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Executive Summary

Local governments are being required to take a larger part in the planning and development aspects
of their communities with fewer resources than ever before. Because of this, it is important that they
take a comprehensive assessment of their community, its needs, and its vision of future development.
- The Village of Elmore’s participation in the Good START project has provided the baseline for the
planning and development that will take place in the village. The sponsoring of the project speaks
well about the wiltingness of the Elmore Area Chamber of Commerce and theVillage Council to work
together for the village, : .

It is clear from the results of this project that the residents of the village are the most important - -
ingredient for successful planning and development. Thieir assistance in the various parts of the
project was only one indicator of their desire to work together to plan and control the future of
Elmore.

The Good START project developed the following goals for the village to consider.

The village should continue the process for planning and development begun during the Good
START project. Many residents have become involved and have expressed willingness to
participate, and they will be invaluable resources as the village moves forward.

Efforts should be made to improve the small business base and revitalize the central retail area.
Retail businesses need the support of the village and its residents to be successful.

Promoting of the existing business and marketing the community as an attractive location for

"~ desirable new businesses and industry will shape the future of development. The village will
need to continue its efforts and work on new ventures to encourage the types of development
it desires.

Residential growth and maintenance of the existing “quality of life” are desired as expressed by a large

number of the residents and businesses in the community. Efforts to retain youth, to develop housing

appropriate to the needs of the village, and to make the inevitable residential growth a positive should
_ be continued and expanded.

The new State Route 51 turnpike interchange will impact the future of the village. A coordinated
effort by all concerned to plan for and control that impact is imperative. It will be most important that
the village draw from all resources available to assist it in making this interchange a positive for the

village and all its residents.

The encouragement and development of leadership skills within the village and the surrounding area
will provide the resources necessary to encourage the members of the village to work together.

As the Village of Elmore works together on the planning efforts, the need for more effective
communication skills and means to provide accurate information to all members of the village will
become increasingly important. The development and enhancement of communication skills will

serve the village well.
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Introduction

This report is designed to help guide in planning the future of the Village of Elmore. It is an attempt to
point out areas where the people of Elmore 1ts most important asset - can make a dlﬁ‘erence in detenmmng
their collectlve ﬁlture :

Some thlngs, such as locatlon along a river and excellent hxghway access, cannot be’ changed However
many other factors can be influenced by a well-organized community with clear unified goals and vision.
It is our hope that this report will help focus Elmore toward these goals and that v131on

It is clear from the Good START process that the most critical ingredient for successful planmng and
development exists in abundance in Elmore. That ingredient is an interest in oneé’s community. This high
level of interest has been displayed throughout the data gathering process:

. The response rate to the commumty attitude survey, which was delivered to nearly every household
' inthe village, was an outstanding 34%, brought about by the willinghess of Boy Scout Troop 314
to deliver and collect the surveys door-to-door. In addition, several busmesses and the hbrary

' agreed to be drop-off points to facilitate the collection of the surveys. o

* ' As the businesses and individuals were interviewed, each made ¢xtra efforts to dccommodate the
process by scheduling appomtments and allowing time during the business day.
. A forum and discussion session held on Jamuary 29; 1996, was well attended with over 40 residents

present. The participants contributed greatly to the dlscussmn, and many sngned up to contmue to
~ ‘takepart in the planning and development process.

* ° Throughout the Good START project, the Ottawa County Commurity Improvement Corporauon
has provided a partnership that assisted in the coordination and implementation of the project. The
interest and enthusiasm shown during the pro;ect is indicative of the level of concern by the CIC for

' the commumty

The followmg report is desxgned to outline the Good START process and the goals set by the community.
" Itincludes background informatiofi and suggested action steps that may be taken. "It has mtentmnally been
kept bnef As a working document it will be sub_;ect to modification as t1me passes '

This report, by itself, is sccondary to goal-oriented action. The process that led to the development and
which will continue through action planning of the report is the single most important part of the pro;ect

The ability and willingness of the citizens of the village to work together in the process is more imiportant
than any written report. Without the continued commitment of the people of the Village of Elmore to read
the report, change those Focuis Priorities which over time do not reflect the true direction of the village, and-
most importantly, act upon the recommendations; the report has no value. “The people are the most
important asset to the Village of Elmore and to its future development. Not because of this report, but

because of the people, things will happen.



Community Background
isto

The Village of Elmore was founded in February of 1851, when John H. Foster of Huron County purchased
48 acres in section 18 of Harris Township and declared his intention to have a town laid out. By 1870, this
new community, Elmore, had 543 inhabitants and was the largest community in Ottawa County. This early
development of Elmore, like much of nerthwestern Ohio, was due in part to the great impact of a location
alonga major raIIWay - S :

The many attributes that are a part of Elmore are the same that were in existence at the time of its founding.
The access to transportation, the location, the small town “quality of life,” and the people are the strengths
of the village, just as they were at the time of its founding. . . o

Location

Elmoreis situated on:the south side of the Portage River, State Route 51, which travels north,frpm Route
20 and turns northwest to Toledo, passes directly through the village and is its main street in the business
district. Just across and following the river is State Route 105. The two routes provide north/south and
east/west access to the village. Interstate 75, the region’s primary nort/south highway, is 15 miles west.
State Route 20 is 4 miles to the south. The current construction of a newa turnpxke mterchange in Elmore
will provide direct access to, Interstate Routes 80 & 90. -

Majér nearby employmént centers include the Toledo metropolitan area ('I‘olédo is, 20 miles west) and the
City of Fremont 15 miles east. Major shoppmg centers include the Woodville Mall north on State Route
‘51 and several shopping areas.in Fremont. - e o

Elmore has a land area of six tenths ofa sQuare mile and is located in sbufhwestem.-ottawa County.
Ottawa County is known for resort and recreation activities on Lake Erie. Lake Erie can be reached 15

miles north. . Elmore is on the ﬁmge of the tourism area and with the new interchange it becomes more

important as a “gateway” to this region. Port Clinton witha. populanon of 7106 is the county seatand is
20 miles cast. The nearest community is the village of Genoa, 5 miles noxthwest on Route 51 w1th a
population of 2262. Elmore and Genoa form the business center for rural western Ottawa County, given
the dlstance to the larger cities mentioned. e

The 1990 populatxon census ﬁgure for Elmore is 1,334, Ottawa County ] 1990 populatlon is 40 029 There
are 538 households in the village.

Other related census facts are (taken from the 1990 census figures or mp're recent state unemployment
data):
. The median age is 35.3 years.

o
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Of the residents over the age of 25, 81.5% have graduated from high school, and 14.3% have a
Bachelor’s degree or higher

The median per capita income is $13, 899 Ohio medlan per capita income is $13, 461 and Ottawa
county’s is $14,144.

The median household income is $29,667. Ohio median household income is $28,706, and
Ottawa County’s median household income is $31,360.

Five per cent of the individuals and 2,1% of the families are considered to hve in poverty.

The unemployment rate is 4.7%. Ohio Bureau of Employment Services repoxted unemployment
for Ottawa County in 1994 was 7.7%.

Sixty-two percent of the resxdents have hved in the same house since 1985, mdlctmg a factor of
stability.

Sixty-nine percent of the houses are owner occupied, another indication of stab1hty

Forty-seven percent of the homes have children under the age of 18.

The median price of a house i5'$59,900, reflecting affordability of homes in Elmore (the county
median is $68,500.)

The largest public employer is the county-itself,

The county largest private employer is Davis-Besse Nuclear Power Station owned by Toledo
Edison with 900 employees

The Elmore area’s largest private employer is Brush Wellman, Inc. wnth 750 employees

The county 1994 unemployment rate is 7.7%. Co

| Due to the location of Ottawa County- and the influence its recreatlonal actlvxtm have on the economy,

there is some: seasonal ﬂuctuatxon in the unemployment ﬁgures

Wlthm the county, there are ﬁve mdustrlal sites; Two of these’ have ex1st1ng raul access. There are also
numerous enterprise zones throughout the county.

Ottawa County provides a varety of cultural and entertainment facilities. In the surroundmg area are
hlstoncal sxtes Xy large number of restaurants theater groups and sport 51tes ' :

The Elmore area has one major regional employer and several smaller manufacturing plants. Many residents
travel to other areas for employment. The following is a list-of the area’s industries. ~

- | ) .. | .

“Btush Wellman, Toe. © Metal produets 750
Chipmati¢ Tool & Machine, Ine. Machitiing - v Lo 41
Elmore Marufacturing, Co. : . Machining S -8
.Tucky Farmers : Fertilizer and Feed 5
Machining Technologies - : Machinifig © - 31
Martin Industries, Inc. : Ritbber products 17
Special Cast Molds, Inc. ' -~ Molded castings R 9

Tank’s Meat Meat processing : 19



Central Business District

Elmore’s central business district is roughly defined as those propemeé adjacent to Rice Street, which is
State Route 51, between Maple and ToIedo Streets. The businesses and services avallable in the village
include the followmg : S oo :

bank. N | giﬁ'and,ﬂoxist:éhop - |

. pharmacy . . . - .. - -hardware store -
fire station - convenience store .-
law office . o - restaurant
pet store ' post office
gas station . . - . : .printing shop .
village hall - - computer repair..
-police station - . . - :iNSurance agency -
realtor tavern
churches ~-.general store/antxque mall
-medieal center - .. .. BIOCETY . : .
library

Utilities ans d Inﬁagtmg_tgrg‘

- Electric power.is provided by a municipal system affiliated with the statewide:collective of municipalities
~ knownas AMP Ohio. Natural gas is 'suppIied by-Columbia-Gas of Ohio. Telephone servige is provided by

General Telephone. Cable television service is from Cablevision of Ohio. Water and wastewater treatment
is handled by the village. The village is:currently in the process of separauon of the storm and sewer lmes

I'xggsmrtag

The highway system surroundmg the Elmore area allows good access toa vancty Qf transportatxon routes
The Toledo Express Airport is just to the west of Toledo and provides daily freight and passenger service.
The imminent turnpike exchange will vastly improve access times both east \ west (via the turnpike) and
north \ south (via Interstate 75, a major interstate corridor which will be less that 15 minutes away) Elmore
is within a 20 minute drive of the. deep water Port of Toledo R .

QannuMIgm

The vﬂagesof Elmore and Woodville form the consolidated Woodmore School District.. Students attend
kindergarten through eighth grade in Woodville. The high school for the district is;located in Elmore. The
total district enrollment is 1,273. The average ACT score is 22.7, the highest in Ottawa County. .

In addition, Vanguard-Sentinine] Joint Vocation School District and Terra Community College are located
in Fremont 15 miles to the east and offer educational opportunities to Elmore students and residents.
Owens - Community College, Bowling Green State University, the University of Toledo, and Medical
College of Ohio are within a 20 mile radius of the village. o




The village is served by a weekly newspaper and is within the market and coverage area of Toledo, Bowling
Green, Port Clinton, and Fremont television, radio, and newspaper media.

Recreation and social facilities include an 18 hole golf course, a variety of youth organizations, and civic
groups. ‘There are several churches in the village that prov1de a source of recreatton and fellowsmp School
sports teams are weIl supported wﬁhm the village.

Elmore has a 30 member Chamber of Commerce that mééets rmonthly and supports vatious activities in the
community. Recent projects include a Christmas decoration contest. The Chamber of Commerce, the
village administration, and the village cotncil have strongly supported the development of this report.

The local government is served by an elected mayor and three council members.” Ther¢ is a part-time village
clerk/treasurer/tax commissioner. There is no village admlmstrator and physxcal and other needs are
overseéti by a Board of Public Affairs. - :

The Elmore Corporation tax rates include 72.50 mills on personal property, 49 98 mﬂls on residential
property, and 58.31 mills on 1ndustnal and commerc1a1 ‘

The county has a 1% county sales tax in addmon to the 5% state- sales tax e

- Econormc development is facilitated by the Ottawa County Commumty Improvement Corporatxon based
" in Port Clinton; technical assistance in matters such as zoning and subdivision review is provided by the fully
staffed Ottawa County Regional Planning Commission of which Elmore is a miember. ‘The village also
participates within the Toledo Metropolitan Area Council of Governments.

The Good START Progect '

The previous information was mtended to oﬁ‘er some descriptive background wlnch prowdes a basis for
consideration of any future development plan. To be effective, development planning must consider this
descriptive information, but equally i nnportant are the thoughts and attltudes the res1dents and the busmesses
' have about their- commumty : :

Data Gathenng Process '

The following is a summary of the data gathenng that was done in connection WIth the Good START
project. The committee formed to begin the project in Elmore was made up of the Mayor, Village Clerk,
- a representative from the Chamber of Commerce, and a member of the village council.' This committee
reviewed the survey and interview materials in the Good START projéct atid revised them to be reflective
of the village. Changeswere made in some areas to include services that the village provided and ¢oncerns
about the future growth patterns. From this revxsmn, several techmques were developed to be used to

._.)



gather data in the village. They are as follows:

. a four-page survey instrument, along with a cover letter from the Chamber of Commerce which
- sponsored the project in the village. This Community Attitude Survey was disiributed to every
household in the village by Boy Scout Troop 314. The surveys were-collected one week later.
Surveys could also be dropped off at three other locations in the village. This provided a 34%
return rate with 182 of 538 surveys being returned. The results of the survey, pnnted onthe survey

form, are included in this report as Appendrx A _ S

. -an mtervxew form to be used with the busmesses and mdustmes in the vrllage The busmesses
were mailed the form which was followed up with interviews by the Good START staff and the CIC
Director. Sixteen businesses and industries were interviewed. In addition, three completed forms
were returned by mail. The results of the i interviews, pnnted on the survey form, are included in thls

: report as Appendlx B.

. a questlonnalre deveIoped to be used wrth the community leaders to gurde personal mterv1ews
The results are included in the report.

. a commumty fornm at whlch members of the village and surroundmg govemment entltles joined
the. Chamber of Commerce in a discussion of strengths, weaknesses, opportunities, and threats as
they relate to the village and new families and businesses coming into Elmore. In addition, three
staller groups were formed to consider spec1ﬁc Pnontres of Focus. Input generated at the forurn

- is mcluded as. Appendlx C..

-BmﬂMmmdgm

The Good START program has been designed to allow staff from W.S.0.S. Community Action
Commission, Inc. working with local and county level development officials, to facilitate the generation
of data from a variety of sources. The information gathered is intended to present a snapshot of Elmore
as it exists today and how the community views itself. By posing a set of questions within the surveys and
the. community forum, and through analysis of survey results, an attempt has been made to. identify those
 priority areas-where the.community, as a whole, has reached some degree of consensus guiding future
actions. This report.is designed to present to the leadership of Elmore and to the community.at farge the
factual results of the various survey and information gathering processes and trends in.thinking which were
repeated beyond one source of input. In addition, this report presents the recommendations of the outside
facilitators based on all information gathered. The most important of these recommendations is that a
local action group continue to cany the recommendations with the lnghest pnonty and greatest consensus

forward

This report marks_:the_ end of the data gathering phase, the “passing of the torch” from the outside
impartial facilitator to the community stakeholders who are charged with translating these printed words
into tanglble actions, and thus the beginning of focused and deliberate action planning. This planning will
require the continued effort of the village government and other such groups as the Elmore Area Chamber
of Commerce and the Ottawa County Community Improvement Corporation,




The followmg sections present the results of the surveys and the comrnunrty foxum The goal of these
sectrons is to present an overv1ew of the rnformatron gathered

The Community Attitude Survey

The following is a summiary of the responses from the survey. It is important to remiember that while the
" response rate was vety good at 34%, the 1nformatron provrded is only from the resrdents who chose to
return the survey.

The first page of the survey covered a series of demographrc questrons Results of the survey rndrcated
the followmg

Household size varied from one to eight or more with two being the most common at 43.6%.

N Seventy—seven percent of the respondents had Jor fewer household members .

B Fr&y—ﬁve percent responded that they had lived in the village for over 30 yeas, Only 5% had lived

in the village less than 2 years. This represents a stable community with slow growth.

ety-one percent owned therr horrie, well above the census ﬂgure of 69% Due to hlgh response

- rate of home owners thls survey may not represent renters views fully

- _The largest age group was 46-65 years of age w1th 31.2 %

Place of employment varied. One fifth of the ptimary family workers reported they worked in
Elmore; however, ope in four were employed outside of Ottawa County. Of the second household
member reporting employment, 16% worked in Elmore and 28% were employed outside of
Ottawa County. The r remamder worked at other srtes within the county, such as the nearby Brush

" Wellman plant.

Thirty-seven percent of both primary and secondary household members reported being retired.

"'This reflects alarge| porhon (over one—thrrd) of the respondents and m part explams the relatrvely
" smalt average house srze o .

Most responses for household income fit into two ranges $20, 001-35 000 at 32% and
$35,001-50,000 at 31%.

e Erghty -two percent of the respondents reported havmg a high school education. Of these, twenty-
nine percent had some college or trade school and 21.6%, a farrly hrgh percentage had a colIege

'_’degree



Professional and Retail Services

Respondents were asked whether they purchased certam goods and services in Elmore Pharmacy items,
medical services, groceries, convenience items, and legal or accountmg services were the five most
frequently purchased. Clothing, apphances cars or trucks, auto repair, and hardware were the least
purchased items according to the survey, -

-When asked how often they shop in Elmore 59%. reported shopping in the village several tnnes aweek.
Anpther 32.5% reported shopping in the wllage at least once.a week. Thrs reflects a, ]arge portion of the
respondents currently in the pattern of shopping in Elmore regularly o

When asked how much need there is for certain businesses in Elmore, the respondents;indicated grocery,
hardware, medical office, convenience store, and glﬂ' or floral shop in that order as most needed in
addition, they were given the opportunity to provide suggestions not on the list. In this group, 8 24 hour
gas statlon, bakery, dry.cleaner, bank, and car .wash ranked the highest. - DU

Eighty-four percent of the respondents use a local bank The hrgh port;on of Elmore shoppers and those
banking in: the. vﬂlage 1nd1cates that it is likely that much of the commumty 5 weaIfh is remaining in
Elmore. . . . _ . T e _

When asked to. rate selected qualities of the downtown, respondents listed as most positive the service and
attitude of the clerks, Followmg that in order were safety, srdewalk condrtrons eleanlrness, and overall
appearance of the downtown. Retail selection and prices were followed by parking availability,
advertising and local promotions, building appearance, and store hours as the lowes} rated fagtors. Future
planning should work to capitalize on identified advantages, while workmg to correct negative perceptrons
“and overcome rdennﬁed bariers to success downtown o

i_VllIage Servic eg . o

The res1dents were asked to rate twenty-ﬁve 1tems ‘about the vﬂlage The 1tems were sqored” from one
(poor) to five (excellent). The scores ranged from 4.60 to 2.32.

Flre protectlon, the mumcrpal electﬂc utﬂlty, reﬁrse oollectron, pohce pro . {:tron and sewage treatment
were the five highest rated services. Job opportunities received the’ lowest ratmg followed by. housing
availability, cultural and entertainment opportunities, senior citizen programs, and day care facilities,

Attitude Towgrg Ihe g:gmm} urg' 'ltyl '

The respondents of the survey feel of Elmore have a very positive overall opinion about the village. A
strong sense of commumty is also evident among the respondents. Three—fouﬂhs of them feel that the
commurity works together at least sometimes in pursuing community goals and another 25% feel it does
so frequently. The results also show that community pride is very strong with 86% reporting that
residents frequently demonstrate pride in Elmore. According to the survey, half the respondents in Elmore

tes d




feel that they generally get along well at least sometime, and nearly another half feel they do so frequently.

Three questions asked the residents about their sources of information concerning government, shopping,
and social activities in the village. Seventy-four percent responded that they received their information
about the government from one of three newspapers. “Word of mouth” was indicated by 22.7% of the
respondents as their source of information about the government. Advertisements provided 35.9% of the
respondents shopping information, and newspapers provided 55.7% respondents with their shiopping
information,’ Seventy—exght percent of the respondents got mfonnatton about the socxal actmtxes from
word of mouth » : : :

Development

The survey inicluded items about thie future development of Elmore. When asked about increasing the size
and population of the village, 54.6% of the responideats were in favor,” Whilé not an overwheltning
mandate for growth, it does indicate that a majority of the respondénts ate willing to suppoit efforts to
increase population. -

A list of seventeen additional items concerning development were presented for consideration. ' These
- were s'cored from 1 (oppose) to 5 (support). The range for these items was from 4.32 to 2. 17.

The smgle item receiving the greatest support for its development was recreatlon programs for youth.
A related i 1tem, efforts to keep youth and young adulfs in the village, was rated second: Taken together
- these suggest a great deal of concern for the future of the’ vﬂlage “Following these items were historic
presetvation of buxldmgs downtown business development,and park development ‘and improvements,
Planned econonnc growth was the 6th ranked item under development

More traditional indicators of growth. and development hke attractton of hght mdustry a.nd semce mdustry
ranked numbers 9 and 11 -

The respondents indicated the least amount of support for attraction of heavy mdustry, tourlsm promotion,
tax reduction for new job creating busmesses annexatxon of land to the vxllage for growth, and new

‘ pnvate housmg subdmsxons

This section revealed a concern for “guality of life” item such as parks and recreation programs, which

will benefit current residents, but which can also be built into selling points for prospective business and

residents. Curiously, although available housmg opportunities eatlier scored poorly, construetlon of new
housing was not assigned a high-priority in this section.



Other Questions.

In addition to the above questions, the survey included four open-ended questions specrﬁcally asking
about strengths, weaknesses, improvements, and challenges for the Vﬂlage of Elmore. The majority of
the respondents provrded answers to these questions, - - _— C

~Strength o

DA combmatlon of small town attnbutes were rated as the most. nnportant overall strength of the village.
Among those attnbutes :safety was considered to, be the number one strength of Elmore.. Peopie also
ranked the small size of the commumty and its small town atmosphere as the second and third strengths.
Sense of community and a caring about one’s neighbors were frequently mentioned as an important
component of the small town. :

2). Utilities from the standpoint of both cost and reliability were ranked as the second overall strength.
‘Respondents were satisfied with the utility service and felt that is was a valuable asset in attractmg others
to the village. This was supported by earlier questions. - L .

3) Location, schools, and vrllage services also ranked hrgh in the lxstmg of the strengths of Elmore by
the respondents. : R § : o

| Mm

| 1) The most frequently crted weakness was the lack ofa plan for the. growth ¢ of the vnllage Respondents
felt that growth was definitely.in the future for Elmore and expressed a need for the ability to direct it to -
the village’s advantage. Several respondents expressed a concern about the lack of room for development

2) While the respondents were Iargely wﬂhng to support the c1t1zens and thetr nelghbors in the v111age
another weakness was considered to be the attitudes. of some of the people.of Elmore. There was a
general concern about the willingness of the people to work together and the reliance on rumor and gOssip
rather than direct communication with others in the village. The communication factor was also evident
in responses about the govemmental Jurisdictions in and around the village.

3) Govemment was 1dent1ﬁed as the Iast category of weakness Comments covered issues ltke councll
governing to it own agenda, not listening to people, and a feeling of closed door governance. There was
no large single issue in this group, but rather a general feeling that the government was not as responsive
as the citizens would like it to be. , o

Need@‘ | Inrproyements

1) The single largest number of responses concerned the condition of the streets and alleys in the village.
A levy had been recently passed in support of that issue.

2) Growth was again identified as an improvement issue. The need for a development plan and more jobs

10




along with a general desire for more businesses were the foremost concerns of the respondents,
reenforcing earlier responses.

3) Dowritown, in gefieral, and parking, specifically, weére areas that the respondents to the ’sur'vey would
like to see improved. There were several comments about the need to improve the image of the
downtown area. The example of Grand Rapids, Ohio, bordering the Maumee River in Wood County,
usitg that riverfront location and highway access to best advantage, was suggested. Another concern for
the downtown was the lack of support for the businesses currently located there. Thé respondents would
like to see more village residents support local businesses by shoppmg in them rather than gomg out of
town. . :

Parking, especially in the downtown business district, generated a number of comments Many people
were concerned about the lack of parkmg in the main shoppmg area : . :

Challenggs :

1) The biggest challenge that the village will face according to the respondents is the need to control and -
plan for the growth that will be occurring, Generally, the fespondents seemed to feel that growth was
inevitable, and that the vﬂlage should be prepared to positively guide the growth rather than reacting to
2) Closely reIated to the growth issue in the respofises of the many of people are the issues rmsed by the
proximity of the turnpike as 4 negative force for the village. Most considsred it to be an opportunity.

However, they stated that there must be an effort and a plan to make it a positive force in the village.
Traffic was noted as a part of the concern about the challenge that the turnpike presented to Elmore.

3) Attractmg new busmess and mdustnes was the next largest category that respondents consndered to
be a challenge for the vnllage I
Busmess and Industry Interv1ews »

Sixteent busmesses and industries were mtervwwed for the Good START project. Bach was ‘sent an
interview form and’ appointments were miade to speak to a represefitative. Many of the questions and
items paralleled those of the Community Survey.

According to the results of the interviews,
. there has been a net gain of 31 jobs during the last 5 years among the survey sample, *

e nearlyone quarter of the businesses reported plans to expand at their current locatton w1thm the
~ nexts years suggestmg a potentlal for growth from wnhm '

. fifty-six percent have difficulty recruiting skilled and semi-skilled employees.
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Development Briefing: Networking

While confidentiality is the key word in dealing with a prospect, & considerable amount of communicating
should go on between economic development oriented persons in the community in preparation for
working with a prospect.

The more interaction those responsible for economic development in the community have with local,
regional, and state resource persons, the better. It is not so much "having all the answers" as it is knowing
where to look and who to ask.

The main source of information at the local level is the Ottawa County Community Improvement
Corporation office in Port Clinton. This one contact provides instant access to all county and state
agencies regarding incentives, public sector financing, and training programs available to the prospect.
The County development office also maintains direct ties to the county's State Representative and Senator,
as well as to the various divisions of the Ohio Department of Development.

Additionally, contact should be maintained with representatives of all locally-serving utilities. These people
also can provide instant access to expertise at the regional and state level of their respective organizations,

Ongoing contact with all these sources, coordinated through your CIC professional, is crucial to being
prepared for economic development, and once included within your "network", these professionals can
be counted upon for assistance when prospects are being handled locally.

Local individuals involved in economic development may also benefit from membership in organizations
which are devoted to development on a larger geographic scale. The Ohio Development Association
(ODA) produces newsletters and seminars with information for novice and professional alike, and presents
ample opportunities for networking with others from around the state, including your utility and railroad
representatives and the County economic development office. Even further information can be gleaned
. from an annual correspondence course and seminar on economic development, and the more formal Basic
Economic Development Course (BEDC), both sponsored in part by ODA.

22
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. twenty-nine percent have difficulty recruiting professional employees. .

¢ ninety percent rate the.quality of the workforce that they are able to recrult as good to excellent,
. suggestmg avery hxgh quahty in the extstmg worlcf'orce S S R

A

. ,nearly exghty percent ra,ted the v1]1age as a “good to excellem” place to do busmess The
-remainder rated Glbsonburg as “fair,” and no one scored it as “poor & ; :

‘ Qg'nm]# umgg Informgtmg

The businesses. were asked to rank village services using many of the same items that were.a part of the
citizen survey. Highest ranked in this group was ambulance/EMS service. Rounding out the top five were
fire protection, police protection, access to highways, and electricity rounding out the top five. Lowest
ranked in this group were street cleaning, telecommunications, inspections, brush removal and water

quahty

When asked to rate the importance of certain factors on their businesses, the highest scores were given
to reliability of services provided by the village, followed by the responsiveness of the local government,
. public services, Iabor. costs, state and local taxes, and land costs.. Factors.with the least amount. of impact

_on the. busmess, and industrigs. were transpoxtaﬁon costs, energy costs, parkmg, and buxldmg COsts..

.S_t[ﬂlgths' ERES R A

‘Business respondents.indicated that the greatest strength of the village was its people. . The ability of the
people to get along and help each other as needed was cited as most important, In general business
leaders felt that the people of the village supported their businesses. This mirrored opinions expressed in

the Citizen Attitude Survey.

" Quality of life issues were listed as.a' strength of the vAiIl'a’ge Low crime rate, friendliness, cleanliness,

.mmntenanoe of property vaIues schools, and churches were listed asa pos1t1ve part of the quahty oflife

Weaknesses

While the respondents did not rate the lack of parking as having h1gh direct i 1mpact on thelr busmesses
it was listed as a weakness for the village as a whole. . v _ U

The business interview results listed the retail sector as a weakness for a number of reasons. Lack of
volume of sales, inability to buy what is needed in Elmore, and lack of support by the residents were the
concerns of the respondents. The latter may be a misperception as the vast migjority of respondents

indicate they shop locally.

12
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The third ranking weakness was a lack of progressive thinking in the village. Business respondents felt that
the residents of the village lacked a desire for progress somewhat oonﬂxctmg thh attitudes expressed on
the Citizen Attitude Survey. :

Other issues listed as weaknesses were quality of phone service, increasing land costs, lack of water
ava]labxhty to support business expansxon, mablhty to get consensus on pI‘OjeCtS and themumbef ’ef people
moving in from: Toiedo

rovemen

When asked to cite specific improvements needed in the village, the business respondents listed first
several issues that affect the downtown shopping area. These issues included the need to lmprove
parktng, to increasethe selection of goods in the stores, to éncoursge the residents to “buy locally,” and
to improve the downtown design to reflect a Victorian atmosphere. -

Water quality and the unresponsiveness of the village council were listed as other issues that need
nnprovement

Challeng_es;

The busmesses mdwated that the biggest challenge is growth Under this large categoxy were several
concerns. ‘Ranked first was the need for-the village to'develop a strategy that is depéndable shd not.
subject to change by political bodies. Included in the growth issues were zoning and permits and the need
for more jobs, Last under this category was a concern about the residents of the village not wanting to

support the growth and not being aware of the mcentlves available for growth.

Another challenge identified in the interviews is the need to maintain and support the local businesses and
keepmg the tax dollars in the village. Included i in ’[hIS isa concern about competltlon w1th the | ma_]or cham

stores m the surroundmg area.

Resndentlal growth and concern that the village' will becomé a- bedroom community, 1nﬁastmcture
capacity, and the impact that increased traffic will have on the village were included in the list of

challenges.

Developme?

When asked to discuss the development issues facing the villdge, business respondents identified the fetail,.
industrial,"and housing sectors: The retail development needed included a concein about both vacant store

fronts and a lack of retail frontage. Generally they wanted to protect and promote the businesses in the
village and develop the image of the retail area like that of the one in ‘Grand Rapids. o

The respondents also made a list of the additional busmesses needed in the village. A gas station, bank

car wash, clothing store, lumber yard, expanded hardware, grocery, and fast food were the businesses they
wished to see added to or expanded in the village.

13



Industrial development concerns included a need to improve the tax base and to recruit businesses with
better. paying jobs. - Controlling industrial development to prevent an influx ‘of heavy industry and
developing an area for industrial development that is located away from the residential areas in the village
were also cited as development issues.

Housing concems-includgd the need to recuit younger families into the village, however, the business
expressed concern about the number of people coming into the village from Toledo. - SETRR

Communication

Generally, the business leaders were concerned about the quality .of communication in the village, a
concem also revealed in the Citizen Attitude Survey. T 3 vérnmentbodiesneeded.to.

;
fegosnoat

W selosplytopet '“‘“'d';theymfel&thatnb.etiﬁ&;’;m&&ig?;‘._ ,
inviolved in the village in a more nositiveway. L
Turnpike

Because of the addition of a turnpike interchange to open in 1996, there were a number of responses that
pertained to that issue. Generally businesses believe the interchange will be an improvement to the village
as it will provide excellent access to the highway system. They were concerned about the changes that
will-result from it and felt that the village should .do all it can to control -the development of the arca
-around the interchangg.and in the village.. . This concern has also been expressed in the Citizen Attitude
Survey S : T v T IR

Community Forum |
On Monday, J; anuary 29, 1996, over forty E,lmdre fesidents_ attended a».forum ‘held in the townshi,jz hall.
The residents were from a cross section of the community. Several were business people, various
govemmental entities were represented, and many were interested citizens. The forum was led by Mark

Reilly and facilitated by the Good START staff. All the input generated at the forum is included in this
report. ; _ : S | B ., .

The goal of the forum was to solicit further input from the community representatives, to review the
survey results, and to discuss three issues that were selected as being the most critical for the village. ...

During the forum, participants were asked to identify strengths and weaknesses of the village from the
perspective of families thinking of moving into Elmore and from the perspective of industrial prospects.

The discussion generated the following comments. . N
Positives identified for families

o.‘ schools and libraries
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good village maintenance
* community pride and fnendlmess of the people
security
available day care
' parks and recreatlonal act1v1tles

' Negat:ves 1dent1ﬁed for farmlles

. tack of housing for rent and sale
. few recreation activities

' no home mail delivery

’ medical service is limited

Positives identified for industry

good schools
neatness of the community
willingness for abatements - Enterprise Zone
attractive utility rates
accessibility to markets
- EMS and fire protection
“quality of labor force - : e
cooperation between local governments to attract business

Negatives identified for industries

. not much vacant space for business
. lack of parking downtown

In addition, they were asked to consider what they would like Elmore to be in the year 2001,

Elmore in the year 2001

Ohio Department of Transportation responsive to traffic change with the addition of the
turnpike exit
. planned and organized growth so semces are possxble
. kooperative growth plans
B job opportunities fof skilled and entry level posmons
people to fill the available positions
Elmore has it own area to develop for business and mdustly

A summary of the survey results was presented to the forum participants. A short explanation was made
about the format and the procedures used.
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Goal 2: Improve the small business base and work to reyitalize the central retail area.
Background

The Citizen Att:tude Survey recogmzes as pluses the superior service and posmve attitude of clerks,
safety, sidewalk conditions and cleanliness, and overall appearance of the downtown area. Concerns of
the residents are retail selection and prices, parking availability, advertising and local promotions, building
appearance, and store hours. Business interviews reinforce these concems in the' specxﬁc area of parking,
Additionally, the businesses are concerned about sales. volume and lack of support by the residents.

Action Steps -

1) The Chamber of Commerce and CIC can plan a public meeting and presentation by the staff of the Ohio
Historic Preservation Office (OHPO) to discuss the “Main Street” program and other OHPO technical
assistance available and to offer advice on specific building treatments.

2) The CIC and Chamber should work with property and business owners and other interested parties
(school district and churches) to pursue downtown revitalization and a new image for the central business

district and to explore market niches to build on local traffic generated by the turnpike mterchange The
strategy caninclude:

a) “adopting * and decorating vacant storefronts

' b) developing a unified effort to promote the central business district which can include

. store operating hours,

. develop a logo identifying and uniting downtown Elmore and the access to Lake

, Erie recreation opportunities

. joint advertising efforts - recruit advertising department of newspaper to provide
advice on most effective approach

. develop a flyer enumerating the businesses and services available in the central

business district. Place flyers in all businesses in the area mcIudmg Village Hall,

Library, and grocery - and outside locations -
. acknowledge pnce and selection factors of small retail business and actlvely .
promote “service,” while pursuing unique mixes and market niches

c) visit with and discuss the experience of officials of Grand Rapids, Ohio, to determine the
success and challenges of their development efforts. Grand Rapids has built upon a
location along the riverfront and state highway.

d) continue to sponsor the festival promoting a prominent position for retail sector. Festival

hours can coincide with store hours to give visitors exposure to products offered in
town, Encourage stores to have promotional sales at that same time.
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e) encourage “buying Iocal” by providing promotion - develop “Elmore Bucks”
theme from the Christmas decoration contest

f) focus onl one business in each Hayseed publication doing in depth mformatxon lmked B
' \mth a coupon see Marketplace approach in} ews M‘ nger” -

g) rev1ew parkmg avallabﬂlty e -
- . ‘Burvey customer parkmg habits and preferences - ' o
e - teview parking pattérns andlimits to verify appropriate uise of parkmg spacé
. provide and enforce long term parkmg space :
. consider development of parking area in rear and/or east end of central area”

. R
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A Dev'elo;imeiit Briefing: Saving" ‘ D'owhtoivn |

Downtown revitalization in smaller communmes is an uphill battle, but not necessanly an nnposs1ble one
towin. The international acceptance of the regional shopping mall has changed the role of downtowns
forevér. However, the shift from the local general store to the discount K-Mari or Wal-Mart, and from
the downtown catalog store to the ubxqmtous mall "anchor i has Ieft several roles for the centfal busmess
district to still play : -

Downtowns are still serving effectively as Tocal "servxce centers” - homes for insurance, real estate,
business services, professional offices, and the like, They also serve the local and convenience needs of
re_snden_ts who don't_ want to ttavel long dlstances_ for every purchase_,

'Beyond these obvxous functtons downtown orgamzattons and mdmduals are meetmg vaned degrees of
sticéess in creaﬁng néw roles and carving out new miches. Success requxres a coficerted eﬁ'ort, a plan, and
a goal. A community can strivé to become an "antiques center", but it takes mofe than’ one antxque shop
to attract significant out-of-town traffic,

More hkely, the commumty needs to put together several shops an attracﬂve restanrant, perhaps an old-
fashioned i ice cream parlor for summer traffic, an outside "event" such as a concert by thé local school
| .band ‘and an overall atmosphere whlch attracts people dnd makes them comfortable to be downtown‘

A tried-and-true method to approach downtown revitalization is know: as the Main Street approach,
developed by the National Trust for Historic Preservanon, and promoted in Ohxo by the Ohm Hlstonc
- Preservation’ Office. That method mcludes four major components orgs en, and
e@gngmgmﬂunng Bach component is viewed as essential, and the overall strategy i¥incrémer
with no short-term anticipations. Like indiistrial prospect development downtown rewtalmauon takes

time and patience.

Orgamzatmn requu'es unified and coordmated management, with pnmary responsﬁnhty falhng" on the
downtown business coxanmty Downtown businesses must work together On COMUNON Pro; otlon
jointly sponsored events and advertising, uniform hours, and in the best of cases, umfomuty of’ new

‘bulldmg and storefront desxgn

Successful orgamzed marketmg of the downtown will reslt'in a umﬁed positive zmage and consumer
recognition of the downtown as a smgular entity first, and a coliection ‘of individual businessés second.

The downtown business community, if organized effectively through the Chamber or other means, can
also work to attract new busmesses where voids are documented. »

Other recommendations include:

1. Fommation of a downtown revitalization committee to carry out the community's downtown
development strategy. This may most likely be suited to the Chamber for implementation.

25



2. Contact with the Ohio Historic Preservation Office for information on building revitalization, Main
Street concepts, restoration techniques, and other technical assistance including a poss1ble local seminar
for mterested propeny owners. :

3. Busmess owners should Work to estabhsh umform shoppmg hours and to promote the downtown
Jomﬂy Aj joint Togo or slogan is often helpfirl to promote a single i nnage for the downtown, and to create
a collective 1dent1ty shared by all downtown businesses. . : -

4. The potential benefit of advertlsmg on the turnpike to "snag” out-of- town customers, should be
analyzed What busmess, products and services should be advertised?

3. Promotional events should be orgamzed Events should be coordmated with busmess hours Sunday
events in front of closed storefronts will not produce revenues! (Rather than gbandoning Sundays, stores
may ‘wishto. consxder specxal hours dunng events) ‘Other events, could include auto shows, agncultural
shows, flower shows, craft shows a “F armers Market" specm,l children’ s events and contests and
sidewalk sales.

6. Downtown should be viewed as nat just a place to shop, but as a place to _have fun. Mall
management works hard to. achieve this i image. The five eIements for successful events, as v1ewed by
developers such as James Rouse are ovetlappmg events, food and. drmk somethmg given away free,
something for the children, and music. This formula is employed at Dzsneyland and at successful "F estival

Marketplaees“ around the country. .

. 7 As wlth mdusmal'prospect development an mventory of avaxlable downtown storefronts sale or
Jease costs;. ther information should be mamtamed Available financial and other i incentives for new
busmesses should be explored. With- enough mterest fundmg could be sought from the Small C1t1es

Community Development Block Grant program., y

8. Conversion of downtown properties to attractive apartments should be explored as potential income
producmg activity. ThlS could prov;de housmg for those who value access to downtown .amemnes such
as eldery. households : :

9. Those witha stake in the downtown should wotk to capxtahze on the time demands mcreasmgly placed
Dy k households with little time to shop. Increasmg value is placed on "convemence"
0s¢ o'home which takes httle time. . . |
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Goal 3: Capttahze upon the new S.R. 51 turnpike mterchange as an assef for the village by
planning and controlling its impact on the village.

Background

thle most feelings about the mterchange are positive, the need to effectlvely plan for and control its

. unpact on the entife village i is ackriowledged. The interchange will be a true challengé for the village; --
however, the residents are most concerned that the traffic on State Route 51 will create problems for the -
- central business district. In addition, they are somewhat concerned about the negative activities that may
ocour because of the mcreased traffic into the vﬂlage _

' The busmess surveys indicate favorable opxmons about the mterchange The 1mproved hlghway access
is an assét for many of ‘thése businesses. However several ‘businessés mentioned concerns about
development around the interchange itself. These coricerns were primarily about ouilying buisiiesses that
would be established in that area and compete with existing business in the village. The resuients also
expressed concern about excessive commercial development around the interchange. i

Action Steps

1) Continue efforts to control the des1gnatlon of the mterchange as locaI or recreatlonal not an alternate
route to Toledo via S R. 51 o .

2) Work with adjoining govemment entlnes (especmlly Hams TOWIlShlp) to ‘develop plans for future
development

3) Conduct traffic counts as necessmy and maintain contact w1th the Ohio Turnplke Commlssmn and Ohio
Department of Transportation. Both entities may be helpful in desxgmng methods to control or facilitate
traffic flow through Elmoreif a, s1gmﬁcantly hlgher traffic count résults. Improvements may include
devices such as traffic lights, street ahgnments pavement \mdenmg, and intersection redesign to
accommodate truck and traffic turning movements .

4) Survey hcense  plates of through town traffic and parked velncles
. . determine where traffic originates -
’ design marketing to target tourist/visitors

5) Promote location as quality farmer matket - focus on area’s agribusiness

. use turnpike sign to attract .

. identify, market, and stock specxahzed agricultural products o

. cooperative marketing with local farmers o

. 1dent1131 oﬂ‘-season actlvmes to oﬁ'set seasonal nature of agnculmrally-onented products
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Goal 4: Promote existing businesses and market the community as an. attractive location for
desirable new businesses and industry.

Background

_As a part of the desire to control growth in the village, residents and businesses both respond they are
interested i in recruxtmg small mdustry These groups are selectwe about the types of industries that they
are mterested in aftracting to, Elmore, Also mentioned numerous tlmes in the surveys, isa need to work .
to retain and promote e:ostmg busmesses L

The proximity of the Portage River to the village contributes to the “quahty of fife” issue. It is identified
in the survey responses as a positive resource for the village. Development of the riverfront would be an
attfdctxon not only for the current resxdents but also would bea good markeung tool for the wllage It
would enhauce any downtown deveIopment pro;ect . L ,

Actlon Steps

1) Consider development of a law-cost, proactive marketmg straxegy including i
. identify most desired industries which are most likely to locate in an area

.. -- . thenplan target mailing, working with Ottawa County CIC. .
. identify linkages to nearby industry/busitiesses most hkely to partner with -
suppliers which need to locate near client plants within a spectﬁc drive time
LA 1dent1t:y potential for “just in time” market . :
. identify markets within local area fo complement oie aiiother

2) Establish standard procedures and reliable “team ” of individuals, conversant in reIevant data
concernmg the vﬂlage and available incentives for d' 'lmg with prospects L

e mamtam a “scorecard” of expenences Wlth prospecis Aand others showmgf: :
o mterest in Elmore Note their evaluanons as pomts fori unprovement -
« ' ensure local contacts are mcluded within county-mde and reglonal prospect ‘

development teams for site visits

3) Develop and focus on theme (access fo recreatxon) and avallablhty of transportatlon as a posmve )
econonuc development factor -

4) Create a “billboard” along turnpxke to promote Elmore and ,ca,r_efully_ sel,eot'imag_eian(_l: theme

5) Work closely with CIC to develop marketmg tools to target desxred mdustry ‘
a) may include development of a piece to inclide in the Ottawa County brochure
) develop and maintain a descriptive “catalog” of incentives avallable to local
development including favorable utility rates, enterprise zoné, local fees and rates
for services, schools in and around village, and appropriate state/federal financing,
labor training, and technical assistance programs
c) emphasis on municipal electric system and its comparative advantage
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6) Conduct retention and expansion busiriess visitation program with commercial and industrial
busmesses within the village to develop more effective refationship

. to be initiated by the Chambér of Commerce .
. partnershlp with the CIC as appropnate (especlally with the manufacturers) )
’ develop a monthly “after hours’ w1th a]l local busmesses 1nv1tmg other'_

~° interested parties . '

7 Imiéntbry .exvisti_ng spac::eva,i'ld _a_véi@bk land forh.uil.'cjling - provi_fi'e_to' Ccic

8) Work with AMP Ohio to take advantage of promotion Sy that organization

9) Partner with Schedel Foundation to promote village atid explore mitiial promotional projects
10) Work thh regional entmes, county, tqwnShi_ﬁ,_iégiohgl planmng ¢omn1issidﬁ; etc | |

i 1) Conﬁnﬁe efforts w1thV1s1tors Buréau for itﬁglﬁsiorf within Lake Erie tounsm ;;;gidn' |

12) Reséarch the “best use” for the riverfront area. This resource could be a cdﬁ@ﬁnity&rid’e asset,

as well .as, a tourism promotion, The development of the riverfront could provide recreational,
cultural, and commercial beneﬁts s1m11ar to those reahzed in cormnumttes such as Grand Raplds in

nearby Wood County
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- Development Briefing: Marketing Elmore

The big players spend a lot of money on marketing. Thousands of dollars go into the design and
placement of advertisements in select publications.  Attractive and eye-catching packages are
developed for mass or targeted mailings. Fees aré paid to consultants to help target those industrial
sectors which are most likely to take a serious interest in the community as a potential site,

Obviously, Elmore does not have __t_,g:ns of thousands of dollars to .Spénd in marketing. This ddgs_ not
mean the village cannot be an effective player. "An efficient, low-cost marketing strategy can be
developed which will make certain desired business prospects take note of your community.

Here, then, are some low-cost suggestions:

1. The existing Ottawa County brochure with enclosures is a winner. We recommend developing
an Elmore enclosure and keeping a stock of the brochutes available, updating them a$ nééded. Put
multiple copies in the hands of officials from the Ohio Development Department, utilities, rail
officials, commercial realtors, commetcial builders, and lenders. Local industries could receive one;
as well, duting an R&E visit. . L

2. Proximity to the tumpike (and 1:75) may well b the community's biggest ssset in prospects' eyes.

~ Exposureon’ could result from an eye-catching billboard. It may be most cost-sffective to construct

and own one, rather than renting space. A good slogan or catch phrase can resulf from local

brainstorming or a contract with a public relations firm. A slogan could result from a community-
wide contest, '

3. One inexpensive targeting ploy: Someone can spend a day or two recording whose trucks are
most frequently passing by on the turnpike. Of special interest are manufacturers’ trucks. If a
manufacturer shows up frequently, and it doesn't have a plant nearby, it may make sense from a
transportation cost standpoint to locate a new plant in the village.

If you also record common carriers' trucks, it is possible that a regional center for a trucking firm
would be cost-effective. Commercial distribution centers need not be ruled out; either.

4. An obvious target for marketing is the automotive industry and auto suppliers. Even with a
recession and sales downturn, the I-75 stretch from Michigan to Tennessee is the “auto belt", and

Elmore is doubtless a contender for auto supplier plant locations.

5. Other potentials which would match local labor availability and site conditions; plastics molding,
electronic assembly, metal fabrication. Water availability should be clearly ascertained by the village,
in order to know of any potential constraints posed by prospects (such as some plastics operations)
which use large amounts of water in their operations. ' '

6. A good resource in helping target new industries is the existing industrial base. They know why
THEY located there and may have a good insight into why others would as well. They may have
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knowledge of special linkages between nearby businesses and prospects which want to locate in the
area. Local plant officials should be courted as valuable resources, and e&‘orts should be made to gam
their contnbunons to Chamber or CIC activities.
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Goal 2: Improve the small business base and work to revitalize the ceixtral retail area.
Background

The Citizen Attttude Survey recogmzes as pluses the superior service and posmve attitude of clerks,
safety, sidewalk conditions and cleanliness, and overall appearance of the downtown area. Concerns of
the residents are retail selection and prices, parking availability, advertising and local promotions, building
appearance, and store hours. Business interviews reinforce these concerns in the specxﬁc area of parking.
Additionally, the businesses are, concerned about sales volume and lack of support by the residents,

Action Steps -

1) The Chamber of Commerce and CIC can plan a public meeting and presentation by the staff of the Ohio
Historic Preservation Office (OHPO) to discuss the “Main Street” program and other OHPO technical
assistance available and to offer advice on specific building treatments.

2) The CIC and Chamber should work with property and business owners and other interested parties
(school district and churches) to pursue downtown revitalization and a new image for the central business

district and to explore market niches to build on local traffic generated by the turnpike mterchange The
strategy can include; .

a) “adopting *“ and decorating vacant storefronts

' b) developing a unified effort to promote the central business district which can include

. store operating hours,

» develop a logo identifying and uniting downtown Elmore and the access to Lake

, Erie recreation opportunities

. joint advertising efforts - recruit advertising department of newspaper to provide
advice on most effective approach

. develop a flyer enumerating the businesses and services available in the central

business district. Place flyers in all businesses in the area mcludmg Village Hall,

Library, and grocery - and outside locations ,
. acknowledge pnce and selection factors of small retail business and acnvely _
promote “service,” while pursuing unique mixes and market niches

c) visit with and discuss the experience of officials of Grand Rapids, Ohio, to determine the
success and challenges of their development efforts. Grand Rapids has bullt upon 2
location along the riverfront and state highway.

d) continue to sponsor the festival promoting a prominent position for retail sector. Festival

hours can coincide with store hours to give visitors exposure to products offered in
town, Encourage stores to have promotional sales at that same time.
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¢} encourage “buying local” by providing promotion - develop “Elmore Bucks”
theme from the Christmas decoration contest

H focus on one business in each Hayseed publication doing in depth ; mformatton lmked ‘
' thh a coupon see Marketplace approach in] ews Messen' 'er o a

| B) review parkmg availability B “
'; Te ' survey customer parkmg habits and preferences - ' S
*» " teview parking pattérns and limits to verify appropriate lise ofparkmg space

provide and enforce long term parkmg space

(RN
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'Dev’elopmeiit Briefing: Savin’g' D'ownt'own '

Downtown revitalization in smaller commumtles is an uphill battle, but not necessanly an nnposs1ble one
towin. The international acceptance of the regional shopping mall has changed the role of downtowns
forever, However, the shift from the local general store to the discount K-Mart or Wal-Mart, “and from
the downtown catdlog store to the ubrquttous mall "anchor " has Ieﬁ several roles for the central btfsmess
district to still play.

Downtowns are still serving effectively as local "servrce centers - homes for i msurance real estate,
business services, professional offices, and the like. "They also serve the local and convenience needs of
resrdents who don't want to travel long dtstances for every purchase

'Beyond these obv:ous ﬁmctrons downtown orgamzattons and mdmduals are meetmg vaned degrees of

stictess in creatmg néw roles and carving out new niches. Success requxres a concerted eﬁ'ort, a plan, and
agoal. A community can strive to becotne an “antiques center”, but it takes more than’ one anthue shop
to attract significant out-of-town traffic,

More hkely, the commumty needs to put together several shops an attracuve restaurant, perhaps an old-
fashioned i ice ¢ream parlor for summer traffic, an outside "event" such as a concert by the local school
4band ‘and an overall atmosphere whrch attracts people and makes them comfortable to be downtown

A tiied-and-true method to approach downtown revitalization is known as the Main Street apptoach,
developed by the National Trust for Historic Preservatton, and promoted in Ohro by the Olno Historic
* Preservation‘Office. “That method inchides four major components orga motion, ‘design, and
gmnom&mcmnn& Each component is viewed as essential, ‘and the overall strategy is mggemental
with no short-term antlclpatrons Like industrial prospect development downtown rev1ta11zat10n takes

time and patience

Organization requires unified and coordinated management, with primary responsibility fallr_n  on the
downtown businéss commiunity. Downtown businesses must work together - on common promotion,
jointly sponsored events and advertising, uniform hours, and in the best of cases, umfomnty of new

.bulldrng and storefront desrgn

Successful orgamzed marketmg of the downtown will result in a umﬁed  positive i nnage and consumer
recognition of the downtown as a smgular entity first, and a collection ‘of individual businéssés second.

The downtown business community, if organized effectively through the Chamber or other means, can
also work to attract new busmesses where voids are documented. ~

Other recommendations include:

1. Formation of a downtown revitalization committee to carry out the community's downtown
development strategy. This may most likely be suited to the Chamber for implementation.
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2. Contact with the Ohio Historic Preservation Office for information on building revitalization, Main
Street concepts, restoration techniques, and other technical assistance including a possrble local seminar
for mterested property owners. :

3. Busmess owners should Work to estabhsh umform shOppmg hours and to promote the downtown
Jomtly Aj joint Togo or slogan is oﬁen helpful to promote a single i lmage for the downtown, and to create
a collective identity shared by all downtown businesses, . . :

4. The potential benefit of advertising on the turnpike to "snag" out-of- town customers, should be
analyzed What business, products and services should be advertised?

3. Promotional events should be orgamzed Bvents should be coordmated with busmess hours Sunday
eventsin front of closed storefronts will not produce revenues! (Rather than-abandoning Sundays, stores
may wish to CQHSIdcr specral hours dunng events). Other evenis could include auto. shows agncultural
shows, flower shows craft shows a “Farmers Market" specral children’ s events and contests and
sidewalk sales,

6. Downtown should be viewed as not just a place to shop, but as a place to have fun, Mall

management works hard to.achieve this image. 'I‘he five eIements for successﬁﬂ events as wewed by
developers such as James Rouse are overlappmg events, food and. drmk somethmg given away free,
something for the children, and music. This formula is employed at stneyland and at successful "F estival
Marketplaoes“ around the country. - . L L o

. 7, Asthh mdustnalprospect development, an mventory of avaxlable downtown storel'ronts sale or
Jease costs, ari ther jnformation should be maintained. Available financial and other'i incenttives for new
busmesses shoyld be explored. With enough interest, ﬁmdmg could be sought from the Small C1t1es

Community Development Biock Grant program, By

8. Conversion of downtown properties to attractive apartments should be explored as potennal_mcome
producmg activity. “This could provxde housmg for those who value access to downtown L ament
as elderly households : :

9. ’I'hose witha stake in the downtown should wotk to caplta]lze on the time demands mcreasmgly placed
upon two-p heck households with little time to shop. Increasmg value is placed on "convemence"
shopping cl"”. _ o'home which takes httle tnme . .
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Goal 3: Capxtahze upon the new S.R. 51 turnpike mterchange as an asset for the village by
planning and controlling its impact on the village.

Background

thle most feeImgs about the mterchange are positive, the need to e&'ectxvely plan for and control its
.impact on the entite village is acknowledged. The interchange will be a true challenge for the vﬂlage .
however, the resndents are most concemed that the traffic on State Route 51 will create problems for the -

.....

oceur because of the moreased traffic i into the vﬂlage _

‘ 'I‘he busmess Surveys indicate favorable oplmons about the mterchange The 1mproved hlghway access
is ar assét for many of thése businesses. However several ‘businessés mentioned concerns about
development around the interchange itself. These coficerns were piitarily about outlying ‘buisiriesses that
would be established in that area and compete with existing business in the village. The re51dents also
expressed concern about excessive commercial development around the interchange. =~ ~

Action Steps

1) Continue efforts to control the des1gnatlon of the mterchange as local or recreatlonal not an alternate
route to Toledo via S R. 51 ' :

2) Work with adjoining govemment ent1t1es (espec1ally Hams Townsfnp) to 'develop plans for future
development

3) Conduct traffic counts as necessaty rand mamtam. contact w1th the 0h10 Turnplke Commission and Ohio
Department of Transportation. Botli entities may be helpful in desxgmng miethods to control or facilitate
traffic flow through Elmore'if a. sxgmﬁcantly _hlgher traffic count results. Improvements may include

devices such as traffic lights, street ahgnments pavement mdemng, and intersection redesign to
accommodate truck and traffic turning movéments .

4) Survey lxcense  plates of through town traffic and parked vehzcles
. . determine where traffic originates :
. design marketing to target tourist/visitors

5) Promote location as quality farmer matket - focus on area’s agribusiness

. use turnpike sign to attract .

J identify, market, and stock speciahzed agricultural products o

. cooperative marketing with local farmers .

. 1dent1fy off-season actlvmes to oﬁ’set seasonal nature of agnculmrally-onented products
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Goal 4: Promote existing businesses and market the community as an-attractive location for
desirable new businesses and industry. '

Background

As a part of the desire to control growth in the village, residents and businesses both respond they are

interested in recruiting small industry,  These groups are selective about the types of industries that they

are intereste

SR YA ol

to retain and promote existing businesses.

The proximity of the Portage River to the village contributes fo:thé “quality of life” issue. It is identified

in the survey responses as a positive resource for the village. Development of the riverfront would be an.

attraction not only for the current residents, but also would be a good marketing tool for the village. It

would enhance any downtown development project. .
Action Steps

1) Consider development of a low-cost, proactive marketing strategy including _ .
. identify most desired industries which are most likely to locate in an area
- . . thenplan target mailing, working with Qttawa County CIC.
. identify linkages to nearby industry/businesses most likely to partner with -
suppliers which need to locate near client plants within a specific drive time
. Mentify potential for ‘just in time” market, -
e identify markets within local area o complement ofie another

2) Establish standard procedures and reliable “team” of individuals, conversant in relevant data
conceming the village and available incentives for dealing with prospects, =~
...+ maintain a “scorecard” of experienices with prospects and others showing
- . inferest in Elmore. Note their evaluations as points forimprovement.

»  ensure local contacts are inchided within county-wide and regional prospect
development teams for site visits ST

3) Develop and focus on theme (access to feérezitidﬁ).éﬁd: avallabxhty of transportatlonas apositive
economic development factor e T T

4) Createa “billboard” along turnpike to promote Elmore and careflly select image and theme

5) Work closely with CIC to develop marketing tools to target desired industty =
a) may include developmerit of a piéce to include in the Ottawa County brochure
b) develop and meintain a descriptive “catalog” of incentives available fo local
 developmient, including favorable utility rates, esiterprise zorie, local fees and rates
for services, schools in and around village, and appropriate state/federal financing,
labor training, and technical assistance programs
¢) emphasis on municipal electric system and its comparative advantage
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6) Conduct retention and expansion businiess visitation progam with commercial and industrial
busmesses within the village to develop more effective relationship.

K to be initiated by the Chambér of Commerce ‘ .
J partnershlp with the CIC as appropriate (espec1ally with the manufa.cturers)
> develop a monthly “after hours™ thh all local busmesses 1nv1tmg other'_

© intefested parties . '

7) Inventory -existi_ng space and _a‘véi'l.éblze'land for‘l;'uil:cjling '—' p,rovififc:.tq Cic '
8) Work with AMP Ohio to take advantage of promotion By that organization
9) Partner with Schedel Foundation to promote village aiid explore mutiial promotional projects
10) Wtk with region efites, county, township, regiona! plaiwing comumission, ote.
i 1) c‘on_finﬁe efforts \VltthSltors Buréau for ;g;gm_gim{ within Lake Erie _";d@ﬁ.s’iﬁ region
12) Reséarch the “best use” for the riverfront area. This resource could be a cdxﬁhiﬁnitydirid’e asset,

as well .as, a tourism promotion. The development of the riverfront could provide recreational,
cultural, and commerc;al beneﬁts similar to those reahzed in commumtles such as Gfand Raplds in

nearby Wood County
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- Development Briefing: Marketing Elmore

The big players spend a lot of money on marketing. Thousands of dollars go into the design and
placement of advertisements in select publications. * Aftractive and eye-catching packages are
developed for mass or targéted mailings. Fees are paid to consultants to help target those industrial
sectors which are most likely to take a serious interest in the commurity as a potential site,

Obviously, Elmore does not have tens of ‘th.ousand_s of dollars.to spend in marketing. ‘This does not
mean the village cannot be an effective player. “An efficient, low-cost marketing ‘strategy can be
developed which will make certain desired business prospects take note of your community.

Here, then, are some low-cost suggestions:

1. The existing Ottawa County brochure with enclosures is a winner. We recommend developing
an Elmore enclosure and keeping a stock of the brochures available, updating thein'as néeded. Put
multiple copies in the hands of officials from the Ohio Development Department, utilities, rail
officials, commercial realtors, commercial builders, and lendérs. Local industries could receive one,
as well, during an R&E visit, . L

2. Proximity to the turmpike (and 175) may well be the cominunity's biggest Aisset n prospects' eyes.

~ Expdsure on’ could result from an éye-catching billboard. It may be most cost-effective to consfruct

and own one, rather than renting space. A good slogan or catch phrase can resulf from local

brainstorming or a contract with a public relations firm. A slogan could result from a community-
wide contest. ‘

3. One inexpensive targeting ploy: Someone can spend a day or two recording whose trucks are
most frequently passing by on the turnpike. Of special interest are manufacturers’ trucks. If a
manufacturer shows up frequently, and it doesn't have a plant nearby, it may make sense from a
transportation cost standpoint to locate a new plant in the village.

If you also record common carriers’ trucks, it is possible that a regional center for a trucking firm
would be cost-effective. Commercial distribution centers need not be ruled out; either.

4. An obvious target for marketing is the automotive industry and auto suppliers. Even with a
recession and sales downturn, the I-75 stretch from Michigan to Tennessee is the "auto belt", and
Elmore is doubtless a contender for auto supplier plant locations.

5. Other potentials which would match local fabor availability and site conditions: plastics molding,
electronic assembly, metal fabrication. Water availability should be clearly ascertained by the village,
in order to know of any potential constraints posed by prospects (such as some plastics operations)
which use large amounts of water in their operations. - ‘ ‘

6. A good resource in helping target new industries is the existing industrial base. They know why
THEY located there and may have a good insight into why others would as well. They may have
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knowledge of special linkagés between nearby businesses and prospects which want to locate in the

area. Local plant officials should be courted as valuable resources, and efforts should be made to gam
their contnbutxons to Chamber or CIC activities.
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From the survey results, three major themes were selected to. become the Focus Priorities. These were
chosen due to the number and content of the responses related to them. In the selection of these priorities,
consideration was given to both the residential and business survey results, }

Participants were divided into three groups to discuss the three Focus Priorities: growth, leadership, and
communication. Each of these groups discussed the information presented to them from the forum and
the results of the surveys. From the discussion, they developed a list of issues relating to their priority.

Growth

. industrial

’ residential

. commercial

. concern for utilities

. small business - competition with large stores in surrounding area
. marketing the village

Leadership -

communication needs to be improved to and from the cltxzens of the v111age
leadership must have honesty and integrity.

leaders should not be afraid to lead

public relations should be improved

Communication

' mailer or newsletter was suggested
how to get people to read it?

+  Chamber of Commerce activities :
What is it about and what is it doing? .

’ some definition of “community” should be developed

SR s T R B NN

The conclusion of the forum included a reportmg back from the pnorlty groups and cormmtment to get
the information generated at the forum back to the participants. To continue the Good START process,
interested participants were encouraged to complete a form that mdncated their choxce of Focus Priority
and asked for their participation in that area.
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The Elmore Good START Strategy

The overall purpose of a coordinated development effort is to exert local control over the destiny of the
village to the maximum extent possible.” Without a proactive initiative in thisregard, the well-being of the
community will be increasingly dependent on factors and forces outside the control of:the people who
make up the community. PR

In the Village of Elmore, there are several groups in place who are working toward the development of .
the village. It is important to acknowledge the work that these groups have done and are cusrently doing.
It is part of the strategy to reinforce the work that is now being dore, not to replace it. It is very
important to coordinate the efforts of the various groups and communicate progress on all fronts with a
. single.coordinated message. a K B '

The underlying mission of the strategy is to maximize the opportunity for all local residents to enjoy the
quality of life which can only be realized in a small town, while bringing to reality those improvements
which are feasible and of highest priority, and to.create opportunities for all businesses to operate. as
efficiently and successfully as possible.

Through the efforts of the entire community, the Good START process has identified three Focus
Priorities. These priorities are growth, leadership, and communication, An additional priority that should
be considered is the effect that the turnpike interchange opening in the summer of 1996 will have on the
future development of the Village of Elmore. Goals and action steps are suggested in the discussion
whichfollows for each of these priorities: -*+ .~ o e

- Focus Priorities

The following goals, or “Focus Priorities,” have been selected for planning and action in the short run,
-~ based upon the several methiods of input described previously: A more in-depth discussion of each follows
this list. o T o

Growth , o N
Growth is inevitable for Elmore. Based on survey results, Elmore's citizens are well aware of this. The
construction of the turnpike interchange will offer Elmore the opportunity of being within minutes of
metro Toledo and the growing I-75 corridor, yet offering the advantages of a rural small town.

Residents (and business repfesentatives) are clear in their views that the positive aspects of the small town
- such as knowing one's neighbors and feeling safe - must be preserved. Leéss clear, but easy to infér from
the survey data, is a desire to retain and improve on the physical:small town character of Elmore. This
desire points toward managed, slow growth as a goal and area of focus. '

In the forum discussion, several tools and methods were listed to harness or control growth.. These
include zoning and subdivision regulations, formalized communications with area local: government,
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coordination with Ottawa County officials, and possibly comprehensive planning, including planning and
recruiting for the central business district.

For the near future, the planning committee should focus on putting tools and ptocesses in place to guide

development; rather than endure it: Recommendations are included in this report wh1ch focus on several

facets of controlled growth.
S Contmue the “Good START”. process for planmng and development
2. _Improve the smali busmess base and work to. revxtalxze the central retaxl area.

3. Promote exxstmg busmesses and market the commumty as an attracttve locatlon for
desuable new business and mdustry

4 .Create an atmOSPhef e for residential growth that will allow for increases in the
- population and maintain the existing “quality of life.” - } _

5. Capitalize upon the new 'SR 51 turnpike mterchange as an asset to the Vﬂlage by |
‘.planmng for development and- contro]]mg 1ts unpact on the vﬂlage c e,

Survey results - both through broad-based trends and individual comments -:pointed toward a need-to
identify, develop,-and capitalize.on local leadership. The opportunity must exist for new leaders to emerge
and contribute to their community. The citizen attitude survey reveals that leadership development is of
critical importance in both the public and private sectors. -Those currently in leadership positions should
be given every opportunity to contribute. At the same time, future leaders need to know there will be a
place for.them to hone and apply their skills. -Leadership development will niot just happen; it must be
planned for and actively promoted. Recommendations are included in this report- to help ensure that
leadership opportunities will continue in those areas where they will be most needed. :

6. Encourage and develop effective leadership in the village and the sufrounding.area. o
Com-mu.nigg:_t'io'n . S
Elmore, like eveny. other community,'beneﬁts or suffers from the level of use, quality, and accuracy of its
communjcation networks. - These can be formal media - such as the weekly Hayseed, or area newspaper

and radio. Survey responses also pointed to the importance of more informal networks: "Word of mouth“
was cited by numerous residents as a: pnmaxy source of mfoxmatlon S

In a time of change such as that nnposed by the turnplke mterchange, the need for a flow of accurate

" information to everyone in the community is vital. To maintain credibility, local government must take

steps to ensure that accurate information reaches as many residents as possible.
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Develop and enhance effective communication skills and means to provide accurate
information to all sectors of the village.
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Goal 1: Continue “Good START” process for planning and development.
Backgrouhd |

Cited as a priority concern of residents is the ability of the village to plan for “inevitable”growth and the
desire to plan for it effectively. Business interviews support the need for the continuation of the planning
process. It will be important to frequently revisit any plan and its goals and action steps made frequently
as the changes coming to Elmore are likely to be significant with the addition of the turnpike interchange.

Action steps
1) Expand the existing committee with significant private and public sector participation
. include the leaders of existing community groups - service groups, youth
organizations, churches, etc.
. solicit speakers on team building techniques
‘. incorporate into the planning process those who are currently involved at some

capacity within the village, i.e. various other committee members

2) Actively solicit the assistance of those who volunteered at the Community Forum and maintain their

role (and interest) in the process ‘ :
. develop committees under Chamber umbrella for Leadership, Growth, and
Communication - incorporate existing groups when possible .

3) Engage resources for technical assistance pertaining to strategic planning

. Terra or Owens Community Colleges could be resource for assistance
. other resources: WSOS, TMACOG, Ottawa County Regional Planning
Commission, Ottawa County CIC ,

4) Build into the planning framework the requirement to review the process on an annual basis and issue
a report to the residents and the businesses in the village - allow for “feedback” or evaluation of the
process by interested parties, while building a measure of accountability.

5) Assess capacity of infrastructure for growth and plan accordingly - perhaps through comprehensive
planning to best use economic development plan resources. '

6) Design and iifiplement a comprehensive land use and growth plan

. begin now in order to be proactive

. target Elmore but with forward look to surrounding area

. incorporate township and county input

. consider use of other initiatives such as Enterprise Zone to control or guide growth
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7) Examine zoning and subdivision regulations in detail (use resources of Regional Planning Commission)

. evaluate those currently in existence
» - consider best use for land : o
. designate firture development areas reflective of community wishes
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Deve10pment Briefing: Community Image

In answering the surveys, several comments were made about propertles in the village that needed
cleaning up and junk removal. -To help tidy up the unkempt image perceived by some, service
organizations could sponsor one or more "community clean-up days" or weekends. Incentives to
clean up could include a promise of free hauling of trash (which may requiré a donated payment to
a commexcial hauler). Volunteer labor could be offered by service organizations and Scouts to help
elderly. or other residents in- carting away-their eyesore trash. Similarly; donations of paint and
materials could be solicited, with volunteers supplying labor to paint.and fix up visible propertics
throughout the village. Elderly or low-income households could be targeted for assistance. Such a
strategy has been employed elsewhere in many communities and. ne1ghborhoods

A more negative, but potentxally successful, approach isto Ughten up the terms or enforcement of
village ordinances covering property conditions, zoning, storage of waste, storage of vehwles and
- similarissues. Village Council should consider this approach. S

Simultaneous with the community clean-up, and possibly tied to school and athletic booster activities,
the Chamber could develop a promotional slogan to be.offered on banners. downtown, bumper
stickers for residents, and. possibly the billboard discussed previously. Bumper stickers provide a low-
cost promotional medium every time a resident travels out of town! Widespread acceptance of the
. promotional campaign by all sectors of the community is important. from the start.
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Goal 6: Encourage and develop effective léadership in the village and the surrounding area,
Background

While “cooperation and small town community attitude” are very evident in the identification of
strengths within the village, residents have identified a coficern about the ability and willingness of
citizens to work together. Business intervisws include concerns about thé lack of progressive -
thinkig among the community members and an inability to focus on projects. Concérn has been -

expressed that planning and projects are subject to the changes that occur in political office, and that
there is no consxstency Planmng for a better Elmore must transcend these hrmtmg factors

Action’ Steps _
1) Recoghize lcaders of cor’rmiuni‘ty orgatizations and profile in the Hayseed.

2) Schedule meetings (quarterly) for the leaders of community groups to share their interests and
concerns about the village and examine progress in pursuing development goals. Encourage the
members of council and/or other village and township officials to attend.

3) Encourage membership in or dévelopment of a “Ieadershlp cIass” oﬂ'en done m a county—mde ,
format. :

4) Develop leadership mentoring program mth hlgh school students IncIude them m the planmng
process of community organizations.
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Goal 7: Develop and enhance effective communication skills and means to provide accurate
information to members of all sectors of the village.

Background

Clearly supported as a challenge within the village is the issue of communication. Communication -
between residents, leadership, local govemment, and businesses in any comemunity is vital, butina ..

village. the size of Elmore and with the changes that will develop. as it grows it. becomes especially
important.. Any percepy :
plans, as all sectors have a vested interest in the village..

Effective communication must be timely and accurate, There needs to be one mefhod or means that

is accessible to all in the village. The residential survey indicates that the citizens are getting their

information about various aspects of the village from a variety of sources, including “word of mouth.”
While most of these sources should continue to be used to their fllest, “word of 'mouth” is.not the
most effective way to convey accurate information. Efforts must be made to communicate more
effectively. = :

Actiﬁli Sjte[.js. -

- 1) Use media (Hayseed, cable television, newspapers, radio) in.an organized uniform method to

deliver a consistent message to the village.

2) Work with the publisher 10 suggest developing a part of the Hayseed to include the meetings.of
all the village council, township trustee, Chamber of Commerce, school board, and other public .

meetings.

3) Actively encourage attendance of the public at public meetings; publicize agendas prior to
meetings.

4) Solicit members of government entities, Chamber, school board, etc. to speak at community group -

meetings on the activities and issues

5) Hold town meetings on a regular basis
. invite members of all government entities
. include question and answer periods

6) Research potential for use of local access cable channel to broadcast meetings, interviews, and
other évents of land interest '
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The Point of Planning

The Good START process deliberately focuses upon some of the state's smaller communitjes. The
two major reasons for this focus present a paradox: (1) Small communities typically have very limited
resources (funding, time) to devote to developing their vision for the future and working toward it; -
yet (2) Small communities hold desirable attributes which can ‘present comparative advantages for
business and residential growth, - ‘ o R '
Here are some reasons why it is valuable to invest time and energy in planning for the fiiture of your
comtnuity, : - ' SRR '

1. Inhis best-selling book, "Megatrends”, JTohn Naisbett charted the shift of our society from-an
industrial one toan information society. Since publication of that book, advances in cable and fiber
optics and the expansion of the Intemnet and World Wide Web have bome out Naisbett's projections. -
New information-based businesses can rely less upon physical location within metropolitan market
areds, as long as they can aceess the Information Superhighway. Rural areas bécome more favorable -
asaresult. . SRR VR BRI SR

2. Several surveys have pointed to public preference for smaller communities. A book entitled .
"Micropolitan America" cites a 1978 survey by the U.S. Department of Housing and Urban
Development that found nearly half'of a 7,000 person sample to choose small towns as the best place
to raise children (only twelve percent favored large cities). ‘A 1985 Gallup suitvey ‘asked if people

- would move away from their communities if they could.” Fully 41 percent of those in'cities of over
I'million population registered dissatisfaction, compared to just 30 percent in smaller cities (50,000
to 500,000 population) and an even lesser 27 percent in rural areas.

3. The current political climate favors the decentralization of decision-making (and revenue sources)
away from the federal level, to states, and ultimately to local governments. The need for planning
by and for 16cal communitiés has never been greater, as commiinities must rely less and less upon
outside solutions to internal challenges, : B T L

4. Changing demographics will inevitebly bririg about changes in platining goals and objectives. ‘The
foremost trend is the growth of the elderly segment of population, already evident in rural
communities where seniors make up a large percentage of village households,

5. Changing requiréments for employment point t6-4n increased need for-education, -especially i
technical ateas.  Access to specialized education becomes increasingly important, posing interesting
challénges for small, rural ‘comrunities: ~Part' of the' solution will come through techriology - -
presenting opportunities for distance learning cente's. But the feed to match the employee training
requirements of local business with the capabilities of the labor force is becoming a paramount
concern which can stimulate - or bring to a halt - economic development activity.
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. Conclusion

This report has attempted to convey the firidings of a number of sources of input concerning what
the building blocks of the Village of Elmore - its residents and business leaders -~ think' of their

community and whee it stands in 1996, Based on this input, and the trends in thinking which can -
be discerned from the survey results, the report also includes an outline of recommendations covering

growth, leadership, and communication as the top three priorities.

This information, and the "snapshot" which it presents, is very important at the time this report isfirst -
written, distributed, and absorbed. It is a "good start", and ifit is successful, it will form the basis,of

an action planning and project development process which begins almost immediately, grabbing hold
of thase recommendations where local interest is great enough; moving from planning to DOING;

acknowledging, evaluating; and celebrating projects-which are completed; and moving to new focus

priorities.. -+ .« .

that step.

Herearea =féw'suggesti01i§ in taking this crucial s_fép: :

1. Make readiﬁg'ﬁis;reﬁon MANDATORY ~f0.r-vt.1.ié -May&f and 'zi.ll-.Céuncii- members andfor ét.léast
a half-dozen leaders serving in the Cliamber-of Commerce. Others may be selected. who.must read -

thereport. . -+ -~ .. -
2. Publicize this report. Make a copy available f’ér v1ew1ng at the li‘bfary;.maké more éopiéga_vailél;le
to check out of the library. . - PR A U T

3. Fimup ,ememl')ersliip of fhé_umbteﬂ# pubh&pnvateconmuee yvhi:ch'Will ovér_sgé plaumng and
implementation. Needless to say, all members get a copy of this report.-. . - L

4. Tke time for all to read the report, then call-a mesting. Prioritize.goals (new ones can emerge
if appropriate); prioritize action steps within the top goals. . o -

5. Stay with the action steps. Flesh them éﬁt; make them undérstandabié, achievable sfép.é. 'ASsign.

personsor. groups (which can include outside individuals and groups) who agree to take responsibility

for carrying out their action step. Place time limits to.get the step completed. Make those assigned |
the action step report back to the committec.on progress and completion. Do not be afraid to widen .
the circle of participating petsons and organizations, or to.delegate tasks:to partnering organizations, .

including service clubs, church youth groups, or scout troops.
6. Seta schedule for meetings of the umbrella committee. Include repdrts on each active goal and

progress in meeting the goal. Invite outside officials who can help achieve the goal.
If possible, get a meeting together at least once a month, Momentum and high interest is critical to
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SUCCESS.

7. Take minutes; turn them into easily readable reports to the community at large. Print the reports
in the Hayseed or another medium which will be widely read throughout Elmore. Continue to solicit
participation by new contributors.

8. Once every six months, step back from DOING the work and EXAMINE what has been done
over the past half year. Evaluate progress against goals, and tracking of work steps. Revise
schedules to represent the present reality, which will inevitably be different from your projection six
months ago. Acknowledge groups who have contributed - perhaps with a plaque, presentation at a
Council meeting, or other token of recognition. Revise goals and action steps as the committee sees
fit, to reflect new realities. Consider any new threats or opportunities. Celebrate your progress!

9. Then get back to work (repeat steps 5-8)!

10. Finally, periodically check the community’s pulse with another community attitude survey,
business survey, or other method of obtaining input to insure the overall effort is on the right track.

Do not be afraid to tinker with the goals and objectives.

"If you don't know where you are going, you might end up where you are headed." .
' Dr. Rod Gilbert, sports psychologist
\

-
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Development Briefing: The ABC’s of Site Selection

Today's industrial prospects are looking for sites or, better yet, buildings, which can be quickly and
cheaply adapted to their needs and put into use as quickly as possible. The comfield located one mile
from the water and sewer lines doesn't make it past the first cut very often. Thus it is important to
offer sites which are fully serviced by utilities (water, sewer, natural gas, electricity, telephone), zoned
for industry, adjacent to a passable roadway.

It is important to inventory all sites within the village and surroundings which are available for
prospects. This information should also be put in the hands of State, utility, and rail officials, as
appropriate, commercial builders, and realtors. Sites should be definitively and competitively priced.
Many communities take options on prime sites, to ensure they are under control and available for
quick sale when a deal transpires.

Potential investors should be identified who may be interested in jointly financing the development
of a fully serviced industrial park. A meeting of potential investors could be arranged by the CIC
to present the potential benefits to the community and to the investors. Further, investors may be
interested in constructing & "spec” building. The CIC can furnish information on common
specifications (floor plan, square footage, ceiling clearance) to make the building as generally
attractive as possible.

Most likely, sucha venture would involve a private partnership of investors who hope to gain a return

as property is sold or leased. Clearly, such a property must be attractive to prospects, and possess -

tthose characteristics which are most commonly sought.

So, what characteristics make for a preferable site? Experts vary somewhat in ranking them, but here
is a list of ten important factors:

L. Access to markets and to highways (and in some limited cases, rail).
2. Proper zoning, under government control.
3. Water and sewer, of sufficient capacity, to the property line.

4. Increasingly, the communications infrastructure; cable television, discounted long distance
telephone service, telephone service and quality for computer and fax transmissions, reliable one-day
package delivery service.

5. Positive labor force characteristics (fabor skills, labor costs).

6. Financial incentives affecting bottom-line decisions: low cost real estate, tax abatement, fixed
asset financing programs, working capital financing, local lenders.

7. Reliability and quantity of energy (3-phase electricity, natural gas).
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8. Soil of adequate bearing capacity for construction (1deally, commumty has mformatwn on ﬁle)
drainage and flooding,

9. Environmental assessment of site should have been made and available to prospects: no
underground storage tanks or hxstory of tomc/hazardous matenals bunaL no 1dent1ﬁed wetlands on

site.
10. Quality of life factors: weather, housing availab‘ility and cost, public school quality ar'ld rating,
cultural opportunities, recreational opportunities, colleges and universities in the area, low eri’me' rate. -

Two final points deserve mention. First, industrial prospect development (and industrial park and
spec bulldlng developmient) is & long-term activity. Failure to attract a business in the first year or
two - xs not necessanly a sxgn of failure of the strategy in total. Prepare for the long haull .

Second, in an’ era wheré manufacturing is shrinking and services are mcreasmg in economic
importance, do not limit prospect development to industry! Many large service providers (such as
credit card processing centers) only need good telephone lmes to conduct busmess and locate in nos-

metropohtan, low—cost areas
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Goal 5;: Create an. atmosphere for residential growth that will allow for increases in the
population and maintain the existing “quality of life.”

Background

An im;ﬁorfént sﬁength idenﬁﬁed within the village is the éollectibn of issues that génerally constitute

“quality of life.” The strong desire by both the residents and the businesses to maintain these qualities
must be acknowledged and used as the basis for future development within the village. These
qualities impact the village in a number of ways, including concem for the youth, housing, and
residential growth. : ' ' ' '

The highest ranking concern s the development of youth activities in the village. Second to this, and |
directly related to it, is advocacy for efforts to keep youth and young adults in the village. The ability

of the village to keep a large number of its youth after high school graduation or to encourage them
to return to the village after college is extremely important in.a community such as Elmore. .

Houéihg is one of the “quahty _of‘ lifef’_ issue,s th‘__&_tAi-S _i_dgntiﬁed as é.,é_oncern by thh the Le_sidcnﬁal and _
business surveys. The lack of rental housing and of houses to purchase are both identified as.

weaknesses. To allow young adults to remain in Elmore and to recruit young families to move into
the village, housing must be available and affordable. Available housing allows people to “buy up”
and remain in the village, and first-time buyers are able to find housing in the village to purchase.

Residential growth was listed in both the citizen and business surveys as a challenge for the village.

Thereis concern that the new residents moving into the village need to feel a part of the community.
While there is a desire for a modest influx of new residents, there are concerns that the village will
become a “bedroom” community with little connection to the qualities that attracted the new
residents, and that the current residents will lose the small town attributes that they appreciate.

Action Steps

Retaining Youth

1) Encourage youth representation on the various committees and as non-voting apprentices to
the village council to develop their intetest in the future of the village

2) Establish a “mentoring program” by developing the connections between businesses and the

school system
. Use Ottawa County CIC labor skills planning team as resource

ousin
3) Housing development should be targeted to the needs of the village.

v identify interested investors
. identify contractors who are willing to work with the village
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keep the projects small and suitable to the market

review the housing market and requirements frequently

research need for multi-unit housing

coordinate with area and county-wide hou sing 1mt1at1ves, such as the
Aﬁ‘ordable Housmg Collaborative -~ - '

4) Research the need forand development of senior housing

. contact seniors at current facility and through churches and survey target
' ‘group in western Ottawa County market area ‘to do prelmnna:y market-
*analysis’ '
. identify developers /contractors who work with senior housmg projects and’
assess thier interests and needs
. “help facilitate coordination of a team to bring project to reality if feasible

Residenti owth

5) Continue with the establishment of a “newcomers” chib . .
e rectuit cuirent tesidents who are willing to sustain the program
. work with local Realtors to locate the new residents in‘the village
. set up process that will partner the new resxdents w1th resndents of the vﬂiage

‘to become active in the village

6) Conduct annual beautification contest
. use hoilday decoration format
K provide award for most significant improvement
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Goal 2: Improve the small business base and work to revitalize the central refail area.

Background

The Citizen Attttude Survey recogmzes as pluses the superior service and pos1t1ve attitude of clerks,
safety, sidewalk conditions and cleanliness, and overall appearance of the downtown area. Concerns of
the residents are retail selection and prices, parking availability, advertising and local promotions, building
appearance, and store hours. Business interviews reinforce these concerns in the specific area of parking.
Additionally, the businesses are concerned about sales volume and lack of support by the residents.

Action Steps

1) The Chamber of Commerce and CIC can plan a public meeting and presentation by the staff of the Ohio
Historic Preservation Office (OHPO) to discuss the “Main Street” program and other OHPO technical
assistance available and to offer advice on specific building treatments.

2) The.CIC and Chamber should work with property and business owners and other interested parties

(school district and churches) to pursue downtown revitalization and a new image for the central business
district and to explore market niches to build on local traffic generated by the turnpike mterchange The

strategy can include:
a) “adopting “ and decorating vacant storefronts

) developing a unified effort to promote the central business district which can include

. store operating hours,

. develop a logo identifying and uniting downtown Elmore and the access to Lake

_ Erie recreation opportunities

. joint advertising efforts - recruit advertising department of newspaper to provide
advice on most effective approach

. develop a flyer enumerating the businesses and services available in the central

business district. Place flyers in all businesses in the area mcludmg Village Hall,
Library, and grocery - and outside locations

. acknowledge price and selection factors of small retail business and actlvely
promote “service,” while pursuing unique mixes and market niches '

c) visit with and discuss the experience of officials of Grand Rapids, Ohio, to determine the
success and challenges of their development efforts. Grand Rapids has bullt upon a
location along the riverfront and state highway.

d) continue to sponsor the festival promoting a promment position for retail sector. Festival

hours can coincide with store hours to give visitors exposure to products offered in
town, Encourage stores to have promotional sales at that same time.
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e) encourage “buying Iocal” by providing promotion - develop “Elmore Bucks”
theme from the Christmas decoration contest

9 focus on one business in each Hayseed publication doing in depth mfoxjmatnon lmked
W1th a coupon see Marketplace approach in] ews Messen er B :

g) review parkJng availability o
| * ' survey customer parking habits and preferences | e
"o teview parking pattemns and liinits to verify appropriate use of parkmg spacé

provide and enforce long term parking space

iy

b .
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DeVelopmeiit Briefing: Saving ,D'ownt"own

Downtown revitalization in smaller communities is an uphill battle, but not necessarily an impossible one
to win. The international acceptance of the regional shopping mall has changed the role of downtowns
forever. However, the shift from the local general store to the discount K-Mart or Wal-Mart, and from
the downtown catalog store to the ub1qu1tous mall "anchor : has Ieﬁ several roles’ for the central busmess
district to still play.

Downtowns are still serving effectively as local "set‘sr_ioez centers” - homes for insurance, real estate,
business services, professional offices, and the liké. They also serve the local and convenience needs of
residents who don'twant to 'travel long distances for every purchase_,

‘Beyond these obvxous functtons downtown orgamzatxons and mdmduais are meetmg vaned degrees of
sticéess in creatmg riew roles and carving out new niches. Success requxres a concerted effort a plan, and
agoal. A community can strive to become an “antiques center", but it takes more than’ one anthue shop

to attract significant out-of-town traffic.

More likely, the commumty needs to put together several shops an attracuve restaurant, perhaps an old-
fashioned ice cream patlor for summer traffic, an outside "event" such as a concert by the local school
vband, and an overall atmosphere whlch attracts people and makes them comfortable to. be downtown

A tried-and-true method to approach downtown revitalization is known as the Main Street approach,
developed by the National Trust for Historic Preservatton, and promoted in Ohio by the Ohio I-Ilstonc

“Preservation ‘Office. " That method inclides fout major components: o rganization, prgmotlon, des!gg,
gggnmmc_r_@j;mmnng. Each component is viewed as essential, and the overall strategy is mggememgl
with no short-term anticipations. Like industrial prospect development downtown rewtahzatton takes

time and patience.

Orgamzatlon requtres unified and coordmated management with pnmary responsibility fallmg on the
downtown business commiunity. Downtown businesses must work together - on common prg motlon
jointly sponsored events and advertising, uniform hours, and in the best of cases, umforrmty of new

.bulldmg and storefront des:gn

Succéssful orgamzed ‘marketing of the downtown will result in a umﬁed positive lmage and consurner
recognition of the downtown as a smgular entity first, and a collection of individual businéssés second.

The downtown business community, if organized effectively through the Chamber or other means, can
also work to attract new busmesses where voids are documented.

Other recommendations include:

1. Formation of a downtown revitalization committee to carry out the community's downtown
development strategy. This may most likely be suited to the Chamber for implementation.
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2. Contact with the Ohio Historic Preservation Office for information on building revitalization, Main
Street concepts, restoration techniques, and other technical assistance including a p0551ble local seminar
for mterested property owners.

3. Busmess owners should work to establigh umform shoppmg hours and to promote the downtown
Jomtly Aj joint logo or slogan is often helpful to promote a single image for the ‘downtown, and to create
a collective identity shared by all downtown businesses. . :

4. The potential benefit of advertising on the turnpike to "snag" out-of-town customers should be
analyzed What business, products and services should be advertised?

‘‘‘‘‘‘

5. Promotional events should be orgamzed ‘Bvents should be coordmated with busmess hours Sunday
events in fiont of closed storefronts will not produce revenues! (Rather than-abandoning Sundays, stores
may wish to conSlder special hours dunng events). .Qther events could include auto shows, agncultural
shows, flower shows craft shows a "Farmers Market" ’ specxal children’ s events and contests and
sidewalk sales.

6. Downtown should be viewed as not just a place to shop, but as a place { to have fun, ~Mall
management works hard to achieve this image. The five elements for successful events, as viewed by
developess such as James Rouse, are oveﬂappmg events, food and dnnk somethmg given away free,
something for the children, and music. This formula is employed at Dlsneyland and at successfiil "Festlval
Marketplaces“ around.the country. - : o . :

' 7 As wnth mdustnal prospect development an mventory of avallable downtown storefronts sale or
flease costs, and othermfotmanon should be mamtamed Available financial and other mcentxves for new
businesses should be explored. With enough interest, fundmg could be sought from the Small Cities
Community Development Block Grant program, y

8. Conversion of downtown properties to attractive apartments should be explored as potential income
producmg activity. 'I‘hls could provide housmg for those who value aceess to downtown amenmes such

as elderly households

9. Those with a stake in the downtown should work to capltahze on the time demands mcreasmg]y placed
upon two-paycheck households with little time to shop. Increasmg value is plaoed on "convemence"
shopping close to home whlch takes httle tnme _ ‘ ‘
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Goal 3: Capitalize upon the new S.R. 51 turnpike interchange as an asset for the village by
planning and controlling its impact on the village.

Background

Whﬂe most feelings about the mterchange are posmve the need to eﬁ'ectlvely plan for and. control its
4 unpact on the entlre wllage is acknowledged. The mterchange will be a true challenge for the village; -

oceur because of the mcreased traffic into the vﬂlage

The busmess surveys indicate favorable oplmons about the mterchange The 1mproved hlghway access
is an assét for many of thése businesses. However several ‘businessés mentioned ‘concerns about
development around the interchange itself. These coticerns were pimarily about outlying busiriesses that
would be established in that area and compete with existing business in the village. The res1dents a]so
expressed concern about excessive commercial development around the interchange.

Action Steps

1) Continue efforts to control the de51gnat10n of the mterchange as local or recreatlonal not an alternate
route to Toledo via S.R 51 e . :

2) Work with adjoining government entltles (espec1al[y Hams Townslnp) to ‘develop plans for future
development

3) Conduct traffic counts as necessaty and maintain contact w1th the Ohlo Turnplke Commission and Ohio
Department of Transportation. Both entities may be helpful in desxgmng methods to control or facilitate
traffic flow through Elmore if a, s1gn1ﬁcantly hlgher traffic count résults. Improvements may include
devices such as traffic lights, street ahgnments pavement w1demng, and intersection redesign to

accommodate truck and traffic turning movements

4) Survey hcense  plates of through town traffic and parked vehlcles
. . determine where traffic originates
. design marketing to target tourist/visitors

5) Promote location as quality farmer market - focus on area’s agribusiness
use turnpike sign to attract .
identify, market, and stock specxahzed agricultural products

cooperative marketing with local Farmers
identify oﬁ‘-season actlvmes to oﬂ‘set seasonal nature of agnculturally—onented products
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Goal 4: Promote existing businesses and market the community as an attractive location for
desirable new businesses and industry.

Background

As a part of the desire to conirol growth in the village, residents and businesses both respond they are
interested i in recrurtmg small industry. These groups are selectrve about the types ¢ of industries that they

are mterested in attracting to Elmore. Also mentioned numerous tunes in the surveysisa need to work

to retain and promote e:ustmg busmesses

The proximity of the Portage River to the village contributes to the “quahty of life” issue, It i is identified

in the survey responses as a positive resource for the village. Development of the riverfront would be an

attraction not only for the current residents, but also ‘would be a good marketing tool for the vrllage It
would enhance any downtown development prOJect . L

Actron Steps

1) Consider development of a low-cost, proactive marketing strategy including
. identify most desired industries which are most likely to locate in an area
. thenplan target mailing, working with Ottawa County CIC. ’
e 'xdentlfy linkages to nearby mdustxy/busmesses most. hkely to0. partner with -
suppliers which need to locate near client plants within a specrﬁc drive time
. identify potential for “just in time” market ,
. identify markets within local area to complement ofie aitother

2) Establish standard procedures and reliable “team” of individuals, conversant in relevant dataJ
concernmg the vﬂlage and avallable incentives for deahng with prospects ' '

. mamtam a scorecard" of experiences with prospects 'and others showmg :
. interest in Elmore. Note their' evaluations as points for improvement,
» ' ensure local contacts are mcluded within county-wrde and reglonal prospect _

development teams for site visits

3) Develop and focus on theme (access to recreation) and avallabrhty of transpoxtatron asa posmve :
economrc development factor

4) Create a “billboard” along tu_rppike to promote Elmore and _ca_r,eﬁﬂ]y s_elect'i_mageand theme

5) Work closely with CIC to develop marketmg tools to target desxred mdustry _
2} may include development of a piece to include in the Ottawa County brochure
'b) develop and maintain a descriptive “cata]og” of incentives avallable to local
development, including favorable utility rates, enterprise zone, local fees and rates
for services, schools in and around village, and appropriate state/federal financing,
labor training, and technical assistance programs
¢) emphasis on municipal electric system and its comparative advantage
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6) Conduct retention and expansion business visitation program with commercial and industrial
busmesses within the village to develop more effective relationship

K to be initiated by the Chamber of Commerce )
. partnershlp with the CIC as appropriate (especlally with the manufacturers)
. develop a monthly “after’ hours” with all IocaI busmesses mvmng other'

* interested parties '

7) Inventory existing space and available land for building - provide to CIC
8) Work with AMP Ohio to take advahtage of promotion by that organization
9) Partner with Schedel Foundation to promote village and explore mutiral promotional projects |
10) Woik thh regional §Ht§ﬁcs, county, township, ;rqgio"nall plannmg Commissidf;, etc; | |

i 1) Cpnﬁinﬁe efforts mtthsltors Buréan for inclusion within Lake Erie "toi;rivsih region

12) Reseérch the “best use” for the riverfront area. This resource couldbe a cdr‘hmﬁnity—vﬁd’e asset,

as well.as, a tourism promotion, The development of the riverfront could provide recreational,
cultural, and commercial beneﬁts similar to those reahzed in commumtles such as Grand Rapxds in

nearby Wood County
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- Development Briefing: Marketing Elmore

The big players spend a lot of money on marketing, ‘Thousands of dollars go into the design and
placement of advertisements in select publications. ~ Attractive and eye-catching packages are
developed for mass or targeted mailings. Fees are paid to consultants to help target those industrial
sectors which are most likely to take a serious interest in the commutiity as a potential site.

Obviously, Elmore does not have tens of thousands of dollars.to ,Spénd in marketing. This d,o'_qs not
mean the village cannot be an effective player. 'An efficient, low-cost marketing strategy can be
developed which will make certain desired business prospects take note of your community.

Here, then, are some low-cost suggestions:

1. The existing Ottawa County brochure with enclosures is a winner. .We recommend developing
an Elmore enclosure and keeping a stock of the brochures available, updating them as neéded. Put
multiple copies in the hands of officials fiom the Ohio Development Department, utilities, rail
officials, commercial realtors, commercial builders, and lenders. Local industries could receive one,
as well, during an R&E visit, . L

2. Proximity to the turnpike _(and“I’-":75) may well be the ponﬁxiﬁnity's _biggggtﬁ?set in prospects' eyes.

~ Exposure on could result from an éye-catching billboard, It may be most cost-effective to construct

and own one, rather than renting space. A good slogan or catch phrase can result from local

brainstorming or a contract with a public relations firm. A slogan could result from a community-
wide contest.

3. One inexpensive targeting ploy: Someone can spend a day or two recording whose trucks are
most frequently passing by on the turnpike. Of special interest are manufacturers’ trucks. If a
manufacturer shows up frequently, and it doesn't have a plant nearby, it may make sense from a
transportation cost standpoint to locate a new plant in the village.

If you also record common carriers' trucks, it is possible that a regional center for a trucking firm
would be cost-effective. Commercial distribution centers need not be ruled out; either.

4. An obvious target for marketing is the automotive industry and auto suppliers. Even with a
recession and sales downturn, the I-75 stretch from Michigan to Tennessee is the “auto belt", and

Elmore is doubtless a contender for auto supplier plant locations.

5. Other potentials which would match local labor availability and site conditions: plastics molding,
electronic assembly, metal fabrication. Water availability should be clearly ascertained by the village,
in order to know of any potential constraints posed by prospects (such as some plastics operations)
which use large amounts of water in their operations. ' '

6. A good resource in helping target new industries is the existing industrial base. They know why
THEY located there and may have a good insight info why others would as well. They may have
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knowledge of special linkages between nearby businesses and prospects which want to locate in the
area. Local plant officials should be courted as valuable resources, and eﬁ‘orts should be made to gain
their contributions to Chamber or CIC activities.
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LEADERSHIP

Communicate (Improved)
-Newsletter

Public Relations

Honesty
Integrity

Public Opinion via Local
Business/Suggestion Box
Community Bulletin Board
Leaders not afraid to lead
Availability/Good Listener
Proven Results

Equality in Decision

COMMUNICATION
Government to the Citizens and
Citizen to Citizen ‘
Mailer/Newsletter .

-howto get people toreadit

- input to leader

- unknown to leader
Suggestion Box
Chamber _

-What is it about?

-What is it doing?
Young, new-- needs to develop a missjon
Information exchange, shared vision
Define.community

-Council/local government

-Chamber

GROWTH
Industrial
Residential
Commercial
Utilities
Small Business
-retail
-competition
Business Plans
Resources
Marketing
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OPPORTUNITIES
Turnpike Opportunity -
Housing
Proximity to urban areas(bedroom
community) .

-But still have small town atmosphere
Welcome wagon - Committee
Variety of churches
Expandmg attractiveness of river front
Develop river front to increase enjoyment
Time to plan utility upgradm.._, \

~water .

-sewer
- -electric o
Expand electric service municipal attractive
Plan for what/where you want growth
Schedel Foundation- to let people know. .
where Elmore is

THREATS
Tumpike -
Government mandates
Not having a plan
Fear of threats
Government passing down authority to
regional entities
Small communities don’t get enough job
Lack of diversity in industries
Current businesses fighting each other
Expansion of urban crime

~isolation -
Large stores -

-Walmart

-Kmart .
Burden of extension of utllmes

-Who pays? R
Losing bedroom commumty .
Fighting people with unlimited resources
who want to do what we don’t want
Loss of business due to growth opportunities

WHAT DO FAMILIES SEE?
Lick of apartments for the elderly
Parks/Scenery )
Libraries
Churches ,
Good village maintenance
Recreation -, =
Few empty houses
-not a lot for sale
Summer youth activities
No adult recreation activities
Are businesses in town
No Chinese restaurants
“Fortress Elmore” - hard to get to know the
village for new fannhes and busmcsses
Schools
Day care '
Lack of rental housmg o
Tumpike o

Good sidewalks- plus

Medical service
Aesthetics/Parks

Secunity

Community Pride

Entry housing

No home mail dehvery '
Friendliness of people
Library

No pool -

Medical service restrictive

WHAT DO

BUSINESSES SEE?

Schools--good .. ..., Sy

Excellent work ethic L

Elmore is well kept -- neat. - E

Medical facilities

Police visible :

Don’t have 2 lot of room for busmesses

Willingness for abatements-- Enterprise Zone

No available vacant space or buildings

Cooperation between local govermnment to
attract businesses

Attractive utility rates

Skilled labor



- BUSNIESS(cont)
Well kept properties

State licensed day care
Fire and EMS

Library

Accessibility to markets
Tax structure-- rates
Property- no vacant space
Parking problems-- downtown and East end
Enterprise Zone

Lack of skilled labor

ELMORE 2001
ODOT responsive to traffic change--
turnpike
" Planned growth
‘Organize growth so services are possible
Cooperative growth plans
Job opportunities
-skilled and entry level
Village own area where business could
~locate
Cooperation between govemments
Depends on demand
Thriving bedroom community
- growth to keep services
-small businesses to support community
Utilize potential areas around community
People to fill job opportunities

CONTROL

Access control- transport
Business Park

Type of Business

LOCATION

Potential area?

Township (Village to turnpike)
Off St. Rt. 51 South/North

SCHOOL DISTRICT

Township Village Co-op
-Share tax revenues

Master Plan- indicate size

POLITICAL ENTITIES
Organize with Jong term plan
Cooperation :
Use sources available
Control

-Small business

-Residential

-Industrial

-Utilities

-Current business _
Retain and Expand Current Business,




ELMORE COMMUNITY FORUM - January 29 1996

Your Name

Why Are You Here?

In One Sentence...' - '
-What do you want from this forum?

-WHAT?

Direction
Information

Leam what citizens want L
D1rccnon what commumty lS about o
Inpuit of all commumty :
Direction - vision now/future
Direction impact school
To see where I can help - I
To see what is happening .
‘What's happening in community .
Survey results - III

Avoid growth pains

Direction - I

Growth of small business

Growth - post office o
See what happens to Elmore .
Growth control

STRENGTHS

Schools

Friendliness

Security force/relatwe safety
Utilities IR
Churches

Location - Ottawa County - lake nver etc;

Stability
Community Programs
-Youth
-Children/Activities
Broad range of busxnesses
Caring/Openness ’
Retirement Center -

STRENGTHS (cont )
Interest of citizens in Elmore
Civic Organizations
Village/Community Services

Economic Enterpnse Zone
P]anmng

Churches

Medical Facility ~

Interest of Citizens

History .
Community Services

Fire .
Emergency Medical Services -
Property Values

Families

Library -

Parks

River

Beauty :
Caring/Openness - : -
WEAKNESS

No property for businesses to locate -
Blade delivery .

Job opportunities

Supporting small businesses

- Geography - no room to expand

Fear of change '

Cable service ~

No elder care facilities

Parking uptown - - -

Local media :
Rumors - gossip - distorted communication
Inward focus

Transportation flow - traffic

Not enough youth activities(teenagers)

One bank and one service station




Turnpike

improvement

challenge
village should direct and control changes
citizens adjusting to

development

. tourism - link to Schedel Foundation

promote accessability

industrial growth
use land around it for development

Communication L
between residents, township and village
council needs to support businesses
council needs to listen to residents
council needs to participate in planning
miscommunication - rumors between people
better communication is needed .
people need to get involved in a positive way




develop “Grand Rapids” style
water quality
council has been unresponsive - hoped improvement with election

Challenge
growth
developing and implementing strategy dependable and not changed by pohtlcs -

“Get a Plan and stick with it.”
zoning and permits :
more jobs
more growth
people divided about ~ want village to remain the same
people unaware of the incentives available for growth- -
maintain and support local businesses - keeping tax $ in vﬂlage
. competition with major chains
residential growth
old money leaving community
concern that Elmore will become a bedroom community
infrastructure :
sewer capacity
traffic, by-pass, bridge

Development
retail
vacant store fronts
retail frontage shortage
promote Elmore as a “Grand Rapids”
protect and promote what is here
additional businesses needed
another gas station
bank
car wash
clothing store
lumber yard
expand hardware
grocery
fast food
convenience for out-of-town employees
industrial
improves tax base/better pay
controlled, not heavy manufacturing
keep Brush happy
develop area away from residential
housing
recruit younger families
will become a bedroom community for Toledo people coming in (negative)
“Have a plan and follow it. People want the best of both worlds.”




ELMORE BRBusiness Survey

Strengths
people
getting along/helping when needed
felt people support local businesses
quality of life in the village
low crime rate
quiet, friendly
cleaniless, property values mare maintained
schools, churches, EMS/fire protection
utilities
cost of electricity
water quality
location

Weaknesses
parking
lack of business parking
retail
lack of volume
inability to buy what is needed in village
lack of support by residents - too easy to get to Toledo, people don’t buy in the
village -
progressive thinking
lack of desire for progress
phone service does not allow for advanced uses
land costs going up - deters business from coming in
water availability to support business expansion
hard to get consensus on porjects
people moving in from Toledo

Impact
parking- no places, no business
low cost electricity is a plus
people can’t find jobs

Improvement

parking

paraliel on street especially with increased traffic
retail

“buy local” - residents and village

more selection in stores and the merchandize
downtown design

quaint, Victorian design



Ohio Rural Enterprise Project |
Good START
Elmore
Business Interview Questions -
Business Category
[9])retail [7] manufacturing []processing [ ] service

Business Information

1. What was your employment $ years ago? Now?__+31

>

2. Is your company planning on expandmg at this locat:on in the next S years? [ 5] yes [ 51no
At another location? [ Jyes|] no

3. Does your company have problems recmmng employees who are:.
36% skilled 20% semi-skilled _7% unskilled 7% clerical 29% professxonal?

- 4, Overall, how do you rate the quality of the local workforce?
10% Excellent 80% Good 10% Fair __ Poor

Community Information

5; Rate the following Jocal services.
Circle your choice, from 1 (poor) to 5.(excellent)

Poor  Excellent "~ Score Rank
1 23 45 access to highway - 450 4
1 2 3 45 adequacy of local streets 387 9.
1 2 3 4 5 ambulance/EMS - - - 485 - 1 ¢
1- 2 3 4 5 health care/ hospitals 330 . 11
1 23 435 disposal of solid waste : 412 6
1 2 3 4 5 fire protection o 4.83 2
1 2 3 45 police protection 4.63 3
1 23 435 inspections (building, plumbmg, etc.) 3.00 16
I 2 3 45  permits (zoning, etc) 3.258 12
1 2 3 45 recreational services 3.37 10
1 2 3 45 snow removal - 3.20 13
1 23 45 street cleaning 2.60 18
1 2 3 4 5 brush removal service 3.12 15
1 2 3 4.5 telecommunications : 292 - 17
1 2 3 45 water supply , 3.93 8
1 23 435 water quality - 317 14
1 2 34 5 natural gas 4.11 7
1 2 345 electricity 4,13 5




6. Ratethe following in terms of the impact each has on your busihess
Circle your choice, from 1 (none) to § (thh)

None High
1 2 3 45 public services | |
1 23 435 reliability. of utilities
1 2 3 4.5 labor costs
1 2 3 4-5 transportation dosts
1 2 3 45 energy costs
1 2345 localtaxes |
1 23 45 state taxes
1 2 3 45 Jand costs
1 2 3 45 building costs -
1 2 3 4 5 parking :
1 2 3 45

local oovcrnment overall responsiveness
z - | R

7. Rate your opinion of this village as a place to do business
- 33% Excellent 46%; Good 21% Fair . Poor
| S

See attached for_questlons 8-15,

8. Identify the most important strength of tﬁe villa'ge.
9. Identify'of the greatest weakness of the village.
10. How do these impact your business?

11. Identify the most important ngm\_'e:mgm needed in village.

¢

12. Xdentify the biggest ghg}_[gngg facing the villége in the néxt 10 years?

Score
4,17
4.62
4.14

3.00 -

3.00
3.62
3.62
3.62
3.50

3.37 -
4.50°

Rank

SN SIONth Uh Lh 00 00 b= W

13. In what areas would you hke to see the vﬂlage become acnvely mvolved 1in promoting

development?
14. Do you se¢ a need for industrial growth?

15. Do you see a need for retail growth?




ELMORE Community Attitude Survey

CHALLENGES o 1177

L IMPROVEMENTS

Growth - 30 (controlling and planning)

| streets and alleys - 20 (Hurén)

Downtown

Tumnpike- 27

image - 4

Traffic - 11

support of downtown businesses - 2

Attracting new business and industries - 8

| Parking

Crime prevention - 4
downtown - 9 .Water - 4
Post Office - 2 . | Housing - 3 (rentals and elderly)
Growth - 2 Leadership having an open mind - 2 .

~ more business - 5

Encouraging new residents - 2 .

Concemn for small town culture

. more room for business - 3

Lightindustry-3

Taxes reasonable without Joss of services - 1

..pl&n:.3

Enforce zoning - 1

jOb..S_'3.

{ Housing - 6 (Seniors and condos)

| Recreational programs - 6

Clean up properties - 4

 Sidewalks-2

Utltfes - 2

| Income taxes - 2

Programs for seniors - 1

Traffic control turnpike - 1

Home mail delivery - 1




ELMORE -cont.

tiras T S STRENGTHS _ WEAKNESSES
Support for )"ouih -3 |
Schools - 1 |
Government
council -5

governing to own 2genda - 3

“few” rule - 2

don’t listen to people

services - 2

lack of enforcement - 2

partisan opposition - 1

behind closed doors polities -1

| None - 4




