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LETTER
TO THE

MAYOR

Dear, Roger,

Through our Downtown Strategic Visioning Workshop pr ocess, we assessed the five pi
mix: Market Analysis, Design, Tourism & Promotion, Economic Vitality and Policy & Administration , to provide a
true roadmap to revitalization.

For Downtown Crozet, we identified and created a

tailored strategy to enhance, revitalize, and mobilize Downtown Strategies exists to assist
your communityEs efforts. Whe rlly :

Downtown can be a powerful economic, tourism, and Communltl_es In taklng th_e neXt’_ or ﬁI’S'[,
quality of life engine and our team of professionals was Step intheir Down't qomrnel;z S
honored to help you define your potential and
empower you to achieve it.

Downtown Strategi eseE Strategi chre¥ key tenets: utitizing assetrbksedhnethodaogye r a t ¢
based on the communityEs existing strengths and potenti al
conducting the Workshop with community and stakeholder input.

The holistic approach utilized in the Workshop included varying degrees of emphasis on the five pillars:

A Market Analysis to uncover and define the
economic potential in your Downtown area

A Policy & Administration to ensure the recommendations
of the plan include a road map to turn them into reality
by creating a strong foundation for a sustainable
revitalization effort

A Designtosupporta c o mmuni t yEs thyansf or ma
enhancing the physical and visual assets that set the
commercial district apart,

A Tourism and Promotion to position your downtown as the
center of the community and hub of economic activity ,

A Economic Vitality to assist new and existing businesses,
catalyze property development , and create a supportive
environment for entrepreneurs and innovators that drive Jenn Gregory, President

Downtown Strategies

local economies. ' ;
Retail Strategies

Finally, it is the participatory nature of the Workshop that makes it maximally effective. Since the plans were created
considering input from the communitiesE citizens a#ie st ak
buy-in and enthusiasm that will lead to an unprecedented level of successful implementation.

We appreciate the opportunity to partner with you and your staff, and we look forward to continuing a strong and
productive relationship as you embark on your revitalization journey.

Downtown Strategic Vision for Crozet




Crozet is situated along the | -64 corridor
approximately 12 miles west of Charlottesville
and 21 miles east of Staunton.

Originally called "Wayland's Crossing," it was
renamed in 1870 in honor of Colonel Claudius
Crozet, the French-born civil engineer who
directed the construction of the Blue Ridge
Tunnel.

The corner stone of Crozet is believed to have
been Pleasant Green, a property also known as
the Ficklin-Wayland Farm, located just about
130 yards from the actual Wayland Crossing.
Claudius Crozet is said to have lodged in that
property while surveying the land that today
honors his name.

Traditionally a railroad town with farming and
orchards, Crozet has become much more
culturally diverse since the turn of the century
(2000). Many of the new residents are outdoor
enthusiasts. Home based, online employment
is common and many work professional jobs in
nearby Charlottesville. Wineries and breweries
have blossomed in the area providing tourism
and employment.

Crozet Park also hosts the semiannual Crozet
Arts and Crafts Festival on Mother's

Day weekend and the second weekend of
October. It has been held in Claudius Crozet
Park for the past 36 years, and has recently
partnered with the local YMCA. This event
typically features live entertainment, local food
trucks, and local breweries and wineries. It is
attended by artists all over Virginia, as well as all
along the east coast.

Over the past fifteen years, Crozet has seen an
increasing rate of housing development. In
2001, the Albemarle County Board of
Supervisors approved the Crozet Master Plan

in order to regulate development patterns and
provide a public forum for discussing the topic.
The Master Plan allows the population of Crozet
to grow to over 12,000 people by the 2020s E
more than four times the 2001 population. By
2013, the population had swelled to over 7000.

Another change coming to Crozet involves the
redevelopment of the old Barnes Lumber
property which encompasses much of the
downtown section.

Downtown Strategic Vision for Crozet
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Serve as a conduit between small
businesses and available resources
amidst COVID-19.

Promote the benefits of state and
federal tax credits to property
owners in Downtown Crozet and
support rehabilitation and
redevelopment of historic properties
in the Downtown area.

Work with property owners and
community leaders to develop a plan
to begin backfilling vacant
properties, starting with short term
leasing.

NOW

Create phased plan for wayfinding
signage system, including parking
signage in first phase.

Create a Facebook page to promote
community activities, merchants,
improvements and opportunities for
gathering. Be sure to incorporate a
revolving content calendar.

Enhance existing special event plans
with opportunities for economic
impact such as vendor spaces for
retailers and restaurants.

Assemble a prospect list for
recruiting local and regional based
retail according to categories
identified in report.
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Create a part-time position or add
specific Downtown related focus to
existing position for implementation
of this plan and ongoing support.

Create a BID plan, and take steps to
establish a Special Service District.

Engage consultant to create Design
Guidelines booklet.

Establish Facade Improvement
Incentive Program and publicize to
existing and prospective property
owners.

YEAR 13

Install wayfinding signage
system in phases.

Establish an Art in Public Places
program to incorporate sculptures,
installations, murals, and interactive
displays with color throughout the
Downtown district.

Partner with the local school district
and local artisans on the design and
construction of a collection of artistic
bike racks to be placed in pivotal
locations throughout the community
for enhanced cyclist experience.

Engage consultant to do a branding
exercise to develop a new logo,
brand statement, and story, and
incorporate this message in all local
and tourism based promotions.
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Develop a bike and scooter
rental program at the new
Barnes Lumber development
to promote Downtown as a
recreational hub for Crozet.

Invest in/partner for
streetscape amenities to
enhance pedestrian space of
redeveloped properties
within corridor.

Albemarle County should
continue prioritizing
neighborhood connectivity
and walkability, investing in
infrastructure improvements
Y EA R 3— 5 such as greenways, sidewalks,
— bike paths, or multi -use paths

to adjacent walkable
neighborhoods .

Develop a multi -media
branding campaign to
strategically position Crozet
as a residential and quality of
life destination.

Continue this support by
assisting with community
event planning and
promotion, branding, and
promotion of this shopping
and lifestyle destination.

|l n the next 12 mont hs, our team can gr
re-evaluate your needs, and identify which future opportunities should be
tackled next. We are here to be your guide.
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MARKET ANALYSIS
Diving into the Data

For your Downtown, assessing your consumers from multiple geographies is key.
Using our advanced analytics, and proprietary tools, we help you uncover and
define the economic potential in your Downtown area.
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Downtown Study Area

Crozet has a prominent and easily identifiable Downtown that is primely located at the
base of the Blue Ridge Mountains. Through proper implementation of our
recommended strategies, and a focus on placemaking and business development, this

defined area has the great potential to become a premier destination and gathering
place.
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MARKET ANALYSIS
Our Research

Memberships, Subscriptions & Customized Reports

Crittenden Research %4 UberRetail. [ANDVISION"

el Estate Mapping Software
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A PROUD MEMBER OF

®

Downtown Strategies is proud to be a MAIN STREET
member of Main Street America and AMERICA
the International Downtown Association. 2020 Allied Tember INSPIRED LEADERS

Research Partners & Geographic Information Systems

TETRAD }» sitewise mSTDB

ssiSa) REGIS ChainXY

Location Matters.
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Our Research
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Where does all this information come from?
Here are a few of the demographic data sources used:
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Mobile Data Tracking

Mobile data tracking uses data collected from mobile phone users who have agreed within
their apps and phone settings to enable location information. This technology includes
mobile phone data with latitude and longitude points that are accurate to approximately 20
feet. Data inputs are updated as quickly as every 24 -hours.

The data shown includes shoppers who visited the defined location during a 1-year time
period. This tool allows us to identify where consumers are actually coming from to shop in
your market (Custom Trade Area) using actual data. This information is used to optimize your
trade area, analyze business locations, compare frequency of visitors, and more accurately
predict business success

This data is intended to support the trade area, but does not solely define the trade area.

&)
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®

Groertield

€

The locations tracked were for the time period of
Dollar General / January 2019 é January 2020
Smoked Kitchen & Tap
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Our Research

State of Virginia
Population & 8.6 Million
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Our Research

103,946

2019 estimated
population

109,829 - 5.7%
projected 2024 projected growth rate
population 2019-2024

male avg. age female avg. age

Downtown Strategic Vision for Crozet
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Race
H Asian M Black
Latino M White

H Other

Downtown Strategic Vision for Crozet
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MARKET ANALYSIS
Our Research

15,585 A
;

/
12,040
46,508
number of
_ households
6,941
5,136
$57,051
median household income 2,006
-\-H-\-\-\--H"\-\.
~e77 3
28% 36% 16% 12% 5% 2% 1%

l-person 2Z-person 3-person 4-person 5-person 6-person 7 or more
household household household household household household hpemﬁnld
ouseho

Downtown Strategic Vision for Crozet
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MARKET ANALYSIS
Our Research

45,000
40,000 A
35,000
Avg. Housing Unit Value
25,000
= Vacant Housing Units
20,000 = Occupied Housing Units
= Owner-Occupied
= Renter-Occupied
15,000
10,000
5,000
0

Vacmt Housing Dccupied Housing Owner-Occupied Renter-Occupied
Units Units

Downtown Strategic Vision for Crozet
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Our Research

Monfamily Households

P
% 2.37

Avg. People Per Household

Mo own children under 18 years

With own children under 18 years

Female Householder: no husband present:

Mo own children under 18 years

With own children under 18 years

Male Householder: no wife present:

Mo own children under 18 years

With own children under 18 years

Marned-couple family

Family Househeolds

Yo

1 Person Households

0 5,000 10,000 15,000 20,000 25000 30,000

Downtown Strategic Vision for Crozet 19
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MARKET ANALYSIS
Our Research

DAYTIME POPULATION
» Children at home m Retired/Disable persons = Homemakers
= Work at Home m Employed » Unemployed

m Student Populations

Downtown Strategic Vision for Crozet
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Our Research
Mitlli;?y Unn:l?;zified
White Collar
38%

average &
sala

Blue Collar
&1%

o' White Collar  « Blue Collar  « Militsry  « Unclassfied

Downtown Strategic Vision for Crozet
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MARKET ANALYSIS
Our Research

CURRENT YEAR ESTIMATED POPULATION AGE 25+
BY EDUCATIONAL ATTAINMENT

COCTORATE DEGREE 1,815

L
PROFESSIOMAL SCHOOL DEGREE . 1,871
MASTER'S DEGREE 7260
BACHELOR'S DEGREE
ASS0CIATE DEGREE

SOME COLLESE, MO DEGREE

HIGH SCHOOL GRADUATE (OR 21 943
GED) SO

SOME HIGH SCHOOL, NO
DIPLOMA 5.279

LESS THAM 9TH GRADE 2706

Downtown Strategic Vision for Crozet 22
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MARKET ANALYSIS
Our Research

CONSUMER DEMAND AND SUPPLY (OPPORTUNITY GAP) < Surplus Shortage >

Sporting Goods & Hobby |
Shoe Stores
Office Supplies, Stationery & Gift Stores
Limited-Service Eating Places
Full-5erice Restaurants
Electronics & Appliance Stores
Department Stores ]
Clothing Stores

Bear, Wine & Liquor Stores

.
|
|
|
|
|
|
Bars/Drinking Places (Alcoholic Beverages) |
Automotive Parts, Accessories, & Tire Storas I
Spedalty Food Stores |
Spedal Food Services ]
Other General Merchandise Stores ]
Lawn & Garden Eguipment & Supplies Stores I
Homea Furnishings Stores |
Health & Personal Care 5tores ]
Grocery Stores I
Gasoling Stations ]
Building Matenal & Supplies Dealers I
- $40,000,000 - $20,000,000 30 $20,000,000 340,000,000

“Dicllars shown 3= fackor of 1,000

Downtown Strategic Vision for Crozet 23




()

unl]u downtown strategies

G

MARKET ANALYSIS
Annual Consumer Spending Patterns

By utilizing mobile data collection, data and analytics, and real estate acumen, our team
identified shopping patterns within your Custom Trade Area that will answer key questions for
your revitalization efforts. Based on the CTA, we analyzed consumer expenditures annually in 5
retail categories: Apparel & Services, Household Equipment, Entertainment, Food &
Beverages, and Others.

Apparel and Services Entertainment
$66.3 MM $95.8 MM

m Menand boys 313,475,360 W Fres and admissions 516,239,941
m Weomen and girls §26,189.470 W Television & sound equip. 532 825 365
B Children under 21 51,939,750 W Pets, toys and playground 528,540,617
Footwear $14,027,508 ':"""I’_ entertainment .
[ Other apparﬂ supglies, equipment 48,180,
products and sendcoes 48,042,089
Household Equipment Food and Beverages
B Household textiles 54,721,665
B Furniture 519,647,508 B Faod st home £153,654,278
& Floor coverings 51,176,955 B Food away from home 5136,003,543
Major appliances 59,576,719 B plcahalic beverages 523,496,744
B Small appliances, misc
housewares 45,019,223
Misc househaold equip 532,199,581
Other Categories
591.7 MM
B Miscellaneous 523,202 307
W Personal care 532 584,696
¥ personal insurance 518,095,533
Reading 52,838,578

W 7obacco smaoking supplies 514,949,355

Downtown Strategic Vision for Crozet 24
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Commute Profile

,n. @ PN
46,559 5% 83%

2013-2017 ACS 2013-2017 ACS Estimated % Workers 16+
Workers Age 16+ Workers Age 16+ Worked Drove Alone to Work
at Home (%)

Workers

Transportation to Work Travel Time to Work

90 Or More Minutes 1l
60 To 89 Minutes

45 To 59 Minutes

40 To 44 Minutes
<1% 8.0% 35 To 39 Minutes

Took Public Transportation Carpooled
30 To 34 Minutes

25 To 29 Minutes
. 20 To 24 Minutes
15 To 19 Minutes

10 To 14 Minutes

5To 9 Minutes I

2 0% < 1% Less Than 5 Minutes
Walked to Work Biked to Work 0% 5%  10% 15%  20%

Downtown Strategic Vision for Crozet 25
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MARKET ANALYSIS
Tapestry Segmentation Profile

Tapestry Segmentation classifies neighborhoods into 67 unique segments based not only
on demographics but also socioeconomic characteristics. It describes US neighborhoods
in easy-to-visualize terms, ranging from Soccer Moms to Heartland Communities.

Tapestry gives you insights to help you identify your best customers, optimal sites, and
underserved markets by understanding customers' lifestyle choices, what they buy, and
how they spend their free time.

L
@GSI’I'

Crozet, Virginia Prepared by Esri

Rings: 3 mile radii : ‘("%: ua" 4)
au... - Crozet Nres Noth
z % v"ﬁ, =y
= el R v
|\ .
. Tapestry LifeMode
510030111.001
[ L1: Affluent Estates [ L8: Middle Ground
“
sosations 7 [T L2: Upscale Avenues [l 9: Senior Styles
[] L3: uptown Individuals [] L10: Rustic Outposts
' [] L4: Family Landscapes [ L11: Midtown Singles
P [ Ls: Genxurban [] L12: Hometown
—— [l L6: Cozy Country [ L13: Next wave
Prornees | DS . [ L7: Ethnic Enclaves [[] L14: Scholars and Patriots

 Miles 510030112013 58

®
OGSI"I”

Crozet, Virginia Prepared by Esn
Ring: 3 mile radius

Top Twenty Tapestry Segments

2019 Households 2019 U.S. Households

Cumulative Cumulative
Rank Tapestry Segment Percent Percent Percent Percent Index
1 Soccer Moms (4A) 59.4% 59.4% 2.9% 2.9% 2030
2 In Style (5B) 17.4% 76.8% 2.2% 5.1% TITi
3 The Great Qutdoors (6C) 11.8% 88.6% 1.6% 6.7% 733
4 Pleasantville (2ZB) 7.3% 95.9% 2.2% 8.9% 334
5 Exurbanites (1E) 2.1% 98.0% 1.9% 10.8% 110

Subtotal 938.0% 10.8%

Downtown Strategic Vision for Crozet 26
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Tapestry Segmentation Profile

- Family Landscapes

Soccer Moms

Households: 3,541,300

Average Household Size: 2.97

Median Age: 37.0

Median Household Income: $90,500

WHO ARE WE?

Soccer Moms is an affluent, family-oriented market

with a country flavor. Residents are partial to new housing
away from the bustle of the city but close enough to
commute to professional job centers. Life in this suburban
wilderness offsets the hectic pace of two working parents
with growing children. They favor time-saving devices,
like banking online or housekeeping services, and
family-oriented pursuits.

INCOME AND NET WORTH

Met worth measures total hausehold assets (homes, vehicles,
rvestrments, etc.) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
$90,500

. 556,100

Median Net Worth
$284,500

TAPESTRY

SEGMENTATION

OUR NEIGHBORHOOD

® Soccer Moms residents prefer the suburban

periphery of metropolitan areas.

* Predominantly single family, homes are in

newer neighborhoods, 34% built in the
1990s (Index 236), 31% built since 2000.

* Owner-occupied homes have high rate of

mortgages at 68% (Index 164), and low rate
vacancy at 4%.

* Median home value is $257,400.

® Most households are married couples

with children; average household size is 2.97.

* Most households have 2 or 3 vehicles;

long travel time to work including a
disproportionate number commuting
from a different county (Index 132).

MARKET PROFILE

@ )

downtown strategies

SOCIOECONOMIC TRAITS

Education: 40.5% college graduates; more
than 72% with some college education.

Low unemployment at 3.8%; high labor
force participation rate at 71%; 2 out of 3
households include 2+ workers (Index 124).

Connected, with a host of wireless devices
from iPods to tablets—anything that
enables convenience, like banking,

paying bills, or even shopping online.

Well insured and invested in a range of
funds, from savings accounts or bonds
to stocks.

Carry a higher level of debt, including
first (Index 149) and second mortgages
(Index 154) and auto loans (Index 149).

* Most households own at least 2 vehicles; the most popular types are minivans and SUVs.

* Family-oriented purchases and activities dominate, like 4+ televisions (Index 154), movie
purchases or rentals, children's apparel and toys, and visits to theme parks or zoos.

* Qutdoor activities and sports are characteristic of life in the suburban periphery. They
attend sporting events, as well as participate in them like bicycling, jogging,

golfing, and boating.

* Home maintenance services are frequently contracted, but these families also like their
gardens and own the tools for minor upkeep, like lawn mowers, trimmers, and blowers.
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Tapestry Segmentation Profile
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roup: GenXurban

Style

Households: 2,764,500

Average Household Size: 2.35

Median Age: 42.0

Median Household Income: $73,000

WHO ARE WE?

In Style denizens embrace an urbane lifestyle that includes
support of the arts, travel, and extensive reading. They are
connected and make full use of the advantages of mobile
devices. Professional couples or single households without
children, they have the time to focus on their homes and
their interests. The population is slightly older and already
planning for their retirement.

INCOME AND NET WORTH

Met worth measures total household assets (homes, vehicles,
rvestments, etc) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income

§73,000
. S56,100

Median Net Worth
$145,800

OUR NEIGHBORHOOD

City dwellers of large metropolitan areas.

Married couples, primarily with no children
(Index 112) or single households (Index 109);
average household size at 2.35.

Home ownership average at 68%

(Index 108); nearly half, 47%,

mortgaged (Index 114).

Primarily single-family homes, in older
neighborhoods (built before 1980),

with a mix of town homes (Index 132)

and smaller (5-19 units) apartment
buildings (Index 110).

Median home value at $243,900.

Vacant housing units at 8.6%.

MARKET PROFILE
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SOCIOECONOMIC TRAITS

College educated: 48% are graduates
(Index 155); 77% with some
college education.

Low unemployment is at 3.6% (Index 66);
higher labor force participation rate is at
67% (Index 108) with proportionately more
2-worker households (Index 110).

Median household income of $73,000
reveals an affluent market with income
supplemented by investments (Index 142)
and a substantial net worth (Index 178).

Connected and knowledgeable,
they carry smartphones and use many
of the features.

Attentive to price, they use coupons,
especially mobile coupons.

Partial to late model SUVs: compact SUVs are gaining popularity.

Homes integral part of their style; invest in home remodeling/maintenance,

DIY or contractors; housekeeping hired.

Prefer organic foods, including growing their own vegetables.

Financially active, own a variety of investments often managed by a financial planner.

Meticulous planners, both well insured and well invested in retirement savings.

* Generous with support of various charities and causes.

» Actively support the arts, theater, concerts, and museums.
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Tapestry Segmentation Profile

Cozy Country Living

The Great Outdoors

Households: 1,908,600

Average Household Size: 2.44

Median Age: 47.4

Median Household Income: $56,400

WHO ARE WE?

These neighborhoods are found in pastoral settings
throughout the United States. Consumers are educated
empty nesters living an active but modest lifestyle. Their
focus is land. They are more likely to invest in real estate
or a vacation home than stocks. They are active gardeners
and partial to homegrown and home-cooked meals.
Although retirement beckons, most of these residents still
work, with incomes slightly above the US level.

INCOME AND NET WORTH

Met worth measures total household assets (homes, vehicles,
rivestrments, ete) less any debts, secured (e.g., mortgages)
or unsacured (credit cards). Household income and
net worth are estimated by Esri.

Median Household Income
B

.55.{-,11}0

Median Net Worth

OUR NEIGHBORHOOD

Over 55% of households are married-couple
families; 36% are couples with no children
living at home.

Average household size is slightly
smaller at 2.44.

Typical of areas with rustic appeal, the
housing inventory features single-family
homes (77%) and mobile homes (15%);

a significant inventory of seasonal housing
is available (Index 397).

Residents live in small towns and rural
communities throughout the West, South,
and Northeast regions of the country.

More than half of all homes were
constructed between 1970 and 2000.

Most households have one or two vehicles;
average travel time to work is slightly higher
(28 minutes) despite a disproportionate
number that work from home (Index 149).

MARKET PROFILE
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SOCIOECONOMIC TRAITS

60% have attended college or hold
a degree.

Unemployment is lower at 4.8% (Index 88),
but so is labor force participation at 60%.

Typical of neighborhoods with older
residents, income from retirement and
Social Security is common, but residents
also derive income from self-employment
and investments.

Residents are very do-it-yourself oriented
and cost conscious.

Many service their own autos, work on
home improvement and remodeling
projects, and maintain their own yards.

They prefer domestic travel to trips abroad.

Satellite dishes and riding lawn mowers are familiar sights in these rural settings,
along with multiple vehicles; four-wheel drive trucks are popular, too.

Residents are members of AARP and veterans' clubs and support various civic causes.

Technology is not central in their lives: light use of Internet connectivity for shopping

to entertainment.

Most households have pets—dogs or cats.

Television channels such as CMT, History, and Fox News are popular.

They enjoy outdoor activities such as hiking, hunting, fishing, and boating.
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MARKET ANALYSIS

Tapestry Segmentation Profile

oup: Upscale Avenues

Pleasantwlle

Households: 2,718,100

Average Household Size: 2.88

Median Age: 42.6

Median Household Income: $92,900

WHO ARE WE?

Prosperous domesticity best describes the settled denizens
of Pleasantville. Situated principally in older housing in
suburban areas in the Northeast (especially in New York
and New Jersey) and secondarily in the West (especially in
California), these slightly older couples move less than any
other market. Many couples have already transitioned to
empty nesters; many are still home to adult children. Families
own older, single-family homes and maintain their standard
of living with dual incomes. These consumers have higher
incomes and home values and much higher net worth
(Index 364). Older homes require upkeep; home improvement
and remodeling projects are a priority—preferably done by
contractors. Residents spend their spare time participating
in a variety of sports or watching movies. They shop online
and in a variety of stores, from upscale to discount, and use
the Internet largely for financial purposes.

INCOME AND NET WORTH

Met worth measures total househaold assets (homes, vehicles,
rivestments, etc) less any debts, secured (e.g., mortgages)
or unsecured (credit cards). Household income and
net worth are estimated by Esn.

Median Household Income
592,900

. S55,100

Median Net Worth
$339,300

-'593,300

OUR NEIGHBORHOOD

Suburban periphery of large metropolitan
areas, primarily in Middle Atlantic or
Pacific states.

Most homes owned (and mortgaged)
(Index 146).

Households composed of older
married-couple families, more without
children under 18, but many with
children over 18 years (Index 141).

Older, single-family homes: two-thirds
built before 1970, close to half from
1950 to 1969.

One of the lowest percentages of
vacant housing units at 4.5% (Index 39).

Suburban households with 3 or more

vehicles and a longer travel time to work

(Index 132).

MARKET PROFILE
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SOCIOECONOMIC TRAITS

Education: 66% college educated,
37% with a bachelor’s degree or higher.

Low unemployment at 4.6%; higher labor force
participation rate at 67% (Index 107); higher
proportion of HHs with 2 or more workers

(Index 118).

Many professionals in finance, information/

technology, education, or management.

Median household income denotes affluence,

with income primarily from salaries, but also

from investments (Index 130) or Social Security
(Index 106) and retirement income (Index 122).

Not cost-conscious, these consumers willing to
spend more for quality and brands they like.

Prefer fashion that is classic and timeless as
opposed to trendy.

Use all types of media equally (newspapers,

Prefer imported SUVs, serviced by a gas station or car dealer.

Invest in conservative securities and contribute to charities.

magazines, radio, Internet, TV).

Work on home improvement and remodeling projects, but also hire contractors.

Have bundled services (TWInternet/phone).

Access the Internet via fiber optics or cable modem, on a newer computer, to pay bills,

make purchases, and track investments.

Subscribe to premium channels (HBO, Showtime, or Starz) and use video-on-demand

to watch TV shows and movies.

Enjoy outdoor gardening, going to the beach, visiting theme parks, frequenting

museums, and attending rock concerts.
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MARKET ANALYSIS

Tapestry Segmentation Profile

Affluent Estates

Exurbanites

Households: 2,398,200
Average Household Size: 2.50
Median Age: 51.0

Median Household Income: $103,400

WHO ARE WE? OUR NEIGHBORHOOD SOCIOECONOMIC TRAITS

Ten years later, Exurbanites residents are now approaching * Established neighborhoods (most * Residents are college educated; more than half
retirement but showing few signs of slowing down. They built between 1970 and 1990) found have a bachelor’s degree or higher; nearly 81%
are active in their communities, generous in their dona- in the suburban periphery of large have some college education.

tions, and seasoned travelers. They take advantage of metropolitan markets.

: s 3 o This labor force is beginning to retire. 1in 3
their proximity to large metropolitan centers to support

; 3 ¢ A larger market of empty nesters, married households currently receive Social Security or
the arts, bUtr prefer a more expansive home style in less couples with no children; average retirement income. Labor force participation has
FrOWdEd neighborhoods. They have cultivated a household size is 2.50. declined to less than 60% (Index 95).
lifestyle that is both affluent and urbane.

e Primarily single-family homes with a high ® Unemployment remains low at 3.3% (Index 61);
median value of $423,400 (Index 204), more of the residents prefer self-employment
most still carrying mortgages. (Index 178) or working from home (Index 177).
INCOME AND NET WORTH : : ' :
® Higher vacancy rate at 9%. ¢ Consumers are more interested in quality than

Met worth measures total household assets (homes, vehicles,
irvestments, etc) less any debts, secured (e.g., mortgages)

or unsecured (eredit cards). Household income and a sense of personal style.
net worth are estimated by Esri. °

cost. They take pride in their homes and foster

Exurbanites residents are well connected, using
the Internet for everything from shopping to
managing their finances.

- * Sociable and hardworking, they still find time
.556.11}0 to stay physically fit.

Median Household Income

3008 400K

Median Net Worth MARKET PROFILE

_ * Exurbanites residents’ preferred vehicles are late model luxury cars or SUVs.

-593 100 * They are active supporters of the arts and public television/radio.

s Aftentive to ingredients, they prefer natural or organic products.

L i'.'. .:-.\ 3R IOUUR 4+
I LS e * Gardening and home improvement are priorities, but they also use a number of

services, from home care and maintenance to personal care.

* Financially active with wide-ranging investments, these investors rely on
financial planners, extensive reading, and the Internet to handle their money.
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MARKET ANALYSIS
Walkability Assessment

What Es your CommunityEs Walk S

A communityEs walk score is dvekadledstamemktwveey anal yz

boundaries, presence of a comprehensive network of pathways designed for pedestrians and
cyclists, and variety of restaurants, retailers, and service providers necessary for regular life.

This assessment shows your Downtown with rings notating a 5, 10, and 20-
minute walk. A walk time from one Downtown boundary to the next that
exceeds 20 minutes is not considered walkable.
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MARKET ANALYSIS
Walkability Assessment

A communityEs walk score is determined
distance between boundaries, presence of a comprehensive network of

pathways designed for pedestrians and cyclists, and variety of
restaurants, retailers, and service providers necessary for regular life.

Walkable Distance Between Boundaries

CrozetEs Downtown boundaries fall within
time from end to end of the District. This is considered extremely walkable from a
distance perspective, as a 20 minute walk time from end to end is considered

walkable.

e Presence of a Comprehensive Network of Pathways

Crozet has a very well édeveloped system of pathways on main thoroughfares, but
other areas, such as adjacent to the proposed Barnes Lumber Mixed -Use
Development have opportunities with improvement, and we understand that is
planned.

e Variety of Restaurants, Retailers & Service Providers Present

There is a nice variety of restaurants and service providers within the District, but
there is opportunity for more locally owned boutique retail. With the

enhancement of this sector, and the addition of even more locally owned
restaurants, placing a specific focus on outdoor seating, Downtown Crozet has the
potential to be a true destination for residents and visitors.

Downtown Strategic Vision for Crozet 33
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MARKET ANALYSIS
Walkability Assessment

The following demographics represent the population of residents within a 20 minute walk time

downtown strategies

of the Downtown Study Area. Keep these figures in mind when imagining the possible
economic impacts of developing your Downtown into a walkable destination.

KEY FACTS EDUCATION
1,896
Population
Median Age
17%
$97 096 Ne High Scheoo Seme Ccllege
1 Diploma
. 22% 55%
Average Medizn Household High School Bachelor's/Grad/Pr
Household Size Income Graduate of Degree
BUSINESS EMPLOYMENT
- . . . . . -
o it 79%
. White Collar
.
& 8%
Blue Collar
67 506 Unemployment
-
h .] 3% Rate
Total Businesses Total Employses
Services 1
INCOME Households By Income i
_______________________________________ The largest group: $100,000 - $149,999 (25.6%) !
E The smallest group: $15,000 - $24,999 (3.9%) E
! Indicator Value Difference :
(] <§15,000 42%  |-1.6% [_]
$15,000 - $24,999 3.9% -2.6% I
—— $25,000 - $34,999 4.2% 4.5% I
--_-- [ m——— $35,000 - $49,999 8.3% 0
— —
— —_— $50,000 - $74,999 16.0% -1.4% [ |
$75,000 - $99,999 15.0% +2.5% I
97 096 42 187 $100,000 - $149,999 256% | +7.0% [
397, 342, $256,286 $150,000 - 199,999 13.9% |+28% [
$200,000+ 9.3% -1.8% |
Median Househeld Per Capita Income Median Net Worth

Income

.......................

Bars show deviation from

Albemarle County

This infegraphic contains data provided by Esri, Esri and Infegroup. The vintage of the datais 2019, 2024.
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I '_;&now more than ever in the midst
= C|t|es should prioritize support of entrepreneurs

F % | and encourage creative strategies for property owners to backfill
current or forthcoming vacancies.
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COVID-19
Resources for Small Businesses &ommunity Leaders

Small businesses are overwhelmed, and information from the Federal
government is constantly changing and updating. Support the community
by serving as a local expert and conduit between these small businesses
and resources included within this report.

Main Street America recently surveyed 1,600 Downtown commercial districts,
comprised of over 300,000 small businesses. According to their forecasts released
in April 2020, approximately are in danger of permanent
closure over the next two months, while are in danger of closing over
the next five months as a result of the COVID -19 crisis.

Similarly, depending on geographic location, anywhere

prior to COVID -19.

Your team at Downtown Strategies has created the following resources that will
equip you with fresh and creative strategies and solutions and encourage you to
take inspiration from best practices other communities have implemented to create
a recovery and rebuild plan of your own:

A CARES Act Summary

A Top Questions Answered: City Management & Funding

A Navigating COVID -19 for Small Businesses

APl an Ahead: Start Today to Ensure Your Community
A Community to Community: Knowledge Sharing Platform
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CARES Act
Economic Relief Plan
Overview

City and State, Small Business,
and Retailer Opportunities

000000000000

retailstrategies.com | [205] 314-0386 | info@retailstrategies.com

2200 Magnolia Ave South, Suite 100 Birmingham, AL
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COVID-19
CARES Act Economic Relief Plan Overview

Congress' $2 trillion coronavirus stimulus package is the rare
bipartisan legislative agreement that will have an immediate and
lasting impact on ordinary citizens around the country.

Thousands of dollars in direct payments to most Americans, as well as a
huge loan package designed to help keep small businesses afloat as Main
Street struggles through what could become the worst recession in
American history will soon be available.

Direct Payments

Americans will receive a one-time direct deposit of up to $1,200, and couples will receive
$2,400. The payments will be phased out based on income levels, before ending for
those earning more than $99,000 annually. Families receive an additional $500 per child.

Small Businesses

Small businesses willreceive $367 billion to keep making payroll while workers have to
stay home. Companies with 500 employees or less that keep paychecks steady could get
up to $10 million each in forgivable small business loans. Federally guaranteed loans will
provide eight weeks of assistance for qualifying employers who maintain payroll. Those
who meet requirements would have costs such as utilities, mortgage interest and rent
forgiven.

States and Local Governments

States and local governments will receive $150 billion, with $8 billion set aside for tribal

governments.
Downtown Strategic Vision for Crozet
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COVID-19
CARES Act Economic Relief Plan Overview

The Unemployed

The program's extended unemployment insurance program ensures laid -off workers, on
average, will receive their full pay for four months. It also allows furloughed workers to
stay on as employees, so that when the crisis ends they can quickly resume work. The
deal extends to gig economy workers, such as Uber drivers as well.

Hospitals and Health Care Workers

The deal injects $100 billion into hospitals and the nation's health system, and billions
more into providing personal and protective equipment for health care workers, testing
supplies, and increased workforce and training.

Industry

Big businesses like airlines and others will receive $500 billion in loans, which would
ideally help stave off layoffs for employees in these industries.

Payroll Taxes

The measure enables individuals to defer payment of their 2020 payroll taxes until 2021
and 2022.

*There are a multitude of other provision for various programs within government and
the private sector. For the full text of HR 458, please Visit www.congress.gov.
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COVID-19
City & State Funding Opportunities

A Creates a $150 billion fund to

in the face of revenue declines, allocated by population proportions,
with a minimum of $1.25 billion for states with relatively small populations. 55% to
states; 45% to localities. Localities eligible for direct assistance include: a county,
municipality, town, township, village, parish, borough, or other unit of general
government below the State level with a population that exceeds 500,000.

A The language states that a State, Tribal government, and unit of local government
shall use the funds provided under a payment made under this section to cover
only those costs of the State, Tribal government, or unit of local government
thattéé (1) are necessary expenditures incurr
emergency with respect to the Coronavirus Disease 2019 (COVID-19) ; éeé (2) w
not accounted for in the budget most recently approved as of the date of
enact ment of this section for the State or
during the period that begins on March 1, 2020, and ends on December 30, 11
2020.

A In addition to federal aid

, Which are intended to help fill budget
gaps and allow states to respond to unexpected events like the coronavirus
outbreak. , but spending
levels are still not back to their pre -2008 levels and budgets have become more
rigid as fixed costs (like Medicaid) have ballooned; this means that despite record -
high levels of emergency cash, states may not have enough on hand to endure a
prolonged economic downturn.

A Economic Development Administration (EDA) & The bill provides $1.5 billion for
economic adjustment assistance, which can be used to help rebuild impacted
industries such as tourism or manufacturing supply chains, capitalize local funds to
provide low -interest loans to businesses of all sizes, and support other locally -
identified priorities for economic recovery.

A Support for Manufacturing & $50 million is provided for the Manufacturing
Extension Partnership to help small- and medium-sized manufacturers recover.
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COVID-19
Small Business Funding Opportunities

A A 50% refundable payroll tax credit on worker wages will further incentivize
businesses, including ones with fewer than 500 employees, to retain workers

A Looser net operating loss -reduction rules that will allow businesses to offset more
A A delay in employer -side payroll taxes for Social Security until 2021 and 2022

A Sole proprietors and other self -employed workers could be eligible for the
expanded unemployment -insurance benefits the bill provides

AA portion of the $425 billion in funds app
facilities will target small businesses

The Small Business Administration, under the stimulus package, will oversee the

» Which will distribute $350 billion to small businesses that can be
partially forgiven if the companies meet certain requirements. The loans will be available
to companies with 500 or fewer employees.

Businesses can receive loans up to $10 million, based on how much the company paid its
employees between Jan. 1 and Feb. 29. The loans will carry an interest rate up to 4%. The
bill provides for an expedited origination process.

If the business uses the loan funds for the approved purposes and maintains the average
size of its full-time workforce based on when it received the loan, the principal of the loan
will be forgiven.
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COVID-19
Retailer Funding Opportunities

The majority of U.S. hoteliers qualify as businesses with fewer than 500 employees, making less than
$35 million in annual revenue, and therefore, qualify for the $350 billion in loans and grants for small
businesses. Language was included in the bill that defines each individual hotel as its own business.

Retailers won a correction that was already in the works to a drafting error in the 2017 Tax Cuts and
Jobs Act that required them to expense property improvements over 39 years, instead of in the first
year as was initially intended. Because of the mistake, retailers, along with restaurants and hotels
that made such improvements over the last two years, overpaid their taxes by as much as $30
billion. The bill allows that money to flow back to these companies. This was far less than many
national retailers lobbied for.

For restaurants, a range of operations are set to be eligible for small -business loans. Previous
versions of the loan provision had capped the employee head count at 500, smaller than many
franchised operations. Now, most franchisees should qualify for the program.

The bill allows businesses and non-profits with up to 500 employees in a single location to apply

through qualifying banks for loans backed by the Small Business Administration. The loans would
convert to grants that donEt have to be repaid for
utilities, with the grants reduced when workers are laid off. The loans will be capped at $10 million

and cover wages up to $100,000 a year.

Other Community Development Opportunities

The bill directs more than $48 billion to agriculture and nutrition programs, with $9.5 billion
specifically to support producers of specialty crops, livestock and dairy, as well as those farmers who
supply farmers markets, restaurants and schools.

The bill provides expanded unemployment and small -business loans to independent contractors and
sole proprietors. Charitable organizations affiliated with the music business could receive grants
from the new funding for the National Endowment of the Arts.
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CARES Act: Top
Questions Answered

City Management & Funding

retailstrategies.com | [205] 314-0386 | info@retailstrategies.com
2200 Magnolia Ave South, Suite 100 Birmingham, AL
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COVID-19
Top Questions Answered: City Management & Funding

Unfortunately, there is not a direct provision in the CARES Act that reimburses
municipalities or stimulates the economy to recoup this revenue. However, the
following provisions exist that other entities in your community may be eligible
for that would indirectly provide support and enhancement:

Department of Commerce

Economic Development Administration (EDA) € The bill provides $1.5 billion for economic
adjustment assistance, which can be used to help rebuild impacted industries such as
tourism or manufacturing supply chains, capitalize local funds to provide low -interest loans
to businesses of all sizes, and support other locally -identified priorities for economic
recovery.

Support for Manufacturing € $50 million is provided for the Manufacturing Extension
Partnership to help small- and medium -sized manufacturers recover.

Department of Housing & Urban Development (HUD)

Community Development Block Grant (CDBG) is a flexible program that provides
communities and states with $5 billion in funding to provide a wide range of resources to
address COVID-19, such as services for senior citizens, the homeless, and public health
services.

Department of Agriculture

$9.5 billion total allocation with partial funding allocated specifically for specialty crops,
producers who supply local food systems and farmers markets, restaurants and schools,
livestock producers, (e.g. cattlemen and women, and dairy farmers).



downtown strategies

COVID-19
Top Questions Answered: City Management & Funding

Today, you can support small businesses by connecting them with local banks that are
certified lenders of the Paycheck Protection Program grants and loans through the Small
Business Association and the CARES Act. Time is of the essence, and these resources can
help your small businesses survive through the next 8 weeks. Tomorrow, your small
businesses will need a resurgence of consumers and activity in your Downtown or town
center.

Events, festivals, retail promotion events, farmers markets and art programs will reintroduce
your residents back to these key areas of your community. Developing your roadmap now
will pay dividends when the crisis is over.

The $349 billion allocated to this program in the CARES Act has all been claimed; however,
we believe more will be coming.

Businesses can apply for PPP funding through any existing Small Business Association(SBA)
7(a) lender or through any federally insured depository institution, federally insured credit
union, and Farm Credit System institution that is participating. SBA offers a handy

tool where small businesses can find eligible lenders near their geographic location.

However, most lenders are prioritizing current clients. Wells Fargo also recently
announced that they are no longer taking applications for the PPP, which is a big blow to
many of their customers.

I f a smal l business canEt get traction with t
reaching out to credit unions or more community -based banks that may be more
incentivized to participate in this program.
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COVID-19
Top Questions Answered: City Management & Funding

First, you need to expect businesses to close. Retailers and restaurants run on a very thin
margin and disruptions such as this will cause many to close. Following this crisis, the
businesses and entrepreneurs who weathered the storm will have the ingredients for
expansion: lower real estate values, lower cost of capital, and lower construction prices.

Second, when a business closes ideally you already understand the type of property that is
now available, the prospective tenants who can occupy the space, and have inroads with
expanding businesses that want to be in your market. If you have this knowledge base and
relationships é leverage them.

If you do not have that information, the best thing you can do to reach out to the property
owner or broker to identify how the City can assist.

We understand that in times like these there are more questions than answers. Our team is
still working hard and welcome to opportunity to provide answers to your questions. At the .
end of this crisis we know that communitieseE

A Creating jobs

A Bolstering sales tax revenues

A Ramping up quality of life and sense of place

A Enhancing and supporting small business efforts




ECOlIRCE

SMALL BUSINESS RESOURCI

_\ Navigating the
) Future Am idst

COVID-19

(X

p2—d

retail strategies



LOCAL
Marketing Strategies

First and foremost, prioritize and take all health and safety precautions
for yourself, your employees, and others in your community. Community
health as a whole depends on working together, and small businesses are
the lifeblood of the local economy.

Businesses that choose to remain open during these uncertain times must
adapt to their clients and customers’ fears and needs for social distancing
by implementing these strategies:

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

If your business is open, tell people! Post your hours on social media, update your
Google My Business profile, and send out an e-newsletter to your distribution list
letting your customers know your plans.

Ramp up your online presence. There is
undoubtedly less browsing occurring in the market
today as many of the workforce are working from
home or are home with children out of school, so
meeting customers where they are, which is likely

online and on social media, is critical to promoting
your merchandise or services.
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