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Increased Recreation and Entertainment Options

*Currently, the area is lacking in establishments that are attractive to Market Capture through Extended Business Hours

active families and young professionals that are looking for recreational
opportunities in the downtown.

Branding

*Important to the community of Portland is the ability to maintain
interest in the businesses that currently inhabit downtown retail
space, yet Portland is missing businesses that cater to the
schedules of many of its residents.

*The business survey shows that 78% of businesses are
looking to expand upon their current operations, and there
exist many opportunities for downtown businesses to come
together to market the city as a whole.

*Updating the opera house would provide an amenity that is not normally
found in communities such as Portland. According to a Portland Opera
House Feasibility Study conducted in 2009, at this time the opera house
is in a state of disrepair. However, because of the opera house’s distinct
architecture and history, it may be worthwhile to salvage the building.

*Since the information gathered from the survey and focus group
provides just a sample of the desires and opinions of Portland
residents, additional public participation forums and surveys will
help to identify future community goals. It is worth investigation into

*Analysis in this study finds that a threat to the expansion of
downtown Portland is the lack of name recognition that Port-
land has within the region. Portland should consider invest-

*Because recreation is a strong point in both the Tapestry Segmentation

.. . ing into the city as a brand: an intimate community of people .
and Consumer Spending data sets, it would also make much sense to options for remaining open later. Addition of Specialty Stores ar?d commercg which truly care about one anothez Peop For More Information,
promote recreation activities in the downtown. ViIsit:

*One possible reason that later operating hours have not happened *Specialty food stores, which were suggested by almost *“The development of some ideological concept that busi-
*Portland should consider conducting a study of the rivers and their banks. is that the small business owners of Portland simply cannot afford every data source, have great potential in Portland. They nesses could rely on in the future could be helpful in reaping www.spdc.msu.edu
This study should analyze many different aspects of the Looking Glass to stay open for longer periods of time. The city should explore have a high retail gap of $851,270 in the primary trade area, some of the benefits outlined above.
River and Grand River, such as river width, number of fish species, and avenues that may make it more viable for businesses to remain and many participants in the focus group commented on the www.portlandmainstreet.org
pollution. open for an extra hour or two each day, even if it is for a short time. lack of this business type in Portland.

www.portland-michigan.org
*Data suggests the addition of an electronics shop,

and while there is not potential in downtown for a large
electronics chain, a small specialty store would satisfy the
needs of do-it-yourselfers in the city.

*Another option for success in downtown Portland is a wine
shop. With local wineries gaining popularity in Michigan,
Portland has many options of quality locally made wine to
sell in a specialty food store. Tourist associations have also
begun to promote its wealth of wineries, including Michigan’s
official tourism association Pure Michigan.
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