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Revitalization Planning:

Developing A Community Based Strategy 

LISC’s Neighborhood Markets Strategy is built on the recognition that CDCs, with access to in-depth, on-the-ground knowledge of a neighborhood, are in the best position to craft development strategies that are both realistic and locally appropriate.  In many cases this local knowledge is the key to identifying real untapped market opportunities.  This strategy can then be built upon and refined as part of the ongoing work of implementation.  Commercial district planning is both a starting point and an ongoing activity for every strong revitalization program.

While the time and resources available for initial planning varies from site to site, LISC’s experience to date suggests that the strongest programs begin with some extended planning process that includes most of the following elements.  Each element can be undertaken in more or less detail by trained volunteers or by paid consultants (or some combination) but regardless of the level of effort, each district should consider each of these issues (not necessarily in this specific order).  

1. Define the target area

a. What are the district boundaries?

2. Define the primary and secondary trade areas

a. Where do most customers come from?

3. Stakeholder mapping

a. Who has a stake in the success of the district?

4. Convene planning committee(s)

5. Physical inventory

a. Business inventory

i. What types of businesses are located here?

b. Building inventory

i. How much commercial space is in the district?

ii. What condition are the buildings/storefronts in?

iii. What space is vacant or underutilized?

c. Real estate development opportunity site inventory

i. Which sites would be appropriate for significant rehab or new construction projects?

ii. Who owns those sites?

iii. Which are currently listed for sale?

d. Streetscape assessment

i. What is the condition of the streets, sidewalks and other public space?

e. Parking inventory

i. How many parking spaces are there serving the district

1. Public free

2. Public metered/paid

3. Private

6. Market Data Analysis

a. Existing reports and studies

b. Demographic and consumer data – public sources

c. Estimate of spending potential

i. Account for undercounting, undocumented income, etc.

d. Estimate of retail sales

i. Account for informal/unreported economy

e. Estimate leakage/capture potential

i. Breakdown by retail types

7. Consumer survey, interviews or focus groups

a. What kinds of retail tenants are desired?

b. What are the district’s assets?

c. What are the challenges of the district?

d. Where else do you shop and why?

8. Community Visioning Session(s)

a. What can we learn from the market and survey data?

b. What can’t we learn from the data?

c. How does the district compare with its competition?

d. Strengths, Weaknesses, Assets, Threats (SWAT)

e. What kind of place are we trying to create?

f. What retail tenant types are needed?

9. Development of a vision statement

10. Community safety assessment

a. What conditions make people feel unsafe in the district?

b. What could be done to improve safety (or perception of safety)?

11. Program planning

a. What needs to change in the district

i. Physical 

ii. Social

iii. Economic

iv. Political

12. Stakeholder resource mapping

a. Who has the resources needed to improve the district?

b. Are stakeholders willing to work together

c. Who can/should coordinate the process

13. Program prioritization

a. What are the best opportunities to pursue first given needs and resources?

14. Development of Collaborative Workplan

a. Who will work on which aspects of revitalization program?

b. What committee structure makes the most sense?

c. What is the budget for each project? 

d. Where will we be at the end of one year?
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