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INTRODUCTION 
 

On April 18-20, 2012, Todd Barman, senior program officer with the National Trust Main Street 
Center, conducted an Economic Restructuring Technical Assistance Visit for the Hopewell Downtown 
Partnership (HDP). The service was designed to provide HDP with specific direction on how to be a more 
effective economic development organization and how to develop their dream marketplace. The 
schedule was as follows: 
 
April 18 
4:00 p.m. – 8:00 p.m. Barman toured downtown Hopewell, the surrounding community, and 

neighboring downtown Petersburg with HDP’s staff and Bud Yerly, HDP board 
member. The group later met with Mayor Bailey to discuss priorities and desired 
outcomes for the visit 

 
April 19 
7:00 a.m. – 9:00 a.m. Barman met with HDP’s Economic Restructuring Committee to discuss priorities 

and desired outcomes for the visit and to facilitate a market position discussion 
(downtown’s best product/service, best customer) 

9:15 a.m. – 10:00 a.m. Barman met with downtown Hopewell business owners 
10:15 a.m. – 11:45 a.m. Barman explored more of downtown Hopewell 
12:00 p.m. – 2:00 p.m. Barman facilitated and informal Q&A with a cross section of local/regional 

economic development players 
2:30 – 5:30 p.m. Barman facilitated a downtown clustering/leasing work session with HDP’s 

Economic Restructuring Committee and others interested/involved 
 
April 20 
11:00 a.m. – 1:00 p.m. Barman presentation preliminary observations and recommendations and 

provided an opportunity for feedback 
 

In addition to the crucial input provided by local Hopewell experts during the scheduled 
meetings, Mr. Barman examined background materials provided by HDP, the City of Hopewell and 
available online. This report includes the foundation for a Downtown Hopewell Development Plan. 

Hopewell is encouraged to share this report with its board of directors, committee members, 
partners, and other downtown stakeholders, and to use it to guide future discussions and action 
planning. They are also encouraged to not be overwhelmed and to look at the recommendations as 
good ideas that they are free to implement or not implement, now or in the future, depending on their 
priorities and resources. HDP volunteers know their community best and should adapt the 
recommendations made in this report to best fit their vision and goals. Allow these projects to be 
‘owned’ by the stakeholders/stakeholder groups that support and define the individual projects. The 
prospect of ‘ownership’ will be attractive to many potential volunteers. HDP is the organizer and conduit 
for sustaining downtown revitalization and can help find resources and lend organizational strength to 
projects. 
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ECONOMIC DEVELOPMENT PHILOSOPHY 
 

This service was designed around the National Trust Main Street Center’s reassertion that all of 
Main Street’s Four Points (Design, Promotion, Economic Restructuring, and Organization) play an 
economic development role. The Main Street Four-Point Approach® is an asset-based economic 
development strategy. The assets common to historic commercial districts are heritage assets and 
human assets. Heritage assets encompass both built and cultural history. Human assets encompass both 
entrepreneurs (local/independent owner operators) and an engaged public (locals with a sense-of-
ownership/buy-in). While each Point within the Four-Point Approach ideally makes use of all four assets, 
each Point takes the lead in leveraging one of the four assets. 
 

 Heritage assets 
o Design takes the lead on leveraging built history. 
o Promotion takes the lead on leveraging cultural history. 

 Human assets 
o Economic Restructuring takes the lead on leveraging entrepreneurs. 
o Organization takes the lead on leveraging an engaged public. 

 
In this way, a Main Street program can operate as a nonprofit commercial developer. Private, 

for-profit commercial developers often structure their operations around four development tasks; 
property development/management, marketing, leasing, and human/financial resource management. 
Here again, while each Point within the Four-Point Approach ideally assists with all four development 
tasks, each Point takes the lead on one of the four tasks. 
 

 Design takes the lead on property development and management; 

 Promotion takes the lead on marketing; 

 Economic Restructuring takes the lead on leasing; and 

 Organization takes the lead on human and financial resource management. 
 

A Main Street program is a grassroots, volunteer-driven nonprofit business. Its volunteers are 
mobilized through committees or teams that reflect the Main Street Four-Point Approach®. For 
successful asset-based economic development, each committee or team must embrace its development 
role. 
 

 The design committee or team must take the lead on developing space by leveraging built 
history and other related local assets; 

 The promotion committee or team must take the lead on developing markets by leveraging 
cultural history and other related local assets; 

 The economic restructuring committee or team must take the lead on developing businesses by 
leveraging entrepreneurs and other related local assets; and 

 The organization committee or team must take the lead on developing partners by leveraging 
an engaged public and other related local assets. 

 
The focus on entrepreneurs rather than business owners is intentional. Entrepreneurs by 

definition are never satisfied and forever working on their business (tinkerers). Business owners may be 
satisfied simply working in their business Monday-Friday from 9-5 or less. To be successful in an ever-
changing market, historic commercial districts need more entrepreneurs. It takes a concrete and 
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compelling vision of a fully functioning future downtown marketplace (see Downtown Development 
Plan Philosophy below) to attract the entrepreneurs and investors who will eventually realize that 
vision. 

The recommendations that follow reflect this Economic Development Philosophy. In other 
words, the recommendations are intended to help HDP and each committee embrace and fulfill their 
development role. That said, it is understood that Virginia Main Street prefers a broader community 
development approach over a more narrowly focused economic development approach. The reader is 
welcome to expand their own philosophy and strategies to encompass asset-based community 
development and to operate as a nonprofit community developer. 

 
 

DOWNTOWN DEVELOPMENT PLAN PHILOSOPHY 
 
The Downtown Development Plan Philosophy picks up where the Economic Development Philosophy 
leaves off; with the concrete and compelling vision of a fully functioning future downtown marketplace. 
Successful private, for-profit commercial developers attract investors and tenants by helping them see a 
vision of themselves making money as part of a successful place. That vision is founded on: 

 A sound market position and marketing plan;  

 Well-developed and managed leasable space; and 

 A well-designed clustering/leasing plan. 
It also helps if the private, for-profit commercial development company is a credible, trusted, 

and well-run business. Similarly, a Main Street program can be a credible, trusted, and well-run 
nonprofit business operating as a commercial developer, and can attract entrepreneurs and investors by 
understanding how its own marketplace functions and proactively designing its own dream 
marketplace. 

Successful private, for-profit commercial developers define a market to go after, and use 
numbers (e.g. demographics) to inform their decision-making. They position their developments within 
regional and local markets and do targeted market research to gauge if there are enough of the right 
customers available to support the amount of leasable space. They don’t do business-specific market 
research; leaving each potential business tenant and investor to run his or her own numbers to inform 
their own decision-making. Similarly, a Main Street program should use numbers to inform its decision-
making and shape how they: 

 Develop space (design); 

 Develop markets (promotion); 

 Develop businesses (economic restructuring); and  

 Develop partners (organization)  
Main Street programs can use the numbers along with local experience and a little gut intuition 

to settle on a market position — a commercial district specialization or niche based on a primary 
consumer segment served and/or a primary set of goods and services offered (what the district is best at 
selling and to whom). The goal is to differentiate; to be memorable and remarkable so consumers 
consistently choose your commercial district over the competition. 

Successful private, for-profit commercial developers develop their space to visually 
communicate a brand message and to encourage exploration. They attempt, through science and art, to 
script people’s movement into and through their development to their advantage; script the “theater” 
of their space. Think about a mall, for example. Its floor plan includes commercial spaces on the edge of 
the development that serve as points-of-entry and accommodate anchor businesses. Parking is 
concentrated near those points-of-entry. The majority of interior commercial spaces (called inline 
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spaces) are arranged between those anchor spaces. The goal is for potential customers to find (or, 
really, be exposed to) as many businesses as possible through a sequence of storefronts that is 
interesting and uninterrupted. Research shows that breaks in the sequence will cause a person to lose 
interest, stop, and turn around. People won’t find businesses beyond that point so won’t shop those 
businesses. Therefore inline storefronts are designed to be narrow, frequent, with proximity to and lots 
of visibility from the pedestrian traffic flow (just like the way historic commercial districts originally 
developed). 

Likewise, Main Street programs need to develop space that stimulates strolling so that 
customers shop the district and not just a single destination business. Single destination shopping misses 
opportunities to share customers and strains on-street parking spaces. With a strong commercial district 
brand and space that stimulates strolling, customers and parking can be shared and parking can work 
well located near the gateways to the district. For downtowns, anchors can be a little further removed 
(e.g. residential units, employers), so proactively designing for multimodal transportation is also key. If I 
can walk or bike between where I live and work, and if that path takes me past downtown storefronts, I 
am a downtown customer waiting to happen. 

Successful private for-profit commercial developers also use science and art to lease their space 
to create not only a critical mass, but an effective combination of businesses to attract the available 
customers. The collective – all of the businesses in the district together – determines commercial district 
success. It’s not just design that makes a storefront interesting (and keeps a person strolling/shopping), 
it’s the business visible through the storefront. 

In today’s global economy, downtowns rarely become strong marketplaces thinking about one 
property at a time, one lease at a time, or one business at a time. Independent and impulsive leasing 
results in weaker marketplaces than cooperative and strategic leasing. The axiom for real estate has 
always been location, location, location. The fact is that locating a business downtown is simply not 
enough; its placement on the street strongly affects its chances of success. Businesses need to be 
clustered and should consider paying more rent to locate closer to complementary businesses. 
Remember, customers are often attracted to a commercial development by an anchor and look for 
parking near that anchor, but will stroll from that anchor all the way to another anchor if they find each 
business and attraction they pass interesting. Part of the challenge is that different consumer segments 
will find different businesses and attractions interesting.  

While Main Street programs won’t likely be able to actively cluster businesses through lease 
management (they don’t own or control the properties), they can indirectly inspire owners to cluster by 
communicating (selling) the downtown development plan. Three-way communication among the Main 
Street Program, property owner, and business owner about the financial benefits of following a 
clustering plan is the key to success. (For more information see http://fyi.uwex.edu/downtown-market-
analysis/putting-your-research-to-work/building-usage/.) 

Finally, successful private, for-profit commercial developers are good at communicating their 
development vision and selling their development proposals to potential reviewers, funders, and 
tenants by using verbal descriptions, architectural renderings, and diagrams or schematics. That is why 
they are able to get approval, attract investors, and lease space even before they break ground. Main 
Street programs need to use similar tools to attain similar results. The downtown development plan 
should communicate a vision for the physical development of the district as well as a strategy for 
leasing; the more specific, the more useful. The leasing plan should include strategies for arranging or 
locating current and future businesses within the mix to positively impact foot traffic and sales. The 
clustering/leasing work session included in the visit was designed as a participatory process involving 
creative brainstorming and hypothetical rearrangement and addition of businesses within the district to 
visually map out or model the ideal business district. 

http://fyi.uwex.edu/downtown-market-analysis/putting-your-research-to-work/building-usage/
http://fyi.uwex.edu/downtown-market-analysis/putting-your-research-to-work/building-usage/
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ABOUT TODD BARMAN 
 

Todd Barman is a senior program officer for the National Trust Main Street Center who has 
more than 20 years of experience in the development field and more than 15 years of firsthand Main 
Street experience. With a background in landscape design and urban planning, Mr. Barman served as 
the assistant state coordinator for the Wisconsin Main Street Program from 1999 until 2006, where he 
provided comprehensive technical assistance in the field of downtown revitalization to Wisconsin’s Main 
Street communities. He has continued that role nationally since 2006. He is a leader at the Center in the 
area of Economic Restructuring, including research and applications in the area of entrepreneurship and 
market position. Mr. Barman coordinated the market analysis technical support service in Wisconsin and 
led efforts to develop the nationally recognized Downtown and Business District Market Analysis 
Toolbox. 
 

MARKET POSITION 
 
As mentioned within the Economic Development Philosophy, HDP’s economic development strategy will 
be based on downtown Hopewell’s unique assets which are many and include: 
 
Built history 

 Downtown Hopewell Historic District – National Register of Historic Places and Virginia 
Landmarks Register 

 Beacon theater – National Register of Historic Places and Virginia Landmarks Register 

 Hopewell Municipal Building – National Register of Historic Places and Virginia Landmarks 
Register 

 Downtown churches 
 
Cultural history 

 River story 

 Civil War story 
o General Ulysses S. Grant’s Union Headquarters at City Point (for 10 months during siege 

of Petersburg). Ties to Petersburg National Battlefield (150,000 annual visitors). 

 Industrial era story (DuPont Chemical Company and guncotton story) 

 Pre-Colonial story including Native American story 

 Colonial story (second settlement after Jamestown and the largest continuously occupied 
English speaking settlement in America) 

 Revolutionary War story 

 Ethnic/immigrant heritage (Hopewell is surprisingly diverse culturally) 

 Railroad story 

 Hopewell 100th Anniversary, 2016 

 Traditional events, especially Hooray for Hopewell 
 
Entrepreneurs 

 Downtown Hopewell’s business mix is predominantly independently owned and operated. 
Many of those business owners are clearly entrepreneurial and some of their businesses are 
downtown anchors (more on anchors below). 
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Engaged public 

 This might best be described as a still largely untapped asset. There is an opportunity to improve 
the sense-of-public ownership/buy-in to HDP as an organization and to downtown Hopewell. 
This opportunity for improved ownership/buy-in extends to downtown business and property 
owners as well. 

 Hopewell does have a track record of strong civic clubs and an umbrella community foundation 
501 (c)(3) was in the works at the time of the visit. 

 
Other assets 

 The Appomattox (designated scenic river) and James Rivers. “The confluence of the James and 
Appomattox Rivers at Hopewell serves as a gateway to the Lower Appomattox River Trail 
Greenway and Blueway, which traverses over 400 acres in six localities. This trail is currently 
under development and will be a 22-mile linkage of all recreational, cultural and natural 
features, and historic sites on both sides of the Appomattox River between Lake Chesdin in 
Dinwiddie County and City Point in Hopewell.” (CEDS Report 2009) See also Friends of the Lower 
Appomattox River, www.folar-va.org.  

o Proposed Regional Trails and Natural Resources Education Center (see 
www.craterpdc.org/environment/regional_trails.htm)  

 John Randolph Hospital 

 City Point Open Air Museum 

 Fort Lee (7-8 miles from downtown Hopewell) 

 Rolls-Royce Campus (6-7 miles from downtown Hopewell) 
 
Recommendation: HDP volunteers and future staff need to define the market that downtown 
Hopewell will go after; proactively, confidently, and aggressively. Don’t settle for downtown 
Hopewell’s existing trade area; current and future downtown businesses may not be able to survive, let 
alone thrive, on that market alone. Hyett Palma, Inc. presents the opinion that downtown Hopewell’s 
primary customer segment is local residents within an approximate 15 minute drive time or 
approximate 8 mile drive distance (see Downtown Hopewell Vision Supplementary Documents page 7). 
Garet S. Prior, a masters student writing a Downtown Development and Revitalization Plan for the City 
of Hopewell as part of a Studio II course, presents the opinion that the primary trade area is a drive time 
of 5 minutes and the secondary trade area is a drive time of 16 minutes. The industry standard trade 
area for shopping centers, which downtown Hopewell should strive to be, is a 30 minute drive time. 
Downtown Hopewell clearly does not draw all local residents within any of these proposed trade areas 
equally (e.g. they reportedly don’t draw military families well). 

There are two aspects to the local market; the collective marketplace of the commercial district 
as a whole and the unique market of any particular business. To illustrate the difference, every business 
within a commercial district is going to have a unique trade area from which it targets and draws the 
majority of its customers. Convenience businesses may target and draw almost exclusively from the 
neighborhood while destination businesses may target and draw from a large region. Their individual 
trade areas will be impacted by the location of their nearest and strongest competition as well as their 
marketing strategies. To further illustrate, two businesses drawing from the same geographic trade area 
may be targeting and attracting completely different customers from within that area. Like for an 
individual business, downtown Hopewell’s targeted trade area will be impacted by the location of your 
nearest and strongest competition as well as your marketing strategies. 

Downtown Hopewell’s dream marketplace has the potential to capture a higher percentage of 
potential customers from a larger trade area. Attracting customers from a larger geographic area (e.g. 

http://www.folar-va.org/
http://www.craterpdc.org/environment/regional_trails.htm
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day trippers from Petersburg, Richmond, etc. or regional visitors initially attracted by Petersburg 
National Battlefield and General Ulysses S. Grant’s Union Headquarters at City Point) will only be 
possible if downtown Hopewell collectively can achieve the right combination and critical mass of 
businesses. The right combination and critical mass of businesses will also be necessary to draw more 
local residents; much of whose spending is currently not taking place in downtown, but elsewhere in 
Hopewell or outside the community. 
 
Recommendation: HDP staff and volunteers need to shop downtown Hopewell’s primary competition. 
A commercial district’s position within the market can only be understood relative to its competition. 
When shopping the competition, make note of what they are best at selling and to whom and their 
competitive advantage; in other words, judge their market position. During the Economic Restructuring 
Technical Assistance Visit and through a review of planning documents and websites, downtown 
Hopewell’s competition was identified as follows (in no particular order): 

 Downtown (Old Towne) Petersburg www.oldtownepetersburg.com (~10 miles away) – Appears 
to specialize in antiques, gifts, arts, restaurants and entertainment. “Take a stroll around our 
shopping/dining loop, stretch your legs on the Appomattox River Trail, find a unique gift, explore 
our antiques stores, savor a meal, or enjoy one of the music venues. Historic buildings and 
gorgeous architecture in our renovated Old Towne area create the perfect backdrop for regular 
festivals including Friday for the Arts! (held 6-10 pm on the 2nd Friday of each month), the Fall 
Family Festival (in Oct) and other events.” 

 Southpark Mall in Colonial Heights www.southparkmall.com (~10 miles away) – Anchor tenants 
include Sears, JCPenney, GNC, and The Children's Place. 

 Bermuda Crossroads and Breckenridge, Chester, VA (~9 miles away). Mentioned during the 
Economic Restructuring technical assistance visit especially for restaurants (e.g. lunch for 
downtown workers). Neither has a collective brand. Bermuda Crossroads is anchored by Food 
Lion, Office Max, Aaron’s, Home Depot, and Dollar General. Breckenridge is anchored by Kroger, 
Kohl’s and Kmart. 

 Richmond’s many commercial districts including: 
o Chesterfield Towne Center www.chesterfieldcenter.com (~27 miles away) – Mentioned 

by name during the Economic Restructuring technical assistance visit. “The Family 
Favorite for Shopping and Dining in Richmond.” “Shopping and Dining Experiences with 
a Vibrant Spirit.” “Your favorite specialty shops and department stores, plus cravable 
food and so much more in a classic, indoor shopping experience.” 

o River District (Shockoe Slip and Shockoe Bottom) 
http://richmondriverdistrict.com/index.html (~22 miles away) – Of special interest due 
to shared positional elements of history and river. “Find everything from children's 
books to handmade jewelry to international home furnishings in the River District.” 

o Fairfield Commons Mall http://myfairfieldcommons.com (~20-25 miles away) – Of 
special interest due to shared positional elements of tradition and community 
activities/events. “Fairfield Commons Mall offers a neighborhood shopping 
environment. With over 32 specialty stores including Peebles Department Store and 
Maxway. Fairfield Commons has brand names, quality cosmetics, clothing and 
everything for your home and family. The specialty shops at Fairfield Commons give you 
a relaxing intimate shopping experience with old fashioned personal service. Fairfield 
Commons is your community Mall and a shopping tradition for over 40 years. The mall 
hosts community activities and events year round.” 

http://www.oldtownepetersburg.com/
http://www.southparkmall.com/
http://www.chesterfieldcenter.com/About
http://richmondriverdistrict.com/index.html
http://myfairfieldcommons.com/
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o Carytown “A Mile of Style” www.carytownrva.com (~25 miles): Of special interest due to 
shared positional elements of history, independently owned businesses, and 
festivals/events. “With hundreds of locally owned shops, boutiques, restaurants and 
specialty stores, there's something for everyone in Carytown… The whole family is 
welcome to the many Carytown festivals and events. In fact, Carytown hosts some of 
the largest festivals in the state! From the Watermelon Festival to the Food & Wine 
Festival "A Taste of Carytown", Carytown has an event for you.” 

 Elsewhere in Hopewell: 
o Cavalier Square – No collective brand. Anchor tenants include Roses, Peebles 

Department stores, and Save A Lot Food Center. K&L Barbecue Restaurant is a strong 
draw in the community. Rite-Aid. 

o Colonial Corner – No collective brand. Tenants include El-Nopal Mexican Restaurant. 
o Lee Plaza Shopping Center/The Crossings – No collective brand. Anchor tenants include 

Farmers Food Grocery, USA Discounters. Also Dollar Tree, Dragon Express, Mark & Jay's 
Clothing, McDonald's, Papa John's Pizza, Shear Images, Shoney's, Starbucks, Subway, 
Thompson Audio Inc, Total Exchange Hair Design, Taco Bell. 

 River town competition – Petersburg, Richmond, Smithfield, Kings Mill 
Even this incomplete list would be tough competition if downtown Hopewell were competing 

head to head with all these commercial districts. The good news for HDP is that comparing downtown 
Hopewell with these commercial districts is really comparing an apple to a bunch of oranges. The bad 
news is that while downtown Hopewell isn’t and shouldn’t be competing head to head with most of 
these districts, these districts are attracting a high percentage of consumer expenditures within 
downtown Hopewell’s current and potential trade area. HDP will need to refine the list of downtown 
Hopewell’s apples to apples competition, and what commercial districts are defined as competition may 
vary depending on the target customer. For example, if downtown Hopewell decided to target 
daytrippers from Richmond, downtown Petersburg would appear to be apples to apples competition 
and downtown Hopewell would need to be distinct from and attractive relative to that competition. 
Refining the list of downtown Hopewell’s competitors will also be easier after drafting a market position 
statement (see below). The fact is, no matter how strong downtown Hopewell becomes, local residents 
will still choose to take shopping trips to Southpark Mall and other local and regional shopping centers 
featuring chains and franchises because what they offer is distinct and desirable. Downtown Hopewell 
just needs to be equally distinct and desirable so they can capture a higher and healthier share of 
shopping trips and expenditures. 
 
Recommendation: HDP staff and volunteers need to define Downtown Hopewell’s market position. At 
the time of the Economic Restructuring Technical Assistance Visit, downtown’s market position had yet 
to be defined. As explained with the Downtown Development Plan Philosophy above, market position is 
a commercial district specialization or niche based on a primary consumer segment served and/or a 
primary set of goods and services offered; what the district is best at selling and to whom. It used to be 
that if you had a business it was downtown and if you needed or wanted to do business, including to 
shop, you went downtown. Back in its heyday, downtown could probably be all things to everyone, but 
not today. 

Downtown Hopewell’s working market position (which can change over time) must represent 
reality so that downtown lives up to expectations; expectations shaped by efforts of the Economic 
Restructuring Committee (with help from the Promotion, Design, and Organization Committees) based 
on that market position. In other words, they will want to be able to deliver what they promise as 
relates to downtown Hopewell’s market strengths. Over time, and with the strategic efforts of HDP 

http://www.carytownrva.com/
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(developing businesses, partners, space, and markets), the reality of the market position statement will 
move closer to the ideal of a vision statement. 

Downtown Hopewell’s commercial identity in the 90’s was antiques. Downtown Hopewell’s 
current commercial identity is strongly tied to professional services due in no small part to City Hall and 
the County Courthouse (although there are many other businesses within this niche including 3 banks, 1 
credit union, the US Post Office, and many attorney’s offices). Health care may not be too far behind 
with John Randolph Hospital and many clinics. Based on the fact that downtown Hopewell is best at 
selling professional services, downtown’s Hopewell’s primary customers are likely to be residents of the 
City of Hopewell; with residents of Prince George County a secondary customer base. However, this is 
arguably too broad since it doesn’t segment those residents. 

Weighing all the currently available market information, downtown Hopewell’s primary goods 
and services (what they are and can be best at selling) could arguably be defined in order of strength as 
1) professional services; 2) healthcare services – physical, mental, environmental; 3) entertainment – 
potential to grow with Beacon; 4) “new age river town experience;” and 5) antiques – on the decline 
with tough completion from downtown/Old Towne Petersburg and changes in the antique market. All 
five of these niches represent reality, but all five can be strengthened (with antiques the most difficult). 
Downtown Hopewell’s primary consumer segment served (to whom they are best at selling) is the most 
unclear, but could arguably be defined in order of strength as 1) City of Hopewell residents – general; 2) 
Prince George County residents – general; 3) visitors of Petersburg National Battlefield; 4) residents 
greater than 15 minutes but less than 30 minutes away; 5) downtown workers – small but proximate 
with potential to grow; 6) downtown residents – small but proximate with potential to grow; 7) river 
users – maybe the most intriguing; and 8) employees of local big businesses – Fort Lee and Rolls-Royce 
Campus in particular. As mentioned above, more segmentation is necessary for City of Hopewell 
residents. However, Hopewell needs a place for all residents to come together as a community and that 
place should be downtown. These eight segments together represent the market that downtown 
Hopewell could go after; proactively, confidently, and aggressively. Based on these assumptions, the 
following DRAFT market position statement for downtown Hopewell is offered:  
 

Downtown Hopewell primarily offers professional and health care services to Hopewell and 
Prince George County residents. Downtown Hopewell increasingly (secondarily) offers 
entertainment and a new age river town experience to visitors to Petersburg National Battlefield 
(via City Point) and residents of Petersburg and the Richmond metro area that are less than 30 
minutes away. Downtown Hopewell is also increasingly offering places and opportunities for 
community gathering to Hopewell residents, anchored by the library. Downtown Hopewell has 
begun developing the entertainment and new age river town experience niches that will make it 
attractive to regional river users. 

 
 

PLANS REVIEWED 
 
Economic restructuring technical assistance for HDP must build upon the many preceding local and 
regional planning efforts. These plans are assets, but also challenges. Each represents a financial and 
emotional investment by the community and/or the region and each contains valuable perspectives and 
ideas (that is the asset). However, not all the downtown Hopewell ideas are still relevant or advisable 
due to changes in context, markets, or development philosophies and not all the regional ideas are 
translated all the way to downtown Hopewell (that is the challenge). In particular, it was judged 
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necessary to review and comment on these plans relative to the Economic Development and Downtown 
Development Plan Philosophies included earlier in this report. 
 
Downtown Hopewell Vision (Master Plan) including Supplementary Documents 
This was arguably the most crucial plan to review. In fact, a review was requested by HDP. Comments 
are provided here section by section. 

 The Concept Plan 
o Broadway. This concept is consistent with both the Economic Development and 

Downtown Development Plan Philosophies underlying the recommendations in this 
report. 

o Randolph Road. This concept is also consistent with both the Economic Development 
and Downtown Development Plan Philosophies underlying the recommendations in this 
report. 

o Arts District. While the Beacon lends itself to the idea of an Arts District, the concept of 
an arts district in downtown Hopewell is not strongly supported by existing assets. 

o Patrick Copeland Site. This concept is NOT consistent with the Economic Development 
Philosophy underlying the recommendations in this report primarily because the 
concept includes replacing the existing building. Unfortunately removal of the building 
has already occurred. Furthermore, the scale/scope of the infill conceptualized for this 
site may be too “cosmopolitan” for Hopewell. 

o New Housing. This concept is consistent with both the Economic Development and 
Downtown Development Plan Philosophies underlying the recommendations in this 
report. Unfortunately, the Food Lion site was used for a new human service agency 
building. 

o Civic Center. This concept is consistent with both the Economic Development and 
Downtown Development Plan Philosophies underlying the recommendations in this 
report. Concentration of city government operations around the existing municipal 
building is encouraged. 

o Entries and Edges. This concept is consistent with both the Economic Development and 
Downtown Development Plan Philosophies underlying the recommendations in this 
report. Although, buffering downtown from the railroad runs counter to embracing the 
railroad as an historical asset.  

o Concept Plan (map). Municipal District and Offices/Services District delineations are 
consistent with the Downtown Development Plan Philosophy underlying the 
recommendations in this report. 

o Illustrative Plan (map). A state of the art library has been built where proposed. Infill 
recommendations to strengthen the streetwall are consistent with the Downtown 
Development Plan Philosophy underlying the recommendations in this report. 

 Retail and Restaurant actions (found on page 7-8). All these actions would benefit downtown 
Hopewell today. However, it should be noted that HDP cannot simply designate a festival as a 
signature event (action 9); it either is or it isn’t. A signature event is a primary branding event. If 
HDP doesn’t have a primary branding event, an existing event will either need to be 
repositioned or a new event will need to be created. Before that can be done, HDP needs to 
brand downtown (see below) 

 Office actions (found on page 9). All these actions would benefit downtown Hopewell today. 
However, broad “replacement of existing commercially used residential buildings with 
commercial structures” (action 6) is not recommended here. Some of those residential buildings 
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could be returned to residential use with commercial tenants concentrated in the downtown 
core. 

 Residential actions (found on page 10). All these actions would benefit downtown Hopewell 
today. 

 Cultural, Entertainment and Hospitality actions (found on page 11-12). All these actions would 
benefit downtown Hopewell today. However, while the Beacon lends itself to the idea of an Arts 
District, the concept of an arts district in downtown Hopewell is not strongly supported by 
existing assets. Entertainment and community gathering may be a better way to position the 
Beacon. 

 Government Facilities actions (found on page 13). . All these actions would benefit downtown 
Hopewell today. A new library has been built as well as a new human service agency building 
which affects some of the details of those actions. 

 Parking actions (found on page 14). All these actions would benefit downtown Hopewell today. 
Having parking in the right places should be stressed. Note that the parking locations found in 
the Map Illustration attached to this report do not match the parking locations in the Downtown 
Master Plan Illustrative Plan. 

 Parking and Pedestrian Circulation actions (found on page 16). All these actions would benefit 
downtown Hopewell today. 

 Streetscape, Plazas and Open Space actions (found on page 17). These actions are probably the 
most impacted by developments that have already occurred and developments that likely won’t 
occur. See the Map Illustration attached to this report for alternative actions. 

 Signs and Banners actions (found on page 19-20). All these actions would benefit downtown 
Hopewell today. However, wayfinding should extend to all parts of the City. See 
recommendation below. 

 Entries/Gateways/Edges actions (found on page 21). All these actions would benefit downtown 
Hopewell today. 

 Land Use and Zoning actions (found on page 22-25). These actions were not reviewed in detail 
because revising/updating the City of Hopewell’s 2001 Comprehensive Land Use Plan is complex 
and beyond the scope of this service. It is recommended that the City of Hopewell explore the 
potential for form-based codes in that revision/update. Form-based codes are downtown 
friendly, so long as they are accompanied with protection of historic buildings. 

 Urban Design Guidelines. These guidelines are largely consistent with the Downtown 
Development Plan Philosophy underlying the recommendations in this report. It is worth noting 
that building rhythm, while certainly important to architectural composition, may be more 
important to downtown Hopewell for its impact on the sequence of storefronts. While a large 
building might fit the rhythm of the streetscape if it is a multiple of the 25 foot lot width, it will 
not fit the rhythm of streetwall unless that building is broken up into 25 foot storefronts. A large 
building without smaller storefronts will serve as an interruption to strolling/shopping. 

 
The City of Hopewell Comprehensive Wayfinding System Schematic Design, November 19, 2004 
To the knowledge of this consultant, this comprehensive wayfinding system has not been installed. At 
the time of the visit, the City of Hopewell planned to use $30,000 in Community Development Block 
Grant (CDBG) funding to purchase banners for a seasonal program and install a welcome to “Historic 
Downtown Hopewell” sign. The design of the welcome sign had not been completely settled. The City of 
Hopewell needs a Comprehensive Wayfinding System, and this Schematic Design appears to be well 
conceived and installation of the entire system should be the goal. However, wayfinding goes beyond 
signage. See Wayfinding attachment.  
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Riverfront Plan, 2010 
The concept of a Riverwalk and the Riverfront Principles and Recommendations presented in this plan 
are consistent with both the Economic Development and Downtown Development Plan Philosophies 
underlying the recommendations in this report. The location of the Riverwalk Trail proposed in this plan 
is considered in the Map Illustration provided as an attachment.  
Neighborhood Redevelopment Plan by Hill Studio, PC K.W. Poore and Assoc., 2006 
This plan, particularly the Overall Concept Plan/Appomattox River Waterfront Master Plan was 
considered in the Map Illustration provided as an attachment; especially the area around John Randolph 
Hospital. 
 
Hopewell City Council Vision, July 14, 2009 
This vision was taken to heart when developing these recommendations. In particular, “…Visit our 
downtown and the surrounding neighborhoods that represent our early industrial history…Our City is a 
destination point where you can enjoy a small town, friendly atmosphere, fine dining, shopping, 
entertainment, recreation activities, and boating opportunities…A healthy environment and healthy 
physical activity are the product of the community’s careful stewardship of its rivers as well as its 
community and are visible expressions of our unique character…Our housing is affordable and energy 
efficient. Your professional and empty nester have ample choices from smaller, easily managed homes 
and yards to maintenance-free townhouses and apartments set in our downtown and neighborhood 
community.” 
 
Crater Planning District Commission Comprehensive Regional Heritage Tourism Strategic Planning 
Project, June, 2005 (Executive Summary in particular) 
The following are worth references and comments: 

 “Also, desired lodging and other amenities are not necessarily found in the same jurisdiction 
where the major attractions are located. No one jurisdiction has enough quality and quantity of 
lodging, attractions, dining and shopping to stand on its own. A combination of the jurisdictions 
is required to achieve the necessary balance of attractions and amenities.” (page 1.3, Tourism 
Product Inventory Report) This statement is true for downtown Hopewell. At present, downtown 
Hopewell is dependent on its regional heritage tourism partners. However, this statement also 
serves as a goal. Downtown Hopewell should strive for a critical mass of lodging, attractions, 
dining and shopping in order to be able to stand more on its own. 

 “Overall, the team found that there is a great need for visitor orientation and facilitation upon 
arrival in the area. There is little information available that ‘connects the dots’ among all 
attractions, lodging, dining, shopping, etc. Overall, there is little ‘sense of place’ for the region. 
The result is that the visitor typically finds that this region has a few major attractions, and then 
a scattering of amenities, with nothing that creates an overall image. It is difficult to find one’s 
way around the region. Also, all attractions are listed and promoted equally, which can cause 
great visitor frustration when attractions are not open as expected, or interpretation is weak. 
The region is very fortunate to have major interstates and feeder routes delivering a consistent 
volume of potential visitors. Thus, RTM finds that there is a substantial volume of potential 
visitors, and what is missing is the ‘packaging’ of the existing products and strategic 
development of additional products that will allow for greater visitor satisfaction and spending.” 
(page 1.3 Reconnaissance and Mystery Shopping Report) HDP should take this to heart and 
begin scripting and packaging visitor experiences that include downtown Hopewell. 

 Recommended Name of the Primary Marketing Region: “Petersburg Area.” Recommended Tag 
Line: “Where the Appomattox and the James Rivers meet to form the best of American History. 
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In the Petersburg Area you’ll find an amazing story of American history.” Recommended Detail: 
“From ancient times to the modern era this is the story of rivers, roads and railroads, Pre-
Colonial heritage, Revolutionary War, Native Americans, Civil War, Spanish conquerors, WWII, 
agriculture and farms, the famous Virginia peanuts and more. Come see where American history 
happened!” (page 1.7 Strategic Direction 2) While Petersburg garners the name, downtown 
Hopewell is more closely positioned to where the Appomattox and James River meet. It is in 
downtown Hopewell’s interest to proactively connect its story to these regional stories. 

o “We must ‘connect the dots’ and tell the overall story. This turns the entire region into 
one well-interpreted story and destination. Currently, it is too disjointed. One must 
treasure hunt without an effective map or guidebook to find the entire story in the 
region. No materials currently available explain what the agricultural heritage has to do 
with the Civil War. Or, what the Spanish have to do with the Revolutionary War. This is a 
great story waiting to be told.” HDP should participate in the effort to connect the dots 
to position downtown Hopewell favorably and prominently in maps and guidebooks. 

 Front Line Hospitality Training (page 1.11 Strategic Direction 13) HDP should participate in the 
development and delivery of any hospitality training program and get downtown’s front line 
employees to that training. 

 Priority Product Development (page 1.12 Strategic Direction 14) 
o “B. Development of downtown Hopewell: Hopewell’s development plans for its riverfront 

downtown area offer significant potential for the entire region. Hopewell has a good 
core of historic product, a Petersburg National battlefield site and the potential to be the 
regions only downtown with deep water access. When completed, this area will be one 
of the top tourist “attractors” in the region.” Good advice for HDP. 

o “G. Unique destination dining: RTM encourages the development of additional niche 
dining. This will help to continue to draw in regional residents and visitors alike. Unique 
food served in a unique setting can become a destination!” Again, good advice for HDP. 

 
Downtown Façade Improvement Program 

 General Program Guidelines 7. “All plans must be approved by the Downtown Design Review 
Committee before work begins.” This approval is appropriate and necessary. However, in order 
to be perceived as objective (versus subjective, arbitrary or capricious), the Downtown Design 
Review Committee (DDRC) really needs more detailed design guidelines than are found in the 
Program Design Parameters; even more detailed than the design guidelines found in Downtown 
Hopewell Vision. A variety of sample design guidelines can be downloaded from the Main Street 
Solution Center (http://www.preservationnation.org/main-street/resources/). 

 Program Design Parameters 1. “Where practical, all building facades shall be restored to their 
original period design.” This is generally a good parameter. However, there are exceptions 
where a quality change to a building façade has become historic in its own right and should be 
retained. 

 Program Design Parameters 2. “… draw from designs of buildings in the downtown area.” This 
parameter should be revised or removed. The end result could be a hodge podge of 
architectural styles if the owner literally took unrelated design elements from other buildings in 
the downtown area and tried to combine them. 

 Program Design Parameters 2. “The DDRC will determine if the proposed design is compatible 
with the building and adjacent properties.” Again, in order to be perceived as objective the 
DDRC really needs more detailed design guidelines than are found in these Program Design 
Parameters. Compatibility needs to be more clearly defined. The goal should not be for every 

http://www.preservationnation.org/main-street/resources/
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building to look similar. More so that every building has a compatible level of quality (materials, 
craftsmanship) and a compatible massing (height, set back). 

 Program Design Parameters 3. “All storefronts shall be designed, constructed and maintained to 
compliment and accept architectural features of the building. All accessories, signs, awnings 
shall likewise harmonize with the overall character of the building.” This is generally a good 
parameter. However, the storefront must also communicate the business’ brand. Signs in 
particular must balance harmony with visibility in order to communicate effectively. Everything 
comes together when a business integrates the asset of its historic building into its business 
concept and brand. This consultant is an advocate for design guidelines that not only set the bar 
for historic design greatness but also set the bar for commercial design greatness. 

 Program Design Parameters 4. “All color schemes shall accent the building as well as harmonize 
with adjacent buildings. Colors should be period specific.” This is not an uncommon parameter. 
However, color guidelines/standards are increasingly debated and legally challenged. Color is 
often an expression of ethnicity and should always be an expression of brand. Color must 
balance harmony and visibility. This consultant personally does not believe in requiring colors to 
be period specific. Downtown Hopewell is not a static museum. It is a dynamic marketplace. 

 
Ordinance No. 2010-07 Adopted May 11, 2010 Article IX Downtown Central Business District B-1 

 F. HEIGHT REGULATIONS: 1. Buildings may be erected up to one hundred twenty five (125) feet 
from grade, except that church spires, belfries, cupolas, chimneys, flues, flag poles, television 
antenna, radio aerials, and equipment penthouses are exempt from the provisions of this 
section. This would certainly be too high for an infill building along Broadway and would not be 
consistent with the Building Height recommendations in the Urban Design Guidelines of the 
Downtown Hopewell Vision. 

 D. SETBACK REGULATIONS: None. A healthy downtown Hopewell is dependent upon zero set 
back. 

 I. ARCHITECTURAL TREATMENT – NEW CONSTRUCTION/DEVELOPMENT GUIDELINES: 
o 1… “New or altered buildings should be generally consistent in height, scale, massing 

(shape) and materials with existing structures in the Downtown. The intent of this is to 
insure functional and visual compatibility, not to specifically encourage imitation of past 
architectural styles.” This is good. 

o 3. “Buildings shall be designed to impart harmonious proportions and to avoid 
monotonous facades or large bulky masses…” This is also good, but not just for 
harmonious proportions, but for good commerce. 

 J. SIGNAGE: 
o 1. Sign Placement.  

 c. Projecting signs shall be located at least ten (10) feet above the sidewalk, 
project no more than three (3) feet from the façade of the building, and shall not 
be placed above the cornice line of the first floor level unless there is a clearance 
of less than ten (10) feet below such cornice line to the sidewalk. Ten (10) feet 
may be unnecessarily high and three (3) feet may be unnecessarily limiting.  

 g. Freestanding signs shall not be permitted in this district. HDP should advocate 
for revision of this restriction since freestanding or sandwich board signs can be 
good for commerce. However, freestanding signs should be covered by design 
guidelines to ensure quality. Some Main Street Programs have advocated for 
allowance of freestanding signs using frames that are provided by the Main 
Street Program. 
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o 3. Quantity of Permanent Signs. 
 a. Signs shall be limited to two (2) total per building and each shall be of a 

different type. No building shall have more than one (1) wall sign on any street 
frontage. This is too limiting and is not consistent with the Urban Design 
Guidelines of the Downtown Hopewell Vision (see Signs, Banners and Awnings 
section, particularly bullet 3) 

o 6. Color. Colors that complement the materials and color scheme of the building, 
including the accent and trim colors, shall be used. While “colors that complement” 
make for a nice artistic composition, colors that contrast may be necessary for 
commercial businesses to stand-out. Don’t require blending-in while trying to avoid 
clashing. 

 
(Housing) Market Study by Development Strategies 
“Mixed-use multi-family development in the downtown area will be a unique product in the city with 
limited availability elsewhere in the market. Such developments with first floor retail space located near 
the new library and Beacon Theater would be especially attractive. New buildings and residents will 
provide a much needed upgrade in the building stock and add street activity to downtown along with 
market support for downtown shops and entertainment…Due to the disappointing sales at Anchor Point 
which featured a high-density building, we believe most future condominium developments should 
feature larger units in structures about to three stories in height. Other condo developments may be 
located in the downtown area and a high rise building would not fit well into the surrounding 
neighborhood.” 
 
Other plans scanned but not reviewed in detail: 

 Draft Cultural Resources Assessment of the City of Hopewell, 2009, Parts 1 and 2 

 Crater Planning District Commission 2009 Comprehensive Economic Development Strategy 

 Crater Planning District Commission Comprehensive Economic Development Strategy for the 
Crater Planning District, 2011 Update 

 Crater Planning District Commission Comprehensive Economic Development Strategy 2010 and 
2011 Annual Reports 

 Crater Planning District Commission Comprehensive Economic Development Strategy Project 
Priority List 2010-2011 

o Note: A Downtown Hopewell Business Incubator Building was identified as priority #18. 

 Draft Downtown Development and Revitalization Plan for the City of Hopewell, Virginia (by 
Garet S. Prior, Studio II: Spring 2012) 

 2007 Virginia Outdoors Plan, Region 19, Crater 

 Appomattox River Corridor Plan Summary, 1999 
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SCOPE OF WORK 
 
PROGRAM 
 
Recommendation: HDP, the whole program and all four committees, needs to be market driven and 
perform targeted market research. Market information has an important role to play within HDP’s 
entire Main Street program. It provides each of the committees with knowledge that guides smart 
decision making. By understanding the market, each committee can act strategically. Therefore, 
targeted market research is a program initiative crossing all committees. 

Targeted market research should become part of your whole organization’s operations. HDP’s 
economic development strategy should be based on downtown Hopewell’s unique heritage and human 
assets. So start by having each HDP committee help research what they are (expanding on the list 
provide above). 

 What are downtown Hopewell’s built history (Design) assets? 

 What are downtown Hopewell’s cultural history (Promotion) assets? 

 What are downtown Hopewell’s entrepreneur (Economic Restructuring) assets? 

 What are downtown Hopewell’s engaged public (Organization) assets? 
Understanding the collective marketplace of the commercial district as a whole is the 

responsibility of the Main Street organization; defining and refining the district’s market position (see 
above). Step-by-Step Market Analysis, soon to be available electronically for free to members of the 
National Trust Main Street Center or the Downtown and Business District Market Analysis Toolbox (also 
free) at http://fyi.uwex.edu/downtown-market-analysis/, both include an overview of how to collect 
market data and analyze it. There have also been many useful articles on this topic in Main Street News 
over the years, many of which are available online at www.mainstreet.org. However, you should be sure 
to first assemble your community’s past market research efforts, including those that were part of larger 
planning efforts (see Plans Reviewed section above). For each, digest and distribute useful knowledge 
such benchmarking of economic conditions, key conclusions, and identified market opportunities (this 
important step may not have been done before). Be sure to acknowledge the strengths and limitations 
of each effort. Being knowledgeable about your downtown or neighborhood district’s market will help 
you strengthen your assets and focus your efforts on revitalization work that enhances your position in 
the regional and local market. 

Secondary data on the demographics and psychographics (buying personality) of customers 
within your targeted trade area can be purchased a la carte from vendors like ESRI 
(www.esri.com/data/find-data.html) and Nielsen Claritas (www.claritas.com/sitereports/demographic-
reports.jsp).  

A good way to keep a finger on the pulse of the local economy is by following the “health-of-
district indicator” businesses. Choose a few businesses that you could argue “as they go, so goes the 
district”; these are often your anchor businesses. They must be willing to share information that can 
indicate the relative health of your district, such as how their sales changed from the same time last year 
and by what percent (given a range), how foot traffic in the district changed, and if they are seeing a 
shift in the makeup of customers. Track trends throughout the community related to property values, 
prevailing rents, space availability, and sales tax revenues. Don’t be discouraged if businesses aren’t 
immediately willing to share the data they collect on their customers. It will help to clarify what 
information (e.g. just zip codes not customer names and addresses) HDP is requesting, and how they as 
business owners would benefit. 

Communicate what you find with local businesses; respecting the confidentiality of your 
sources. But don’t stop there. Teach business owners how to collect and analyze market information on 

http://fyi.uwex.edu/downtown-market-analysis/
http://www.mainstreet.org/
http://www.esri.com/data/find-data.html
http://www.claritas.com/sitereports/demographic-reports.jsp
http://www.claritas.com/sitereports/demographic-reports.jsp
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their own so they can act strategically, too. Your district-wide market research cannot replace business-
specific market research. Understanding the unique market of any particular business is the 
responsibility of each respective business. You really need a detailed understanding of a business’s 
concept and marketing strategies before you are able to understand, research, or test its market 
through targeted research. Through capacity building, you can help existing businesses identify ways to 
sell more products and services to existing customers, respond to market trends, and identify new 
customers and ways to attract them. Downtown Hopewell has a lot to gain simply by having each and 
every business in the downtown more in tune with their market. 

Targeted market research will help business owners understand their competition and sharpen 
their own market position. It will also help them understand the motivation and rationale behind their 
customers’ purchasing decisions so they can better work their business concept to meet those needs. 
Every downtown business should make an ongoing practice of posing and answering questions about 
their own customers and market in order to make more informed decisions; from how to design and 
locate their businesses to which products and/or services to offer. For example, focus groups could help 
a business uncover what product or service features are important to current and potential customers 
right now and why those customers are or aren’t purchasing from them. In the least, businesses should 
maintain a detailed customer database or zip code/area code tally of their customers. 

Being market driven and performing targeted market research shouldn’t stop with defining 
downtown Hopewell’s market position. Each HDP committee can ask questions about the market to 
drive its asset-based economic development work. 

 The Design Committee or Team should ask, “What kind and how much space do we need?” For 
example, before advocating for upper-floor and other downtown housing, answer questions 
about the housing market and housing demand (e.g. the demand for more “urban” housing). 

 The Economic Restructuring Committee or Team should ask, “What kind of businesses do we 
need and how many?” For example, before desperately trying to fill vacancies with any 
business, determine which businesses will strengthen the district’s market position. 

 The Promotion Committee or Team should ask, “What are customer perceptions, preferences, 
and brand awareness?” For example, before developing a new event, answer questions about 
how events appeal to the district’s target market. Do existing events meet demand? Where and 
how is the best way to market to customers? 

 The Organization Committee or Team should ask, “Who else is developing space, businesses, 
and customers and how?” Before trying to partner with everyone, answer questions to 
strategize and prioritize partnerships and make successful pitches to potential sponsors. For an 
example, see the review of the Crater Planning District Commission Comprehensive Regional 
Heritage Tourism Strategic Planning Project, June, 2005 above. For another example, 
strategically partnering with the City of Hopewell and Prince George County on a mutually 
agreeable asset based economic development strategy. Based on this Economic Restructuring 
Technical Assistance Visit, the following strategies would appear to be jointly beneficial. 

o Developing recreational and tourism opportunities particularly as it relates to tourism 
amenities in support of Petersburg National Battlefield visitors 

o Developing river access and river recreation support amenities 
o Developing mixed-use multi-family downtown housing, both condominiums and 

apartments (the housing market may have shifted toward apartments since Market 
Study by Development Strategies was completed) 

HDP should also use targeted market research strategies to define their own market position as 
a nonprofit business. What is HDP best at “selling” and to whom? HDP’s primary customers are not the 
same as downtown Hopewell’s primary customers. 
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These targeted market research strategies are designed to be well within the capabilities of HDP 
volunteers and staff since the goal is to make targeted market research part of operations. The targeted 
market research work load should also be well within the tolerance of staff and volunteers since that 
load is spread between all committees. 
 
SUMMARY OF THIS RECOMMENDATION 

 Research Hopewell’s unique heritage and human assets 

 Assemble Hopewell’s past market research efforts. Digest and distribute useful knowledge. 

 Draft Hopewell’s working market position statement. It can change over time but must 
represent reality so that you deliver what you promise and downtown lives up to expectations. 

 Shop Hopewell’s primary competition. Judge their market position 

 Define Hopewell’s existing trade area 

 Define the market that Hopewell will go after (target trade area) 

 Purchase secondary data 

 Follow the health of “district indicator businesses” 

 Teach business owners how to collect and analyze market information on their own 

 Have each HDP committee ask questions about the market 
 
Recommendation: HDP, the whole program and all four committees, needs to build relationships. 
Form personal relationships with all downtown business and property owners based on communication 
and mutual trust. This may require the establishment of an owner relations team. If this important 
activity isn’t part of a team’s work plan, it won’t get done. Relate to them. Get to know them on a more 
personal level one-to-one with no strings attached (no agenda or ulterior motives). Face to face 
communication is always the best communication. For example, take downtown property and business 
owners to lunch (or breakfast, dinner, etc.) and simply ask them how HDP can help. Property and 
business owners have to trust HDP to take their interests into account as they work to revitalize the 
downtown. Representatives of HDP should be provided business cards and nametags to help 
communicate their affiliation with HDP. This will aid with credibility (more on credibility below) as well 
as insure that the relationship built is with HDP not the individual. 

 Case example: Viroqua Partners (WI) Shepherding Program. The Viroqua Chamber Main Street 
implemented a Shepherding Program to improve their member relations and ensure that they 
have a consistent presence throughout the year at their local businesses. They have 12 board 
members that assume the responsibility for shepherding all of their member businesses. As they 
add a new member, that business is discussed at the following board meeting and one board 
member will add them to their list. If a board member has less than other directors it may go on 
their list or if a relationship has already been developed with a business owner the board 
member may choose to add them to their list. At the annual retreat every year they take the 
time to review the shepherd list and trades are made within the group to equalize the number of 
businesses on each list and make sure that the best board member for each business is paired 
with them. The organization asks that each board member visit all of their shepherds at least 
twice a year to touch base about various issues and gather feedback from the businesses. 
Shepherds are also asked to solicit donations from the businesses for their annual bash and other 
events throughout the year. 
Open and thorough communication strategies will foster trust, which will be earned over time. 

By understanding business and property owners’ motivations and reasons for their decisions regarding 
their investments, HDP can more successfully inspire investment in the downtown Hopewell’s 
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Development Plan (see below). This is also the best way to get the property and business owners who 
need assistance to accept assistance. 

Trust versus credibility. Trust and credibility are both crucial ingredients for building business 
relationships. Credibility is the intellectual side (logic/mind) while trust is the visceral side 
(emotion/heart) of the relationship. HDP’s credibility will be judged based on its resume, which can be 
communicated through an annual report. Quantitative data helps demonstrate ability but ultimately 
visible action will speak louder than words. Trust is more complicated. Credibility may be necessary for 
trust. However, you can be judged credible without being trusted. Trust in business requires ongoing 
attention to: 

 Being open and transparent 

 Being empathetic (caring) 

 Being useful 

 Being dependable/reliable 

 Being visibly accountable 

 Building shared experiences 
The annual report, therefore, should also include references and testimonials, which can help 

corroborate and strengthen the organization’s reputation and instill trust by documenting the 
intangible. HDP needs to communicate the value of all the things they do for the community that can’t 
be quantified – qualifying their successes in a convincing and compelling way. Simply communicating the 
fresh activity, progress, and excitement associated with implementing the Main Street Four Point 
Approach® often goes a long way toward strengthening the downtown’s image, increasing consumer 
and investor confidence, and attracting investment. 
 
Recommendation: HDP, the whole program and all four committees, needs to inspire action. It was 
pointed out in the Downtown Development Plan Philosophy that Main Street programs can indirectly 
inspire owners (properties and businesses) to cluster by communicating/selling the financial benefits of 
following the downtown development plan. HDP, like nearly all Main Street programs, does not own 
property within the district they are trying to develop. Their development strategies must include 
indirect strategies that target the individuals who own property. HDP can inspire others to implement 
the Downtown Hopewell Development Plan by having an inspirational mission statement, downtown 
vision statement (to complement the City Council’s Vision for Hopewell – see above), market position 
statement (see above), and brand (see below). The Downtown Hopewell Development Plan itself should 
also be inspirational. 

It was learned during the Economic Restructuring Technical Assistance Visit that the Rolls-Royce 
“family test” judges communities based on public safety, education, and recreation/entertainment; 
qualities important to families as they make decision on where to live and work. Downtown Hopewell’s 
mission, vision, market position, and brand would be wise to address/incorporate these same qualities; 
particularly recreation/entertainment. 
 
Recommendation: HDP, the whole program and all four committees, needs to coordinate the 
development process. Explore joint work planning, joint projects, and joint meetings. These strategies 
will help the four committees feel more connected. Successful development of downtown will require 
coordinating the development process. At least have committee chairs meet regular (e.g. monthly) to 
compare committee notes and to coordinate crosscutting initiatives. In practice, the line between 
committees should be grey, not black and white. If there is going to be project overlap, make sure to 
develop a joint work plan that details overall project management and coordinates the unique roles, 
responsibilities and key actions of each committee. 
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ORGANIZATION 
As mentioned above, within Main Street’s Economic Development Philosophy, the Organization 
Committee or Team must take the lead on developing partners by leveraging an engaged public and 
other related local assets. 
 
Recommendation: HDP should weigh the pros and cons of 501(c)(3) versus 501(c)(6) corporate status. 
HDP applied for 501(c)(3) status but were told by the IRS that they would be designated a 501(c)(6). At 
the time of the Economic Restructuring Technical Assistance Visit, HDP was gearing up to challenge that 
IRS’s determination and fight for 501(c)(3) status. This pursuit is endorsed by Virginia Main Street for the 
primary reason that 501(c)(3) status will be a constant reminder to HDP that they are a community 
development organization serving the entire community of Hopewell. The City of Hopewell also prefers 
501(c)(3) status and has made continued city funding contingent upon receipt of 501(c)(3) status. This 
requirement is believed to be too stringent. Nationally, Main Street organizations are finding it more 
and more difficult to obtain 501(c)(3) status. Many are choosing 501(c)(6) status in order to more 
comfortably be an economic development organization. In the least, HDP should prepare for the 
contingency that they do not receive 501(c)(3) status by discussing with the City of Hopewell the reasons 
behind their insistence on 501(c)(3) status. It is likely that HDP could meet the desired expectations of 
the City of Hopewell even with 501(c)(6) status. For example, 501(c)(6) organizations do not need to be 
member organizations and can serve the entire community of Hopewell. Virginia Main Street staff 
should be included in this ongoing discussion. 
 
Recommendation: The Organization Team should invest volunteer and even a small amount of 
financial resources in an ongoing public relations campaign. Public relations is always important, but 
may be particularly important for HDP. First and foremost, many stakeholders believe HDP to be a city 
department. Clearing up this misperception could be the first message. Newsletters are an important 
public relations and communications tool, but door-to-door, face-to-face communication works even 
better (look at political campaigns for evidence of that fact). 
 
Recommendation: HDP should diversify its’ board membership and volunteer base. Main Street 
leaders should represent if not mirror the organization’s stakeholders. Downtown business and property 
owners are clearly important stakeholders, but so are downtown and adjacent neighborhood residents. 
Representatives of HDP are encouraged to attend Virginia Main Street’s Fall Essentials Training in 
Marion, VA, September 19-20, where Kathy La Plante, Senior Program Officer, National Trust Main 
Street Center, will cover this topic. Ms. La Plante is also available “on call” for limited support courtesy 
of Virginia Main Street. 

Norma Ramirez de Miess, Senior Program Officer, National Trust Main Street Center, has done a 
lot of work on diversity and inclusion as relates to Main Street Programs. Norma’s Back to Basics 
include: 

 Focus on building relationships of trust with all of your stakeholders (see relationship building 
recommendation above) 

 Show direct benefit and support 

 Action plan for inclusion (integrate inclusion into the way we do business) 

 Assess current board & committee structure of your program/organization compared to 
changing demographics (see mapping exercise on the next page) 
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Ms. Miess also offers ideas on building a culture of inclusion: 

 Value inclusion: Focus on building an environment where inclusion is valued. Integrate inclusion 
into services, programs, and activities that benefit everyone. Promote a sense of place that is 
inclusive through citizen participation and the creation of a diverse, local economic base.  

 Communicate: Communicate inclusion through programs, processes and tools. Inclusion needs 
to become part of our vocabulary. Guide, support, and motivate all new and existing 
stakeholders. 

 Build respect: Build relationships of trust through outreach. Create an environment where 
people respect and value each others’ contributions. Strive to incorporate diverse perspectives 
into respected leadership positions. 

 
Recommendation: HDP should expand its volunteer base. Attracting and retaining volunteers for 
standing committees is arguably a challenge. It takes a lot of commitment and dedication to attend 
monthly meetings throughout an entire year. However, the Main Street Four Point Approach® works 
best as a grass roots volunteer driven approach that creates an engaged public rather than a staff driven 
or solely board driven approach that doesn’t. 

Nationally, more and more Main Street programs are giving up on the idea of standing 
committees and directing their recruitment efforts toward project focused volunteering. Specific 
projects are easier to sell because they are more concrete and may have a shorter timeline and clearer 
roles and responsibilities. However, standing committees or better yet standing teams are necessary to 
coordinate all the individual projects and to ensure that each Point’s slate of projects is comprehensive 
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and complete. Stability will come from core standing teams which can be small (e.g. 3-5) but meet 
regularly (not “as necessary”) and create working teams, project teams, or task forces to engage project 
focused volunteers. Ideas for projects are included in the scope of work recommendations below. 
 
 
ECONOMIC RESTRUCTURING 
As mentioned above, within Main Street’s Economic Development Philosophy, the Economic 
Restructuring Committee or Team must take the lead on developing businesses by leveraging 
entrepreneurs and other related local assets. As mentioned under Organization above, the Economic 
Restructuring Team should strive to expand and diversify its’ team of volunteers. The core team that 
meets regularly (e.g. monthly) can be small (e.g. 3-5) with working teams, project teams, or task forces 
engaging volunteers through “ownership” and implementation of projects like these: 
 
Recommendation: Start to develop entrepreneurs. Independent and local owners (of property and 
businesses) are a key downtown Hopewell asset. To be successful in an ever-changing market, historic 
commercial districts need more entrepreneurs. Developing entrepreneurs will not only reestablish the 
economic health but also the social health of downtown Hopewell. More locally-owned properties and 
businesses, more family owned and operated businesses, and more independent owned businesses will 
translate into more civic minded owners. It will also reinforce downtown Hopewell as the center of 
commerce, culture, and community life. Developing entrepreneurs, particularly small ventures, is a way 
to connect HDP’s Economic Restructuring Committee or Team with regional economic development 
players; namely: 

 City of Hopewell Economic Development Department (Mr. J. Andrew "Andy" Hagy) 

 The Hopewell-Prince George Chamber of Commerce www.hpgchamber.org 

 City of Hopewell Tourism Department (tourism development is economic development) 

 Petersburg Area Regional Tourism (PART) http://petersburgarea.org  

 Crater Small Business Development Center of Longwood University out of Petersburg 
www.sbdc-longwood.com/petersburg.html  

 Crater Planning District Commission www.craterpdc.org  

 Virginia's Gateway Region www.gatewayregion.com, not to be confused with Virginia Gateway 
Town Center (www.vagateway.com) 
HDP’s Economic Restructuring Committee is encouraged to follow the entrepreneurial 

development strategies that are the standard roles for Economic Restructuring Committees as part of 
the Main Street Four Point Approach®. A recent Virginia Main Street Essentials was focused on this topic 
so the strategies will not be repeated in detail here. The session presentations and supplemental 
handouts are posted on the Virginia Main Street training archive webpage 
(www.dhcd.virginia.gov/MainStreet/TrainingArchive/default.htm). Those strategies can be summarized 
as: 

 Plant the seed for entrepreneurship and grow Hopewell’s entrepreneurial spirit/culture. Work 
with the partners listed above plus the following: 

o Hopewell High School (home of the Blue Devils) 
 Business education – K. Moss chair, S. Haden 
 DECA (International Association of Marketing Students) - Mrs. Phyllis Slachter is 

the club sponsor. Hopewell DECA partnered in Global Entrepreneurship Week in 
2011 (see www.gewusa.org/content/hopewell-high-school-deca). Their 
registered events November 14-18, 2011 were: 

 Global Food Fair 

http://www.hpgchamber.org/
http://petersburgarea.org/
http://www.sbdc-longwood.com/petersburg.html
http://www.craterpdc.org/
http://www.gatewayregion.com/
http://www.vagateway.com/
http://www.dhcd.virginia.gov/MainStreet/TrainingArchive/default.htm
http://www.gewusa.org/content/hopewell-high-school-deca
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 Professional Dress Day 

 Promote Local Businesses 

 Spotlight NEW local business 
The Economic Restructuring Team should partner with DECA on the 2012 Global 
Entrepreneurship Week. 

 Future Business Leaders of America (FBLA) - Mrs. Cynthia Young is the club 
sponsor 

 Volunteer – business 
o Rotary (Interact at High School 

www.rotary.org/en/StudentsAndYouth/YouthPrograms/Interact/Pages/ridefault.aspx), 
Kiwanis (Key Club and High School), Lions, Optimists, Jaycees 

 Grow entrepreneurial ventures (Phase 1). Growing includes starting, improving, expanding, 
spinning-off, and transitioning. Again, work with the partners listed above on the following 
programs and projects (This and other entrepreneurial development projects would be eligible 
for a Virginia Main Street Downtown Improvement Grant.):  

o The JOBS Program and Petersburg W.O.R.K.S. are initiatives of the Hopewell-Prince 
George and Petersburg Chambers of Commerce to provide weekly instruction during the 
school year with a summer employment component. 

o The Crater Regional Workforce Investment Board provides funding for POWER Youth 
throughout the District, a year ‘round program for in-school teenagers with a summer 
employment component. 

o Area colleges (particularly those with business schools or entrepreneur programs) and 
foundations. 

 Example: Start Your Own Business Class, Flint Hills Technical College, Emporia 
(KS) – The Business Enhancement Committee of Emporia Main Street 
determined they had to work much more efficiently to encourage 
entrepreneurship in their town. They determined what entrepreneurs really 
needed was education (how to start and run their business) and funding, so 
they worked on the class and worked with a local foundation to give them 
$30,000 to start a local revolving loan fund that is just for entrepreneurs – 
specifically those who had graduated from the class and were going to open a 
business in the downtown district. After the first 6 classes, 7 graduates had 
opened businesses downtown – none had closed. To date, they’ve had 17 
people start up businesses throughout town, losing only two: one had a severe 
health related issue as they were gearing up for another expansion, and one 
closed as her spouses' job required more travel and she decided to stay home 
more with their two young children. See a video PSA for the Class: 
www.facebook.com/#!/photo.php?v=3361708404517 and another: 
www.facebook.com/#!/photo.php?v=10150767524642782 

o Fort Lee. Retiring military are potential entrepreneurs. 
o Area banks. Create a business plan contest where the winning business plan(s) garners 

the entrepreneur(s) a grant sponsored by one or more area banks. A listing of business 
plan competitions from across the US can be found at Biz Plan Competitions (BPC) 
www.bizplancompetitions.com including The Northeast Wisconsin Business Plan 
Contest http://newrep2012.istart.org and The Des Moines County (IA) Business Plan 
Competition www.growburlington.com/downloads/RulesandReg2012.pdf). For an 
extension on this idea that involves more than just area banks see the Biddeford Main 

http://www.rotary.org/en/StudentsAndYouth/YouthPrograms/Interact/Pages/ridefault.aspx
http://www.bizplancompetitions.com/
http://newrep2012.istart.org/
http://www.growburlington.com/downloads/RulesandReg2012.pdf
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Street Challenge, attached at the end of this document. Virginia examples include the 
following: 

 City of Waynesboro – The City of Waynesboro will partner with nearby 
universities and colleges for a business plan development competition for 
graduating seniors interested in starting a new business in downtown 
Waynesboro. The top three proposals will receive entrepreneurial and micro-
finance training and start-up grant funding (up to $5,000) to help establish the 
new businesses in vacant storefronts in Waynesboro’s Main Street District. This 
project is still getting organized. www.waynesboro.va.us  

 Town of Marion – The Marion Downtown Revitalization Association (MDRA) is 
developing the Pop-Up Marion project. The project will provide grant funding to 
three, new, small businesses in the Main Street district to help defray the first 
six months of business start up costs including rent and utilities. MDRA has 
surveyed the community to determine which business and services are in most 
demand downtown. Business plans for the competition will be developed and 
refined during a mandatory 8-week business start-up training. The three top 
ranking business proposals will be eligible for up to $5,000 in cash and an 
additional $1,000 in radio advertising in addition to assistance in identifying 
vacant Main Street commercial space and working with property owners. This 
project is underway. www.marionva.org  

 Ignite Staunton – Ignite is a fast-paced geek event where speakers are given 5-
minute talk on the thing they’re most passionate about. They have 20 slides, 
which advance every 15 seconds whether ready or not. Ignite Staunton, was 
Virginia’s first Ignite experience and took on a uniquely Staunton flavor. 
Presenters had an opportunity to apply for a $5,000 grant ($500 grants were 
available from Mary Baldwin College for innovative student ideas) to help make 
their idea a reality in the community. Michael Reeps received the $5,000 Ignite 
Staunton grant to help fund his project Staunton Fresh! Staunton Fresh is an 
online farmer’s market, directly linking local producers with consumers on a 
weekly schedule. This project is finished, though I would be surprised if a second 
Ignite event is not in the planning stage. www.stauntonfund.com  

 Attract entrepreneurs to the Main Street district and field entrepreneur inquiries. The best way 
to find today’s and tomorrow’s entrepreneurial property and business owners is to let the world 
know how attractive you are and let them find you. 

 Continue growing entrepreneurial ventures (Phase 2). 

 Proactively recruit entrepreneurs. 
 
 
PROMOTION 
As mentioned above, the Promotion Committee or Team must take the lead on developing markets by 
leveraging cultural history and other related local assets. A few of those assets are worth repeating here: 

 River story 

 Civil War story 
o General Ulysses S. Grant’s Union Headquarters at City Point (for 10 months during siege 

of Petersburg). Ties to Petersburg National Battlefield (150,000 annual visitors). 

 Industrial era story (DuPont Chemical Company and guncotton story) 

 Pre-Colonial story including Native American story 

http://www.waynesboro.va.us/
http://www.marionva.org/
http://www.stauntonfund.com/
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 Colonial story (second settlement after Jamestown and the largest continuously occupied 
English speaking settlement in America) 

 Revolutionary War story 

 Ethnic/immigrant heritage (Hopewell is surprisingly diverse culturally) 

 Railroad story 

 Hopewell 100th Anniversary, 2016 

 Traditional events: 
o Hooray for Hopewell (34th annual September 22-23, 2012): Saturday morning through 

Sunday evening 3rd weekend of September. “We will have live music, food vendors and 
children's rides…arts & crafts galore, as well as live entertainment for everyone.” Also, a 
beer garden. 3,000 attendees expected. Run by a separate but connected volunteer 
board. Now set around Library (nothing on Broadway). 

o Easter Egg Hunt and holiday parades (holiday celebrations/parties) 
o Antique car show on Broadway 
o Summer “Movies under the stars” 

It is in downtown Hopewell’s interest to proactively connect its story to the regional stories targeted in 
the Crater Planning District Commission Comprehensive Regional Heritage Tourism Strategic Planning 
Project (June, 2005 – reviewed above). 
 
Recommendation: Transition the Promotion Team to fulfill the role of HDP’s volunteer marketing 
staff. The more HDP assumes the mantel of a nonprofit economic or community developer, the more it 
will need that volunteer marketing staff to develop markets. This transition will require, over time, the 
addition of new skills and interests to the Promotion Team. The Promotion Team should partner with 
the City of Hopewell Tourism Department (Hopewell Office of Tourism) and Petersburg Area Regional 
and work to position downtown Hopewell favorably and prominently in maps and guidebooks. 
However, they cannot depend on these partners to perform all the marketing downtown Hopewell 
needs. These organizations have a much broader geographic and stakeholder responsibility and are not 
focused on downtown Hopewell (it could be argued that the City of Hopewell Tourism Department is 
focused on Exit 9). To illustrate downtown Hopewell’s marketing needs: 

 Historic downtown Hopewell, is not list under “Visiting Hopewell,” the Tourism Department’s 
section of the City of Hopewell’s website 
www.hopewellva.gov/data/publish/attractions_and_landmarks.shtml or in the Attraction 
(www.hopewellva.gov/files/Attractions_RC.pdf) or City Tour 
(www.hopewellva.gov/files/CityTour_RC.pdf) brochures. 

 The City of Hopewell brochure (www.hopewellva.gov/files/COH_brochure.pdf) does not 
promote downtown Hopewell 

 There isn’t a Downtown brochure 

 The Restaurants Brochure/Guide (www.hopewellva.gov/files/Restaurant_RC.pdf) only lists 7-9 
restaurants for exit 15A route 10 East/Downtown (depending on which version you have). 

 The Downtown Shops Guide only includes 11 shops. 

 The shopping promoted by PART includes Southpark Mall, Chesterfield Towne Center, Old 
Towne Petersburg, and Antiques; not downtown Hopewell (although there are downtown 
Hopewell antique stores included in PART’s Antiques section). 

 
Recommendation: Write a downtown Hopewell marketing plan. Business and district sustainability 
requires finding ways to continue promoting and building brand awareness 365 days a year. HDP needs 
to create a marketing plan (see attachment) and market-driven promotions. Decide the who, what, 

http://www.hopewellva.gov/data/publish/attractions_and_landmarks.shtml
http://www.hopewellva.gov/files/Attractions_RC.pdf
http://(www.hopewellva.gov/files/CityTour_RC.pdf
http://www.hopewellva.gov/files/COH_brochure.pdf
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when, where, why, and how of your advertising (branding/image campaigns) and your events (special 
events and business promotions). Target new promotions and retarget existing promotions. Tailor 
promotional activities (types and timings) to attract target customer segments (e.g. help existing and 
future downtown Hopewell businesses do the same. 

HDP needs to be very strategic with respect to downtown Hopewell’s annual promotion 
calendar. Promotions have a way of taking on a life of their own. There is a phrase “run your 
promotions, don’t let them run you.” Reposition downtown Hopewell’s promotions/events calendar to 
communicate downtown Hopewell’s brand. This will not only improve the overall effectiveness of 
downtown Hopewell’s marketing, but may free up volunteer and financial resources (and eventually 
staff). Ask the tough questions like “Which events, if any, communicate the brand?” (both in name and 
in nature). 
 
Recommendation: Transition/reposition existing downtown Hopewell promotions and add new 
promotions to serve the marketing plan. Invest in advertising that brands the district (see next 
recommendation). Events should not only generate foot traffic but be a downtown Hopewell brand 
experience. Some of the events should be business promotions that sell products/ring cash registers. 
The Promotion Team’s marketing efforts should include scripting and packaging visitor experiences that 
include downtown Hopewell. Some promotional ideas worth considering include: 

 Hopewell 100th Anniversary, 2016. It is not too late for HDP to lead or at least partner in 
planning for this anniversary. Anniversaries are more special events than business promotions. 
The goal should be to expose the public to downtown Hopewell’s brand. Anniversaries can 
communicate brand during a single major event, during a yearlong campaign, or better yet both. 
Taglines/slogans like “100 Years Old and Healthier Than Ever” and “After 100 Years, Renewing 
Our Marriage to the River” would tie Hopewell’s anniversary into downtown’s Healthy Hopewell 
and New Age River Town niches. Not only is this a major promotional opportunity, but the 
promotion can be leveraged into opportunities for Organization, Design, And Economic 
Restructuring. For example: 

o Community anniversaries often become reunions. Reaching out to former Hopewell 
residents is an opportunity to engage a whole new group of stakeholders in downtown 
Hopewell and HDP. 

o Preparing for the anniversary/reunion is a great incentive for property and business 
owners to “spruce up.” Main Street programs have often tied property and business 
improvement programs and incentives to the deadline of an anniversary. “Guests are 
coming! Don’t be the last one to do a little housekeeping.” 

o Anniversaries are a great time to showcase the downtown to investors and attract 
entrepreneurs. Those investors and entrepreneurs can be found among former 
residents who return for the event. 

 River event(s). In the least HDP, through the Promotion Team, should partner with Friends of 
the Lower Appomattox River (www.folar-va.org) on Battle or Paddle (5th annual event to be held 
September 15, 2012) to strengthen the event’s connection to downtown Hopewell and its’ 
growing New Age River Town niche/brand. The Promotion Team should also develop HDP’s own 
signature river event to communicate the New Age River Town brand. One idea offered by the 
Virginia Main Street Staff would be a Flotilla for non-motorized boats (e.g. canoes, kayaks) 
offshore of Riverside Park. A Flotilla would offer great photo opportunities. As mentioned 
above, the Promotion Team must take the lead on developing markets and the non-motorized 
boating market definitely needs development. HDP should also partner in the development and 
marketing of the Lower Appomattox River Trail Greenway and Blueway including creating a self 
guided water tour that starts and ends in downtown Hopewell. 

http://www.folar-va.org/
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 Bike event(s). HDP, through the Promotion Team, should partner with neighboring communities 
(e.g. Smithfield, Petersburg, Richmond); especially other Virginia Main Street communities like 
Blackstone, Farmville and Franklin; to offer bike tours and races. Bicycling ties into downtown’s 
Healthy Hopewell niche/brand. Richmond is hosting the World Championship Bike Race in 2015. 
The Virginia Capital Trail runs along Route 5. There may be opportunities along Route 10. 

 
Recommendation: Brand downtown Hopewell commercially. Creating a commercial brand starts with 
identifying commercial assets. Out of those assets comes a “promise” – a brand statement declaring 
what downtown Hopewell will deliver (products/services) to its customers. What kinds of products, 
services, and experiences can I spend my money on? Furthermore, downtown Hopewell’s promise to 
the consumer should be distinct from the Hopewell’s collective promise to the consumer, and distinct 
from competing commercial districts (downtown/Old Towne Petersburg, etc.’s). Positive commercial 
brand awareness will increase the probability that customers will choose downtown Hopewell when 
selecting a shopping or tourist destination. Before communicating the chosen brand, be sure you are 
prepared to fulfill the promise and expectations created (to avoid an unhappy customer). 

A brand statement (external audience) is different from a market position statement (internal 
audience), but the two must be compatible. As a reminder, the following DRAFT market position 
statement was proposed above: 

 
Downtown Hopewell primarily offers professional and health care services to Hopewell and 
Prince George County residents. Downtown Hopewell increasingly (secondarily) offers 
entertainment and a new age river town experience to visitors to Petersburg National Battlefield 
(via City Point) and residents of Petersburg and the Richmond metro area that are less than 30 
minutes away. Downtown Hopewell is also increasingly offering places and opportunities for 
community gathering to Hopewell residents, anchored by the library. Downtown Hopewell has 
begun developing the entertainment and new age river town experience niches that will make it 
attractive to regional river users. 

 
A commercial brand for downtown Hopewell is also different than a corporate identify for HDP. 

HDP can work on branding with its partners including the City of Hopewell and Petersburg Area Regional 
Tourism (PART). However, HDP should consider hiring brand consultants to help guide this process or 
help develop the brand and associated messaging (including a succinct and clever tagline) and graphical 
images (including a well-designed logo, color schemes, etc.). 

The City of Hopewell’s current marketing and communication materials include the tag line, “A 
Great Place to Stop: for history, for fun, for shopping, on the way, for the night, and go.” PART uses the 
tag line “The Best PART of Virginia” and “Experience 400 years of American History.” These taglines are 
intended to attract visitors to the City of Hopewell and Petersburg Area respectively. It is 
understandable that they don’t convey much about the essence of what kinds of products, services, and 
experiences I can spend my money on in downtown Hopewell.  

The fact is that downtown Hopewell is a commercial district that needs a commercial 
brand/identity for it to be a choice that is on the consumer’s radar screen (both nearby residents and 
distant visitors). Downtown Hopewell is in many ways indistinguishable within the area’s current 
electronic and printed marketing materials; even within shopping guides and business listings (simple 
lists don’t communicate strengths or overall essences well). Downtown Hopewell currently doesn’t have 
a commercial brand. 

It is HDP’s job to establish a commercial brand that is uniquely or distinctly downtown Hopewell 
(with the City of Hopewell’s job to establish the larger community brand). The downtown Hopewell 
brand should be both compatible with and integral to that larger community brand. HDP needs to 
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collectively settle on a single brand in which you will invest volunteer and financial resources to 
strengthen and promote. A strong brand will be necessary for downtown Hopewell to have a strong 
presence within regional collaborations and cooperative marketing ventures with the City of Hopewell, 
and other partners. 

Commit for the long haul. All of HDP’s promotional materials, marketing campaigns, logo, 
messaging, social media/website presence, design aesthetic, and business development efforts should 
reflect and reinforce this brand. All of the committees will be supporting this brand in their projects and 
tasks. HDP’s investment in establishing a strong and effective brand will be a valuable service to 
downtown Hopewell merchants. Coach those businesses on co-branding themselves with downtown 
Hopewell’s brand and show them how to benefit from collective promotions. 

Based on this Economic Restructuring Technical Assistance Visit, downtown Hopewell’s 
commercial brand is anticipated to draw upon and be inspired by the following elements: 

 Rivers, “where the Appomattox and James River meet” (tag line for Petersburg Area marketing 
region) 

o Eco-tourism 
o Water sports 
o “new age river town experience” (this will need to be defined) 

 Healthy Hopewell/health hub (mental, physical, environmental – hiking, biking, history walks) 

 Downtown/”urban” living experience (and neighborhood convenience products/services) 

 Community gathering 

 Blue collar/working class 

 Entertainment (The nature of the entertainment will need to be defined. It could be that the 
entertainment draws upon the elements above. For example river entertainment, healthy 
entertainment, socials, and blue collar/working class entertainment.) 

 
Recommendation: the Promotion Team should participate in the development and delivery of any 
hospitality training program and get downtown’s front line employees to that training (see Front Line 
Hospitality Training, page 1.11, Strategic Direction 13, Crater Planning District Commission 
Comprehensive Regional Heritage Tourism Strategic Planning Project, June, 2005 – reviewed above). 
 
Recommendation: Consider sponsoring/organizing a neighborhood watch. This could be an important 
part of downtown Hopewell’s image campaign. 
 
 
DESIGN 
As mentioned above, within Main Street’s Economic Development Philosophy, the Design Committee or 
Team must take the lead on developing space by leveraging built history and other related local assets. 
As mentioned under Organization above, the Design Team should strive to expand and diversify its’ 
team of volunteers. The core team that meets regularly (e.g. monthly) can be small (e.g. 3-5) with 
working teams, project teams, or task forces engaging volunteers through “ownership” and 
implementation of projects like these: 
 
Recommendation: the Design Team should facilitate the façade grant. The City of Hopewell is crucial to 
the façade grant, but HDP should be the face of the grant and the Design Team should be the first point 
of contact and a shepherd for the process from start to finish. They should make the process 
straightforward, clear, and impartial. The Design Team should also leverage Hopewell’s 100th 
Anniversary (2016) to market the façade grant (see recommendation under Promotion above). 
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Recommendation: the Design Team should improve Hopewell wayfinding. See Wayfinding 
attachment. A key component of wayfinding as relates to a Hopewell Downtown Development Plan is 
scripting visitor’s movement to and through downtown. The preferred route to downtown Hopewell 
from exit 9 is believed to be 15th to Broadway to 6th. 
 
Recommendation: the Design Team should become fluent in Crime Prevention Through 
Environmental Design (CPTED) strategies and implement at least one CPTED project each year. They 
are already active in street cleanup, beautification, and graffiti removal. However, CPTED includes 
proven strategies in the following areas: 

 Natural surveillance 

 Natural access control 

 Territorial reinforcement 

 Maintenance 
o Maintenance Code. “The Virginia Maintenance Code provides regulations to protect 

occupants of existing buildings and structures from health and safety hazards arising 
from the improper maintenance and use of those buildings and structures. Any local 
government may enforce the Virginia Maintenance Code and may assign enforcement 
responsibility to a local agency of its choice.” For more information see 
www.dhcd.virginia.gov/StateBuildingCodesandRegulations/Virginia_Uniform_Statewide
_Building_Code.htm  

 Rehabilitation Code. “The Virginia Rehabilitation Code contains optional 
regulations specific to the rehabilitation of existing buildings that may be used 
as an acceptable alternative to the Virginia Construction Code. The purpose of 
the Virginia Rehabilitation Code is to facilitate the rehabilitation of vacant, 
substandard or unsafe residential and commercial structures.” This optional 
code takes a little of the sting out of the Maintenance Code by making it easier 
to rehabilitate historic buildings. 

The Design Team should clearly partner with the City of Hopewell’s Social Service and Police 
Departments on CPTED projects. They can also partner with John Randolph Hospital, Fort Lee, Rolls-
Royce, and other major employers who can help sponsor these strategies financially or encourage 
employees to volunteer their time. For more information on CPTED and for specific project ideas see: 

 www.cpted.net  

 www.us-doca.com  

 www.cops.usdoj.gov/Publications/e0807391.pdf 

 www.ncpc.org/training/training-topics/crime-prevention-through-environmental-design-cpted-  
 
Recommendation: the Design Team should take the lead on revising/updating the Downtown 
Hopewell Vision (Master Plan) as necessary. See review and comments above. 
 
Recommendation: the Design Team should build upon/expand the Urban Design Guidelines found in 
the Downtown Hopewell Vision. See review and comments above. 
 
Recommendation: the Design Team should champion and/or spearhead extension of streetscape 
improvements down E. Broadway Avenue at least to Kippax Street. Stopping the streetscape 
improvements sends a subliminal message that the commercial district has stopped. Extending the 
improvements will help carry customers past shops in this part of the district. 
 

http://www.dhcd.virginia.gov/StateBuildingCodesandRegulations/Virginia_Uniform_Statewide_Building_Code.htm
http://www.dhcd.virginia.gov/StateBuildingCodesandRegulations/Virginia_Uniform_Statewide_Building_Code.htm
http://www.cpted.net/
http://www.us-doca.com/
http://www.cops.usdoj.gov/Publications/e0807391.pdf
http://www.ncpc.org/training/training-topics/crime-prevention-through-environmental-design-cpted-
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Recommendation: the Design Team should champion the development and improvement of walking 
and biking trails that connect to downtown Hopewell. For example, participating in the effort to 
connect the Cabin Creek Trail to the Lower Appomattox River Trail and Greenway. 
 
Recommendation: the Design Team should champion the development of a canoe/kayak launch at 
Riverside Park in downtown. According to the Friends of the Lower Appomattox River, “Prince George 
County has one of the longest stretches of river front of any locality in the Commonwealth because it is 
contiguous to the both the Appomattox and James Rivers. Unfortunately, there is no public access to 
either river in Prince George County.” It will be hard to establish a New Age River Town brand without 
river access. 
 
Recommendation: the Design Team should tackle at least one “big splash,” visible project within the 
next year. An example might be an “Operation Paintbrush” where volunteers give downtown a fresh 
coat of paint (following design guidelines of course). Again, the Design Team could partner with John 
Randolph Hospital, Fort Lee, Rolls-Royce, and other major employers who can help sponsor the project 
financially or encourage employees to volunteer their time. 
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DOWNTOWN DEVELOPMENT PLAN RECOMMENDATIONS 
 

HDP needs to take the lead on developing and advancing a Downtown Development Plan for 
Hopewell. They are at an advantage over many Main Street programs because the Downtown Hopewell 
Vision contains many of the elements of a Downtown Development Plan. The missing link is the leasing 
strategy. 

Taking the lead doesn’t mean usurping the planning roles and responsibilities of city and county 
staff and elected officials. However, municipalities often follow the lead of the public, and usually 
welcome public input and participation, and that appears to be the case in Hopewell. Everyone involved 
with HDP can and should be leaders. Partnerships (in particular with city and county staff and elected 
officials) are crucial for implementation of Downtown Development Plans, especially since cities have 
official planning authority. 

 
Recommendation: HDP volunteers and future staff need to become students of successful 
marketplaces. First, they can read and discuss Paco Underhill’s Call of the Mall. Second, they can study 
the malls and lifestyle centers (including collecting their maps/directories) where they are already 
shopping, applying the lessons learned from Call of the Mall. Third, they can organize group field trips to 
successful downtown marketplaces. 
 
Recommendation: Identify existing and potential downtown Hopewell anchors and brainstorm 
business concepts to cluster around and between those anchors. Possible existing downtown Hopewell 
anchors identified during the Economic Restructuring Technical Assistance Visit (in no particular order): 

 City Hall, Courthouse 

 Library (16,000-18,000 visitors per month, cradle to grave, open until 9:00 PM, security guard) 

 Antique stores (collectively) 

 Rivers 

 John Randolph Hospital 

 Walker’s Gym 

 Recreation Center 

 Beacon (future) 
During the Economic Restructuring Technical Assistance Visit, current and potential business concepts 
that fit with these anchors were brainstormed. The originals lists have been expanded taking into 
account the DRAFT market position statement, possible commercial brand above, and the Downtown 
Hopewell Vision Supplementary Documents. There is a lot of synergy/connection between downtown 
Hopewell’s anchor businesses, so many of the brainstormed business concepts show up under multiple 
headings. These brainstormed lists are an artistic way to explore positive combinations of business 
concepts. Inclusion on these lists does NOT mean the business concepts are economically or politically 
feasible: 
 
John Randolph Hospital anchor (health hub niche, Healthy Hopewell brand) 

 Many medical clinics 

 Walker’s Gym 

 Recreation Center 

 River (canoeing, kayaking, row boating, paddle boating) 

 Walking and biking trails 

 Bike rental/repair 
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 Bike store 

 Personal care services 
 
River anchor (“new age river town experience” niche) 

 Proposed Regional Trails and Natural Resources Education Center (A non downtown site has 
already been chosen for the Center, but it would be great to have this in downtown Hopewell. 
Not only would it be an anchor for the downtown, but it could be a win for visitors as well since 
they could park once and walk to many supporting amenities. See 
www.craterpdc.org/environment/regional_trails.htm) 

 Outdoor and military friendly businesses/attractions 

 Canoe/kayak rentals 

 River access 

 Bandstand 

 Rowboat/paddleboat rentals 

 Restaurants 
o Seafood/catfish 
o Outdoor dining/drinking 
o Waterfront dining 

 Walking trail/bike trail 

 Outdoor sports apparel 

 Bike rental/repair 

 Bike store 

 Personal care services 

 Gifts 

 Guided tours 

 Shuttle/trolley 

 Overnight lodging/boutique hotel (Butterworth Lofts building used to be a hotel) 

 Tour boats 

 Dinner tour and/or a barge on the river with a first class restaurant 

 Helicopter tour 

 Sports fishing and marina (former catfish tournaments and bass masters tournament, “catfish 
capital of Virginia) 

 Green space 

 Electric vehicle (EV) charging station (part of Virginia initiative). A fast charger (Level 2 or better 
yet Level 3 when reliability goes up and price comes down). This forward thinking amenity will 
add to the draw of downtown Hopewell. While Level 2 might keep them shopping downtown 
longer (1-4 hour charge time), in the future places with Level 2 chargers might be bypassed for 
places with Level 3 (20-60 minute charge time). Installation of Level 3 EV chargers requires 
significant upgrades to the power infrastructure (e.g. dedicated line from the power pole), so 
the best time to install one would be when other streetscape work is being done. 

 
Neighborhood convenience niche 

 Dollar General 

 ABC/liquor store 

 Florist 

 Snacks 

http://www.craterpdc.org/environment/regional_trails.htm
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 Wine shop/bar 

 Beer shop/bar 

 Smoke shop 

 “trader joe’s” like 

 Restaurants 
o Deli 

 General convenience 
o Bank 
o Batteries 

 Cheese 

 Bakery 

 Services for downtown residents 

 Shoe store (one in Cavalier Square) 

 “Ben Franklin” like 

 Verizon/cell phone 

 Card outlet 

 Beauty shop/barber shop 
 
Library (community gathering/entertainment niche) 

 More businesses open until 9:00 PM 

 Deli 

 Coffee shop 

 General store 

 Residential/housing 

 Office/teacher supply 

 Toy store 

 Game shops/gaming 

 Family friendly eating (e.g. pizza) 

 Outdoor social gathering spot 

 Book exchange-used book store 

 Art store 

 Ice cream 

 Music store 

 Instruments/sheet music 

 Children’s museum 

 Arcade 

 Entertainment 

 Spray park 
 
Entertainment niche (Library and entertainment might be the connection between local and visitor) 

 Coffee houses 

 Ethnic restaurants 

 Entertainment in restaurants 

 Live theater 

 Beauty shops 

 Lot of music talent in Hopewell 
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 Movie theater (nearest is in Colonial Heights) 

 Performing arts 

 Historic museum 
 
Antique stores (antique niche). Hopewell known for antiques in the 90’s. 

 Poe’s Antiques 

 Carousel 

 Victoria’s 

 Civil War Shop 

 Celia’s 

 Hopewell Gallery of Art Worcz 

 Nu 2 U 

 More antiques 

 Furniture 

 Lighting 

 Upholstery/fabric 

 Craft store 

 Millinery/fabrics by the bolt 

 Repair/reupholster 

 Gift 

 Home accessories/decorating 

 Lawn & garden 

 Galleries 

 Deli 

 Coffee/tea room/bakery 

 Jewelry 

 “upscale” pawn 

 Healthy/locally grown/organic restaurant 

 Appliances 

 Used books store 

 Sewing supplies 
 
Military family consumer segment (e.g. higher ranking noncommissioned officer’s families living on 
base). Comparable could be Fayetteville AR with Fort Brag. 

 Gift cards 

 Presents 

 Shipping/UPS 

 Wi-Fi hangout 

 Tactical store 

 Carhart/Redwing boots 

 Military friendly 
 
Professional services downtown and 6th avenue 
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Downtown Hopewell should strive for a critical mass of lodging, attractions, dining and shopping in 
order to be able to stand more on its own (Crater Planning District Commission Comprehensive Regional 
Heritage Tourism Strategic Planning Project, June, 2005) 
 
Recommendation: HDP volunteers and future staff need to draft a Hopewell Downtown Development 
Plan. The Plan should communicate a vision for the physical development of the district as well as a 
strategy for leasing; the more specific, the more useful. The leasing plan should include strategies for 
arranging/locating current and future businesses within the mix to positively impact foot traffic and 
sales. The goal should be for downtown to be visually distinct and for there to be a fit between the 
message delivered through that distinction and the customer focus the downtown is trying to achieve. 

The map included as an attachment is a rough illustration of the kind of map that HDP will need 
to create for downtown Hopewell in order to communicate effectively to customers and investors 
(including loan officers and potential new business owners). The map will need to show building 
footprints and business mix (like a mall directory). The map represents the start of a hypothetical 
Hopewell Downtown Development Plan based on the work session held in Hopewell on April 19 and 
further development by Barman offsite. It must be stressed that this proactive design of a dream 
marketplace is for illustrative purposes only. It was developed using the art of combination and is 
consistent with the market position statement included above, but must be checked against the science 
of the market and the reality of any given space. Each potential investor is still responsible for running 
his or her own numbers. HDP should settle on a working Plan by either revising the one provided or 
starting its own from scratch. Actual business concepts will shift with the entrepreneur and detailed 
market feasibilities, but should always connect back to the dream. Don’t settle for just “filling 
vacancies!” 

Economic development can be defined as providing just enough stimuli to trigger a business 
investment that the community desires. Stimuli can take the form of information such as 
communicating HDP’s mission, vision, market position, commercial district brand and Development 
Plans. Architectural renderings showing improved buildings occupied by dream businesses would be 
another powerful tool. HDP can inspire action by current and future entrepreneurs and help investors 
visualize future possibilities. Entrepreneurs may choose to locate in downtown Hopewell and investors 
may choose to invest in downtown Hopewell simply because they buy into the dream. 
 
 

DOWNTOWN DEVELOPMENT PLAN IMPLEMENTATION 
 
The specificity of Downtown Development Plans is new to most Main Street Programs. It is understood 
that there will be a certain level of discomfort and growing pains associated with their use. It may be 
helpful for HDP to understand the pros and cons; to argue the pros and be prepared to address the 
cons. 
 
Pros 

 Help entrepreneurs evaluate potential locations 

 Help property owners evaluate potential tenants 

 Help investors decide how best to invest 

 Increase investor confidence 

 Tackle the market and downtown revitalization from a confident position of strength, proactive 
not reactive. It does not pay to present downtown as being desperate. 
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Cons 

 Potential negative response of business owners who are relocated in the dream scenario 
o The Development Plan does not require the relocation, just presents what may be a 

better future location as a means to inform and improve future decisions. 

 Potential negative response of property owners whose tenants are relocated in the dream 
scenario 

o Again, the Development Plan does not require the relocation and does not leave the 
property owner without a tenant. It presents what may be a better future tenant as a 
means to inform and improve future decisions (the potential for a more successful 
tenant who can eventual pay a higher rent and can survive a longer term lease). 

 Potential for the dream scenario to hinge upon investment by individuals who are not able or 
willing to invest 

o We face that con now. The Development Plan may attract investment partners or 
buyers who will be more willing and able to invest. 

 Potential escalation of asking prices for property 
o This is certainly a possibility and would make it harder to assemble properties and could 

hinder individual project feasibilities. However, we want properties values to rise and if 
they rise simply by having a Development Plan we will have evidence of the power of 
the vision provided by a Development Plan. 

By inviting input and helping others achieve their collective vision, HDP adds value far in excess 
of its individual power. This is the basis of the Main Street Four-Point Approach®; to coordinate the 
definition of long-term goals, involve local individuals and organizations in determining the near-term 
projects, and find ways/resources to help make those projects happen. 

How can HDP implement the Downtown Development Plan? Following the recommendations 
found throughout this report is certainly a good place to start. However, in many ways implementation 
is even simpler than that. Drawing from the Downtown Development Plan Philosophy, HDP can attract 
investors and tenants by helping them see a vision of themselves making money as part of a successful 
downtown Hopewell. A vision founded on: 

 A sound market position and marketing plan 

 Well-designed and managed leasable space 

 A well-designed clustering/leasing plan 
 
 

ATTACHMENTS 
 
Wayfinding 
Biddeford Main Street Challenge 
Creating a Marketing Plan 
Map Illustration 
 
 


