Committee operations and advocacy efforts.

2 Maintain an aggressive, ongoing public relations program to publicize plans, projects and 0
results stemming from the market study, the strategy plan, and the annual work plan.

Priority Level Key:

0 = Immediate and/or Ongoing 1= Within 1 Year 2 = Within 2 Years 3 =Beyond 2 Years
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Priority Action Steps — Economic Restructuring

Action Description

1

Prepare and distribute the four-page summary version of the market study to Mount Vernon
business and property owners and city officials including comprehensive planning committee
for economic development and land use

Priority Level

V]

Post the market study and summary version on the www.VisitMVL.com

Continue to develop business promotional materials, working with the Promotions committee
and web subcommittee, to enhance www.VisitMVL.com as a tool for passive and active
recruitment of targeted business prospects.

ldentify and assist businesses in succession planning by using resources and facilitating access
to assistance available through Main Street lowa and other local, regional and state resources.

Conduct a training event series: Topic one using a web site for product / service research.
Topic two in the series, commerce. Topic three, using Facebook / social media to drive
customer communication / advertising. Topic four, implications of web based business.

Work with City Partners to define expectations for uptown district business expectations
including time to occupy / activate a store front, business mix in the district and incentives for
improvements or expansion

Work in partnership with the City (and other community & economic development
organizations) to establish a long range plan for land use plans and to promote and pursue
appropriate development opportunities including defining incentives. Consider opportunities
for housing opportunities as well as business expansion.

Based on long term strategy plan for business and housing use, provide guidance for the
preferred placement of business types and targeted business types for expansion and
recruitment.

Identify and actively recruit specific business types and prospects based on business types
identified in the market study and the availability of appropriate spaces.

Priority Level Key:

0 = Immediate and/or Ongoing 1 =Within 1 Year 2 = Within 2 Years 3 =Beyond 2 Years
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Priority Action Steps — Promotion
Action Description Priority Level

1 Assess local appeal and effectiveness of marketing activities by studying promotion and 0
marketing-related information and findings resulting from the market study. Consider the
audience characteristics of the tapestry segments of Midland, Cozy and Comfortable,
Metropolitans, Exurbanites, and Green Acre and assess events and marketing activities for
consistency and effectiveness in local advertising and social media for audiences within the 10
minute drive time area. Recognize the importance / significance of local shopping. Key
attributes vaiued as equal or higher than other places from the consumer study include;
Attractiveness, Cleanliness, Customer Service, Quality of product / service.

2 Extend regional appeal through a developed marketing plan. Considering the audience 0
characteristics of the tapestry segments of the groups above plus “Up and Coming Families”,
“College Towns”, “Rustbelt Retirees”. Assess marketing activities for consistency and
effectiveness for audiences outside the 10 minute drive time area.

3 Review the existing events calendar. Work and support efforts to enhance and maintain 1
existing festivals and events and to introduce new events and activities — or new event
components — which are consistent with marketing strategies.

4 Support, promote and facilitate downtown district cooperative advertising, cross-marketing, 1
and Internet and social media marketing efforts.

5 Work with business owners to drive to more uniform workday hours and to offer a consistent 2
evening shopping timeframe.

Priority Level Key:
0 = Immediate and/or Ongoing 1 = Within 1 Year 2 = Within 2 Years 3 =Beycnd 2 Years

Priority Action Steps — Design

Action  Description Priority Level

1 Continue and maintain ongoing historic preservation education efforts designed to 0]
enhance the community’s awareness of, and appreciation for, the preservation of
downtown historic architecture and resources. Continue selective CDG investment
through the BIG grants and assistance in preparation of applications to other funding
sources.

2 Work with the City to ensure adequate and proper maintenance of the city’s appearance 1
and cleanliness. This could include a winter and post winter maintenance plan.

3 Work with the City to ensure adequate and proper maintenance of streetscape, furnishings 1
and public spaces including the roundabouts. Use input and direction from survey results
to address potential maintenance needs and property issues.

4 Address parking and traffic flow issues in an attempt to best meet the needs of the 2
downtown’s many users (customers, residents, visitors, employees, etc.)

Priority Level Xey:
0 = Immediate and/or Ongoing 1 = Within 1 Year 2 = Within 2 Years 3 = Within 3 Years
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CONCLUSION

For the commerce of Mount Vernon and Lisbon, the
completion of this market study provides data to support
moving in a more decisive direction that is consistent with the
consumer attitude and business desires. The market study
and the resulting actions will guide the work of Mount
Vernon - Lisbon Community Development and its
committees in the coming years.

The market study involved input from 100 businesses and
almost 300 residents. The study and resulting report was
prepared by volunteer efforts from all Mount Vernon Lisbon
Community Development Group committees. The guidance
from Main Street lowa and Downtown Professionals Network
was invaluable to the process. For all of the efforts, Mount
Vernon - Lisbon Community Development Group is extremely
grateful.

The market study will be a living changing document that will
change as the stakeholders begin to work together on
actions. The data provided in the consumer and business
survey will provide the local back story necessary to interpret
the ESRI marketplace data. Either source of data would be
less complete without the other.

The market study process serves to help identify present-day
priorities, existing and looming challenges, and immediate
and emerging opportunities, it cannot, and does not pretend
to anticipate tomorrow’s priorities, next year's unexpected
challenges, or exciting and unanticipated opportunities still
over the horizon. The intent of releasing the data is that the
entire community and future residents and businesses will
use the information for betterment of the cities of Mount
Vernon and Lisbon, lowa.
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