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Introduction
Community Revitalization Par tnership (CRP) Program
Sponsored by the Colorado Department of Local 
Affairs (DOLA) working in par tnership with 
Downtown Colorado, Inc.(DCI) and the City of Delta.

This program is par tially supported by the State 
Historical Fund and the USDA Rural Development.

Welcome to the downtown assessment for the 
Colorado community of Delta.  Colorado communities 
have the opportunity to apply for assistance through 
the Community Revitalization Par tnership (CRP) 
program, a collaborative program between the 
Department of Local Affairs (DOLA), Downtown 
Colorado, Inc., the state’s non-profit Main Street 
affiliate, and the local community.   

Downtown Colorado, Inc. assembled a team of 
volunteer professionals including designers, planners, 
land use, and finance experts to work in Delta for 
two days and then contribute to this final report.  
The assessment team appreciated the invitation to 
learn about and assist your community and worked 
diligently to provide relevant and realistic input 
toward the betterment of Main Street Delta.

Executive Summary
The City of Delta contacted DCI and DOLA to 
conduct a Community Revitalization Par tnership 
(CRP) visit to examine its Main Street.  The city is 
in the process of creating an alternate truck route 
to help alleviate the traffic through its downtown 
along Main Street, currently state Highway 50.  The 
city is hopeful that the bypass will allow Main Street 
to become a more pedestrian friendly environment 
and bring renewed interest to the historic downtown 
area.

With recommendations made through the CRP 
program, the City of Delta will be able to better 
capitalize on the various opportunities presented by 
the bypass.  The recommendations will help Delta 
reactive its downtown through noted par tnerships, 
design implementation, funding options and historic 
preservation practices.

Background Information
The City of Delta, gateway to the Gunnison River 
Valley, is located in a wide valley in western Colorado 
between Grand Junction and Montrose at the 
confluence of the Uncompahgre and Gunnison Rivers.  
Delta’s geographic location and lush agricultural land 
has been attracting inhabitants for over millennia.  

Evidence suggests that the area’s first inhabitants 
were the Fremont People, a prehistoric hunting and 
gathering culture that began to cultivate crops such as 
corn squash and beans.  Near 1200 A.D. the Fremont 
People no longer inhabited the region and eventually 
the Ute People were drawn to the bountiful region.  
The Utes, an American Indian tribe, remained the 
primary inhabitants until they were forcefully removed 
to Indian reservations in southwest Colorado and 
northeast Utah in 1881.

The Dominguez Escalante Expedition came through 
the Uncompahgre Valley in 1776, passing just South 
of Delta in search for a route from Sante Fe to 
California.   By the 1830’s a French trading post was 
established approximately 5 miles west of Delta by 
Antoine Roubideau.  The trading post was established 
to ship hides and pelts back to the East Coast and 
Europe and was called Fort Uncompahgre.

Early Anglo settlers also recognized the beneficial 
agricultural opportunity of the region.  Water was 
diver ted from the Gunnison and Uncompahgre Rivers 
through an extensive irrigation system of ditches and 
canals which supported the booming agricultural 
industry.  The introduction of Railroads in 1890 fur ther 
supported the industry by providing easy access and 
transportation to local growers.  The Railroads also 
allowed coal mining to become a significant industry 
for the city.  Today upper valley coal mines ship coal 
by rail through Delta.

The City was incorporated on October 24, 1882 as 
Uncompahgre and had a population of 470.  The name 
was later changed to Delta because of its location on 
the delta of the Uncompahgre and Gunnison Rivers. 
Raising livestock was another important industry for 
Delta.  In the early 1880’s the land was free range and 
by 1887 a select number of fences were added.

Today ranching, agriculture and mineral extraction 
are still the biggest industries in the region.  With a 
population of approximately 9,000, the City of Delta 
is the largest community in Delta County and boasts 
an array of recreational and cultural opportunities.
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Participating Stakeholders 
•	Bureau of Land Management
•	Business Owners
•	Chamber of Commerce
•	City Council 
•	City Staff and Department Heads
•	Civic/Non Profit Organizations
•	CO State Parks
•	Commercial Property Owners
•	Community members at large
•	County Commissioners
•	Delta County Economic Development (DCED)
•	Durable Medical Equipment Providers
•	Home Health Care Providers
•	Hospice Care Providers
•	Library District
•	Long Term Care Providers
•	Municipal Planning Department
•	Residents
•	Tourism Council
•	Trails Group
•	US Forest Service

Observations 
The following observations were made in focus 
groups after the first full day of team research.  A list 
of people attending the focus groups is available   in 
the Appendices of this report. 

Positive:
•	The cultural and recreation depar tment has 
been very successful with their mural and 
sculpture programs

•	The flower program is a much celebrated as-
pect of Main Street

•	The recreation center is a draw for the region.
•	Delta has many historic buildings a number of 
which are designated and surpass many of the 
neighboring cities in the county

•	Delta is the county seat and has the most retail 
in the county

•	City has a history of strong collaboration with 
proven results

•	The city has established celebrations that in-
clude Pow Wow, Deltarado Days, Block Par ty

•	The City has a number of third and four th 
generation businesses

•	Outdoor recreational draw
•	Library is a community center and resource for 
community

•	Safe, good community
•	All American City
•	Willing and motivated business community

Negative:
•	The City is not a destination, but rather a gate-
way or pass through

•	The relationship between local business and 
the City has deteriorated

•	There remains a number of absentee building 
owners on main street

•	Boundaries of Main Street are not clear, where 
does it begin and end? 

•	Lack  of SAFE parking along main street
•	Downtown sales staff needs to be educated 
on local resources

•	Service clubs lack signage and visual presence
•	Less people are moving into the area
•	There are not enough high-income jobs and 
there are few opportunities for recent college 
graduates
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Report Structure and 
Four Point Approach
This report is structured based on a loose interpretation 
of the National Trust for Historic Preservation’s Main 
Street Approach. The Colorado Main Street Program is 
a program to revitalize traditional downtown districts 
within the context of historic preservation. The 
program uses an approach that advocates a return to 
community self-reliance, local empowerment, and the 
rebuilding of central business districts based on their 
traditional assets of unique architecture, personal 
service, local ownership, and a sense of community.  
This methodology addresses the following four areas 
and combines activities in these areas to develop a 
community’s individual strategy for strengthening and 
redeveloping its central business district. The four 
points are:
 
(1) Organization – Establishing consensus and 
cooperation by building effective par tnerships among 
all downtown stakeholders. The Main Street approach 
to central business district revitalization requires 
the effor t of the entire community. The merchants, 
property owners, local government officials, and 
civic leaders must agree to support common goals 
for revitalization and join together in a par tnership. 
Successful Main Street programs are usually structured 
as nonprofits guided by an active working board. The 
board will create four standing committees (design, 
organization, economic restructuring and promotion) 
that will develop projects and work plans for 
implementation. Local programs hire a paid program 
manager to coordinate the effor ts of volunteers in 
implementing the program.

(2) Promotion – Creating and marketing a positive 

image based on the unique attributes of the 
downtown. The promotions of the central business 
district as a single, unified commercial area – in the 
same way that a major shopping mall is promoted 
– will help attract customers and strengthen Main 
Street’s role as a viable business center. The Main 
Street organization can coordinate an aggressive 
promotion and marketing campaign that includes a 
program of special events, retail promotions, image 
promotion and on-going public relations.

(3) Design – Enhancing the unique visual quality of 
downtown by addressing all design elements to create 
an appealing environment. Good design is essential to 
all aspects of downtown revitalization. The Main Street 
design philosophy is rooted in historic preservation 
and seeks to use and enhance those elements of quality 
design which remain in our communities. Neglect and 
misguided improvements may have taken a toll on 
the appearance of downtown, affecting its perceived 
economic potential. Renovated facades and creative 
merchandising displays, appropriate landscaping and 
public improvements are all par t of downtown’s long-
lasting visual appeal and a well-functioning physical 
environment.

(4) Economic Restructuring – Strengthening downtown’s 
existing economic assets and fulfilling its broadest 
market potential. To become competitive, downtown 
must reposition itself. With a thorough understanding 
of today’s market, downtown can develop strategies 
to enhance the competitiveness of existing merchants, 
recruit new businesses, create new anchors and 
convert unused space into new uses.

Identity & Messaging
Many communities struggle to find their own unique 
niche. What makes one downtown different from 
another and how those unique differences are 
capitalized on is a key element to promoting any 
community, and it’s no different for your community. 
Knowing the true identity of your downtown and 
your community, and finding ways to effectively 
communicate and build on that message with your 
unique audience is a key element to the success of 
your commercial district. Success will occur when you 
learn to gently guide the change in perception through 
strong connections with your audience, consistency 
(and persistency!), and the patience to find a message 
and stick with it.
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Observation: 
There is a lack of formal communication vehicles for 
both internal and external markets. While residents 
and businesses stay informed through word of mouth, 
this is not an effective means of transmitting important 
information. Community members and businesses do 
not have one place that they can access information 
about town happenings, events, new policies, etc. 
They also do not have a formal means of providing 
feedback to town officials aside from one-on-one 
communication.
  
Recommendation: 
Formal communication channels need to be 
developed to not only provide information but also 
to receive feedback from the community and visitors. 
The town, chamber, recreation center websites, public 
venues and local media need to be better utilized to 
publicize events, public meetings and news. 

Observation: 
There is no identified unified vision for Delta, and 
the community must identify who you want to be 
in the future. During the focus groups, discussion 
looked Delta in relation to the County and other 
communities in the region. There is a clear need to 
differentiate Delta as a community. A common theme 
was that Delta is the economic and service area of 
the county. Delta provides many of the necessary 
services that other communities do not. The city must 
use the wealth of natural amenities, the high level and 
quality of services, and the central leadership role in 
the county to foster a positive vision and plan for a 
vibrant and healthy downtown Delta.  

Merchants were all over the board when asked 
“What types of businesses do you think should be 
recruited…”   The list included primary industry, 
quaint shops, youth services/activities, upscale shops, 
ar t galleries, enter tainment, inexpensive clothing and 
shoes. In addition they did not have one mind about 
what the identity of Main Street should be.  The list 
included old west, nostalgic, murals.

Recommendation: 
Delta needs to conduct a community visioning 
process to determine their current and future identity 
and guiding values. This visioning process will help to 
identify what makes Delta unique, what principles are 
important to you and how you would like to develop 
in the future to capitalize on those assets. This effor t 
will help to establish a strong foundation from which 
they may implement any branding, promotional and 
business development/recruitment effor ts.

•	Conduct community visioning and branding 
process. Assemble a steering committee of 
broad community interests to lead this effor t. 
Hold facilitated public meetings and provide 
other means of public input to obtain feedback. 
Use this information to decide with cer tainty 
who Delta is and what you stand for.

•	Focus effor ts on building awareness, visual 
identity, and programming specific to down-
town Delta. All local promotional/tourism ef-
for ts focus on either the county or the region 
as a whole and none specifically address Delta. 
Promotional effor ts and materials need to be 
focused on Delta specific businesses and assets 
to set it apar t from other towns.

•	Develop connections between organizations. 
Connect the organizations and businesses 
through website, materials, and a summit to 
clarify roles and mission within the county. 
The county organizations do not currently 
have a formal channel of communication and 
exchange of information. This would allow 
these organizations to better utilize the limited 
available resources and decrease duplication of 
effor ts.

•	Streamline Delta business and development 
processes. It is currently considered difficult 
to navigate the business star t up process. The 
Town and economic development community 
should create user friendly business develop-
ment materials, identifying steps necessary to 
star t a business and in the permitting process. 
This should include information on business 
resources for existing businesses and also 
feature the amenities of living and working in 
Delta.
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Organization
The first section will look at Organization which 
includes developing collaboration, volunteer 
recruitment and management, fund-raising for the 
organization, and developing operational strategies. 
Organization involves getting everyone working 
toward the same goal and assembling the appropriate 
human and financial resources to implement a 
downtown revitalization program. The three principle 
components of organization are:

•	Public and media relations;
•	Volunteer development; and
•	Fundraising.

A governing board and standing committees make 
up the fundamental organizational structure of 
the volunteer-driven program. Volunteers are best 
coordinated and supported by a paid, full-time or 
par t-time program director as well. This structure 
not only divides the workload and clearly delineates 
responsibilities, but also builds consensus and 
cooperation among the various stakeholders. While 
a paid downtown coordinator may not currently be 
possible, it is something to strive for in the future.

Notwithstanding this fundamental description of a 
typical downtown organizational structure, numerous 
variations exist throughout the country and are driven 
largely by local circumstances. In some towns, for 
example, the Chamber of Commerce is strong enough 
to add an organizational component designated to 
focus on the downtown. Consider developing some 
form of district to dedicate resources and focus on 
downtown. 
Regardless of the organizational structure chosen, 
one overriding factor is demonstrated time and again 
in communities undertaking a program of downtown 
revitalization—without first creating and developing 
a solid organizational component to oversee and 
manage the process, and despite the best intentions 
of all concerned, the program rarely accomplishes the 
desired outcomes and most often fades away before 
anything has a chance to succeed.

Given these realities, we cannot overemphasize the 
importance of placing organizational development 
among the highest priorities of early revitalization 

activities. Most, if not all, of the recommendations in 
this report are made within the framework of this 
understanding.

Observation: 
Historically, the City used a portion of the sales 
tax collection to fund improvements in downtown.  
Business owners and the City have identified a desire 
to work collaboratively to continue to improve the 
appearance of downtown, promote downtown 
businesses, and provide enhanced business services. 
However, the community doesn’t have a dedicated 
source of funds to support small business and the 
downtown area.  

Recommendation:
If allowable by City Char ter, the City could consider 
creation of a per room lodging fee.  This would be 
separate and distinct from the county lodging tax, and 
could be passed by resolution of the City Council.  The 
lodging fee would be a flat rate per room, per night 
charge on all lodging units.  Gaining support from the 
lodging community is an essential first step before 
moving forward.  A process to educate the lodging 
community on the benefits their business would 
realize, demonstrate how lodging fees have been used 
around the region, and help alleviate concerns that 
may exist.  The lodging fee could then be dedicated 
to promoting downtown area businesses, help create 
package and promotions between lodgers and 
downtown area businesses, as examples. 

Create a dedicated funding source to ensure long-
term and consistent re-investment in downtown.  
Re-evaluate utilizing a portion of sales tax and 
consider using other financing mechanisms such 
as tax infrastructure financing (TIF) as funding 
sources.  The City has invested significant funding in 
improving the streetscape of Main Street, and helped 
provide incentives for business owners to improve 
and maintain facades.  These programs were very 
successful, and should be re-established.  Maintaining 
such programs over the long-term will ensure that 
investment in downtown is sustained through varying 
economic times.  
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Observation: 
Delta has a history of success when community is 
able to combine resources and develop a process for 
harnessing resources and managing communication. 

Recommendations:  
Collaborate and Lead. Revisit past successes and the 
models that worked in Delta. As a community, Delta 
has demonstrated success through collaboration 
and par tnership. New leadership of the city and 
the Chamber present an opportunity to overcome 
the mistrust and lack of confidence in the citizens 
and business community that stems from a lack of 
consistent leadership in recent years. Build on the 
positive response to the new leadership and the large 
turn out to the Community Revitalization Par tnership 
(CRP) visit.

Identify one downtown champion to identify 
resources, establish par tnerships, and prioritize 
downtown. Determine that a single entity will be 
the Downtown Champion and informational source.  
That entity could be an agency, an organization, or an 
individual. It would be useful to look to a self-funded 
entity like a Downtown Development Authority, 
Business Improvement District, or if this will be a non-
profit like a Main Street Program, that you develop 
a requirement for diverse funding streams. Many 
resources and best practice models are available 
for guidance in the arena of professional downtown 
management.

Maintain clear contacts and communications. Develop 
a point person for each service provider, tourism 
groups, city, county, and federal groups working in 
town to work on a task force and develop regular 
communication process for meeting and info 
dissemination. A healthy and vibrant downtown 
attracts business interests by appealing to both the 
local and the visitor.   Establish a leadership position 
in each organization working in and around Delta 
that is the contact person for information on that 
organization’s role in downtown Delta.  This position 
should also maintain regular communications with 
the other service providers and organizations in the 
community.  

Link to Natural Assets. Make sure to work with 
Dominguez Escalante to identify how to best tie into 
Delta. This is one example of an ongoing project that 
Delta can coordinate with to increase multi-modal 
access to downtown and develop another marketable 
asset. 
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Promotions
Promotion is one of the four key points in building 
a vital downtown. According to the National Trust 
Main Street Center, promotion sells a positive image 
of the commercial district and encourages consumers 
and investors to live, work, shop, play and invest in 
the Main Street district.   By marketing a district’s 
unique characteristics to residents, investors, business 
owners, and visitors, an effective promotional strategy 
forges a positive image through adver tising, retail 
promotional activity, special events, and marketing 
campaigns carried out by local volunteers. These 
activities improve consumer and investor confidence 
in the district and encourage commercial activity and 
investment in the area.

Observation:  
There are no clear messages being formulated and 
developed by the community, for the community, that 
give visitors a reason to spend a lot of time in town.  
The “city of murals” brand does not reflect a reason 
to be or shop in Delta.  Additionally, the murals are 
not being marketed to a broader audience in a way 
that incorporates them into the downtown.

Recommendation:  
Create an identity/brand for the downtown.   It 
is important to develop a unique identity for the 
downtown as a distinct place to shop and work and 
to foster customer loyalty.  Marketing and promotional 
materials should all reinforce this identity for the 
downtown as a whole.

Incorporate items and history specific to Delta – 
don’t try to be or sell yourself as something you are 
not. Build from this history and tell your story within a 
context familiar to residents. They need to be able to 
sell the community, so they need to understand and 
be able to communicate the message.

Observation:  
Marketing materials for the community are limited 
and do not reach target audiences.  The City has 
a number of amenities that are not fully utilized, 
probably because tourists are not aware they exist.

Recommendation:  
Utilize lodging tax to create a Delta website and social 
media with all events, organizations, lodging, regional 
draws, sports and outdoors activities and restaurants.  
The distribution of the funds should reflect the needs 
of the communities in Delta County and must be 
maximized. 

Observation:  
Information on where to find business is limited in 
the downtown area. This makes it difficult for visitors 
to locate businesses, murals and sculptures they may 
want to visit. 

Recommendation:  
Create a directory of Main Street businesses and 
attractions.  The directory should be available at local 
attractions, the chamber, city hall, restaurants and 
lodging.This directory also should be available in a 
kiosk or on bulletin boards on Main Street; a “you are 
here” style kiosk with a map and visuals.  

Observation:  
Delta has tourism opportunities they are not fully 
capitalizing on that would keep visitors in the area 
longer.  Areas of tourism in agriculture and heritage 
are hot topics right now and are very popular with 
visitors coming from the Front Range and other large 
communities.  On average, these visitors are willing to 
spend more money and stay longer in areas that offer 
a multitude of tourism sites.

Recommendation:  
Connect to agricultural and heritage tourism 
opportunities to keep visitors in the area one more 
day.   Consider farmer’s markets to “know your 
farmer, know your food.”  These forms of tourism 
and community development add originality and 
truthfulness to the community.
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Observation:  
The events that take place in town are not meeting 
the needs of all the community members, par ticularly 
the retailers.  The Merchant survey found that 38% 
of merchants felt none of the current special events 
have a positive impact on their businesses.  Twenty-
eight percent (28%) said Deltarado Days has a 
positive impact.  Twenty-five percent (25%) identified 
a positive impact during the Parade of Lights. It seems 
that many of the events that are taking place in the 
community right now are special events, those that 
build on the image of the community, draw residents 
together, and bring some tourists in to the community.  
It is also clear that none of the events really focus on 
the retailers, getting customers into the stores and 
getting those cash registers ringing.  

In concer t with the results from the merchant survey, 
the customer survey noted that 31% of respondents 
rated events as poor ; 42% fair ; 21% good.  There is a 
great deal of   room to improve the way the events 
are managed and promoted.

A review of the City of Delta’s Comprehensive Plan 
Update from 2008 revealed a number of items that the 
team discussed during the CRP that the community 
also believes should be addressed.   Included in the 
desired future conditions, policies and action items 
was the recommendation to create additional 
community events. 

Recommendation:  
Identify objectives and strategies for event 
management.  All event organizers need to meet and 

fill out the strategic event matrix. Begin by identifying 
the objectives that need to be met for events and the 
community to be successful and then identify which 
objectives are being met by current events.  Where 
are the events lacking?  What objectives are not being 
met?  

Some of the events that take place in town should 
focus on retailers, but store owners must take some 
responsibility as well.  Event organizers can get people 
to town, get them downtown and in the stores, but it 
is up to the store owners to make the sales and take 
advantage of the foot traffic downtown.

Observation:  
The community is ignoring cer tain assets that could 
be marketed to different audiences year round.  
These include the drive-in theater, performing ar ts 
building, and museum.  Each of these venues could be 
programmed to meet needs of the community and 
visitors and could bring in additional resources.

Recommendation: 
Complete an amenity inventory and use it to develop 
targeted materials to reach businesses, property 
owners/residents, and hotel guests/tourists.   The 
Horse Country Arena, Devil’s Thumb Golf Course, 
and Ft. Uncompahgre should all be included in the 
asset inventory, but so should lesser known attractions 
such as the drive-in theater or performing ar ts venue 
at the old high school.  
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Economic Restructuring
The focus of economic restructuring is to assist in 
effor ts to recruit, retain and expand opportunities 
for investment in downtown. This is accomplished by 
ensuring that investors and businesses are aware of 
all of the resources available for assistance and all of 
the benefits of choosing to locate their business in 
downtown, including the opportunities that may exist 
to capitalize on promotional activities. It also works 
to build strong relationships between downtown 
businesses, residents, and users.

Observation: 
The community is lacking a clear understanding 
of markets and market potential of the region.  
According to the merchant survey, 71% of merchants 
reported the primary market from which they derive 
the majority of their sales is within Delta County; 5% 
outside the county; 11% within the city.  The missing 
link in this survey, however, is that merchants did not 
identify how they knew where their customers came 
from and no data collection tools were used.

In the customer survey that was conducted, 80% of 
customers who responded stated they shop Delta 
at least once per week for groceries and household 
items; 30% of those reporting stated they frequent 
eating and drinking establishments once per week.  
Conversely, 68% of customers shop less than once 
per month or never for clothing, accessories and 
footwear. and 80% - 90% shop less than once per 
month or never for books, music, DVD’s, gifts, jewelry, 
furniture, appliances and sporting goods.

economicrest ructur ing

Recommendations:
Assess how to best capitalize on the truck bypass.  
With the construction of the truck route will come 
numerous construction workers and other visitors 
coming to your community for work. Consider 
working as a community to consider how  downtown 
businesses can expand services (sidewalk tables/
chairs), pedestrian comfort (walkability) and event 
opportunities to enhance these workers experience 
and capture their dollars while they are in town. 

Assess how to best capitalize on the primary employer 
industry opportunities along the bypass itself. The 
truck route is going to enlarge the area that visitors 
view and utilize. Ideally, the tourists will continue 
driving downtown Main Street, but the truck drivers 
will be traveling through what is currently a primarily 
undeveloped area. Consider what types of industry or 
other primary employers might be attracted to the 
parcels surrounding the truck route and how best to 
target communications to these potential community 
investors. Remember to highlight the proximity to 
transport, the quality of life for emplyees, the access 
to a strong school and health care system, etc. 

The recent comprehensive plan recommends 
encouraging new retail, tourism/lodging, agri-business 
and agri-tourism. Take inventory of amenities 
including theater, drive-in, museum, library, school 
district, murals, sculptures, golf courses, wineries, 
agri-tourism in North Fork, Grand Mesa and consider 
complimentary services that tie them together.  
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Consider a collaborative marketing campaign to better 
promote amenties of the region. Expand marketing of 
golf course to “brand” a broader scope of Western 
Colorado courses as a destination trip.  

Identify opportunities to grow existing businesses 
through diversification and complimentary product/
service development. Consider small, multi-functional 
retail e.g.  the  Radio Shack left town, but the hardware 
store could use this opportunity to add a Radio 
Shack section. Coffee Shops can also serve juice and 
smoothies, alongside beer, wine and desser t for after 
movie crowd.

Develop a better concept of who your customers are 
and how to reach them. Utilize lodging tax to pay for 
market analysis for the county. Include a review of 
potential visitors to Dominguez Escalante and their 
consumer preferences.	

Provide more of a link between natural amenities and 

the downtown. Consider working with the National 
Parks and other groups to create a locate public 
lands information center in downtown. Perhaps the 
downtown kiosk could be a multi-functional visitor 
information area.Identify possible funding menchanisms 
to enhance the link between citizens, community 
engagement, and entrepreneurial opportunity. 
Consider a Community Development Corporation 
(locally owned with stock shares – private sector, 
citizens purchase their stocks individually) to develop 
primary employment opportunities that cannot 
be relocated or closed by outside interests. (Book 
that describes it well is “Going Local.”) Consider a 
feasibility study (potentially using the USDA Rural 
Development – RBEG grant) to re-establish the Delta 
Brick industry, which offers unique opportunities tied 
to local resources and putting local skills to work. The 
industry could be funded with seed investment  from 
above CDC, and with positive feasibility study, Rural 
Development might consider loan guarantee.

d e s i g n

Design
Design takes advantage of the visual opportunities 
inherent in downtown by directing attention to 
all of its physical elements: public and private 
buildings, storefronts, signs, public spaces, landscaping, 
merchandising, displays, and promotional materials. Its 
aim is to stress the importance of design quality in all 
of these areas, to educate people about design quality 
and to expedite improvements in the downtown. 

The existing downtown, at the very core, epitomizes 
sustainability. Getting the most out of prior investments 
in infrastructure and development - including not 
just streets, sidewalks and pipes, but public buildings 
like City Hall, historic buildings, streetlights and 
street furniture - can save the local government 
millions in future expenditures, and reemphasize 
the characteristics that can be found only in Delta’s 
downtown. Although community assets have become 
more dispersed regionally, it is clear that the health 
of downtown within the city is more important than 
ever in maintaining the identity of Delta.

Delta’s assets contain the building blocks for a healthy 
downtown that include mixed use, compact and 
dense development for instance, where buildings sit 
cheek by jowl creating an aura of curiosity and energy.  
Delta also contains mixed income neighborhoods 
that provide a variety of housing options, shops 
and businesses that open on to sidewalks, limited 
parking lots, on street parking that slows traffic and 
provides drivers the chance to amble through town, 
sidewalks that are safe and pedestrian friendly, public 
spaces and places to congregate, cultural amenities, 
public ar t, restaurants, enter tainment and venues for 
entrepreneurs to gather, share and grow a “sense of 
place” or that essential character of the town that 
inspires, attracts, draws near such as the murals and 
right-of-way landscaping.

Observation: 
The aesthetic beauties of the downtown commercial 
and residential areas are less visible due to some 
blemishes. The visual appeal of the core downtown 
area is the ‘calling card’ for Delta and the commercial 
businesses that are located there. The visual 
appearance of the commercial district speaks to the 
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economic vitality and character of the community. 
The success appeal of the downtown is not accidental 
but carefully orchestrated and designed to include 
some common elements that have universal appeal. 
Interestingly, the most compelling of these are almost 
always present in what is considered a “traditional” 
downtown, a city center that has organically evolved 
over many generations, and was established at a time 
when compact, human-scale development, mixed uses, 
and independently owned businesses were the norm. 
The comprehensive plan also recommends preparing 
a detailed downtown development plan.

Recommendations:
Public Right-of-way and Pedestrian Zone Improvements: 
Complete the pedestrian environment within the 
core downtown area with improved seating, bike 
racks, way-finding, informational kiosks and designated 
alternative transportation stops. Prioritize the seasonal 
flower displays to maximize investment and impact 
and find opportunities to allow volunteer groups to 
adopt less sensitive/visible displays within City Parks. 
Complete an inventory of main street trees and assess 
health and eliminate holes in the urban tree canopy. 

Signage and Identity:  Where does downtown begin?  
Develop gateway monumentation and help residents 
and visitors navigate the amenities of the retail district. 
Reinvigorate the existing signage program for parking, 
amenities and shopping. Create information kiosks 
that promote seasonal events, map the mural and ar t 
locations and direct visitors to more distant amenities 
such as the recreation center and regional trails.

Storefront Display:  Coordinate the use of vacant 
storefronts to promote seasonal and non-retail, 
service-based business. The benefits of this program 
include the   elimination of vacant storefronts 
and improving pedestrian experience; promoting 
events and services; and promotion of community 
involvement by sponsoring competition and creative 
expression. Displays can be coordinated with other 
events such as Parade of Lights.

Aggressive control of neglected and blighted properties: 
The City should regularly enforce existing codes.

Observation: 
The community appears to be lacking a cohesive 
visual and strategic plan for connecting assets in a user 
friendly manner to encourage the community’s values. 

Recommendations:
Quality Community Design: Whether your downtown 
is protected by a historic district, or design standards, 
Delta can control the aesthetics and “look” of the 
community by adopting measures that protect local 
heritage and character.   Expand the façade program 
to include a comprehensive commercial signage 
program.   Document the existing downtown ROW 
improvements to develop streetscape standards and 
use as a baseline for future improvements.

Branding Program: Coordinate identity and branding 
effor ts with directional and signage programs. 
Typeface and graphics are coordinated with signage, 
monumentation and promotional material.
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Access and Parking: Identify areas for parking for non-
traditional vehicles and visitors and direct them to 
downtown. Make downtown friendly to recreational 
vehicles and cyclists, and provide for these populations 
with special parking facilities.

Enhance Multi-modal Trail program: Build on the Delta 
Comprehensive Plan to establish the linkages for 
local and regional trails.  Work with Federal agencies 
and non -profit groups to expand and promote 
recreational opportunities. Signage program should 
direct users to trailhead and map destinations. Again, 
the comprehensive plan address this recommendation.  
It recommends expanding the trail system and 
connecting the Delta area with nearby public lands.

Observation:  
The Community has recently invested heavily in the 
alternate truck route.   Careful planning is needed 
to ensure the continued success of downtown.  The 
community needs to begin now to create a plan 
that will help keep business traffic in downtown, 
and encourage business owners to capitalize on the 
improved atmosphere.

Recommendation:
Get message out that there will be a new safer 
downtown and seek opportunities to enhance.

Create a signage program at both the north and south 
entrance to Delta that will help direct truck traffic to 
the bypass, but encourage all other traffic to continue 
into downtown.  

Create a plan for how businesses and the City can 
take advantage of less traffic and noise on Main Street.  
Encourage businesses to create outdoor seating areas, 
creation of sidewalk events, installation of additional 
public ar t, and enhancement of the downtown walking 
historical tour as examples.

Overtime, consider a highway swap with the Truck 
Route to allow for greater opportunities for more 
friendly pedestrian design downtown.  If budget allows, 
confirm CDOT requirements to support swapping of 
the highway.
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Historic Preservation
Historic preservation can be associated with many 
values; the cultural, social, or aesthetic values may 
be the most commonly thought of. However, the 
environmental, economic, and educational values are 
also important aspects of historic preservation. 

Observation:  
Delta has proven success with cash match façade 
improvement program, but there remains a need for 
continued improvement and branding.
  
Recommendation: 
Reinvigorate façade improvement program to include 
design guidelines, address rear entrances, alleyways, 
signs and awnings.  There may also be an opportunity 
to expand the program by seeking funding from the 
State Historical Fund.

•	Design guidelines may be used as a resource 
for building owners to learn about proper 
techniques, local permitting procedures and 
available design assistance.   Guidelines also 
create a standard for all future developments 
and improvements.  

•	Alleys and rear entrances should be given 
as much design consideration as storefronts.  

Often providing on-site parking, alleys gain 
importance and access to businesses.  Perhaps 
hosting “clean-up” days to remove trash, make 
minor repairs and clean or paint may provide 
a low cost solution to improvement.   Also 
proved adequate lighting to extend a sense of 
safety.

•	Signs and awnings project an image of the 
buildings, businesses and district as a whole 
and should promote a viable and unified busi-
ness district.

Observation:  
There is an opportunity to activate empty storefronts 
along Main Street.

Recommendation:
Storefronts are street level billboards that should 
command attention and entice people downtown.  
Window displays project the image of the quality of 
goods and services available throughout a district and 
therefore empty storefronts may become distracting.  
Additionally, activating storefronts will give a sense of 
liveliness and activity.  

•	Work with volunteers, possibly par tner with 
schools to create window displays that change 
seasonally.

•	If possible, keep storefronts lit afterhours.

•	See ar ticle in the Appendix, “Shining a Light on 
Window Displays” by Scott Day for more tips 
to storefront activation.

Observation: 
Delta’s Main Street is not currently designated.   In 
the past Main Street status was considered as well as 
historic districting.  

Recommendation:
The City of Delta may utilize historic designation to 
best shape its appearance.  There are a variety of 
designations that offer varying degrees of support 
including financial, guidance and access to resources.  
The City may want to consider which option best 
suites its goals and objectives.

Main Street Designation will provide Delta with three 
things: a proven strategy for revitalization, a powerful 
network of linked communities, and a national support 
program that leads the field. 
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Certified Local Government Certification will make the 
City eligible to receive Preservation Fund Subgrants. 
The CLG program seeks to encourage and expand 
local involvement in preservation issues through a 
par tnership between the CLG and the State Historic 
Preservation Office (SHPO) To strengthen existing 
local preservation programs and to catalyze the 
development of new ones, CLGs are eligible to apply 
annually for no-match grants from a designated CLG 
fund. Also, local landmarks of CLGs are eligible for 
Colorado’s state historic income tax credit of 20% 
or $50,000, whichever is less, of the cost of qualified 
rehabilitation. CLGs assume a leadership role by 
identifying, evaluating and protecting historic resources 
within their communities; receiving technical advisory 
services from the SHPO; and having a formal role 
in the National Register process. CLGs can opt to 
assume other responsibilities such as par ticipating 
in the review of federal projects, reviewing state tax 
credit projects and administering covenants. If they 
wish, CLGs can terminate these responsibilities in an 

orderly way or terminate their CLG status altogether.  
For more information see attached CLG Handbook 
in the Appendix.

Historic Districts will help manage the change that may 
occur in a designated area to ensure that the historic 
character is not compromised. Designation will help 
protect the investments of owners and residents to 
encourage better design and tourism and may help 
entice business recruitment.

Overlay Districts are more flexible than historic 
districts in that they are solely a form of local zoning 
regulation and require only passage by city council 
rather than a vote by all landowners in the affected 
owners.  An overlay district is a layer of local planning 
regulation which incorporates restrictions of the 
underlying zoning with the main goal of preserving 
the historic character of a neighborhood.
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Funding Mechanisms
From the resource team’s initial observations, the 
communities are being somewhat successful in 
utilizing several of the following financing mechanisms. 
It appears that there are other opportunities for 
grants and other fundraising. Some of the current and 
potential sources of funds include the following:

Potential Sources of Funds include the following list:

Operating, Marketing, Organization and Promotion
•	Repeal of Sales Tax Vendors Fee: Each business 
that collects sales tax is entitled to retain a 3 
1/3 percent “vendors fee” to help cover the 
cost of filing said taxes. Many municipalities 
have passed an ordinance to repeal this ven-
dors fee and the City retains the 3 1/3 percent 
fee. If the fee is repealed it is only to be used to 
market or support the merchant community. 
These funds could be used to help fund some 
of the recommendations made in this report.

•	Booth Fees: These are charges applied to 
concessionaires at events, parades, community 
gathering places.

•	Research and understand the intent of different 
events. Some generate traffic into the doors 
of retail businesses (Delta Dollars, Sidewalks 
Sales), some enhance the public perception of 
the downtown (evening ar t walk), and some 
are fundraisers for the organizing entity (Oc-
toberfest or Brewfest).

•	Heritage Tourism Office/Colorado Tourism 
Office Grants: The umbrella organization could 
work together with other chambers, the county 
and regional entities to apply for a Colorado 
Tourism Office Marketing Matching Grant Pro-
gram, which provides funding to not-for-profit 
organizations in the State of Colorado for the 
purpose of promoting the state or a region as 
a tourism destination. 

•	A Community Champion is a “must have.” 
Whether it is full time or par t time in staffing, it 
cannot be funded with grant writing or mem-
bership fees. This is an entity that is focused on 
the downtown exclusively. Funding for this can 
be via a Downtown Development Authority 
(tax increment financing capability and/or mil 
levy,) Urban Renewal Authority (tax increment 
financing) or a Business Improvement District 
(property assessment.)

•	Research grant opportunities for second-
ary support staff:   Delta should create a list 
of stakeholders, potential par tners, etc. and 
determine where to look for funding, collabo-
ration, etc. Perhaps other opportunities exist 
through AmeriCorps, Vista, Universities, or 
other agencies that provide interns.

•	Region 10 can assist the business community 
with low interest loans for new businesses and 
business expansion. They can also assist with 
helping businesses access Enterprise Zone Tax 
Credits. 

Public Infrastructure Design
•	Tax Assistance from General Funds:  Allocate 
specific funds for the downtown improve-
ments. CDOT26 Planning and Management 
Region - If not already involved, get involved in 
the STIP process. If possible get someone from 
the City board or staff a  regional committee 

•	Energy and Mineral Impact Assistance Funding 
for public infrastructure: These funds could as-
sist the community with public infrastructure 
improvements, such as streetscape.

Business Development Economic Restructuring
•	Governor’s Office of Economic Development 
and International Trade: This agency has several 
programs from economic development assess-
ments to small business development centers.

•	Delta County is an Enterprise Zone. This may 
provide the community with low interest loans 
for new businesses and business expansion 
and Enterprise Zone Tax Credits. 

•	EPA Brownfields Program: This program pro-
vides direct funding for brownfields assessment 
and cleanup.

•	Governors Energy Office (GEO) and USDA 
Rural Development (RD) Energy Programs:  
Both agencies have funding programs to retro-
fit both public (GEO) and private sector busi-
ness (RD) with insulation, windows, doors, re-
frigeration systems,  manufacturing processing 
equipment, HVAC and lighting systems. Delta 
businesses could utilize energy efficiency new 
technology and renewable energy sources to 
reduce costs. The City could convert street-
lights to more energy efficient LED type lights. 

•	Small Business Administration (loan guaran-
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tees) USDA Rural Development (loan guar-
antees): These are Federal Programs that can 
assist local businesses in purchase of a com-
mercial building or expansion.

•	USDA Rural Development – Business Enter-
prise Grant:  funds available via a local govern-
ment or non-profit  application for the purpose 
of establishing a revolving loan fund (Town of 
Silt, Grand County Economic Development, 
Town of Carbondale), or conducting a feasibil-
ity study for a specific job creation business 
expansion (Delta Timber) or creation.

•	USDA Rural Development:   Rural Business 
Opportunity Grant – funds available, very 
competitive, for regional planning for economic 
development purposes (Lake City, CO.)

•	USDA Rural Development:   Rural Microen-
terprise Assistance Program - The Agency 
will make direct loans to microlenders for the 
purpose of providing fixed interest rate micro-
loans to rural microentrepreneurs for star tup 
and growing microenterprises. Less than 10 
FTE, needing less than $50,000 at a fixed rate 
for up to 10 years.

Other Resources
As a member of Downtown Colorado, Inc., Delta 
will continue to be eligible for DCI services, training, 
and educational programs. Additionally, Delta should 
access the benefits of the Colorado Development 
Network (CDN), a collaboration of DCI, Colorado 
Brownfield Foundation (CBF), and Colorado Rural 
Development Council (CRDC). 
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Team Member Bios

Elyse Ackerman-Casselberry
Department of Local Affairs

Elyse Ackerman-Casselberry has worked with local 
governments for ten years in varying roles with a 
background in local government administration and 
finances, public policy, housing, economic development, 
and long-range planning.  Having recently joined the 
Department of Local Affairs team, Elyse is actively 
engaged in helping positively impact Colorado’s 
western slope communities. Elyse has experience 
as a facilitator, and takes pride in being able to bring 
groups with often opposing opinions together.
 
A western slope native, Elyse recognizes the challenges 
that Colorado’s western slope communities face, and 
is helping western Colorado’s communities plan for 
their future, and address current challenges.  She is a 
graduate of the University of Colorado with a BA in 
Environmental Studies and of Prescott College with a 
MA in Ecology and Resource Management.  

Ingrid Borreson
Center of Preservation Research (CoPR), 
University of Colorado Denver

Ingrid is currently completing her final year at the 
University of Colorado Denver where she is a Master 
candidate for both Urban and Regional Planning 
and Historic Preservation.  As a Research Assistant 
for CoPR, her tasks are varied and primarily include 
developing par tnership opportunities for students 
that encourage engagement with civic preservation 
effor ts.

Ingrid has also worked as the preservation intern for 
the City of Denver and the City of Holland, Michigan 
for each city’s planning depar tment.  With a Bachelor’s 
of Science in Art History from Kendall College of 
Art and Design Ingrid’s preservation interest has 
evolved to focus on community development through 
preservation processes.  It is her hope to be involved 
in projects that not only restore the built environment 
but also empower citizens and communities.  Originally 
from Grand Rapids, Michigan, Ingrid has been calling 
Colorado home for the past 5 years. 

Katherine Correll                                                                                                                                     
Executive Director – Downtown Colorado, Inc.                                                                              

Katherine joined Downtown Colorado, Inc. in 2006 
and has served as the Executive Director since 
2007. Under Katherine’s direction the organization 
has restructured the Colorado Main Street state 
coordinating program for economic development 
through historic preservation and created the 
Development & Improvement District (DIDs) program 
to support urban renewal, downtown development 
authorities, and business improvement districts. 
Born and raised in Denver, Colorado, Katherine has 
worked on organizational development and program 
management including building viable and sustainable 
private, public, and non-for-profit institutions and 
programs. Prior to her current position, Katherine 
managed the American Councils’ portfolio for the 
Republic of Moldova, focusing on building civil society 
initiatives, education, and public administration 
reforms, and managing a American Language Center, 
language and professional training school.  Katherine 
received her Master’s Degree in Public Administration 
from Rutgers University and her Bachelor’s Degree in 
Politics with a Minor in Urban Studies from New York 
University.

Clint Cresawn
Colorado STRIDES Program Manager, 
Colorado Rural Health Center 

With interests in rural health, community, economics, 
and leadership, Cresawn finds Colorado STRIDES – 
with its focus on enhancing rural Colorado’s ability to 
recruit and retain healthcare providers through locally-
driven asset development – a uniquely challenging and 
satisfying program.  In addition to satisfying his passion 
for rural through the Colorado Rural Health Center, 
Clint also serves on the Board of Directors for the 
Colorado Rural Development Council.   Clint holds 
a Masters degree in Communication Studies, and 
has focused his education and research on political, 
organizational, and intercultural communication.  Prior 
to engaging professionally with rural Colorado, Clint 
taught at Metro State College of Denver, Denver 
University, and Community College of Aurora.  Though 
Clint has been a resident of Colorado since 1998, he is 
originally from North Carolina and has a deep-seated 
love of sweet tea, pecan pie, and Carolina-style BBQ.
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Christy Culp 
Community Development Specialist
Department of Local Affairs (DOLA)

Christy has worked for the Department of Local 
Affairs since May 2006. She works as the liaison 
between the Department and various organizations 
in the state, including DCI, CRDC, OEDIT, and CRHC.  
Christy helps facilitate economic development 
sessions and rural out reach programs and works 
to develop collaborative par tnerships with elected 
officials, residents, businesses, institutions, and 
organizations.   Christy works with communities, 
monitoring conservation trust fund compliance 
reports, community service block grant applications, 
and assisting local governments and community 
members in identifying and accessing technical and 
financial resources at the local, state, and federal level.  
Christy received her Master’s from the University 
of Colorado at Denver in Political Science with an 
Emphasis in Politics and Public Policy.  Her final project 
focused on planning for small communities and was 
a finalist in the Colorado City and County Manager’s 
Association’s Best Master’s Project competition.  Prior 
to taking a job at DOLA, Christy was an intern in 
the Town of Poncha Springs through the University 
of Colorado at Denver’s Best and Brightest Program. 
 

Leslie Hentze
Regional Assistant
Department of Local Affairs (DOLA)

Leslie currently is employed by the State of Colorado, 
Department of Local Affairs, Division of Local 
Government, Office of Field Services in the capacity 
of Regional Assistant supporting the depar tment’s 
effor ts in the western region of the state.  Leslie works 
with local governments and special districts from 
Cortez to Grand Junction in grant management and 
oversight and technical assistance activities.   Leslie’s 
area of expertise is in finance and budget.

Leslie has worked in program management and staff 
supervision at the county level as well as in finance 
and program management for several non-profits, and 
for profit businesses, and is a long time resident of 
western Colorado.

Leslie holds a Bachelor’s Degree in Business 
Administration from Regis University, Denver, 
Colorado. Magna Cum Laude.

Richard Sales
Associate Director (CCCD)
The Colorado Center for Community Development

Rich feels for tunate to have worked in Colorado 
communities for over 20 years.   First as a licensed 
architect doing community scale projects, second as a 
local government staff and currently as the Associate 
Director for the DOLA Technical Assistance Program 
through The Colorado Center for Community 
Development.

Rich served as the Director of Community 
Development for the City of Delta, Colorado for 
more than 12 years and aided the community in a 
wide variety of projects and responsibilities, including 
Public Works Director, Emergency Manager and 
acting City Manager.   For the last five years he has 
served Colorado communities as par t of a wonderful, 
grant funded program which aids communities in 
planning and design, using graduate-level architecture, 
landscape architecture and planning students.

Rich has an educational background from the 
University of Illinois and the University of Kansas 
and star ted his architectural career working for the 
Kansas State Architects office.   After brief work in 
the Chicago area he moved to Colorado, working for 
firms in the Boulder area.  Rich serves on an advisory 
board for the Black Canyon Land Trust and the Art in 
Public Places program in Grand Junction, volunteers 
as a Living History Interpreter and photographer 
for various events and has a ranch where he raises 
chickens, cows and hopefully a happy family.

Pattie Snidow
Northwest Area Director, 
USDA Rural Development

Pattie has lived in Western Colorado for over 35 
years, 25 of those in Craig. She has spent 18 years in 
economic development and community development 
practices.

She was par t of the management team for the 
Beanpole Telecommunications Project in Northwest 
Colorado which brought broadband to remote 
counties, while she was the director of business 
and industry training and economic development 
for Colorado NW Community College. She was 
a founding member of the Western Colorado 
Economic Alliance for Western Colorado, and par t of 
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the statewide group, Colorado Economic Leadership 
Coalition. As the executive director of the Greeley 
Downtown Development Authority, the DDA put 
tax increment financing in place, passed a special 
improvement district, crafted design guidelines for a 
character overlay and implemented the Main Street 
Program.

Pattie was appointed by Governor Owens to serve 
the Western 22 counties as the Western Business 
Development Representative for the CO Office of 
Economic Development & International Trade in 2002, 
where she coordinated the Community Assessment 
Program on a statewide basis in addition to her 
duties regionally. She joined the U.S. Department of 
Agriculture - Rural Development as Northwest Area 
Director in 2005 serving 18 counties. 

Pattie has a Bachelor of Science in Business 
Administration from Regis University, with a minor 
in communications/marketing.   She is a graduate of 
the Economic Development Institute. She continues 
her work in community development in her current 
role at USDA, and has been tasked by the National 
Office of Rural Development to assist in training Rural 
Development staff across the nation in community 
and economic development. 

Carol Sperat, 
StudioBridge 

Carol is experienced in amenity-based community 
planning, mixed-use master-planning, urban design, 
environmental design, and park and recreational 
design. She has followed innovative approaches to the 
preservation of natural resources, helping to shape 
successful living, working and recreational spaces for 
people and communities.

Her emphasis is to be versed in the challenges of 
managing projects that strive for sustainability while 
enhancing the public’s experience through insightful 
use of open space, low impact infrastructure, alternative 
transportation and inclusive communities. That 
approach comes from a foundational understanding 
of environmental systems, as well as the experience 
with the process of developing successful master plans, 
design guidelines and site designs. She have completed 
projects that involve conservation easements, water 
rights issues, habitat restoration, storm water reuse, 
multi-modal transportation and view shed protection.

Carol have placed an emphasis in her professional 
effor ts to become versed in the challenges of managing 
projects that strive for the delivery of high quality 
products while enhancing my team/organization’s 
direction in the development of policies, guidelines, 
and standards in land planning effor ts. Her approach 
comes from a varied design experience, as well as 
the influence of technology, and the importance of 
serving customers - all is paramount to the creation 
of successful and achieving consensus.
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Dear Community Leader :

Thank you for your interest in revitalizing the downtown, the hear t of your community.  The board and staff 
of Downtown Colorado, Inc.  (DCI) would like to commend you on your initiative to focus your resources 
and planning effor ts towards the enhancement of the living room of your community.  Throughout the 
appendices you will find tols to assist you in implementing the recommendations listed in this report.  We 
suggest that you hold a community meeting and use the attached tools to facilitate moving forward.

•	Action Matrix: breaks the recommendations down into a step-by-step process identifying timeline, 
action item, measure of success, initiator, and potential par tners

•	Shop Local Campaign Development and Shop Local Matrix
•	Menu of Technical Assistance: The menu of technical assistance is to provide ideas or a sampling of 
what DCI has facilitated.  

•	Stakeholders Analysis: This form is used to analyze community information to ascer tain which entities 
are most important to the downtown and/or project and how best to approach them.

•	Volunteers by Stakeholder Group: allows you to identify volunteers that link your organization to 
groups that are key to your project.  

•	Volunteer by Desired Skill: allows you to review the skills you need and which volunteers can fill that 
need.  It also allows you to identify the skills that remain unmet in your pool of volunteers.

•	Potential Par tners: For each project, a par tner list should be generated to ensure that you have tapped 
all possible resources.

•	Strategic Event Planning Matrix: allows you to list objectives and for each event to make sure that all 
objectives are being met, and all events are serving a purpose.  

•	Strategic Event Planning Calendar : reviews all events on a timeline to ensure a well-rounded calendar.
•	Downtown Organization Board Responsibilities and Job Descriptions: Highlights the responsibilities of 
a board of directors and the officers that serve the organization.  

•	Downtown Manager Job Description: Identifies skills needed and activities required to manage a 
downtown organization.  

•	Downtown Manager Evaluation: allows the downtown organization to evaluate the effectiveness of the 
Downtown Manager.  

•	Organizational Succession Planning: Encourages consistency in leadership through transition.  
•	5 Steps for Improved Communications
•	Sample Press Release
•	Communication Strategy Matrix: Identifies the various modes of communication and the tools to make 
contact.

•	Communication Planning Form: For each event or project, this form encourages you to think about 
communications in advance and to develop a clear message.  

•	  List of Resources: A list of organizations and which services they might provide.  

Please do not feel overwhelmed by this list. The materials are easy to use and include instructions.  However, 
if you would like for DCI to assist you in facilitating meetings to complete the work indicated in these tools, 
please feel free to contact us.

Thanks, 

Katherine Correll
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th

en
 b

e 
sp

en
t. 

 C
on

si
de

r t
he

 
cr

ea
tio

n 
of

 a
 c

om
m

itt
ee

 o
r o

th
er

 o
pe

n 
pr

oc
es

s 
to

 
en

co
ur

ag
e 

pu
bl

ic
 p

ar
tic

ip
at

io
n 

in
 h

ow
 to

 b
es

t u
til

iz
e 

fu
nd

s 
ea

ch
 y

ea
r.

Es
ta

bl
is

hm
en

t o
f a

n 
im

pl
em

en
ta

tio
n 

pl
an

 th
at

 e
nc

ou
ra

ge
s 

cr
ea

tiv
e 

us
e 

of
 re

ve
nu

es
 ra

is
ed

, a
nd

 p
ar

tic
ip

at
io

n 
by

 
bu

si
ne

ss
 a

nd
 lo

dg
in

g 
ow

ne
rs

 to
 h

el
p 

de
te

rm
in

e 
ho

w
 to

 
ut

iliz
e 

fu
nd

s.

C
ity

C
ity

, C
ha

m
be

r, 
Lo

dg
er

s,
 

D
ow

nt
ow

n 
Bu

si
ne

ss
es

C
re

at
io

n 
of

 a
 p

er
 

ro
om

 lo
dg

in
g 

fe
e

12
+ 

m
o

D
ev

el
op

 a
n 

an
nu

al
 re

po
rti

ng
 s

ys
te

m
 to

 c
om

m
un

ic
at

e 
ho

w
 th

e 
lo

dg
in

g 
fe

e 
w

as
 u

til
iz

ed
 a

nd
 w

ha
t b

en
ef

its
 w

er
e 

re
al

iz
ed

 b
y 

do
w

nt
ow

n 
bu

si
ne

ss
es

 a
nd

 th
e 

lo
dg

in
g 

co
m

m
un

ity

An
nu

al
 re

po
rt 

th
at

 c
om

m
un

ic
at

es
 d

ire
ct

 b
en

ef
its

 to
 lo

dg
in

g 
an

d 
bu

si
ne

ss
 c

om
m

un
ity

. 
C

ity
St

af
f

C
re

at
io

n 
of

 a
 p

er
 

ro
om

 lo
dg

in
g 

fe
e

Or
ga

ni
za

tio
na

l R
ev

en
ue

s

Ti
m

e
Ac

tio
n 

Ite
m

Me
as

ur
em

en
t o

f S
uc

ce
ss

In
iti

at
or

Po
te

nt
ial

 P
ar

tn
er

s
Re

co
m

m
en

da
tio

n
1-

3 
m

Id
en

tif
y 

an
d 

pl
an

 m
ee

tin
g 

w
ith

 a
ll 

or
gn

iz
at

io
ns

 h
os

tin
g 

ev
en

ts
 a

nd
 

co
m

pl
et

e 
th

e 
st

ra
te

gi
c 

ev
en

t m
at

rix
. 

M
ee

tin
g 

an
no

un
ce

m
en

t, 
ag

en
da

, a
nd

 c
om

pl
et

ed
 m

at
rix

. C
le

ar
 e

ve
nt

 
ob

je
ct

iv
e 

ex
is

t a
nd

 fr
am

e 
th

e 
ev

en
t p

la
nn

in
g 

on
 a

 c
om

m
un

ity
-w

id
e 

le
ve

l. 
   

   
   

   
   

   
   

C
ity

ev
en

t o
rg

an
iz

er
s,

 re
al

te
d 

no
n-

pr
of

it 
or

ga
ni

za
tio

ns
, c

om
m

un
ity

 b
us

in
es

s 
an

d 
to

ur
is

m
 g

ro
up

s,
 C

ity
, C

ou
nt

y,
 

ci
tiz

en
s

Id
en

tif
y 

ob
je

ct
iv

es
 a

nd
 

st
ra

te
gi

es
 fo

r e
ve

nt
 

m
an

ag
em

en
t

1-
3 

m
R

es
ea

rc
h 

op
tio

n 
of

 u
si

ng
 lo

dg
in

g 
ta

x 
fo

r w
eb

si
te

 d
ev

el
op

m
en

t.
Li

st
 o

f c
ur

re
nt

 lo
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in
g 

ta
x 

us
es

, s
ub

m
is

si
on

 o
f a

pp
lic

at
io

n 
to

 u
se

 lo
di

ng
 

ta
x 

do
lla

rs
C

ity
C

ha
m

be
r, 

bu
si

ne
ss

es
, t

ou
ris

m
 

gr
ou

ps
U

til
iz

e 
lo

dg
in

g 
ta

x 
to

 
cr

ea
te

 a
 D

el
ta

 w
eb

si
te

 
an

d 
so

ci
al

 m
ed

ia
 w

ith
 

al
l e

ve
nt

s,
 

or
ga

ni
za

tio
ns

, l
od

gi
ng

, 
re

gi
on

al
 d

ra
w

s,
 s

po
rts

 
an

d 
ou

td
oo

rs
 a

ct
iv

iti
es

 
an

d 
re

st
au

ra
nt

s.

1-
3 

m
R

es
ea
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h 
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rit

ou
ris

m
 a

nd
 h

er
ita

ge
 to

ur
is

m
 o

pp
or

tu
ni

tie
s 

in
 th

e 
ar

ea
.

Li
st

 o
f l

oc
al

 to
ur

is
m

 o
pp

or
tu

ni
tie

s.
  T

hi
s 

in
cl

ud
es

 n
am

e 
of

 b
us

in
es

s,
 

co
nt

ac
t p

er
so

n,
 h

ou
rs

 o
f o

pe
ra

tio
ns

, d
is

ta
nc

e 
fro

m
 D

el
ta

C
ha

m
be

r
C

ity
, C

ul
tu

re
 a

nd
 R

ec
re

at
io
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D

ep
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en

t
C

on
ne

ct
 to

 a
gr
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tu
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l 
an

d 
he

rit
ag

e 
to

ur
is

m
 

op
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rtu
ni

tie
s 

to
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ee
p 

vi
si
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rs

 in
 th

e 
ar

ea
 o

ne
 

m
or

e 
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1-
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m
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 c
iti
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 a
nd

 b
us

in
es

s/
co

m
m

un
ity

 g
ro

up
s 

to
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en
tif

y 
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ss
er
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n 

C
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 a
ttr

ac
tio
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Li

st
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f l
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 to

ur
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m
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pp
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tie
s.

  T
hi

s 
in

cl
ud

es
 n

am
e 

of
 b

us
in

es
s,

 
co

nt
ac

t p
er

so
n,

 h
ou
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 o

f o
pe

ra
tio

ns
, d

is
ta
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e 

fro
m

 D
el

ta
C

ha
m

be
r

C
ha

m
be

r, 
bu

si
ne

ss
es

, t
ou
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m

 
gr

ou
ps

C
om

pl
et

e 
an

 a
m

en
ity

 
in

ve
nt

or
y 

an
d 

us
e 

it 
to

 
de

ve
lo

p 
ta

rg
et

ed
 

m
at

er
ia

ls
 to

 re
ac

h 
bu

si
ne

ss
es

, p
ro

pe
rty

 
ow

ne
rs

/re
si

de
nt

s,
 a

nd
 

ho
te

l g
ue

st
s/

to
ur

is
ts

3-
6 

m
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n 

m
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th
ly

 c
om

m
un

ic
at

io
ns
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ga
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in

g 
ev

en
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nd
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nt
 

or
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ze
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 c
re
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e 

a 
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w
 o

f i
nf
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m
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 c
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m
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w
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Pu
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ic
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en
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s,
 T
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n 

w
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si
te
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te
r, 
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sp
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V 
an

d 
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o 
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 p
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m
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 c
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m

un
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-w
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e 
m
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In
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ea
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e 
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ug

h 
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gi
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 m
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C
ity
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m

m
un

ity
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in
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s 

an
d 

to
ur
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m

 
gr

ou
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, T
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n,
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ou
nt

y
Id

en
tif

y 
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je
ct

iv
es

 a
nd

 
st

ra
te
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es

 fo
r e

ve
nt

 
m

an
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em
en

t
3-

6 
m

D
ev

el
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e 
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f D
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in
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s 
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d 
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io
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s 
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d 
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e 
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l c
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s 
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o 
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e 
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r f
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 d
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y 
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m
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d 
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 D
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ta
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C

ity
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m
m

un
ity

 b
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in
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s 
an

d 
to
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m
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ou
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, C

ity
, C

ou
nt

y,
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ha
m

be
r

C
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at
e 
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y 
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M
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n 
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et
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ne
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at
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.
6-
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y 
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n 

an
d 
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g 
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r b
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re
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k 
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 d
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y 
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.
C
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, b
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C
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m
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r
C
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6-
12
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W
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w
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es

se
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 c
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co
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cr
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m
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e 
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d 

m
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 D
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si
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es
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k 
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d 
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 c
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po
ns
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C
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m
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r
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ss
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C
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 to
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ra

l 
an

d 
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e 
to

ur
is

m
 

op
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rtu
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tie
s 

to
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p 

vi
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ne
 

m
or

e 
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6-
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 m
D
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t o
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m
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d 
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 lo
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l c
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 d
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or

y 
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e 
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ut
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 to
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ll 
m
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an
d 

ve
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es
 th

ro
ug

ho
ut

 D
el

ta
.  

   
   

   
   

   
   

   
   

   
   

   
   

   
   

   
C

ity
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m
m

un
ity

 b
us

in
es

s 
an

d 
to

ur
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m
 

gr
ou
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, C

ity
, C

ou
nt

y,
 C
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m

be
r

C
om

pl
et

e 
an

 a
m

en
ity

 
in

ve
nt

or
y 

an
d 
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e 

it 
to

 
de

ve
lo

p 
ta

rg
et

ed
 

m
at

er
ia

ls
 to

 re
ac

h 
bu

si
ne

ss
es

, p
ro

pe
rty

 
ow

ne
rs

/re
si

de
nt

s,
 a

nd
 

ho
te

l g
ue

st
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to
ur

is
ts

3-
6 

m
En

ag
e 

br
an
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ng

 p
ro

fe
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io
na

l t
o 
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ci

lit
at

e 
a 

br
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ns
to
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in

g 
se
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n 
w

ith
 k

ey
 c

om
m

un
ity

 re
ps

. t
o 

de
te

rm
in

e 
im

po
rta

nt
 e

le
m

en
ts

 o
f b

ra
nd

 
an

d 
cr

ea
te

 b
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nd
 b
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ed

 o
n 

th
is

 in
pu

t.

Br
an

d 
is

 in
co

rp
or

at
ed

 in
to

 a
ll 

el
em

en
ts

 o
f p

ro
m

ot
io

n 
of

 th
e 

co
m

m
un

ity
.

C
ity

C
om

m
un

ity
 b

us
in

es
s 

an
d 

to
ur

is
m

 
gr

ou
ps

, C
ity

, C
ou

nt
y,

 c
iti

ze
ns

C
re

at
e 

an
 

id
en

tit
y/

br
an

d 
fo

r t
he

 
do

w
nt

ow
n

6-
12

 m
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ey

 c
iti

ze
ns

 a
nd

 b
us

in
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m
m

un
ity
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up
s 

to
 d

et
er

m
in

e 
in
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at
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na
l n

ee
ds

 fr
om

 th
e 

ci
ty

 a
nd
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us

in
es

se
s.

 C
on

si
de

r w
or

ki
ng

 
w

ith
 p

ro
fe

ss
io

na
l t

o 
de

si
gn

 s
ite

, i
nc

or
po

ra
tin

g 
br

an
d,

 fu
nc

tio
na

lit
y 

to
 

pr
ov

id
e 

re
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es
te

d 
in
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rm

at
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n 
(c

on
te

nt
 m

an
ag

em
en

t s
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te
m

) a
nd

 
lin

ks
 to

 o
th

er
 re

la
te

d 
co

m
m

un
ity

 o
rg

an
iz

at
io

ns
 a

nd
 b

us
in

es
se

s.

W
eb

si
te

 is
 m

or
e 

us
er

 fr
ie

nd
ly

 a
nd

 in
cl

ud
es

 o
pt

io
n 

fo
r t

ra
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in
g 

us
e 

of
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e 

si
te

 to
 g

ua
ge

 in
cr

ea
se

s.
C

ity
Bu

si
ne
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es

, C
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m
be

r, 
no

n-
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of
it 

or
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ni
za

tio
ns

U
til

iz
e 

lo
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in
g 

ta
x 

to
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ea

te
 a

 D
el

ta
 w
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si

te
 

an
d 

so
ci

al
 m

ed
ia

 w
ith

 
al

l e
ve

nt
s,

 
or

ga
ni

za
tio

ns
, l

od
gi

ng
, 

re
gi

on
al

 d
ra

w
s,

 s
po

rts
 

an
d 

ou
td

oo
rs

 a
ct

iv
iti

es
 

an
d 

re
st

au
ra

nt
s.

Pr
om

ot
io

ns
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Ti
m

e
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tio
n 

Ite
m
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ur
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en
t o

f S
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In
iti

at
or

Po
te

nt
ial

 P
ar

tn
er

s
Re

co
m

m
en

da
tio

n
1-

3 
m

Id
en

tif
y 

an
d 

pl
an

 m
ee

tin
g 

w
ith

 a
ll 

or
gn

iz
at

io
ns

 h
os

tin
g 

ev
en

ts
 a

nd
 

co
m

pl
et

e 
th

e 
st

ra
te

gi
c 

ev
en

t m
at

rix
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M
ee

tin
g 

an
no

un
ce

m
en

t, 
ag

en
da

, a
nd

 c
om

pl
et

ed
 m

at
rix

. C
le

ar
 e

ve
nt

 
ob

je
ct

iv
e 

ex
is

t a
nd

 fr
am

e 
th

e 
ev

en
t p
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nn

in
g 

on
 a

 c
om

m
un

ity
-w

id
e 

le
ve

l. 
   

   
   

   
   

   
   

C
ity

ev
en

t o
rg

an
iz

er
s,

 re
al

te
d 

no
n-

pr
of

it 
or

ga
ni

za
tio

ns
, c

om
m

un
ity

 b
us

in
es

s 
an

d 
to

ur
is

m
 g

ro
up

s,
 C

ity
, C

ou
nt

y,
 

ci
tiz

en
s

Id
en

tif
y 

ob
je

ct
iv

es
 a

nd
 

st
ra

te
gi

es
 fo

r e
ve

nt
 

m
an

ag
em

en
t

1-
3 

m
R

es
ea

rc
h 

op
tio

n 
of

 u
si

ng
 lo

dg
in

g 
ta

x 
fo

r w
eb

si
te
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ev

el
op

m
en

t.
Li

st
 o

f c
ur

re
nt

 lo
dg

in
g 

ta
x 

us
es

, s
ub

m
is

si
on

 o
f a

pp
lic

at
io

n 
to

 u
se

 lo
di

ng
 

ta
x 

do
lla

rs
C

ity
C

ha
m

be
r, 

bu
si

ne
ss

es
, t

ou
ris

m
 

gr
ou

ps
U

til
iz

e 
lo

dg
in

g 
ta

x 
to

 
cr

ea
te

 a
 D

el
ta

 w
eb

si
te

 
an

d 
so

ci
al

 m
ed

ia
 w

ith
 

al
l e

ve
nt

s,
 

or
ga

ni
za

tio
ns

, l
od

gi
ng

, 
re

gi
on

al
 d

ra
w

s,
 s

po
rts

 
an

d 
ou

td
oo

rs
 a

ct
iv

iti
es

 
an

d 
re

st
au

ra
nt

s.

1-
3 

m
R

es
ea

rc
h 

ag
rit

ou
ris

m
 a

nd
 h

er
ita

ge
 to

ur
is

m
 o

pp
or

tu
ni

tie
s 

in
 th

e 
ar

ea
.

Li
st

 o
f l

oc
al

 to
ur

is
m

 o
pp

or
tu

ni
tie

s.
  T

hi
s 

in
cl

ud
es

 n
am

e 
of

 b
us

in
es

s,
 

co
nt

ac
t p

er
so

n,
 h

ou
rs

 o
f o

pe
ra

tio
ns

, d
is

ta
nc

e 
fro

m
 D

el
ta

C
ha

m
be

r
C

ity
, C

ul
tu

re
 a

nd
 R

ec
re

at
io

n 
D

ep
ar
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en

t
C

on
ne

ct
 to

 a
gr

ic
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.

Q
ua

lit
y 

C
om

m
un

ity
 D

es
ig

n

1-
3 

m
o

D
ef

in
e 

th
e 

M
ai

n 
St

re
et

 w
ith

in
 th

e 
co

nt
ex

t o
f i

ts
 s

ur
ro

un
di

ng
s 

to
 h

el
p 

fo
st

er
 a

 u
ni

qu
e 

id
en

tit
y 

fo
r t

he
 M

ai
n 

St
re

et
 w

hi
le

 im
pr

ov
in

g 
th

e 
in

te
rfa

ce
 w

ith
 th

e 
ex

is
tin

g 
co

m
m

un
ity

. T
he

 c
om

m
er

ci
al

 a
re

a 
an

d 
ad

ja
ce

nt
 c

om
m

un
ity

 w
ill 

fo
rm

 a
 c

on
tin

uo
us

 u
rb

an
 s

et
tin

g 
co

nn
ec

te
d 

by
 o

pe
n 

sp
ac

es
, p

ed
es

tri
an

 a
nd

 b
ic

yc
le

 w
ay

s,
 a

nd
 s

tre
et

s.
 A

t t
he

 
sa

m
e 

tim
e,

 M
ai

n 
St

re
et

 e
dg

es
 w

ill 
be

 d
is

tin
gu

is
he

d 
by

 g
at

ew
ay

s,
 

la
nd

sc
ap

e 
bu

ffe
r z

on
es

, a
nd

 c
ha

ng
es

 in
 la

nd
 u

se
.

D
is

tin
gu

is
h 

C
ity

 a
nd

 M
ai

n 
St

re
et

 b
ou

nd
ar

ie
s 

by
 n

ot
ab

le
 g

at
ew

ay
s 

an
d 

en
tra

nc
es

. L
an

ds
ca

pe
 a

nd
 d

es
ig

n 
sh

ou
ld

 b
e 

co
ns

is
te

nt
 w

ith
 th

e 
ch

ar
ac

te
r o

f D
el

ta
 b

ut
 c

om
pa

tib
le

 w
ith

 th
e 

di
ve

rs
ity

 o
f t

he
 a

dj
ac

en
t 

ne
ig

hb
or

ho
od

s.
  D

ev
el

op
 b

ou
nd

ar
ie

s 
to

 s
ug

ge
st

 a
ct

iv
e 

co
m

m
un

ity
 

en
ga

ge
m

en
t. 

To
w

n 
Pl

an
ne

r 
an

d 
Pu

bl
ic

 
W

or
ks

 D
ire

ct
or

C
ha

m
be

r o
f C

om
m

er
ce

, 
vo

lu
nt

ee
rs

, B
us

in
es

s 
an

d 
Pr

op
er

ty
 

O
w

ne
rs

.

Q
ua

lit
y 

C
om

m
un

ity
 D

es
ig

n

1-
3 

m
o

D
ev

el
op

 s
to

re
fro

nt
 e

nh
an

ce
m

en
t p

ro
gr

am
. C

on
si

de
r v

ol
un

te
er

s 
fo

r 
de

si
gn

 a
nd

 m
ai

nt
en

an
ce

, a
nd

 re
cr

ui
t s

up
po

rt-
fu

nd
in

g 
fro

m
 

bu
si

ne
ss

es
 a

nd
 p

ro
pe

rty
 o

w
ne

rs
. C

on
si

de
r a

dv
er

tis
in

g 
sa

le
s 

or
 

sp
on

so
rs

hi
p 

pr
og

ra
m

 fo
r s

to
re

fro
nt

s 
pr

og
ra

m
. 

Em
pt

y 
st

or
ef

ro
nt

s 
ar

e 
no

w
 a

ttr
ac

tiv
e 

di
sp

la
ys

 a
nd

 c
ha

ng
e 

on
 a

 p
er

io
di

c 
ba

si
s;

 P
ro

m
ot

e 
sp

ec
ia

l e
ve

nt
s 

C
ha

m
be

r o
f 

C
om

m
er

ce
C

ha
m

be
r o

f C
om

m
er

ce
, D

el
ta

 C
o.

 
To

ur
is

m
 B

oa
rd

, B
us

in
es

s 
an

d 
Pr

op
er

ty
 O

w
ne

rs
.

St
or

ef
ro

nt
 D

is
pl

ay
.  

1-
3 

m
o

C
ity

 s
ho

ul
d 

re
gu

la
rly

 e
nf

or
ce

 e
xi

st
in

g 
co

de
s.

D
er

el
ic

t b
ui

ld
in

gs
 a

re
 a

t m
in

im
um

To
w

n 
Pl

an
ne

r 
an

d 
Pu

bl
ic

 
W

or
ks

 D
ire

ct
or

Bu
si

ne
ss

 a
nd

 P
ro

pe
rty

 O
w

ne
rs

Ag
gr

es
si

ve
 C

on
tro

l o
f 

N
eg

le
ct

ed
 a

nd
 B

lig
ht

ed
 

Pr
op

er
tie

s.
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6-
12

 m
o

En
ga

ge
 th

e 
co

m
m

un
ity

 a
nd

 v
is

ito
rs

 in
 d

es
ig

ni
ng

 a
 T

ow
n 

In
fo

rm
at

io
na

l K
io

sk
 a

nd
 M

ap
-B

ro
ch

ur
e 

Ki
os

ks
 th

at
 p

ro
m

ot
e 

se
as

on
al

 e
ve

nt
s,

 m
ap

 th
e 

m
ur

al
 a

nd
 a

rt 
lo

ca
tio

ns
 

an
d 

di
re

ct
 v

is
ito

rs
 to

 m
or

e 
di

st
an

t a
m

en
iti

es
 s

uc
h 

as
 th

e 
re

cr
ea

tio
n 

ce
nt

er
 a

nd
 re

gi
on

al
 tr

ai
ls

. A
nn

ou
nc

em
en

t t
o 

th
e 

co
m

m
un

ity
, a

ge
nd

a 
fo

r 
m

ee
tin

gs
, a

nd
 re

po
rt 

to
  t

he
 p

ub
lic

 o
n 

fin
al

 d
es

ig
n 

an
d 

pl
ac

em
en

t. 
 

In
cr

ea
se

 a
cc

es
s 

by
 p

rin
tin

g 
m

at
er

ia
l i

n 
m

ul
tip

le
 la

ng
ua

ge
s.

 E
ng

ag
e 

D
C

I, 
D

O
LA

, o
r p

riv
at

e 
fir

m
 to

 o
ffe

r g
ui

da
nc

e 
or

 c
om

m
en

ta
ry

 o
n 

si
gn

ag
e 

pl
an

 to
 e

ns
ur

e 
m

ax
im

um
 im

pa
ct

 a
nd

 lo
ng

ev
ity

. 

To
w

n 
Pl

an
ne

r 
an

d 
Pu

bl
ic

 
W

or
ks

 D
ire

ct
or

C
ha

m
be

r o
f C

om
m

er
ce

, S
er

vi
ce

 
C

lu
bs

, v
ol

un
te

er
s,

 B
us

in
es

s 
an

d 
Pr

op
er

ty
 O

w
ne

rs
.

Si
gn

ag
e 

an
d 

Id
en

tit
y

6-
12

 m
o

As
se

ss
 e

xi
st

in
g 

"G
at

ew
ay

s"
 in

to
 D

el
ta

 a
nd

 id
en

tif
y 

af
fo

rd
ab

le
 

en
ha

nc
em

en
ts

 th
at

 c
an

 b
e 

m
ad

e 
in

 th
e 

ne
ar

 fu
tu

re
. 

Id
en

tif
y 

th
e 

hi
st

or
ic

 d
ow

nt
ow

n 
an

d 
di

ffe
re

nt
ia

te
 fr

om
 e

nt
ire

 C
ity

 o
f 

D
el

ta
. D

es
ig

n 
th

e 
co

rn
er

 o
f F

irs
t a

nd
 M

ai
n 

St
re

et
 w

ith
 a

 u
ni

fie
d 

im
ag

e 
us

in
g 

hi
gh

-q
ua

lit
y 

la
nd

sc
ap

in
g 

an
d 

si
gn

ag
e.

 P
ro

vi
de

 d
is

tin
ct

iv
e 

lig
ht

in
g 

le
ve

ls
 a

t e
nt

ra
nc

es
. P

ro
vi

de
 u

ni
qu

e 
si

gn
ag

e 
th

at
 is

 s
im

pl
e,

 d
ire

ct
, 

fu
nc

tio
na

l, 
an

d 
w

el
l-d

es
ig

ne
d 

at
 m

aj
or

 v
eh

ic
ul

ar
 e

nt
ra

nc
es

 w
ith

 a
 lo

go
, 

en
tra

nc
e 

na
m

e,
 a

nd
 d

ire
ct

io
n 

to
 v

is
ito

r p
ar

ki
ng

. 

C
D

O
T,

 T
ow

n 
Pl

an
ne

r a
nd

 
Pu

bl
ic

 W
or

ks
 

D
ire

ct
or

, D
el

ta
 

C
o 

To
ur

is
m

 
Bo

ar
d

C
ha

m
be

r o
f C

om
m

er
ce

, R
ot

ar
y 

C
lu

b,
 L

io
ns

 C
lu

b,
 v

ol
un

te
er

s,
 

Bu
si

ne
ss

 a
nd

 P
ro

pe
rty

 O
w

ne
rs

.

Si
gn

ag
e 

an
d 

Id
en

tit
y

Co
nn

ec
tio

ns
 an

d A
cc

es
s

3-
6 

m
o

Pr
io

rit
iz

e 
ne

w
 tr

ai
ls

, i
m

pr
ov

em
en

ts
 a

nd
 c

on
ne

ct
or

s 
de

fin
ed

 in
 th

e 
C

om
pr

eh
en

si
ve

 P
la

n.
 C

re
at

e 
lis

t o
f p

rio
rit

iz
ed

 p
ro

je
ct

s 
to

 e
nh

an
ce

 
tra

il 
co

nn
ec

tiv
ity

 th
ro

ug
h 

im
pr

ov
ed

 tr
ai

l h
ea

ds
, p

ar
ki

ng
 

en
ha

nc
em

en
ts

, a
nd

 s
ig

na
ge

 im
pr

ov
em

en
ts

. I
de

nt
ify

 re
gi

on
al

 tr
ai

l 
co

nn
ec

tio
ns

 n
ee

de
d 

to
 c

om
pl

et
e 

or
 im

pr
ov

e 
th

e 
sy

st
em

. E
m

ph
as

is
 

ci
rc

ui
ts

 th
at

 c
on

ne
ct

 m
ul

tip
le

 a
m

en
iti

es
.

C
om

pl
et

io
n 

of
 in

ve
nt

or
y 

an
d 

tra
ils

 p
la

n 
an

d 
co

nt
ac

t p
ot

en
tia

l p
ar

tn
er

s 
to

 d
is

cu
ss

 o
pt

io
ns

 fo
r f

un
di

ng
 e

nh
an

ce
m

en
ts

.  
D

ev
el

op
 p

la
ns

 to
 ta

ke
 

ad
va

nt
ag

e 
of

 re
cr

ea
tio

na
l u

se
rs

 a
nd

 th
e 

po
te

nt
ia

l o
pp

or
tu

ni
tie

s.

To
w

n 
Pl

an
ne

r 
an

d 
Pu

bl
ic

 
W

or
ks

 D
ire

ct
or

C
D

O
T,

 D
el

ta
 C

ou
nt

y,
 G

O
C

O
, 

U
SF

S,
 B

LM
, D

el
ta

 C
o.

 T
ou

ris
m

 
Bo

ar
d

En
ha

nc
e 

M
ul

ti-
m

od
al

 T
ra

il 
Pr

og
ra

m

Pe
de

st
ria

n 
an

d 
St

re
et

sc
ap

e I
m

pr
ov

em
en

ts
3-

6 
m

o
D

ev
el

op
Tr

ee
C

an
op

y
M

as
te

r
Pl

an
t

en
su

re
th

e
he

al
th

an
d

m
ai

nt
en

an
ce

 o
f e

xi
st

in
g 

tre
e 

ca
no

py
C

om
pl

et
e 

In
ve

nt
or

y 
of

  f
or

 "M
ai

n 
St

re
et

" i
nc

lu
di

ng
 e

xi
st

in
g 

an
d 

po
te

nt
ia

l 
pa

rk
in

g,
 a

cc
es

s,
 s

ig
na

ge
, t

re
es

, a
nd

 o
th

er
 a

m
en

iti
es

. 
To

w
n

Pl
an

ne
r

an
d

Pu
bl

ic
W

or
ks

 D
ire

ct
or

C
D

O
T,

C
ha

m
be

r
of

C
om

m
er

ce
,

Se
rv

ic
e

C
lu

bs
,

vo
lu

nt
ee

rs
,

Bu
si

ne
ss

 a
nd

 P
ro

pe
rty

 O
w

ne
rs

.

Pu
bl

ic
 R

ig
ht

-o
f-w

ay
 a

nd
 

Pe
de

st
ria

n 
Zo

ne
 

Im
pr

ov
em

en
ts

. 
3-

12
 m

o
W

or
k 

w
ith

 C
D

O
T 

to
 d

ev
el

op
 s

pe
ci

fic
 o

pt
im

um
 tr

af
fic

 a
nd

 p
ed

es
tri

an
 

so
lu

tio
ns

 to
 th

e 
in

te
rs

ec
tio

ns
 th

at
 w

ill 
be

 im
pa

ct
ed

 b
y 

th
e 

tru
ck

 
by

pa
ss

 a
nd

 th
e 

in
cr

ea
se

d 
tra

ffi
c 

on
 w

es
te

rn
 s

id
e 

st
re

et
s,

 w
hi

le
 

co
ns

id
er

in
g 

th
e 

tra
ffi

c 
im

pa
ct

s 
on

 a
ll 

in
te

rs
ec

tio
ns

 a
ro

un
d 

th
e 

C
ity

.

Id
en

tif
y 

ar
ea

s.
 D

ev
el

op
 im

pl
em

en
ta

tio
n 

gu
id

el
in

es
To

w
n 

Pl
an

ne
r 

an
d 

Pu
bl

ic
 

W
or

ks
 D

ire
ct

or

C
D

O
T

Pu
bl

ic
 R

ig
ht

-o
f-w

ay
 a

nd
 

Pe
de

st
ria

n 
Zo

ne
 

Im
pr

ov
em

en
ts

. 

3-
12

 m
o

Es
ta

bl
is

h 
do

no
r p

ro
gr

am
 fo

r p
ed

es
tri

an
 z

on
e 

im
pr

ov
em

en
ts

. 
Pr

om
ot

e 
a 

do
no

r b
en

ch
 p

ro
gr

am
.

To
w

n 
Pl

an
ne

r 
an

d 
Pu

bl
ic

 
W

or
ks

 D
ire

ct
or

Se
rv

ic
e 

C
lu

bs
, v

ol
un

te
er

s,
 

Bu
si

ne
ss

 a
nd

 P
ro

pe
rty

 O
w

ne
rs

.
Pu

bl
ic

 R
ig

ht
-o

f-w
ay

 a
nd

 
Pe

de
st

ria
n 

Zo
ne

 
Im

pr
ov

em
en

ts
. 

6-
12

 m
o

D
ev

el
op

 M
ai

n 
St

re
et

  D
es

ig
n 

G
ui

de
lin

es
 fo

r p
riv

at
e 

an
d 

pu
bl

ic
 

pr
op

er
tie

s 
an

d 
im

pr
ov

em
en

ts
. I

nc
lu

de
 a

n 
im

pl
em

en
ta

tio
n 

st
ra

te
gy

 
th

at
 c

on
si

de
rs

 v
ol

un
ta

ry
 o

r r
eg

ul
at

or
y 

ap
pr

oa
ch

es
, d

es
ig

n 
ch

ar
ac

te
rs

 d
es

ire
d,

 a
nd

 fu
nd

in
g 

an
d 

im
pl

em
en

ta
tio

n 
pr

oc
es

s.
 

C
om

pl
et

e 
In

ve
nt

or
y 

of
  f

or
 "M

ai
n 

St
re

et
" i

nc
lu

di
ng

 e
xi

st
in

g 
an

d 
po

te
nt

ia
l 

pa
rk

in
g,

 a
cc

es
s,

 s
ig

na
ge

, t
re

es
, a

nd
 o

th
er

 a
m

en
iti

es
. I

de
nt

ify
 s

ho
rtf

al
ls

. 
D

ev
el

op
 a

 m
as

te
r p

la
n 

fo
r n

ew
 a

nd
 n

ee
de

d 
im

pr
ov

em
en

ts
. D

es
ig

n 
G

ui
de

lin
es

 a
do

pt
ed

 b
y 

To
w

n 
C

ou
nc

il 
an

d 
an

no
un

ce
d 

to
 th

e 
co

m
m

un
ity

. 

C
D

O
T,

 T
ow

n 
Pl

an
ne

r a
nd

 
Pu

bl
ic

 W
or

ks
 

D
ire

ct
or

D
O

LA
, C

ha
m

be
r o

f C
om

m
er

ce
, 

R
ot

ar
y 

C
lu

b,
 L

io
ns

 C
lu

b.
 

Pu
bl

ic
 R

ig
ht

-o
f-w

ay
 a

nd
 

Pe
de

st
ria

n 
Zo

ne
 

Im
pr

ov
em

en
ts

. 

12
-2

4 
m

o
C

on
si

de
r a

nd
 p

rio
rit

iz
e 

op
tio

ns
 a

nd
 fu

nd
in

g 
al

te
rn

at
iv

es
 to

 m
ai

nt
ai

n 
an

d 
im

pr
ov

e 
st

re
et

sc
ap

e 
am

en
iti

es
 w

ith
in

 h
is

to
ric

 d
ow

nt
ow

n,
  

in
cl

ud
e 

re
-s

tri
pi

ng
, m

ed
ia

ns
, s

id
ew

al
ks

, l
an

ds
ca

pe
 im

pr
ov

em
en

ts
, 

fu
rn

is
hi

ng
s,

 li
gh

tin
g,

 b
an

ne
rs

 a
nd

 s
ig

na
ge

. 

Es
ta

bl
is

h 
pr

io
rit

iz
at

io
n 

m
at

rix
 fo

r C
ity

 im
pr

ov
em

en
ts

, a
do

pt
io

n 
pr

og
ra

m
s 

an
d 

vo
lu

nt
ee

r o
pp

or
tu

ni
tie

s.
 

To
w

n 
Pl

an
ne

r 
an

d 
Pu

bl
ic

 
W

or
ks

 D
ire

ct
or

C
D

O
T,

 D
O

LA
, G

ov
er

no
r's

 E
ne

rg
y 

O
ffi

ce
, C

ol
or

ad
o 

H
is

to
ric

al
 F

un
d.

Pu
bl

ic
 R

ig
ht

-o
f-w

ay
 a

nd
 

Pe
de

st
ria

n 
Zo

ne
 

Im
pr

ov
em

en
ts

. 

12
-2

4 
m

o
Id

en
tif

y 
ar

ea
s 

th
at

 c
ou

ld
 b

ec
om

e 
sa

fe
 a

nd
 p

le
as

an
t p

ub
lic

 s
pa

ce
s 

w
hi

le
 c

on
si

de
rin

g 
ex

is
tin

g 
la

nd
 u

se
. F

or
m

al
ly

 d
es

ig
na

te
 o

pe
n 

ar
ea

s 
an

d 
cr

ea
te

 p
ol

ic
ie

s 
to

 e
ns

ur
e 

th
ei

r p
re

se
rv

at
io

n 
an

d 
m

ai
nt

en
an

ce
. 

D
es

ig
n 

so
lu

tio
ns

 s
ho

ul
d 

pr
ov

id
e 

ap
pr

op
ria

te
 v

is
ib

ilit
y 

an
d 

ac
ce

ss
ib

ilit
y 

ne
ed

ed
 to

 c
re

at
e 

a 
se

cu
re

 e
nv

iro
nm

en
t t

ha
t w

ill 
in

cr
ea

se
 s

af
et

y 
an

d 
co

m
fo

rt 
in

 p
ub

lic
 s

pa
ce

s.

Id
en

tif
y 

ar
ea

s.
 D

ev
el

op
 im

pl
em

en
ta

tio
n 

an
d 

m
ai

nt
en

an
ce

 g
ui

de
lin

es
. 

C
om

pl
et

e 
In

ve
nt

or
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Small Towns Shop Local Campaigns
Many communities in Colorado are looking to create a buy local campaign, especially for small towns. Shop local 
is more than a slogan or a flyer that you begin posting around town. It is a campaign to help businesses develop 
a larger and more loyal customer base, enhance knowledge of local products and services, change behavior and 
understanding of the community, and engage the community in supporting the community. 

Shop Local Objectives 
•	 Support local and independent businesses by developing a local customer base;
•	 Create a broader understanding of locally grown products and services;
•	 Assist in changing the behavior and understanding of local businesses and citizens;
•	 Bring community stakeholders together to foster a greater sense of place and community. 

Steps to Successful Shop Local Program
It is important to adapt all recommendations to fit the needs and unique characteristics of your town. 

Step 1: Engage your stakeholders
Reach out to all businesses, business support organizations (like non-profits, chambers, downtown business 
associations, etc.), as well as to the local government, county government, and economic development groups. 
Bring in 5-10 key representatives to star t the process. Invite them to a simple discussion to assess what to highlight 
and how to approach the new campaign. 

Step 2: Determine the best slogan 
Some common phrases chosen by communities are Buy Local First, Buy Local, Shop Local, Homegrown, Stay Local, 
and Buy Close By. Determine which best suits your town or create your own unique slogan. Some examples are:
-	 Colorado Springs: There is only one Downtown
-	 Boulder : Love the Local
-	 Parker : Go to Town
-	 Brush: Don’t Rush through Brush 

Step 3: Promote your most powerful benefits 
There are numerous lists of the benefits to shopping locally available online or at Downtown Colorado, Inc. It is 
useful to have short bullet points and longer more detailed explanations. Here are some benefits that are often 
highlighted: 

•	Educate consumers on shopping local to support local community services. Shopping local is frequently 
becoming an ethical decision for consumers who want to reinvest in their communities. Teach people the 
benefits of voting with their dollars locally by educating them on how shopping locally positively impacts 
their community. Both Golden and Boulder have created online web pages to do just this. Explain that local 
services such as local law enforcement, fire, libraries, and schools are funded by sales tax dollars. Highlight 
that spending in the community, helps to keep your community top notch. Spending elsewhere supports 
someone else’s school.

•	Highlight that your economy is local. Just telling people to “shop local” may not change behavior. Many 
communities have noticed greater impacts when the businesses and customers can easily see the impacts 
of their spending. Some ideas for achieving these results are to create spending local cards, or “cash,” or 
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somehow mark a cer tain number of bills that will be spent in the community. 

•	Some chambers might have cash prizes at events with a request that dollars be spent locally. The prizes can 
be given out in only $2 bills so that each merchant will notice the bills when they come through the system. 
Some communities create “dollars” that act as coupons or collect receipts from local stores equaling a 
cer tain amount. Merchants who track local spending can redeem coupon, or customers who have receipts 
from all merchants in town might qualify for a drawing.

Additional examples include: 
•		Lake City DIRT Dollars
•	Brush Chamber Bucks

•	Build loyalty through local coupon books and gift cer tificate programs. Loyalty programs are everywhere 
these days and for good reason.  You can create your own loyal following by offering benefits through 
coupons, gift cer tificates, or frequent shopper programs geared toward downtown stores. La Plata County 
created a Be Local coupon book of local retailers. The Colorado Springs Downtown Par tnership has created 
a Downtown Colorado Springs gift card in varying denominations that is accepted in more than 100 local 
retailers. Carbondale is currently holding a drawing for an electric car ; shoppers receive a ticket when they 
shop at one of 200 par ticipating Carbondale businesses.

•	Traveling costs money and gas. Spending locally is more affordable and environmentally beneficial. Lots of 
small town residents are accustomed to driving distances to shop. Use this campaign as a way to encourage 
your community to be green, save money, and save the gas by shopping at home. 

•	Design a printed directory for your downtown and distribute it. It is important to have an online directory, 
but for those who are wandering through downtown, a printed guide can be a big help to encourage shop-
ping. Check out Denver’s Old South Pearl Street guide for a good example. Many downtowns also build a 
large downtown directory, similar to what one might see in a mall.  

•	Share the news of what you have in town. All over the state we hear how small towns may not have every-
thing that people need. Downtowns are different than they once were; they may not all be able to provide 
thread or socks, or other day needs. There will always be things that people need to leave town to find. But 
you might even surprise yourself with what you do have. Ask local businesses to provide a list of “Did you 
know we have?” and highlight each store on-line or through local outlets to inform the community of things 
that can be found locally. 

Step 4: Develop strong collateral materials
Just because resources are tight in a small community doesn’t mean your can’t make a big splash with a few 
targeted materials.  A window sticker or sign is one way to involve merchants and create an attention-gaining 
visible presence in the downtown. If resources permit, the shop local logo or stickers can be added to local 
directories, maps and signage, t-shir ts, and kiosks or bus stops. Par t of the campaign materials might also include 
a buy local coupon book and/or punch cards, and a short postcard showing the benefits of spending in the 
community.
 
Step 5: Start with a bang-up media campaign
One of the benefits of small towns is familiarity with the local newspaper. To ensure that your message gets out, ask 
if it will be possible to write the ar ticle for them and also draft a press release for the newspaper, television, and 
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radio if applicable. Interviews will give you a chance to provide more details of the how and why of the program. 

Consider having a shop local table at any and all local events; give balloons to kids and use the opportunity to 
talk to their parents. Work with merchants to develop retail events that can be combined with the shop local 
initiative. 
In-store events will allow you to fur ther distribute the materials already developed as well as promote the 
stores’ events. 

Nonprofits, rotary, chambers, downtown business associations, libraries, museums, and schools are also important 
par tners in a shop local campaign. Provide all par tners with materials, lists of events, and have regular meetings 
to share information. When possible, present the campaign to membership groups at monthly meetings.  Press 
coverage is often more effective than adver tising. 

Don’t forget to use your existing website and promotional materials to promote the campaign.  Use your 
social media tools as well.  If you have a Facebook page or group, use it to promote the shop local campaign.  
Community support will begin to grow as you build your shop local campaign in these new and highly utilized 
medium.  Visit Facebook and search “Buy Local” or “Shop Local” to find examples of how to set up this 
information.  

Step 6: Measure Success (Know when you have succeeded) 
Once you begin the campaign, you want to be able to point to the success of it, or be able to identify areas that 
need adjustment or need to be strengthened.  The best way to do that is to ask questions of your community, 
both residents and businesses, most often through a survey or similar questionnaire.  You can find examples of 
surveys almost anywhere, from local community colleges to small business development centers, or even the 
Office of Economic Development and International Trade.  And if you don’t have the manpower to conduct the 
survey or gather the results, students in marketing or business classes may be available at little or not cost. 

It is good to conduct a survey or assessment three to four months into the program, and again another 
after about a year. Developing a good survey is challenging. Consider what you want to know and don’t ask 
unnecessary questions. 

For community members: 
•	Are you aware of the shop local campaign? 
•	Where did you hear or learn about the campaign? 
•	Have you changed where you buy any items because of it? 
•	Have you visited local businesses you don’t normally shop at? 
•	Have you spent more money and time in town? How much each month? 
•	Were you surprised by anything facts you learned or the products available in town? 
•	What would you change about the campaign? 

For businesses: 
•	Has your business benefited from the campaign? 
•	Have revenues and customers increased? By how much each month? 
•	Have customers referred to the buy local campaign? 
•	Have you met new customers? 
•	Would you recommend a campaign to other communities?  
•	Will you continue to par ticipate in the campaign? 
•	What would you change about the campaign? 
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Step 7: Be sure that you can replicate and expand the Shop Local campaign 
If you can do the initial steps successfully, it will be important to consider how to fur ther grow the program. Some 
ideas include:
 
Business-to-business local transactions. Talk to your businesses to determine which supplies and services they 
purchase regularly and where they are purchasing. If you can find out what materials and products your local 
companies need, as well as what is available locally, you can encourage local businesses to order from local sources. 

Look for opportunities to do group purchasing for things that aren’t sold locally. It is possible to arrange for group 
purchases to save money on shipping and reduce costs by buying in bulk. All your local businesses benefit from the 
lower price and relationship that is established.

Consider how to reward local purchasing. This might star t with the town council adopting a policy to account 
for lower shipping and transportation costs when assessing local bids. It is also worthwhile just to remind local 
governments about the buying local policy. Keep it fresh by offering announcements or gift cer tificates to local 
stores if people take special initiatives to par ticipate in the buy local program.

Make sure to highlight government services to buy local. This might be stamps at your local post office, support for 
your local utilities and civic services, and highlighting some of the products that the school or library offers. 

When you are trying to make the most of your scarce resources, a shop local campaign can help your small town. 
We highly recommend tracking of volunteer hours and activities through this process. If you have more examples, 
stories, surveys or ideas, we’d love to hear them at info@downtowncoloradoinc.org. We’re all in this together!

Bonus: Sample list of 10 reasons to shop local 
•	1. Dollars you spend locally support vital public services (schools, fire, police, libraries, ambulance, etc.) in 
our town and county. 

•	2. Your community is unique, and the independent, one-of-a-kind businesses that your small town houses are 
an important par t of your distinctive character. Local ownership ensures that important decisions are made 
locally by people who live in the community and who will feel the impacts of those decisions. 

•	3. Small communities allow you to grow a relationship with your local merchants. They can get to know you, 
and address the needs and preferences of the community. 

•	4. Local merchants care about and invest in the local community. They contribute to events, school fundrais-
ers, and invest dollars back to local groups and charities. 

•	5. Your local purchases support local jobs. 
•	6. When you shop at one local merchant, you’re supporting other businesses as well because banks, restau-
rants and other business cluster around local shops. 

•	7. Local shops are more accessible for the community, the elderly, young, and those without transport. 
•	8. You save money by shopping at home in driving time, gas, and you’d be surprised how often the retail 
prices are lower, too. 

•	9. You can reduce your environmental impact by cutting out transportation times for purchases. 
•	10. Your purchases support new entrepreneurs and skilled workers and preserve the unique businesses and 
distinctive character of the town. 
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ELEMENTS FOR DOWNTOWN ECONOMIC & COMMUNITY DEVELOPMENT
Downtown Colorado, Inc.  (DCI) offers a series of targeted technical assistance, referral, and on-site services to 
local governments, non-profit organizations, community groups, and others working on downtown revitalization.  
Services are tailored to meet the needs of each request and range from consultant referral, phone consultation, 
and coordination of panel discussions for public awareness, renderings of improvements to building and streetscape 
façades, facilitation of local discussions by focus groups, strategic planning with creation of implementation steps, and 
detailed training.  DCI utilizes both staff and consultant volunteers to guide communities through the downtown 
revitalization process so that the community better understands the process to save time and money, as well as to 
better achieve the community’s objectives.

Menu of Technical Assistance

 ORGANIZATION
•	Getting Star ted: Getting people organized, fo-
cused and enthused

•	Fundraising for downtown organizations
•	Board development and facilitation of board 
retreat 

•	Main Street program feasibility – Are we ready? 
Will we benefit? What do we need?

•	Volunteer recruitment, training, retention and 
reward

•	Work plan development
•	Visioning and creating a mission statement
•	Building effective public and private par tner-
ships

•	Determining the best district management or-
ganization e.g.   business improvement district, 
downtown development authority, etc.  

•		Communications planning – who do we need 
to contact, how, and when

PROMOTION
•	Marketing and Branding Review 
•	Developing marketing and branding strategies
•	Review and critique of current event promo-
tions

•	Special event development
•	Development of appropriate promotions strat-
egies

•	Hospitality Training for Hotel and Restaurant 
Staff

•	Strategic Event Planning 

 

DESIGN
•	Design and Historic preservation assessment
•	Providing local design assistance
•	State and National historic designation process
•	Certified Local Government
•	Streetscape plan review
•	Do we need a plan? What type (i.e.   design, 
market-based, etc.)?

•	Infill construction
•	Parking and traffic strategies
•	Creating a façade improvement program
•	Creating design guidelines
•	Merchandising and window displays
•	Conducting a windshield survey and inventory 
of historic properties	

ECONOMIC RESTRUCTURING
•	Understanding the market analysis process and 
its applications

•	Understanding how to develop a marketing 
plan for downtown

•	Business development strategies
•	Creating market niche strategies
•	Business mix and clusters analysis
•	Funding mechanisms for downtown revitaliza-
tion – alphabet soup

•	Project feasibility – right project at the right site?
•	Creating economic incentive 
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Basic Responsibilities of Nonprofit Boards 
1.   Determine the organization’s mission and purposes 
2.   Select the executive staff through an appropriate process 
3.   Provide ongoing support and guidance for the executive; review his/her performance 
4.   Ensure effective organizational planning 
5.   Ensure adequate resources 
6.   Manage resources effectively (the buck stops with them, ultimately) 
7.   Determine and monitor the organization’s programs and services 
8.   Enhance the organization’s public image 
9.   Serve as a court of appeal 
10.  Assess it’s own performance

Responsibilities of a Board Member
Board members usually have specific responsibilities that are unique to the organization they serve, but every 
board shares a set of general responsibilities that board members should be prepared to assume when they serve.  

Attendance: 
Board members agree to attend board meetings, the annual board retreat, and par ticipate in some committee or 
volunteer work.  

LIST EVENTS HERE

Term:  
Directors are (generally) elected for three-year terms.  A Director should be on the Board at least one year prior 
to running for office.

Mission: 
Directors agree to define the mission and par ticipate in strategic planning to review the organization’s purposes, 
priorities, financial standing, and goals.   Directors publicly support and are emissaries for the organization and its 
programs, events, or activities.   

Executive Director: 
Directors must be prepared to approve the selection, compensation, and if necessary, dismissal of the chief 
executive, and to assure regular evaluation of the executive’s performance.

Finances: 
Directors must assure financial responsibility by:

•	Approving the annual budget and overseeing adherence to it.
•	Contracting for an independent audit.
•	Controlling the investment policies and management of capital or reserve funds.

Development:
 Actively par ticipate in fundraising, development and/or membership campaigns including:

•	Par ticipating in the process of securing sponsorships for programs and events each year ; 
•	Identifying and soliciting support to achieve the organization’s annual fundraising goals; and 
•	Actively par ticipating in cultivating membership or investors when necessary.  
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Individual Board Member Support of the organization: 
All board members must be members/investors of the organization.    An annual contribution is expected from 
each board member in the form of membership, sponsorship or programmatic support to the organization during 
each fiscal year to demonstrate the board’s support of the organization to constituents and funding sources.  

Ways in which a board member may contribute to the organization:
•	Pay annual dues;
•	Sponsor or bring in sponsorship(s) for annual events, identify par ticipants for awards programs, etc.;
•	Sponsor new member(s)/investor(s);
•	Conduct training, workshops or other informational meetings;
•	Chair a standing board committee;
•	Attend board meetings as regularly as possible;
•	Sponsor a publication;
•	Provide a service to the organization such as donating frequent flyer miles, designing the website or data 
base, providing printing and/or design services or volunteering to help staff the conference; 

EVERY BIT HELPS! 

Planning oversight and support: 
Directors agree to oversee and evaluate strategic organizational plans and support management in carrying out 
those plans.

Board effectiveness:
Directors must evaluate how well the board is performing and maintain an effective organization, procedures and 
recruitment.

Growing pains:  
As an organization evolves from star tup to growth toward maturity, the responsibilities and character of its board 
of directors will evolve as well.  Challenges that may come with growth include:
Weaning directors away from involvement in operations and management.

•	Addressing the needs and problems of a large staff.  
•	Bringing aboard new people and new ideas.

Board Officer Job Descriptions 
Basic Board Member Job Description

1. Regularly attends board meetings and important related meetings.
2. Makes serious commitment to attend at least 1-2 events per year.
3.  Volunteers for and willingly accepts assignments and completes them thoroughly and on time.
4. Stays informed about board and committee matters, prepares well for meetings, and reviews and comments 
on minutes and reports.

5. Gets to know other board and committee members and builds a collegial working relationship that con-
tributes to consensus.

6. Is an active par ticipant in the board’s annual evaluation and planning effor ts.

Board President Job Description
1. Serves as a member of the Board
2. Serves as a par tner with the Executive Director in achieving the organization’s mission
3. Provides leadership to the Board of Directors, who sets policy and to whom the Executive Director is 
accountable.

4. Presides over meetings of the Board after developing the agenda with the Executive Director.
5. Encourages Board’s role in strategic planning
6. Appoints the chairpersons of committees, in consultation with other Board members.
7. Discusses issues confronting the organization with the Executive Director.
8. Helps guide and mediate Board actions with respect to organizational priorities and governance concerns.
9. Reviews with the Executive Director any issues of concern to the Board.
10. Monitors financial planning and financial reports.
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11. Formally evaluates the performance of the Executive Director and informally evaluates the effectiveness 
of the Board members.

12. Evaluates annually the performance of the organization in achieving its mission.
13. Performs other responsibilities assigned by the Board.

Board Vice-President Job Description
This position is typically (but not always) successor to the President position.  In addition to the Board Member 
responsibilities, this position:

1.  Serves as a member of the Board
2.  Performs President responsibilities when the President cannot be available (see President Job Description)
3.  Reports to the Board’s President on assigned tasks
4.  Works closely with the President and other staff
5.  Par ticipates closely with the President to develop and implement officer transition plans.
6.  Performs other responsibilities as assigned by the Board.

Board Secretary Job Description
1.  Serves as a member of the Board
2.  Maintains records of the board and ensures effective management of organization’s records.  
3.  Manages minutes of board meetings.
4.  Ensures minutes are distributed to members shortly after each meeting
5.  Is sufficiently familiar with legal documents (ar ticles, by-laws, IRS letters, etc.) to note applicability during 
meetings.  

Board Treasurer Job Description
1.  Serves as a member of the Board
2.  Manages finances of the organization
3.  Administrates fiscal matters of the organization
4.  Provides annual budget to the board for members’ approval
5.  Ensures development and board review of financial policies and procedures

Committee Chair Job Description
When using the Main Street Approach, there should be four committees, one for each of the Four Points: 
Organization, Economic Restructuring, Promotions, and Design.  In the initial stages, sometimes the board will fill 
the role of the Organization Committee.  Each committee should develop their own mission statement and work 
plan on an annual basis.  

1.  Serves as a member of the Board
2.  Sets tone for the committee work.
3.  Ensures that members have the information needed to do their jobs.
4.  Oversees the logistics of committee’s operations.
5.  Reports to the Board’s President.
6.  Reports to the full Board on committee’s decisions/recommendations.
7.  Works closely with the Executive Director and other staff as agreed to by the Executive Director.
8.  Assigns work to the committee members, sets the agenda and runs the meetings, and ensures distribution 
of meeting minutes.

9.  Initiates and leads the committee’s annual evaluation.

 

1. “Ten Basic Responsibilities of Nonprofit Boards,” published by the National Center for Nonprofit Boards, Washington, DC 20036.  http://www.

ncnb.org

2. The following descriptions were adapted from materials from BoardSource
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Executive Director Job Description
Work Objectives
The Downtown executive director coordinates activities within a downtown revitalization program that utilizes 
historic preservation as an integral foundation for downtown economic development.   He/she is responsible for 
the development, conduct, execution and documentation of the Downtown program.   The executive director 
is the principal on-site staff person responsible for coordinating all program activities and volunteers, as well as 
representing the community regionally and nationally as appropriate.   In addition, the executive director should 
help guide the organization as its objectives evolve.

Full Range of Duties to be Performed
The executive director should carry out the following tasks:

•	Coordinate the activity of the Downtown program committees, ensuring that communication among 
committees is well established; assist committee volunteers with implementation of work plan items.

•	Manage all administrative aspects of the Downtown program, including purchasing, record keeping, budget 
development, accounting, preparing all reports required by the coordinating Downtown program, assisting 
with the preparation of reports to funding agencies, and supervising employees or consultants.

•	Develop, in conjunction with the Downtown program’s board of directors, downtown economic develop-
ment strategies that are based on historic preservation and utilize the community’s human and economic 
resources.   Become familiar with all persons and groups directly and indirectly involved in the downtown.   
Mindful of the roles of various downtown interest groups, assist the Downtown program’s board of 
directors and committees in developing an annual action plan for implementing a downtown revitalization 
program focused on four areas: design/historic preservation; promotion and marketing; organization/
management; and economic restructuring/development.

•	Develop and conduct on-going public awareness and education programs designed to enhance apprecia-
tion of the downtown’s assets and to foster an understanding of the Downtown program’s goals and 
objectives.   Use speaking engagements, media interviews, and personal appearances to keep the program 
in the public eye.

•	Assist individual tenants or property owners with physical improvement projects through personal 
consultation or by obtaining and supervising professional design consultants; assist in locating appropriate 
contractors and materials; when possible, par ticipate in construction supervision; and provide advice and 
guidance on necessary financial mechanisms for physical improvements.   

•	Assess the management capacity of major downtown organizations and encourage improvements in the 
downtown community’s ability to carry out joint activities such as promotional events, adver tising, ap-
propriate store hours, special events, business assistance, business recruitment, parking management, and 
so on.   Provide advice and information on successful downtown management.   Encourage a cooperative 
climate among downtown interests and local public officials.

•	Advise downtown merchants’ organizations and/or chamber of commerce retail committees on The 
Downtown program activities and goals; help coordinate joint promotional events, such as festivals or 
business promotions, to improve the quality and success of events and attract people to downtown; work 
closely with local media to ensure maximum coverage of promotional activities; encourage design excel-
lence in all aspects of promotion in order to advance an image of quality for the downtown.
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•	Help build strong and productive relationships with appropriate public agencies at the local and state 
levels.

•	Utilizing the Downtown program format, develop and maintain data systems to track the progress of the 
local Main Street program.   These systems should include economic monitoring, individual building files, 
photographic documentation of physical changes, and statistics on job creation and business retention.

•	Represent the community to important constituencies at the local, state, and national levels.   Speak 
effectively on the program’s directions and work, mindful of the need to improve state and national 
economic development policies as they relate to commercial districts.

•	Resource Management Responsibilities

•	The executive director supervises any necessary temporary or permanent employees, as well as profes-
sional consultants.   He/she par ticipates in personnel and project evaluations.   The executive director 
maintains local Main Street program records and reports, establishes technical resource files and libraries, 
and prepares regular reports for the Town Council and board of directors.   The executive director moni-
tors the annual program budget and maintains financial records.

Job Knowledge and Skills Required 
The executive director should have education and/or experience in one or more of the following areas:  
commercial district management, economics, finance, public relations, planning, business administration, public 
administration, retailing, volunteer or non-profit administration, architecture, historic preservation, and/or small 
business development.   The executive director must be sensitive to design and preservation issues and must 
understand the issues confronting downtown business people, property owners, public agencies, and community 
organizations.   The director must be entrepreneurial, energetic, imaginative, well organized and capable of 
functioning effectively in an independent environment.   Excellent written and verbal communication skills are 
essential.   Supervisory skills are desirable. 
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Director Annual Evaluation
Suggested Evaluation Procedure:
1.	 Executive Committee finalizes list of major areas of responsibility (Section I) with staff input
2.	 Committee obtains input on all sections from all board members
3.	 Committee compiles input and develops an aggregate evaluation
4.	 Committee presents evaluation to staff verbally and in writing
5.	 Staff and board president sign this form after the verbal and written review.

Name:	 	 	 	 	 	 	 Title:	  

I.	 Performance in major areas of responsibility

 

 Does not meet Meets Exceeds Far Exceeds 
Project/Event Management     

Donor/Member Relations     
Support to the Board of Directors     
Support to the Committees     
Public Relations/Outreach     
Other:     
Other:     
Other:     
Other:     

II.	 Comments about Staff Performance

III.	 Identify staff ’s greatest contributions to MAIN STREET  during the past year.

IV.	 Identify any areas of performance which need improvement:

 

V.  SIGNATURES:  I have reviewed this document and have discussed the contents with the Main 
Street executive committee.   My signature means that I have been advised of my performance 
evaluation and does not necessarily imply that I agree with this evaluation. 

 
Employee                                                                                                                                                     Date    
 

                          
 
President                                                                                                                                                      Date 
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Name:	 	 	 	 	 	 	 Title:	  

I. ONGOING RESPONSIBILITIES: summarize the basic and ongoing functions of the job that recur annually, as 
stated in the current job description:

II. 2011 SPECIAL ACTIVITIES: List 4 - 6 specific or measurable outcomes, results, and products to be achieved 
based on priority areas of work for staff:

III. 2010 EMPLOYEE DEVELOPMENT OBJECTIVES: List 1-2 skill-building activities:

 

IV.   Signatures 
 
 
              
Employee                          Date   Supervisor                           Date 
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51Colorado Strides Assessment

The following recommendations are based on observations, community input, and/or secondary information 
sources, all of which stem from a community assessment of health, healthcare, and healthy living conducted 
10/31 – 11/2/2010 for Delta and Delta County, done in conjunction with a community assessment conducted by 
Downtown Colorado, Inc.  

Acknowledging that healthcare and local economies are inter twined, it is important to consider how the two 
interrelate.  Developing the local healthcare system to its optimal level creates high-paying jobs, and helps 
ensure that healthcare dollars, as well as discretionary spending dollars remain local.  Moreover, a well developed 
healthcare system makes the county more attractive as a place in which to open or grow a business that 
employs residents in all job sectors.  Conversely, a strong local economy and well-developed local amenities and 
assets make communities more attractive to healthcare providers, who have little difficulty finding employment in 
whatever par t of the state (or world) they would like to work.

This analysis is designed to provide a base from which a community action plan could be formulated.  Colorado 
STRIDES has grant funding to help provide these services.  For any questions, or for guidance about how you 
might move forward with any of this, please feel free to contact Clint Cresawn with Colorado STRIDES, at 
800.851.6782, ext. 255.

Strengths / Assets 
-	 The federal Health Professions Shortage Area (HPSA) and state Medically Underserved Area (MUA) 
designations in Delta County currently enable you to apply for grant funding and other resources that can 
facilitate hiring and retaining healthcare providers and improve healthcare infrastructure  

-	 Some pipeline programs to “grow your own” healthcare providers already exist  
-	 Parks, trails, golf course and other forms of outdoor recreation offer a number of opportunities for 
exercise for many residents

-	 Downtown walking tour
-	 Great community gathering places, both indoor and outdoor – i.e. the Rec Center, numerous restaurants 
and parks

-	 A new and beautiful hospital
-	 Healthy and “from scratch” cooking in school cafeterias 
-	 Free / reduced price school lunch program

Weaknesses 
-	 When people leave the county for healthcare services, in addition to their healthcare dollar, the county 
often loses dollars associated with shopping, eating out, hotel, etc.  This healthcare leakage is evident in that 
neighboring counties reference needing to provide primary care for Delta County residents as justification 
for their asking for assistance   

-	 Perceived lack of adequate number of healthcare providers – par ticularly dental and mental health providers.  
This meshes with Delta County’s current federal Health Professions Shortage Area (HPSA) and Colorado 
Medically Underserved Area (MUA) designations  

-	 Healthier food options can be cost prohibitive for low income residents.  Some residents don’t have direct 
access to food without assistance

HEALTH, HEALTHCARE, AND HEALTHY LIVING ASSESSMENT 
	
  

	
  

Delta, CO

Oct 31- Nov 2, 2010
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-	 Lack of daily Physical Education programs in schools    
-	 Many cultural issues and personal choices can interfere with healthy food and healthy living choices   
-	 Public transit, par ticularly non-emergent medical transportation, is lacking for some people
-	 Many people who lack medical coverage forego preventative and routine care, only to present in the 
Emergency Department for treatment after their condition has worsened

 
Opportunities 

-	 Decreasing healthcare dollar leakage – keeping residents’ healthcare dollars (and associated dollars) in the 
county as often as appropriately possible

-	 Considering a community foundation to raise and leverage funds to enhance community infrastructure, 
provide business star t-up microloans, bolster healthcare infrastructure and workforce pipeline activities.  
This also helps stem the transfer of wealth from Delta County to urban areas as wealth transfers from the 
elder generation

-	 Developing a regional healthcare provider recruitment / marketing piece 
-	 Utilizing scholarship dollars for support of local students interested in healthcare education
-	 Developing programs to encourage youth and adults in career transition to consider healthcare careers, 
including volunteer programs at local hospital, clinics, hospice, long term care, dental office, etc

-	 Encouraging youth to consider studying for careers which they can practice in Delta County, including 
healthcare careers, thus challenging the belief that there are no opportunities for youth to remain in / return 
to Delta County    

-	 Developing additional resources for preventative care and healthy living 
-	 Improving infrastructure for healthy living – developing community gardens, continuing to connect trails, 
adding exercise stations to paths, assuring that exercise options for the differently abled exist 

-	 Supporting school systems in offering healthful foods to students.   Exploring options for supporting the 
schools’ Ag programs in providing fresh fruits and vegetables for the schools and/or for low income families

-	 Providing more information to students and all residents regarding healthy living/healthy eating 
-	 Adding exercise stations along sidewalks and trails 
-	 Enhancing “farm to plate” programs and local food systems
-	 Exploring ways in which education provided to kids in relation to health and well-being can also be exploited 
in order to benefit their families as well 

-	 Continuing to explore methods to reduce obesity, par ticularly childhood obesity
-	 Investigating ways in which, in addition to supporting positive change in behaviors related to health, the 
community can empower individuals and encourage personal responsibility in relation to health   

-	 Developing social messaging that makes healthy living appealing, and places sedentary lifestyles outside of 
“what’s cool”   

-	 Increasing the percentage of residents taking advantage of immunizations
-	 Considering adding exercise stations along the downtown walking tour
-	 Communication among different healthcare providers and the public to assure  that expansions are in line 
with community needs and collaborative rather than competitive     

-	 Exploring additional ways in which various types of healthcare providers can fur ther collaborate for the 
good of patients 

-	 Improving services for elders, helping assure health and well-being
-	 Reaching out to immigrant population, in order to provide information about access to care and services 
-	 National healthcare reform may include some components that favorably impact Delta County    

Threats  
-	 Economic environment in Delta County can make recruiting healthcare professionals challenging
-	 Medicaid reimbursement rates make provision of care for Medicaid patients fiscally undesirable for all types 
of providers  
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-	 It can be difficult to find clinical placements for healthcare students who need to fur ther their education 
through hands-on practice

-	 Many nurses currently in practice will be retiring very soon, with fewer students in the pipeline to replace 
them

-	 Changing personal behaviors as relates to healthy living is an individual choice, making it difficult to influence, 
until we make healthy living the easy choice 

-	 The county doesn’t have the same resources as urban areas 
-	 National healthcare reform may include some components that unfavorably impact Delta County
-	 Even if the Patient Protection and Affordable Care Act (PPACA – a.k.a. national healthcare reform) is suc-
cessfully implemented, there will still be a large number of uninsured, assuring there will still be a necessary 
role for safety net healthcare providers – though perhaps even less support.  

Recommendations
Recruitment and Retention of healthcare providers 

o	Consider requesting free training from Colorado Provider Recruitment or another program on provider 
recruitment and retention, including the community’s role

o	Connect with your local Workforce Center, to involve them in recruitment for healthcare providers 
 
o	Consider ways of recruiting collaboratively, with various facilities working together to bring providers into 
the community, as opposed to each facility working only for itself 

o	Develop a committee to deal with recruitment and retention of healthcare providers – and their families.  
Include members of the community – a realtor, an educator, a representative from higher education, a 
representative from the local ar ts/cultural scene, a banker, someone representing the religious community, 
a community leader, an elected official, someone well placed to help integrate the provider and family into 
the social fabric of the community, etc 

o	Develop a local incentive program to help retain providers   

o	Begin to look at succession planning for existing healthcare providers

o	Discuss recruitment of National Health Services Corps Scholars and Educational Loan Repayment recipi-
ents with Colorado Provider Recruitment and the Primary Care Office 

o	Identify where health professions students could get practical experience within the community – they 
benefit from hands-on learning, while you benefit from free labor.  This would include medical, pharmacy, 
nursing, public health, and dental students.   Find ways as a community to nur ture relations with these 
students, in order to bring them back to work after they complete their training

o	Investigate a cooperative agreement between healthcare training programs and local healthcare facilities, 
where the facilities might support scholarships and provide clinical experiences for students in exchange 
for the students agreeing to work there later  

Scholarships / Growing your own
o	Develop mechanisms to connect youth with scholarship dollars

o	Develop mechanisms to connect current healthcare workers with scholarship dollars to help them gain 
additional skills and move up the career lattice 
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o	Explore ways to connect high-performing students, as well as students  currently performing poorly, with 
opportunities to volunteer in healthcare settings 

o	Explore ways to connect adults interested in healthcare careers with volunteer opportunities
o	Investigate program offerings from the Western Area Health Education Center, designed to engage students 
and adults who have aptitude or interest in health professions 

Healthy Living
o	Explore possible funding to allow for “scholarships” for the rec center for low income residents  

o	Bring in the local Extension Agent to discuss development of a program to teach  community members how 
to prepare food using fresh fruits and vegetables

o	Consider working on a community plan for healthy living that LiveWell Colorado might fund 

o	Connect the different trails in the area, perhaps applying for GoCO or LiveWell Colorado funding

Healthcare Infrastructure 
o	Develop a “medical home” or “medical community” model that encourages patients to access all care in a 
coordinated, cost-effective fashion 

o	Bring the Area Agency on Aging, local transit organizations and other organizations into a discussion of 
fur ther enhancing non-emergent medical transportation for all residents 

o	Identify ways to more closely align healthcare, social services, and not-for-profits when tackling community 
issues 

o	Consider developing a “Rural Health Network” as a channel through which to respond collaboratively to 
the area’s healthcare needs 

o	Explore feasibility of developing a community paramedicine program

Healthcare Reform
o	Follow and proactively respond as a community to both positive and negative aspects of national healthcare 
reform.  There are a number of non-par tisan organizations who might help with this effor t with whom we 
can connect you.  In many ways, the local response to healthcare reform will affect to what degree reform 
is a positive or a negative for your county 

For more information, questions, or comments, contact Clint Cresawn at 800.851.6782, ext 255.

Colorado STRIDES is a program of the Colorado Rural Health Center
3033 S. Parker Rd., Ste. 606  •  Aurora, CO 80014
303.832.7493  •  800.851.6782  •  www.coruralhealth.org
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5 Steps to Successfully Plan for Your Community Meetings

Perhaps the most important component necessary for a community meeting to be successful is civic engagement.  
There is no one best way to get your community involved, or even one best way to communicate to the entire 
population, as this will vary by community.     However, below are some best practices to keep in mind for 
communicating with your local organizations, business owners, property owners, and residents.   

1. Be clear about your message.   Be sure you understand the purpose of your meeting as community members 
are bound to have questions.    You also want to communicate what kind of par ticipation is needed and why it 
is to their benefit to have their voices heard by par ticipating in the focus groups or dicsussions.  Emphasize that 
problems cannot be solved if they are not first identified, and strengths cannot be maximized if you do not know 
what they are.  It is important for the facilitator or follow up team to hear all community voices to determine the 
best action steps for revitalizing your downtown.   

2. Identify your stakeholder organizations.  Make a list of all organizations and people who have an investment in 
your community so that you are cer tain not to overlook anyone.  Remember the chamber of commerce, visitor 
and convention bureau, local businesses, large employers, non-profits, hospital, school district, real estate offices, 
banks, fire district, library district, town staff, county staff, all elected officials, ar ts groups, community colleges, and 
volunteer associations (e.g., 4H, Masons, and Lions Club).

3. Create your message.  There are a variety of ways for communities to reach their populations.  Some communities 
put an announcement in the local newspaper and others include an announcement with local utility bills.  Below is 
a listing of basic mediums you should prepare for use.  Be sure to include an email address or phone number for 
attendees to RSVP or ask questions.

•	Personal invite/letter 
•	Press release
•	Flyer
•	Website page or posting
•	30-60 second verbal presentation that volunteers can make in person 

4.  Spread the word.  Your community is composed of many organizations and individuals.  The most successful 
community meetings include par ticipation from a variety of community representatives.  Not all of the public can 
be reached via the same medium.   Consider the options on the following page when reaching out to encourage 
greater community par ticipation.

5.   Plan your agenda carefully.   Give careful consideration to when it will be most convenient for community 
stakeholders to attend meetings.   You want to encourage maximum par ticipation in the process.   For example, if 
you have a large commuter population, be sure to hold a focus group in the evening; if you have a large business-
owner population, hold a focus group after business hours.
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Local government (e.g., city and county officials): Business owners:
· Email or mail a letter detailing the process and inviting 
participation

· Email or mail a letter detailing the process and 
inviting participation

· Follow-up phone calls to reiterate invite · Follow-up phone calls to reiterate invite
· Send a press release · Send a press release
· Create a flyer to be posted · Create a flyer to be posted

· Visit in person 
· Ask to leave flyers for customers

Other local government and organizations (e.g., police 
departments, school district, library district, chamber of 
commerce, convention & visitors’ bureau, volunteer 
associations, business associations, seniors groups and 
hospitals):

Local newspapers:

· Email or mail a letter detailing the process and inviting 
participation

· Send a press release 

· Follow-up phone calls to reiterate invite · Contact a reporter to promote the downtown 
assessment visit prior to the day and to cover the 
story the day of the event

· Send a press release · Contact the calendar editor to have it published in 
the calendar online and in print

· Create a flyer to be posted both for employees and 
for visitors 

· Place an announcement in the paper

· Send a flyer home to parents through the schools
Local radio: Local television:
· Send a press release · Send a press release 
· Contact station producer to ask if they will interview 
a community spokesperson about the upcoming event

· Contact a reporter to promote the meeting prior 
to the day and to cover the story the day of the 
event

· Be sure to provide the station producer with a list of 
questions to ask interviewee

· Be sure to provide the station producer with a list 
of questions to ask interviewee

· Be sure to provide the interviewee with the same list 
of questions AND the answers

· Be sure to provide the interviewee with the same 
list of questions AND the answers

· Ask the radio station to post information on its 
website

· Ask the TV station to post information on its 
website

Online: Flyers:
· Post the information on your city’s website · Post flyers at local libraries, post offices, museums, 

municipal buildings, and local businesses (e.g., coffee 
shops)

· Ask county officials to post the information on their 
website
· Ask local organizations to post the information on 
their website
· Post the information on social media sites your 
community uses, e.g., Facebook, Twitter
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Sample Press Release

FOR IMMEDIATE RELEASE

CONTACT: NAME, TITLE
		   CITY 
		   PHONE, EMAIL
 
CITY NAME to Par ticipate in Community Revitalization Par tnership Technical Assistance Visit with Department 
of Local Affairs and Downtown Colorado, Inc.  Community Members Encouraged to Par ticipate in Focus Groups 
on DATE

CITY NAME – Month XX, 2011 – The City/Town of NAME is pleased to announce the upcoming Community 
Revitalization Par tnership (CRP) visit in conjunction with the Department of Local Affairs (DOLA) and 
Downtown Colorado, Inc.  (DCI) on Month X-X, 2011.   Local organization representatives, business owners, 
property owners, and residents are encouraged to par ticipate in focus groups on Month X, 2011.

The CRP program is designed to provide downtown revitalization and economic development technical 
assistance to Colorado communities with a population of 20,000 or less and is coordinated by DOLA and DCI, 
a nonprofit membership organization committed to building better communities by providing assistance to 
Colorado downtowns, commercial districts and town centers, as well as the coordinator of the Colorado Main 
Street program.  

Since 2005 DOLA and DCI have teamed up to offer technical assistance visits to communities involved in 
downtown revitalization.   Focusing on current conditions in the downtown, a team of three to five professionals 
spends two days evaluating the community and facilitating focus groups to provide valuable information about 
the strengths and opportunities of the downtown, as well as creating the foundation from which a work plan can 
be developed.   

Through the CRP program, a technical assistance visit, valued at more than $19,000, is provided to accepted 
applicant communities for only $3,000 plus travel expenses, after DOLA’s reimbursement.   A majority of the 
team volunteers their services and the remainder provides services at a highly discounted cost.

The CRP team’s schedule includes a detailed tour of the community and a full day of focus groups with local 
government representatives, local organization representatives, business owners, property owners, and residents.   
The two-day visit will conclude with a presentation to the public providing an assessment of the community as 
well as action steps.   A detailed hard-copy action matrix is provided to city officials following the CRP visit.

All local organization representatives, business owners, property owners, and residents interested in par ticipating 
are asked to contact NAME at PHONE or EMAIL by DATE to learn more details about the focus group times.   

For fur ther details on how the DOLA/DCI CRP program works,  please visit the website at 
www.downtowncoloradoinc.org.  
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Communications Planning Form 

Today’s Date:_______________Organization/Contact:_______________________________________________________ ____ 

Email: ___________________________________    Phone #______________________________________________________  
 

Event Title/Topic to promote & Description:  

 

Date (s) Needed:  
 
Goals & Objectives  
 

What are the goals of the community engagement event? (Specific goal of communication activity:) 
___Raise awareness about an issue/program   ___Encourage Attendance at an Event 
 
___Recruit Volunteers    ___Publicize News 
 
___ Recognize Someone/Announce an Award  ___Correct Misinformation/Misperceptions 
 
___Other (attach additional information) 
 
Target Audience:  

   General public                County Government 
   Youth                                                                 Local Government 

1. Special Interest: students                                           Community partners/agencies                   
2. Veterans                                                                     Neighboring Communities 
3. Retirees                                                                     Educational institutions 
4. Local Non-Profits, Churches, Associations                Developers 
5. Business Owners                                                       Media 
6. Property Owners                                                        Boards & Commissions 
7. Downtown Employees                                                Other     

Geographic: 
 

  Downtown                                         Mountain Communities       
  All of Town                                        Front Range                           
  Neighboring Communities                All Colorado         
  All County                                         Neighboring State 
 
Message to communicate: 
1. Talking point 1 

 

2. Talking point  2 

 

3. Talking point  3 
 
Desired result 

______ # of attendees to the event  ______Story in the media  ______Internal communication   ______Fundraising 
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Outreach to Consider: 

Face to Face Community Engagement 
1. Public meeting (town hall, public hearing) 
2. Presence at Community Event ( Boulder Creek Hometown Fair) 
3. Presentations to local service organizations or non profits(HAS, Rotary, Kiwanis, Sierra Club, etc) 
4. Resolution/Proclamation (November is adoption awareness month) 
5. Live streaming video of meeting 
6. Other 

Media Options to be used 
Traditional Media (to be coordinated with our PIO Barb Halpin and Dan Rowland 

7. Press release (longer communication which would lead to a story in the newspaper, TV or radio news) 
8. Public Service Announcement (short announcement to be read or promoted, usually event driven, which is for public 

interest or safety)  
9. Editorial board with newspaper 
10. Newspaper feature article 
11. Live or taped radio announcement (KGNU) 

 
Social Media (coordinated by Dan Rowland) 

12. Website (internal/ external) 
13. Blogs 
14. Facebook/Twitter/Youtube 
15. LinkedIn 

 
Handouts and other collateral to be used 
1. Inserts/FAQ/ to be posted on your website or have inserted in the newspaper  
2. Flyers 
3. Direct mail piece (goes to a specific person) 
4. Annual Report 
5. Calendar 
6. Article in Boulder County News 

  
Internal communications 

1. Organizagional 
2. Town-wide 
3. Department Internal Site (SharePoint) 
4. All County  
5. Employee Meetings, Picnics 
6. Employee Recognition Events 

Distribution: 
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ORGANIZATIONS TO REVIEW 
(Information, Technical assistance, Funding)

•	American Institute of Architects (AIA), publications, architects, etc.
•	American Society of Landscape Architects (ASLA), Landscape Architecture magazine)
•	Colorado Brownfield Foundation – Environmental assessments and grants
•	Colorado Preservation Inc.  (advocacy, state preservation awards, etc.)
•	Downtown Colorado, Inc., technical assistance, Colorado Main Street program
•	Downtown Institute from Downtown Colorado, Inc.  (quar terly training focused on the Main Street Four 
Point Approach) Colorado Great Outdoors Colorado (GOCO) Trust Fund (parks, trails, recreation, open 
space grants)

•	Historical Society (historic surveys, preservation, tax credits, etc.)
•	Department of Local Affairs (technical assistance, Energy Impacts Assistance grants, Community Develop-
ment Block grants, etc.)

•	Downtown Idea Exchange/Downtown Promotion Reporter publications
•	US Department of Housing & Urban Development (Housing development, HUD, Economic Development 
Initiative grants, etc.)

•	Historic Georgetown, Historic Boulder, Historic Denver, Inc.   (organizational development for advocacy, 
building restoration projects)

•	International Downtown Association (IDA)
•	League of Historic American Theaters (successful preservation, adaptive re-use projects, national confer-
ences & workshops)

•	Market Analysis Foundation (many good private consultants)
•	National Main Street Center (National Town Meeting; publications on Organization, Design, Promotions, & 
Economic Restructuring)

•	National Trust for Historic Preservation (small grants, Preservation magazine)
•	RUPRI Center for Rural Entrepreneurship www.rupri.org  Support practice-driven research and evaluation 
and facilitate shared learning among practitioners, researchers and policy makers.  

•	State Historical Fund (grants for surveys and historic preservation)
•	TEA-21 Enhancements (grants for trails, transportation corridors, adaptive re-use of bridges, rail corridors, 
etc.)

•	Traditional Building magazine
•	Urban Land Institute (ULI)

Often the best resource is another downtown.  Downtown Colorado, Inc.   is happy to facilitate a visit, call, or 
presentation with another community 
Visit:   Littleton (gateways, maintenance of civic functions downtown, facade loans, signage, maintenance & 
cleanliness, etc.); Loveland (historic theater, public ar t, compact similar-size downtown); Lamar (authentic prairie 
downtown, new businesses serving emerging Hispanic markets, newly formed URA, etc.); Gunnison (ar ts center, 
retail mix, Main Street as highway, etc.), Montrose (special events, bookstores, restaurants, utilizing former railroad 
property, consolidation of organizations, and newly formed DDA, etc.); Grand Junction (wayfinding signage, parking 
solutions, theater(s), public ar t, DDA, etc.); Longmont (wayfinding signage, streetscaping, etc.); Greeley (building 
restorations, civic uses, design guidelines); Durango (heritage tourism, design guidelines, riverfront uses); Arvada 
(design guidelines, special events, streetscape, etc.), Lake City (volunteer recruitment and management, grant 
writing, cross organization collaboration, heritage tourism and marking historic district as an asset), Steamboat 
Springs (downtown organization representing businesses to city, resor t oriented chamber, and “The Mountain”, 
innovative events, etc.)
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65Article: Shining a Light on Window Displays



SHINING A LIGHT ON
WINDOW DISPLAYS
Small business owners have enough challenges to deal with, so do they have to work in the
dark, too? Window display lighting is probably the number-one visual merchandising problem
of all small businesses. The lighting and layout of window displays, along with other merchan-
dising techniques, have a major impact on how well a business reaches its target market.

Why worry about the display windows in your business district? Attractive windows speak
volumes about the quality and positive impressions your Main Street will make on the pub-
lic, and they motivate potential customers to stop and enter a store instead of walking by.

MAIN STREET NEWS No. 233 OCTOBER 2006 7.

by 
Scott Day
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Installing new window displays is a challenge in creativity that some business owners dread more
than a trip to the dentist. But, it is a challenge worth accepting as I constantly hear from merchants
that their windows are their best form of advertising. In fact, many will say: “If I put it in the win-
dow…it sells!” 

It’s therefore important to help your merchants understand that windows are like free billboards
that come with the retail space. Great-looking windows can sell the items they display and sell the
public on the store’s, and Main Street’s, positive image. Imagine the synergy if people start talking
about what’s happening in Main Street windows. Because another successful form of advertising is
word of mouth, we’ve hit nirvana if people find the displays interesting enough to discuss. 

THE MAKINGS OF A GREAT WINDOW
What makes a good window display? The first thing to consider is
whether the items on display can be seen from across the street. This
means the design needs to be simple, bold, and compelling to get people
to notice it from afar. The second truly defining measure is: does it sell
merchandise? Just because it looks good doesn’t mean it sells well and a
good window display will do both. The marketing goal of a window is to
attract the right target audience by using the appropriate visuals and
lighting. Lighting is a key determination of price point in a customer’s
mind; people associate fluorescent lights with lower price points and
associate dramatic lighting and spotlights with higher price points.
Third, a good window display will communicate its message in 5 seconds
since that is how much time the storefront has to capture motorists’
attention.   

However, a window has only 2.5 seconds to capture a pedestrian’s
attention. A key to capturing the attention of passersby is good lighting.
Many business owners only turn on their show window lights at night to
save energy. Contrary to this practice, businesses should leave their
lights on throughout the day as well. Why? Unless the store has enough
light behind the display window, the glass will be too reflective in day-
light and will act as a mirror. If the lights aren’t on, reflections, not mer-
chandise, will be what people see. And if the glass is dusty, people won’t
be able to see what’s being displayed unless they are right in front of the
storefront. Therefore, merchants need to understand that lighting the
display window during the day is essential to reduce glare. Now the ques-
tion becomes: how does the business maintain energy efficiency and how
much light is necessary? 

ENERGY-EFFICIENT LIGHTING
There are several ways to make lighting energy efficient. One easy
method is to use timers so that after hours the lights in the window are
reduced to just a couple of accent lights. But there are also different types
of bulbs that can be used. Low-voltage halogen lights not only show the
true color of merchandise but, as they are also made to be energy effi-
cient, they can reduce lighting costs. On the other hand, halogen bulbs
can throw off heat, which can add to air conditioning bills, so a merchant
needs to pay close attention to the number of bulbs and where they are
placed. Low-voltage halogens put out enough light to illuminate mer-
chandise from about five feet way. Beyond this distance, they become less
effective unless several are used, which in turn creates additional heat
and requires more energy. 

More recently, fluorescent spotlights have come on the market.
This is a bit of an oxymoron because fluorescents don’t have filaments
that emit a direct beam of light. They actually emit a light pattern that is
similar to a flood light, and not nearly as concentrated as a spotlight. I
prefer to use traditional incandescent or halogen spots because they do a
better job of reducing the mirror-like qualities of the display window. 
If fluorescent spots are used, they should be set relatively close (5 to 6
feet) to the merchandise that will be illuminated. When helping your
merchants select the most appropriate lights, keep in mind that an
incandescent 75-watt spotlight can knock out merchandise from 8 to 10
feet away and a 75-watt halogen spot (which is not the same as a low-volt-
age halogen) can illuminate  merchandise from about 12 feet away
because it has a more concentrated beam. A 75-watt halogen will also
emit more heat, so pay close attention to their number and placement.

Another technique to increase the energy efficiency of window dis-
play lighting is to raise the height of merchandise with risers so items are
closer to the light source. The shorter the distance the light travels to
illuminate the objects, the more concentrated the beam of light will be.
This lights up the object better without requiring a high-wattage bulb.
Ideally, the merchandise in a store window should be in the customer’s
primary line of sight, which is about 3.5 to 5 feet above the floor. This
positions merchandise above the height of hoods of cars parked along the
street in front of the store. 

Another energy-efficient lighting option is to include lower wattage
accent lights in the display so the light only has a short distance to travel
to illuminate the merchandise. These accent lights can be in the form 
of small table lamps, “can lamps” that provide eye-catching light from
below, or clip-on accent lights. Since they’re lower wattage, they 
use less energy. 

A new entry on the market is a small, low-voltage halogen can lamp,
which is about the size of a tennis ball and can swivel. A neat feature of
these lamps is that they come equipped with an automatic pressure
switch so that if they’re knocked over they automatically turn off.  To be
on the safe side, however, because they will generate a significant amount
of heat, these lamps should be mounted so that they can’t be knocked
over and should be kept away from all flammable substances. 

Merchants should always install new lighting fixtures according to
the manufacturer’s instructions or hire an electrician. They should also
check the heat a new fixture or bulb emits to make sure it’s not getting
too hot after installation. If new fixtures of different amperage are being
installed on existing circuits, it is advisable to have a qualified electrician
to do the work.

SHINING A LIGHT ON WINDOW DISPLAYS
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MIX UP THE LIGHTING SCHEME
Ideally, when a merchant changes a window display, the lighting should
be adjusted to highlight the new objects and call attention to them. This
may or may not require a new combination of lighting, depending on how
the objects are placed in relation to the lights. Typically, this involves
adjusting the angle of any spotlights and adding new accent lights. A new
lighting combination can create a different visual effect and get people to
notice the store. This strategy reinforces the concept of the window dis-
play being a key part of the street’s overall theatrical qualities. You
wouldn’t want to go to a theater more than once if it was always showing
the same production. Changing window displays every few weeks and
altering the lighting will consistently grab the passing customer’s atten-
tion.  

LOOKING GOOD 
FROM THE INSIDE OUT
Merchants shouldn’t rely solely on the standard window lights that are
basic features of a building. If the general contractor or building owner
only installed a couple of recessed lights set two feet back from the dis-
play window, the configuration will do little to show off merchandise or
reduce glare. These lights will only highlight the bald spots of the man-
nequins in the window and won’t do the merchandise justice or capture
the attention of shoppers. Display lights should be as close to the front
window as possible so that the merchandise is lit from the front – no less
than a 15-degree angle.

Transparency is important in planning a window design. If the
lighting looks great from the sidewalk and the display is intriguing, mer-
chants should further entice potential customers by letting them see
inside the store. If merchandise is stacked as a solid mass in the window
or too much is being displayed, it will block all views of the interior. 
Merchandise should fill no more than 30 percent of the glass area of a
display window so the customer can see around it into the store. While
the display creates intrigue, the merchandise behind the window display
should build on this ploy. Perception of safety is another reason. People
typically are more reluctant to enter a space if they can’t see into it. For
these reasons, dissuade business owners from installing smoked, tinted,
or mirrored glass when rehabbing a storefront because it will prevent
shoppers from seeing inside. 

In conclusion, merchants need to have a variety of lights at their disposal
to establish the appropriate mood for each new window display and
match the illumination with the new configuration. By expanding beyond
basic lighting options, a business owner can create a storefront window
that has visual interest and won’t lose potential customers to glare. A
variety of spotlights, floodlights, accent lights, clip-on lamps, and bulbs
will enable merchants to create eye-catching window displays that will
entice people walking or driving by. And, be sure to remind your Main
Street merchants to have a qualified electrician examine new lights and
periodically check to see if any objects have shifted and are touching the
bulb, thus creating a risk of fire.

This store uses all halogen track lights along
the front of the window. It also creates good
transparency in design because only about
one-third of the display space is occupied with
objects, allowing people to see all the way to
the back of the store from the sidewalk.

This store owner uses 40-50 watt halogen
lights that are placed close to the merchan-
dise (about 4 feet) to highlight the items in
the window while reducing the need for
higher wattage bulbs.

This window display uses a combination of halogen lights and
smaller incandescent lights that are placed closer to merchandise.
Items that are actually for sale are used as part of the display.

Scott Day is the principal of Urban Development Services, which specializes in urban design, design
management, and retail economics for commercial districts. Urban Development Services, which is
based in San Antonio, Texas, develops market-driven revitalization plans for pedestrian-oriented
commercial districts. Previously, Scott worked for the National Trust Main Street Center
for 17 years. His retail background includes work as the merchandising and department
manager for Potpourri, a contemporary home furnishings store in Milwaukee. For
more information on Scott, visit www.urbandevelopmentservices.com.
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PREFACE 
 
In 1966, Congress passed the National Historic Preservation Act, giving preservation a high 
national priority and establishing programs to encourage the preservation of historic 
properties.  One of these programs was the establishment of State Historic Preservation 
Offices, administered by gubernatorially appointed State Historic Preservation Officers 
(SHPOs) and funded by the Department of the Interior through the National Park Service.  
Each state developed an integrated program to address state and national preservation 
concerns.  In Colorado, the state program is administered through the Colorado Historical 
Society’s Office of Archaeology and Historic Preservation which: 

 Surveys and maintains an inventory of historic properties. 
 
 Nominates properties to the National and State Register of Historic Places. 
 
 Maintains a State Historic Preservation Plan. 
 
 Reviews federally funded or licensed projects for impact upon historic properties. 
 
 Certifies historic rehabilitation work for federal and state tax credits. 
 
 Provides technical assistance and guidance to federal, state and local government 

agencies, organizations and individuals. 
 
 Administers historic preservation covenants. 
 
The success of the federal-state relationship prompted Congress to expand the partnership to 
include local governments in 1980.  Both the SHPO and the National Park Service certify 
local governments to participate in this partnership if they meet certain requirements.  In 
1992, Congress passed additional amendments that relate to local government programs. 

The purpose of this document is to outline how Colorado implements the Certified Local 
Government (CLG) partnership. 
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I.  PURPOSE OF THE CLG PROGRAM 
 

The CLG program seeks to encourage and expand local involvement in preservation issues 
through a partnership between the CLG and the SHPO.  To strengthen existing local 
preservation programs and to catalyze the development of new ones, CLGs are eligible to 
apply annually for no-match grants from a designated CLG fund.  Also, local landmarks of 
CLGs are eligible for Colorado’s state historic income tax credit of 20% or $50,000, 
whichever is less, of the cost of qualified rehabilitation.  CLGs assume a leadership role by 
identifying, evaluating and protecting historic resources within their communities; receiving 
technical advisory services from the SHPO; and having a formal role in the National Register 
process. 

CLGs can opt to assume other responsibilities such as participating in the review of federal 
projects, reviewing state tax credit projects and administering covenants.  If they wish, CLGs 
can terminate these responsibilities in an orderly way or terminate their CLG status 
altogether. 

 

The five CLG Program Goals are: 

 Historic preservation issues should be understood and addressed at the local level and 
then integrated into the local planning and decision-making process at the earliest 
possible opportunity. 

 
 The interests of local governments should be integrated into the identification, evaluation, 

nomination and protection processes of the SHPO. 
 
 Local governments should develop local preservation efforts that contribute toward and 

benefit from state and federal preservation programs. 
 
 Participation by local governments should enable federal and state governments to 

recognize and support local preservation efforts and to use and communicate information 
developed by them. 

 
 Participation by local governments should result in an increase in awareness of local 

preservation issues, programs, policies and procedures by federal and state government 
agencies. 
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II:  ELIGIBILITY 
 
Any general purpose subdivision of the state, such as a city, town or county, which meets the 
criteria set forth in this document, is eligible to apply for certification. 

 
 

 

III.   REQUIREMENTS FOR CERTIFICATION OF LOCAL 
GOVERNMENTS IN COLORADO 

 
Five broad federal standards, all of which must be met by a local government seeking 
certification, are amplified by the specific Colorado CLG requirements.  National Park 
Service requirements are listed below by letter and Colorado requirements by number. 
 
A. THE LOCAL GOVERNMENT MUST ENFORCE APPROPRIATE STATE 

AND LOCAL LEGISLATION FOR THE DESIGNATON AND PROTECTION 
OF HISTORIC PROPERTIES. 
 
1. Each CLG must enact a local ordinance or resolution which provides a legal 

framework for a preservation program that substantially achieves the purpose of 
designating and protecting buildings, sites, structures and districts of historic, 
architectural and archaeological significance in conformance with definitions set 
forth in Section 101 (c) (4) of the National Historic Preservation Act of 1966, as 
amended, and 36 CFR 61 (e) (1). 

 
2. The local ordinance or resolution shall meet the statutory requirements of all 

applicable Colorado laws which authorize local governments to designate and 
protect historic, architectural and archaeological resources (CRS 24-65.1-101 et. 
seq.; CRS 29-20-101 et seq.; and CRS 30-11-107 (1) (bb)). 

 
3. Minimum requirements for the local ordinance or resolution are as follows: 

 A Statement of Purpose. 
 Establishment of a historic preservation commission including 

membership, duties and terms of appointment. 
 Criteria and procedures for designation of buildings, sites, structures and 

districts. 
 Definition of actions that require review by the historic preservation 

commission. 
 Standards, criteria and procedures for review of alterations, demolitions or 

new construction in the jurisdiction of the CLG which must be consistent 
with the Secretary of the Interior’s Standards for Treatment of Historic 
Properties. 
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B. THE LOCAL GOVERNMENT MUST ESTABLISH AN ADEQUATE AND 

QUALIFIED HISTORIC PRESERVATION COMMISSION ESTABLISHED 
BY LOCAL ORDINANCE. 

 
1. Each CLG shall have a commission with a minimum of five members.  The 

commission's geographic area of authority shall be coterminous with the 
boundaries of the local government’s jurisdiction.  All commission members 
must have a demonstrated interest, competence or knowledge in historic 
preservation. 

 
2. The commission shall be composed of both professional and lay members and 

shall be selected, as much as possible, from fields of history, architecture, 
landscape architecture, architectural history, prehistoric or historic archaeology, 
planning, or related disciplines such as the building trades, cultural geography, 
cultural anthropology, real estate or law.  Information on the credentials of the 
commission members should be kept on file and available to the public. 

 
3. At least 40% of commission members shall be professionals in preservation-

related disciplines such as architecture, landscape architecture, architectural 
history, archaeology, history, planning, American studies, American civilization, 
cultural geography or cultural anthropology.  Recognizing that professionals may 
not be available in some communities, this requirement can be waived if the 
local government makes a good faith effort to recruit professionals and 
demonstrates that it is capable of carrying out commission responsibilities. 

 
4. When the discipline of architecture, history, architectural history or archaeology 

is not represented in the commission membership, the commission shall seek 
additional expertise in the appropriate area when considering National Register 
nominations and any other delegated actions that will effect properties that are 
normally evaluated by a professional in that discipline.  Local governments are 
required to adopt professional qualification standards for each discipline as 
general guidelines for National Register review, as appropriate, and any of the 
delegated actions that will affect properties that are normally reviewed by 
historic preservation professionals.  These standards are set forth by the National 
Park Service and are found in Appendix 1.  Obtaining additional expertise in the 
above-mentioned fields can be accomplished through consultations with 
professionals and with written reports of the results of such consultations 
submitted with the National Register nomination or other report of action.  The 
commission can also work with the SHPO to explore other ways of obtaining 
additional expertise. 

 
5. Terms of office of commission members shall be staggered and shall be of at 

least one year in duration. 
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6. The commission shall adopt rules of procedure or by-laws which shall be made 
available to the public. 

 
7. All meetings of the commission shall be open to the public.   Minutes shall be 

kept of each meeting and shall be available for public inspection.  (If public 
disclosure could result in a substantial risk of harm, theft or destruction to the 
historic or archaeological resource, an exception to the public meeting and public 
records policy may apply pursuant to federal and state statutes.  Section 304 of 
the National Historic Preservation Act of 1966, as amended; Section 9 (a) of the 
Archaeological Resources Protection Act; Section 552 (b) of the Freedom of 
Information Act; CRS 24-72-203 and 204, CRS 24-80-405 and 406.) 

 
8. A copy of the minutes of each meeting shall be sent to the SHPO at the same 

time that copies are distributed to commission members. 
 
9. Commission meetings shall be held at regular intervals at least four times each 

year. 
 
10. An Annual Report of the commission’s activities shall be submitted to the 

SHPO.  These reports shall include at a minimum the number and types of cases 
reviewed and their dispositions, new designations made, progress on survey 
activities, educational activities, and credentials of new commission members 
and staff (if any). 

 
11. The SHPO shall make available to local commissions orientation materials and 

training workshops designed to provide a working knowledge of the roles and 
operations of federal, state and local preservation programs and historic 
preservation in general.  At least one commission member must attend a SHPO-
approved educational session each year. 

 
12. All survey and planning activities as well as other preservation responsibilities 

shall be carried out by the CLG in a manner consistent with Colorado’s historic 
preservation planning process.  
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C. THE LOCAL GOVERNMENT MUST MAINTAIN A SYSTEM FOR SURVEY 

AND INVENTORY OF HISTORIC PROPERTIES. 
 

A city or county-wide survey of historic properties is the ongoing process of locating 
and describing buildings, sites, structures and districts of potential local, state or 
national importance.  It is organized, accessible, up-to-date and usable. 
   
1. The CLG shall initiate and/or continue a process for survey and inventory under 

local law of buildings, sites, structures and districts within the local jurisdiction.  
The local survey and inventory system shall be compatible with federal and state 
established methods and consistent with Colorado’s historic preservation 
planning processes. The SHPO will provide the CLG with state survey and 
inventory guidelines, instructions and forms to ensure that survey data produced 
can be readily integrated into the statewide cultural resources data bank.  All 
surveys shall be conducted according to the Historic Survey Manual produced by 
the SHPO. 

 
2. The CLG must maintain a detailed inventory of the buildings, sites, structures 

and districts that it has designated under local law.  Alternatively, the CLG may 
combine the designation data with the inventory data. 

 
3. Duplicate copies of materials from all survey efforts conducted by the CLG shall 

be provided to the SHPO unless already in the files of that office.  Duplicate 
copies shall be submitted with original 3” by 5” black and white photographs. 

 
4. All inventory materials shall be updated periodically to reflect alterations and 

demolitions. 
 
5. All inventory materials shall be accessible to the public (excluding restrictions 

on locations of archaeological sites). 
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D.       THE LOCAL GOVERNMENT SHALL PROVIDE FOR ADEQUATE PUBLIC 

PARTICIPATION IN LOCAL HISTORIC PRESERVATION PROGRAMS 
(including the process of recommending properties for nomination to the 
National Register). 
  
1. CLGs should encourage public participation in all facets of their preservation 

programs. 
 
2. All commission meetings must follow the provisions of the Colorado Open 

Meetings Law (CRS 24-67-401, et seq.). 
 
3. Minutes of all commission decisions and actions, which include the reasons for 

making those decisions, must be kept on file and available for public inspection. 
 
4. All commission decisions shall be made in a public forum [except as provided in 

Section III (B) (7)], and applicants shall be given written notification of those 
decisions. 

 
5. CLGs are encouraged to develop educational programs to ensure public 

awareness of their historic preservation activities. 
 

 
E. LOCAL GOVERNMENTS MUST SATISFACTORILY PERFORM THE 

RESPONSIBILITIES LISTED IN POINTS A THROUGH D AND THOSE 
OTHERS SPECIFICALLY DELEGATED TO THEM. 
 
The only responsibility which CLGs must assume is participation in nominating 
properties to the National Register.  CLGs may and are encouraged to assume 
additional responsibilities.  The SHPO will monitor and review the CLGs carrying 
out of these delegated responsibilities.  See Appendix 2 for a list of possible delegated 
responsibilities. 
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IV. PROCESS FOR CERTIFICATION OF LOCAL GOVERNMENTS 
IN COLORADO 

  
A. THE CHIEF ELECTED OFFICAL OF THE LOCAL GOVERNMENT SHALL 

REQUEST CERTIFICATION FROM THE SHPO.  THE REQUEST FOR 
CERTIFICATION SHALL INCLUDE THE FOLLOWING: 
 
1. A written assurance by the chief elected official that the local government fulfills 

the requirements of Sections II and III, above. 
 
2. The name and address of the CLG representative who has been or will be 

appointed to be responsible for carrying out program responsibilities. 
 
3. A copy of the local historic preservation ordinance, and, if one exists, the local 

preservation plan. 
 
4. A listing of buildings, sites, structures and districts, including addresses, 

designated under the local ordinance. 
 
5. A list of members of the historic preservation commission.  For all members, 

include a statement of the demonstrated interest or knowledge in historic 
preservation.  Specifically call out the professional qualifications of commission 
members in fields related to historic preservation. 

 
6. If the commission does not include 40% professional members, a statement 

demonstrating that the local government has made a reasonable effort to appoint 
such members by newspapers advertisements, communications with a local 
university, or other means. 

 
7. A proposal on how the local commission will review National Register 

nominations if the discipline of history, architectural history, architecture or 
archaeology is not represented in the commission membership. 

 
8. A description of any other delegated responsibilities which the CLG wishes to 

assume. 
 
B. THE SHPO SHALL RESPOND TO THE CHIEF ELECTED OFFICIAL 

WITHIN FORTY-FIVE (45) WORKING DAYS OF RECEIPT OF AN 
ADEQUATLEY DOCUMENTED WRITTEN REQUEST. 

 
During that time, the SHPO may request an on-site visit to meet with the chief elected 
official or CLG representative, representatives of the preservation review 
commission, and the prospective local CLG grant administrator. 
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C. IF THE SHPO DETERMINES THAT THE LOCAL GOVERNMENT 
FULFILLS THE REQUIRMENTS FOR CERTIFICATION, A CLG 
AGREEMENT SHALL BE SIGNED WITH THE LOCAL GOVERNMENT. 

 
D. THE CLG AGREEMENT WILL SPECIFY THAT IT SATISFIES THE 

FOLLOWING MINIMUM REQUIREMENTS: 
 
1. The local government must enforce appropriate state and local legislation for the 

designation and protection of historic properties. 
 
2. The local government must continue to maintain a qualified historic preservation 

commission. 
 

3. The local government must establish and/or maintain a system for the survey and 
inventory of historic properties. 

 
4. The local government must provide for adequate public participation in the local 

historic preservation program, including the process of recommending properties 
to the National Register. 

 
E. THE CERTIFICATION AGREEMENT SHALL SPECIFY THE ROLE OF 

THE LOCAL GOVERNMENT IN THE NATIONAL REGISTER 
NOMINTION PROCESS. 
 
It shall also enumerate any other responsibilities that have been mutually agreed upon 
by the SHPO and the local government. 

 
F. COPIES OF THE REQUEST AND THE SIGNED AGREEMENT CERTIFIED 

BY THE SHPO SHALL BE FORWARDED BY THE SHPO TO THE 
SECRETARY OF THE INTERIOR, OR HIS DESIGNEE, FOR REVIEW. 

 
If the request for concurrence cannot be affirmed as submitted, the National Park 
Service will notify the SHPO prior to 15 working days after receipt of the request.  
The National Park Service shall provide written notice of what is necessary for the 
request for concurrence to be approved. 

 
G. THE CERTIFICATION AGREEMENT CAN BE AMENDED TO CHANGE 

THE DELEGATION OF REPSPONSIBILITIES TO THE CLG. 
 
H. CONTINUED CERTIFICATION SHALL BE BASED ON PERFORMANCE. 
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V. PROCESS FOR MONITORING AND DECERTIFYING CLGS 
 

A. THE SHPO SHALL REVIEW AND MONITOR THE PERFORMANCE OF 
EACH CLG NO LESS OFTEN THAN ONCE EVERY FOUR YEARS. 

 
1. The SHPO shall review the Annual Reports submitted by the CLG, minutes of 

commission meetings, records of administration of federal grant funds and other 
documents as necessary. 

 
2. The CLG shall make all pertinent records available to the SHPO on request. 
 
3. The SHPO may also send staff representatives to CLG commission meetings. 
 

B. THE SHPO WILL USE THE FOLLOWING FACTORS IN REVIEWING CLG 
PERFORMANCE: 

  
1. Maintaining qualified commission members. 
 
2. Number and frequency of commission meetings. 
 
3. Number of additional local properties surveyed. 
 
4. Number of additional local properties inventoried. 
 
5. Number of additional local properties designated. 
 
6. Number of reviews and alterations, new construction or demolition requests. 
 
7. Consistency of design review decisions with the Secretary of the Interior’s 

Standards for Treatment of Historic Properties. 
 
8. Number of National Register nominations reviewed. 
 
9. Educational activities or programs conducted or sponsored. 
 
10. Compliance with the CLG agreement. 
 
11. Delegated responsibilities carried out according to program requirements. 
 
12. Timely filing of a complete Annual Report. 
 
13. Timely completion of work pursuant to CLG grants. 
 
14. Submittal of minutes to the SHPO. 
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15. Attendance of commission members at educational sessions. 
 

C. IF THE SHPO’S EVALUATION INDICATES THAT THE CLG IS 
DEFICIENT IN FULFILLING ITS RESPONSIBILITIES, THE SHPO SHALL 
DOUCMENT THE ASSESSMENT AND RECOMMEND IN WRITING TO 
THE LOCAL GOVERNMENT SPECIFIC STEPS TO BRING 
PERFORMANCE TO AN ACCEPTABLE LEVEL. 
 
1. The CLG shall have a period of not less than nine months nor more than one year 

to implement improvements and correct deficiencies.  During the period, CLGs 
will not be permitted to exercise delegated responsibilities in the inadequate 
areas of performance.  The SHPO shall provide technical advice and assistance 
in the areas needing assistance. 

 
2. If the SHPO determines that sufficient improvement has not occurred, the SHPO 

shall recommend decertification of the CLG to the Secretary of the Interior citing 
specific reasons for the recommendation.  The SHPO shall notify the local 
government of the actions of the Secretary. 

 
3. After decertification, the SHPO shall suspend or terminate the Historic 

Preservation Fund (HPF) assistance, if any, to the local government except that 
assistance which may be necessary for the CLG to complete a CLG sub grant 
project.  The SHPO may conclude normal sub grant closeout procedures, unless 
the terms of the sub grant agreement can no longer be met, in which case the 
SHPO shall terminate the sub grant. 

 
4. The CLG may file with the SHPO requests to be voluntarily decertified without 

prejudice.  A letter from the chief elected official shall include the following 
information: 

 
 The reason for seeking decertification. 
 The steps that the CLG will take to notify all affected parties with 

which it has worked of decertification. 
 A tentative schedule for decertification. 
 How the CLG intends to assist the SHPO in closing out any 

projects using HPF grants. 
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VI. CLG PARTICIPATION IN THE NATIONAL REGISTER PROCESS 
 

The CLG program establishes a partnership between the CLG and the SHPO as nominating 
authorities for Colorado’s National Register Program.  It does not delegate to CLGs the sole 
authority to nominate properties directly to the Register.  The following procedures explain 
the shared role: 
 
1. Nominations of Colorado properties to the National Register of Historic Places shall 

be made directly to the SHPO.  Nominations may be made by any party, including a 
CLG. 

 
2. Upon receipt of an adequately documented nomination of a property within the 

jurisdiction of a CLG, the SHPO shall notify the property owner, the CLG’s chief 
elected official and the local historic preservation commission of the proposed 
nomination.  The SHPO shall submit the nomination to the commission for comment. 

 
3. The commission, after reasonable opportunity for pubic comment, shall prepare a 

report as to whether or not such property, in its opinion, meets the criteria of the 
National Register. 

 
4. Within sixty (60) days of receipt of the nomination from the SHPO, the chief elected 

official shall transmit the report of the commission and his or her recommendation to 
the SHPO.  The report should concentrate on the property’s eligibility under the 
National Register eligibility criteria. 

 
a. In the event that the historic preservation commission and the chief elected 

official agree that the proposed nomination meets the criteria for listing the 
property in the National Register, the SHPO will transmit the proposed 
nomination and the CLG’s comments to the Colorado Historic Preservation 
Review Board for consideration.  The Review Board is an independent 
advisory board appointed by the Governor and the SHPO that evaluates and 
recommends sites for nomination to the National Register. 

 
b. In the event that the historic preservation commission and the chief elected 

official disagree as to whether the proposed nomination meets the criteria for 
listing in the National Register, both opinions shall be forwarded to the SHPO, 
who will transmit the proposed nomination with both opinions to the Review 
Board for consideration. 

 
c. In the event the historic preservation commission and the chief elected official 

agree that the proposed nomination does not meet the criteria for listing in the 
National Register, the CLG shall inform the owner of the property and the 
applicant of its recommendation and shall inform them that within thirty (30) 
days an appeal of this recommendation may be made by letter directly to the 
SHPO. The historic preservation commission shall  forward the CLG’s 
recommendation and the nomination to the SHPO, who will take no further 
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action unless within thirty (30) days of the receipt of such recommendations 
by the SHPO, an appeal is filed by any person with the SHPO. If such an 
appeal is filed, the SHPO shall transmit the nomination and the CLG’s 
recommendations to the Review Board for consideration. 

 
5. If no report is received by the SHPO from the chief elected official within the allotted 

sixty (60) days, the state shall make the nomination pursuant to section 101 (a) of the 
National Historic Preservation Act, as amended.  Failure of the CLG to submit reports 
on proposed nominations within its jurisdiction will be considered by the SHPO in its 
review of the CLG. 

 
6. Appeals of the SHPO’s decisions may be made directly to the Keeper of the National 

Register in accordance with federal regulations (36CFR60). 
 
7. For proposed nominations of historic districts to the National Register of Historic 

Places, the CLG shall assist the SHPO in: 
 

a. Aiding the preparer of the form in verifying the names and addresses of the 
owners of properties within the proposed districts, if necessary. 

 
b. Providing for public information meetings at times and places agreeable to the 

SHPO and the CLG. 
 
c. Providing formal notification of pending nominations to the owners of 

property, if directed to by the SHPO and agreed to by the CLG. 
 

8. The SHPO will notify the CLG, the property owner and the applicant when a property 
within the CLG’s jurisdiction is listed in the National Register. 

 
9. The historic preservation commission shall be responsible for providing oversight and 

monitoring of historic properties and historic districts listed in the National Register 
of Historic Places.  The commission is responsible to recommend in writing to the 
SHPO removal from the National Register of any property or district which has lost 
its integrity because of the demolition or alteration of structures. 

 
 NOTE:     This section addresses only properly completed National Register nomination 

forms which have been prepared in accordance with the Secretary of the Interior’s Standards 
for Registration and Guidelines for Registration (Federal Register, v. 48, no. 190, September 
29, 1983, pp. 44726-44728) and the National Park Service’s technical publication How to 
Complete National Register Registration Forms.  Requests for National Register nomination 
information, for preliminary opinions by the State Historic Preservation Officer on a 
property’s eligibility, for Part I Certifications for the preservation tax incentives, etc., will 
continue to be handled by the OAHP as they have been in the past.  
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VII. PROCESS FOR TRANSFERRING CLG GRANT FUNDS TO CLGS 
 

A minimum of 10% of a state’s annual apportionment from the Historic Preservation Fund 
(HPF) must be designated for CLG grants.  In Colorado, this amount is currently 
approximately $60,000 per year.  In addition, funds from the State Historical Fund derived 
from gaming revenues match the 10% HPF set-aside, providing a total CLG grant pool of 
approximately $120,000.  At this time, CLG grants do not require a match.  CLG grants are 
considered sub grants by the state from its grant from the federal government. 

1. CLG grants are awarded annually on a competitive basis.  Grant applications are 
currently due on November 15th of each year. 

 
2. Application forms and instructions will be provided by the SHPO. 
 
3. The SHPO will provide advice and information to CLGs to implement financial 

management systems which meet the standards of the Office of Management and 
Budget Circular A-102, Attachment G, as required by the National Park Service. 

 
4. If the grant involves National Register nominations, the CLG shall adhere to all 

requirements of the Historic Preservation Fund Grants Manual prepared by the 
National Park Service. 

 
5. Guidelines for review and selection of grant applications are as follows: 

a. Applications will be ranked by the SHPO.  See Appendix 3 for selection 
criteria. 

 
b. The amount awarded shall be sufficient to produce a specific impact and to 

generate effects directly. 
 
c. No single CLG should receive a disproportionate share of the allocation. 
 
d. Eligible projects include the identification, evaluation, designation and 

protection of the locality’s cultural resources by completing or updating the 
survey and inventory of historic resources; nomination of properties to the 
National Register; development of a historic preservation plan; and 
educational activities, programs and publications. 

 
e. The rationale for selection of applicants and the amounts awarded will be 

made available to the public upon request. 
 

6. A CLG which receives HPF assistance will be considered a sub grantee of the state 
and will be required to sign a project agreement.  That agreement will specify the 
management and use of funds.  The CLG may be required to file interim and final 
reports and any other documents spelled out in the project agreement. 
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7. The use of federal funds will be governed by all current guidelines and regulations 

imposed by the federal government.  Any state-directed specific uses of funds are to 
be for activities that are eligible for HPF assistance. 

 
8. CLGs may participate in review and approval of National Register nominations and 

other activities whether or not they elect to apply for grants from the Historic 
Preservation Fund. 

 
9. The SHPO shall be responsible through financial audit for the proper accounting of 

HPF-CLG funds in accordance with OMB Circular A-128, “Audit Requirements.” 
 
10. The SHPO’s evaluation of a CLG will include an assessment of the CLG’s fiscal 

management of HPF funds. 
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APPENDIX 1 
 

Historic Preservation Professional Qualifications 
 
In the following definitions, a year of full-time, professional experience need not consists of 
a continuous year of full-time work, but may be made up of discontinuous periods of full-
time or part-time work adding up to the equivalent of a year of full-time experience. 
 

1. History.  The minimum professional qualifications in history are a graduate 
degree in history or closely related field; or a bachelor’s degree in history or 
closely related field plus one of the following: 

 
a. at least two years of full-time experience in research, writing, teaching, 

interpretation or other demonstrable professional activity with an academic 
institution, historical organization or agency, museum or other professional 
institution; or 

 
b. Substantial contribution through research and publication to the body of 

scholarly knowledge in the field of history. 
 

2. Archaeology.  The minimum professional qualifications in archaeology are a 
graduate degree in archaeology, anthropology, or closely related field plus: 

 
a. at least one year of full-time professional experience  or equivalent specialized 

training in archaeological research, administration or management; 
 
b. at least four months of supervised field and analytic experience in general 

North American archaeology; and 
 
c. demonstrated ability to carry research to completion. 
 
In addition to these minimum qualifications, a professional in prehistoric 
archaeology shall have at least one year of full-time professional experience at a 
supervisory level in the study of archaeological resources of the prehistoric 
period.  A professional in historic archaeology shall have at least one year of full-
time professional experience at a supervisory level in the study of archaeological 
resources of the historic period. 

 
3. Architectural history.  The minimum professional qualifications in architectural 

history are a graduate degree in architectural history, art history, historic 
preservation, or closely related field, with coursework in American architectural 
history; or a bachelor’s degree in architectural history, art history, historic 
preservation, or closely related field, plus one of the following: 
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a. at least two years of full-time experience in research, writing, or teaching in 
American architectural history or restoration architecture with an academic 
institution, historical organization or agency, museum, or other professional 
institution; or 

 
b. substantial contribution through research and publication to the body of 

scholarly knowledge in the field of American architectural history. 
 
4. Architecture.  The minimum professional qualifications in architecture are a 

professional degree in architecture plus at least two years of full-time professional 
experience in architecture; or a license to practice architecture. 

 
5. Historic architecture.  The minimum professional qualifications in historic 

architecture are a professional degree in architecture or state license to practice 
architecture, plus one of the following: 

 
a. at least one year of graduate study in architectural preservation, American 

architectural history, preservation planning, or closely related field; or 
 
b. at least one year of full-time professional experience on historic preservation 

projects.  (Such graduate study or experience shall include detailed 
investigations of historic structures, preparation of historic structures research 
reports, and preparation of plans and specifications for preservation projects.)  
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APPENDIX 2 
 

CLG DELEGATED RESPONSIBILITIES PROGRAM 
 
CLGs are eligible to assume any or all SHPO responsibilities related to implementation of 
the National Historic Preservation Act.  CLGs assuming these responsibilities will be 
obligated to meet all public participation and program standards attendant to them.  SHPO 
responsibilities which may be delegated to CLGs are: 
 

1. Review and Compliance (Section 106):  For federal or state actions, including 
use of federal or state funds, advise and assist, in cooperation with the National 
Park Service and the Advisory Council on Historic Preservation, federal and 
state agencies to ensure that historic properties are taken into consideration at all 
levels of planning and development. 

 
2. National Register:  Identify and recommend properties to the National Register 

and administer applications for listing properties on the National Register.  Note:  
CLGs are required to assume these responsibilities, more fully described in 
Section VI. 

 
3. Planning:  Prepare and implement a comprehensive historic preservation plan. 
 
4. Covenants Administration:  Participate in the administration of historic 

preservation covenants granted to the state by recipients of Historic Preservation 
Fund (HPF) sub grant awards for acquisition and development projects. 

 
5. Federal Income Tax Credit:  Participate in the administration of the historic 

preservation tax incentives program for evaluation and certification of income-
producing historic properties seeking to take advantage of the federal incentives. 

 
6. State Income Tax Credit:  A CLG may opt to be the reviewing entity for 

Colorado’s state historic income tax credit, which applies to residential as well as 
income-producing properties. 

 
7. Information and Assistance:  Provide public information, education, training 

and technical assistance about federal and state historic preservation programs, 
and otherwise fulfill a liaison responsibility. 
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APPENDIX 3 

 
SELECTION CRITERIA FOR CERTIFIED LOCAL GOVERNMENT SUBGRANTS 

 
The following selection criteria will be used to determine CLG grant awards.  Applications 
received by the deadline will be evaluated based upon the below criteria and scored 
according to the indicated point assignments. 
 

1. Project Description and Strengthening Local Preservation Efforts (15 Points) 
Does the applicant demonstrate a clear understanding of preservation needs? 
Is the description of the project understandable and does it provide background 
    information? 
Does the proposal form or strengthen partnerships or networks? 
Does the project further existing local, regional or state preservation planning? 

 
2. Statement of Need for Assistance (15 points) 

Is there evidence of responsiveness to community needs? 
How will members of the public benefit from this project? 
Is the stated need verifiable with documented factual information? 
Does the applicant describe how grant funds will assist in achieving 
    preservation work that can not be solely accomplished with applicant  
    funds? 

 
3. Project Scope of Work, Objectives and Outcomes (20 Points) 

Will the scope of work planned accomplish the stated objectives? 
Are the objectives quantifiable? 
Will the outcomes and/or products provide beneficial preservation results? 
Does the project seem likely to be completed in a timely fashion and  
    succeed in its goals? 

 
4. Significance and Impact of Project (15 Points) 

Does the project deal with a threatened resource? 
Will the project result in a National Register nomination? 
Does the product address buildings, structures, sites or districts listed on  
    the National Register or State Register? 
Does the project have a significant impact on the local community? 
Does the project develop historic contexts or educate and inform broad 
    sectors of the public? 
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5. Applicant Commitment to the Project (15 Points) 

What are the continuation plans for the project? 
If applicable, what is the applicant source and commitment of matching funds? 
Is the project part of an overall community, governmental or  
    organizational plan? 
Are the applicant resources sufficient to successfully accomplish the 
    project as proposed? 
 

6. Innovative Methodology (10 Points) 
Does the project involve the application or development of new preservation 
    methods, tools or technologies which have potential for broad applications 
    beyond the specific project? 
Can the results be used as a model for other CLGs? 

 
7. Budget and Cost Effectiveness (10 points) 

Is the budget consistent with the planned objectives? 
Are the costs reasonable compared with the products? 
Are costs within allowable categories for funding per federal regulations?  
 
 
 
 
 
 

  
 

                                                          20 



 

REQUEST FOR CERTIFIED LOCAL GOVERNMENT STATUS 
Date:  

To: Edward C. Nichols, State Historic Preservation Officer 
 Colorado Historical Society 
  1300 Broadway 
  Denver CO   80203 
 

From: _________________________________________________ 
 (Chief Elected Official of the Local Government) 
 
In accordance with the National Historic Preservation Act of 1966, as amended, and 
“Procedures for the Certification of Local Governments in Colorado,” I hereby request 
Certified Local Government Status for the:  
 
  
 
(Town, City, or County of   ) 
 
Enclosed are: 
 
_____ 1. A copy of the local historic preservation or landmarks ordinance or resolution, 
  including any amendments. 
 
_____ 2. A copy of the standards, criteria and procedures used for the review of  
  alterations, demolition and new construction affecting historic properties. 
 
_____ 3. A listing of building, sites, structures and districts, including addresses,  
  designated under the local ordinance. 
 
_____ 4. A list of the members of the historic preservation commission with  
  qualifications of all commission members. 
 
_____ 5. A copy of the local preservation plan, if extant, or a statement describing the  
  local preservation plan. 
 
_____ 6. A sample copy of the minutes of a commission meeting. 
 
_____ 7. A sample notice of a public meeting of the commission. 

 
_____ 8. A sample notice to an applicant of the decision of the commission. 
 
_____ 9. A description of any other delegated responsibilities which the local 
  government wishes to assume. 
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The requirements for certification of local governments, as described in Section  III of 
"Procedures for the certification of Local Governments in Colorado" are 

 
 currently fulfilled by  . 
 
(City, Town or County of   ) 
 
(OR, with the exception(s) as described below.  Indicate the appropriate item and provide the 
requested information if there are exceptions to the requirements.) 
 
 
1. The historic preservation commission does not include professional member(s) from 
 the disciplines of: 
  
   
 
   
 
However, a reasonable effort to appoint such member(s) was made as follows (include a brief 
statement describing the efforts to appoint such professionals): 
 
 
 
 
 
 
 
 
 
 
 
In the absence of such professionals on the commission, the local commission proposes to 
obtain such professional expertise, when required, as follows (include a brief statement 
describing the proposal): 
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2. Other exceptions to the requirements of Section III include (briefly explain the  
 exceptions and describe plans to fulfill the requirements): 
 
 
 
 
3. Description of other delegated responsibilities the local government wishes to  
 assume: 
 
 
 
 
4. Name and address of CLG representative who will be responsible for carrying out 
  program responsibilities: 
 
Name   
 
Address   
 
  

 
Phone    Fax    E-mail   
 

  
 

I understand that, if certified, a written certification agreement specifying the 
responsibilities of the local government will be required and that the 
  will be eligible to apply for special 

(City, Town or County of ) 
Certified Local Government grants to be used for eligible local historic preservation projects. 
 

 
 
  
Signed, Chief Elected Official 
 
 
Name of CEO  
(type or print)   
 
Date:   
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MODEL LOCAL GOVERNMENT CERTIFICATION AGREEMENT 
 

Pursuant to the provisions of the National Historic Preservation Act, as amended, to applicable 
federal regulations (36 CFR 61), and to the "Process for Certification of Local Governments in 
Colorado," the ________________ of ______________________________________________ 
[insert the proper name of the local government] agrees to: 
 
(1) Enforce appropriate legislation for the designation and protection of historic properties,  
 including, but not limited to CRS 24-65.1-101 et seq.; CRS 29-20-101 et seq.; and CRS 30-11- 
 107 (1) (bb). 
 
(2) Maintain an adequate and qualified historic preservation review commission composed of  
 professional and lay members pursuant to the "Requirements for Certification of Local  
 Governments in Colorado."  
 
(3) Maintain a system for the survey and inventory of historic properties pursuant to the  
 "Requirements for Certification of Local Governments in Colorado." 
 
(4) Provide for adequate public participation in the historic preservation program, including the  
 process of  recommending properties to the National Register. 
 
(5) Adhere to all Federal requirements for the Certified Local Government Program. 
 
(6)  Adhere to requirements outlined in the Colorado Certified Local Government Handbook issued  
 by the State Historic Preservation Office. 
 
Upon its designation as a Certified Local Government, the ________ of ______________________ 
[enter the local government name] shall be eligible for all rights and privileges of a Certified Local 
Government (CLG) specified in the National Historic Preservation Act, Federal procedures, and 
procedures of Colorado.  These rights include eligibility to apply for available CLG grant funds in 
competition only with other certified local governments. 
 
 
STATE:       LOCAL GOVERNMENT: 
 
    
             SHPO or Designee       Chief Elected Local Official 
 
 
Edward C. Nichols, SHPO            
         Typed Name and Title                                  Typed Name and Title 
 
    
 Date Date 

 
 

 



 

 
 
 
 
 
 
 
 
 
 

The activity that is the subject of this material has been financed in part with Federal funds 
from the National Historic Preservation Act, administered by the National Park Service, 
U.S. Department of the Interior and for the Colorado Historical Society.  However, the 
contents and opinions do not necessarily reflect the views or policies of the commercial 
products constitute an endorsement or recommendation by the Department of the Interior or 
the Society. 

 
This program receives Federal funds from the National Park service; Regulations of the 
U.S. Department of the Interior strictly prohibit unlawful discrimination in departmental 
Federally assisted programs on the basis of race, color, national origin, age or handicap.  
Any person who believes he or she has been discriminated against in any program activity, 
or facility operated by a recipient of Federal assistance should write to: Director Equal 
Opportunity Program, U.S. Department of the Interior, National Park Service, 1849 C 
Street, Washington, D.C. 20240. 
 
 
 
 

 



67Agenda

Community Revitalization Partnership
Community Meetings

November 1, 2010
Date/Time  Agenda – Attending Location (Name & 

Address)
Nov 1 Westminster Hall

135 East 4th St.
Delta CO

10:00 AM
12:00PM

Orientation/Tour  - Presentation on history of 
town and current state of affairs.

Delta City Manager, City Planner

12:00  PM-
1:00   PM

Working Lunch with Staff, Commissioners, 
Trustees, 

Town Staff-Dept Heads/Planning Commission, 
Trustees, County Commissioners 

Westminster Hall

 1:15  PM-
2:00

Focus Group Meeting 1 (45 Min)
Town & County

Town Staff/Trustees, County Commissioners, 
Planning Commission Members, County and 
Municipal Planning Department,  

Westminster Hall

 2:00  PM-
3:00 PM

Focus Group Meeting 2 
Service Providers

 Library District, Trails Group, Fire Protection 
District, Recreation District, 
Civic/non profit organizations
Forest Service, BLM, CO State Parks
Tourism Council, DCED

Westminster Hall

3:00 PM- 
4:00 PM

 Focus Group Meeting 3 
 Health Care

Hospital Board, Physicians, OT/PT Providers, 
Home Health Care Providers, Long term Care 
Providers, Durable Medical Equip Providers, 
Hospice Care Providers

Westminster Hall

 4:00PM 
-5:30PM Break /Walk Around (90 min)

5:30PM-
6:30PM

Focus Group Meeting 4 
Business Group

Chamber of Commerce, Business Owners, 
Commercial Property Owners

Westminster Hall

  6:30PM-
7:30PM

Focus Group 5 –General Public Residents, community members at large 
including members of non-profit organizations 
unable to attend daytime meetings

Westminster Hall

November 2, 2010
Tuesday

Reception/ Presentation of Proposed Plan

5:00 pm

Westminster Hall
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