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Overview of  Webinar:

Discussion wi l l  focus on maximizing the visua l impact of storefronts to connect 
with  customers and ul timately increase business. Our industry experts wi l l lead 
us through the best ways to attract and communicate with  customers uti l izing 
their storefront, d isplay window and signage to create interest, excitement and 
dol lars. The Case Studies wi l l  focus on actionable, cost-effective methods to 
support businesses in  the post-Covid era . Participants wi l l  be able to download 
Best Practices Guide fol lowing the webinar.

• Introduction of Panel ists

• Overview of Topic

• Presentation – Mike Goman, moderator
• Case Study – Business Assessments – An Outside-In Approach
• Case Study – Manchester, CT – Storefronts, Window Displays & Signs – A long-

term solution

• Presentation – Chris Moynihan, panelist
• Case Study – Reta il Reboot
• Case Study – Main St. Activation Program

• Presentation – Mark Favermann, panelist
• Case Study – Everett,  MA Storefront Guidelines Development
• Case Study - Covid-related Empty storefront Solutions

• Wrap-up

• Q&A



Business Assessments 
– An Outside-In Approach



Business Assessments –
An Outside-In Approach

• Low Budget - Consultant’s 
Time

• Short-Term

• City/Town Economic 
Development, Chamber, 
Landlord, Tenants

• Low Risk

• A quick response to aid tenants in the 
process of reviewing their business from 
the consumer’s perspective. This process 
is usually done as a whole business 
assessment though here we will speak to 
assessing the storefronts, display 
windows and signs.

• Tenant Initiation of 
Recommendations, Tenant 
Traffic & Sales Growth

• Site Visit: 1- 2 hours

• Report/Evaluation: 2 hours

• Tenant Consultation: 1 – 2 hours

• Implementation



Are you communicating 
a positive image to 
customers?

The Assessment

• Like other recessionary periods, post Covid-19 is a time to reassess the way businesses are 
presenting themselves to consumers.

• A business assessment takes an impartial look at businesses and offers a critique that will 
hopefully offer low-cost solutions for improvement.

• Think of storefronts, signs and window displays as your introduction to potential 
consumers and clients. We consider this as a major portion of the business assessment 
process. The process can be done for an individual storefront or entire business district.

• In the next case study presented we will go into more depth on exterior improvement 
programs that were developed for Downtown Manchester, CT.

Storefronts

Window Displays

Signs

• Step outside and look at your storefronts 
from a customer’s perspective

• Are the windows clean?

• Are there handwritten signs?

• Are there exterior security grates?

• What are the Façade conditions – peeling 
paint, damaged awnings, etc?



How we work with communities

• A Business Assessment can help to transform a struggling 
business or a long-term successful business that needs a 
refresh. A critical look at the business from the outside in 
is important not only from the customer’s perspective, but 
for the business to grow and be a vibrant contributor to 
the community.

• Our team has worked with individual tenants, at their 
request or at the request of a town as an ongoing 
Economic Development consultant. 

• Top of mind always is that we are offering solutions to 
thrive! Exterior improvements to storefronts 

and signage can totally transform a 
single business or an entire area.

Bloomfield, CT – Economic Development Advisory

• As Economic Development Advisors to the Town of Bloomfield, our 
team at GOMAN+YORK has worked for several years not only with their 
large businesses, but the small businesses. We offer business 
assessments and consultations that encompass the whole business –
that includes assessing the interior, exterior, marketing, business 
planning, funding sources and more.

• It is important to note that while these are primarily done to help 
existing businesses, we also assist new and potential small businesses 
that are looking to enter the market.



Are you communicating 
a positive image to 
customers?

Step 1. The Site Visit



Case Study

GOOD BAD

• The site assessment begins with the exterior of a business – in this case we are looking at how vacancies are handled – the one on the left 
portrays activity and fun – enticing people to want to bring a business here. The one on the right is closed off and leaves nothing to the 
imagination for its potential as a new business.



Storefronts from a customer’s perspective

Step outside and look at your storefronts from a customer’s perspective

• Windows/exterior cleaned

• No handwritten signs

• Exterior security grates

• Façade conditions



Signage from a customer’s 
perspective

• Signage improvement programs –
grant funding, community matching 
funds, are sources that can be 
utilized to help offset costs to 
businesses.

• Signs need to be readable as 
patrons are walking down the 
sidewalks or driving by.

• We worked with one town to 
streamline a zoning change and sign 
criteria that included storefront 
signs, blade signs and awnings.

• Changes came about by an 
assessment of signs, tenant input 
and willingness of the town officials 
to react. We like to say there is an 
importance of community 
leadership to make processes like 
this - “Simple, Swift & Certain,” 
especially as we enter the post-
Covid recovery era.



Solutions to thrive & survive

• An honest assessment of a business will help the business owner to recover 
from the effects COVID-19 has had on their business . Consumers are venturin g 
out more with the positivity rates declini n g and vaccinati o ns increasi ng .  

The Report

• Be direct as to what needs to be 
done

• “Take down the 
handwritt en signs”

✓ Producin g printed easy to 
read signs

• “Clean your windows”

✓ Allows customers to see 
what you have to offer and 
entices them to enter

• “Window displays should 
feature what you have to 
offer ”

✓ Customers will want to 
walk in to see more!

The Consultation

✓ Be d ir ect

✓ Be s y mpathetic

✓ Be hones t

✓ O f f er s uggestions

✓ D o an outs ide-in w alkthrough

✓ Be open to  ques tions

✓ S har e y our f indings w ith key  
s takeholders

• B us i ness  a sse ssme nts  a re f unde d through a  va ri ety  of  s ource s . 
T he  G O MAN+ YO RK te a m ha s  worke d wi th i ndi v idual te na nts  a t  
the i r  re que s t , a t  the  re que st  of  a  town a s  a n ong oi ng E c onomic 
D e ve l opme nt  c onsul tant  a nd throug hout  our c a re e rs  i n  the  
c omme rc i a l re a l e state i ndustry.

• O ur bus i ne ss  c onsultants  have  prov ide d bus ine ss a sse ssme nts  f or 
a  va ri e ty  of  publ i c a nd pri vate c l ie nts  i nc luding, the  Town of  
B l oomf i e ld, C T;  the  C T ra il Prope rty  Ma nage me nt  a nd Ut i l it ies  
Uni t ,  C a pi ta l R egi on D e vel opment  Authori ty ( C RDA) s hopping 
c e nte r a nd l oc a l re tail  te nants .



Downtown Manchester   
Architectural Design Guidelines



Downtown Manchester –
Architectural Design Guidelines

• Low Budget to High  Budget 
determined by implementation by 
stakeholders

• Long-Term – Post Covid 

• City/Town Economic 
Development, Chamber, 
Landlord

• Medium Risk – due to 
established tenants/LL 
acceptance

• Create a vibrant, healthy and attractive 
downtown that will encourage business 
growth and increased customer 
visitations

• Tenant Buy-in and Initiation of 
Recommendations, Tenant Traffic 
& Sales Growth

• Step 1. Define the area

• Step 2. Conduct a current conditions 
assessment

• Step 3. Identify Main Key stakeholders

• Step 4. Development and 
Implementation



Case Study

• Step 1. Define the area – this has already been done by the Plan Facilitators and the 
cities/towns.

• Step 2. Conduct a current conditions assessment – physical, governmental, private, character 
of the district. Some examples of disruptive alterations include:

• Blocking out windows, which is typically uninviting

• Replacing original architectural detailing with substandard or non-sustainable materials 

• Covering original details with aluminum siding or random placement of wood paneling 

• Introducing new design elements which were not in keeping with the original design 

• Random placement with no coordination of ornamentation, lighting fixtures or signage

• Oversized signage creating visual confusion and blocking architectural details of upper floors

• Step 3. Identify main key stakeholders (including but not limited to; Building Owners, 
Tenants, Residents, Clients and Customers) must preserve and highlight what makes this 
downtown unique: eclectic structures, public spaces, community facilities, ample parking, and 
an enjoyable pedestrian experience. 

• Step 4. Development & Implementation

• Reminder: A vibrant, healthy and attractive downtown must be clean, safe and aesthetically 
pleasing. This relies on quality design and positive public-private relationships. 



Overview

Changes in consumer behavior and a heightened appreciation for 

community and place made Downtown Manchester a competitive and 

desirable location. Prior to Covid-19  the town realized that the area’s 

image, market potential, physical attributes and social connections 

needed to be maintained and improved. Covid-19 accentuated the need 

and importance of maintaining and strengthening the Downtown area 

to support the local tenant base.

Architectural design guidelines were implemented to:

• Enhance the image of Downtown Manchester through the upgrade 

and maintenance of existing building façades; and 

• Encourage new construction which reinforces Downtown 

Manchester’s historic development patterns. 

Manchester’s Downtown district serves as a visual introduction to the 

town’s character. An attractive image boosts commercial and 

community vitality when it successfully blends appearance and 

welcoming public spaces. 

Main Street’s history is revealed in its diverse architectural styles. Each 

building is a unique record of its place in time. Therefore, building 

owners need to carefully evaluate the design of any proposed 

improvements to ensure they make a positive contribution to the 

collective downtown environment.
Urban Lodge Brewery – photo: Patch.com



Ground Floor Storefronts

Storefronts, display windows and signs 
are the most significant features of most 
commercial buildings. Their appearance 
plays a critical role in how a business is 
perceived and contributes to the 
pedestrian experience from the 
sidewalk. 

Building owners are expected to 
acknowledge these critical elements of a 
building when redesigning storefronts, 
display windows and signs .



Display Windows/Awnings/Canopies

Awnings and Canopies

Display Windows

Lighting: Night lighting is encouraged as it extends the pedestrian 

experience, makes a building façade more welcoming, and adds 

consistency to the Downtown district. Lighting plans should be 

sensitive to potential impacts on vehicular traffic.

Temporary signage, seasonal displays and window seating: Products, 

furnishings or activities placed within a display window become part of 

the pedestrian experience. Merchants should consider the visual and 

messaging impact when designing displays, as they reflect the 

character of the business and affect the integrity of Downtown 

Manchester

Cleanliness of windows – interior & exterior – sometimes it’s that 

simple!

Storefront awnings and canopies are both functional and decorative. They are functional 

because they provide sun protection for merchandise, weather protection for visitors, and 

signage for the business (see “Signage” section for guidelines). These structures also add 

decorative color, patterns or graphics to the streetscape.

Both commercial grade, exterior fabric, retractable and permanent awnings have been 
successfully integrated in the past. The color or stripe chosen for the awning should 

complement the general color scheme of the building. Building owners are discouraged 

from using metal awnings because of their susceptibility to weather damage and fading. 



Signage

• Signage provides scale, color and interest to the 

streetscape. A sign has a positive effect on business 

and community atmosphere when it is 

appropriately placed, well designed, and in scale 

with its architectural surroundings. 

• A poorly designed sign results in visual 

confusion, harming both the streetscape and the 

value of the sign. While these guidelines provide 

structure for what signs are appropriate, the Town 

of Manchester’s zoning regulations mandate what 

signs can and cannot be used in the Downtown 

district.

• Information on a sign should be simple, clear 

and concise.

• Before beginning any signage project, refer to 

Zoning Regulations for specific restrictions. Special 

regulations can be adopted for the Downtown 

district.

Restaurant Menu Boards

Exterior-Mounted & Painted on Glass

3’ Maximum width from storefront

Blade or Hanging Bracket Signs



Chris Moynihan, 
RetailVisioning

“Reconnecting with customers post COVID-19 using 
Your Storefront, Display Windows and Signs to Revitalize 

Your Business”



Iterations on Best Retail Practices
…with lessons from Covid 19 in mind.

I am Chris Moynihan and some of us may know each other as I have worked with Massachusetts 
Downtown Initiative, Boston Main Streets and other HUD and CDBG funded programs for almost 
20 years.  We are proud to have helped over 750 independent businesses and we are glad to be 
here today.

Most of my work has been on the people side of retailing… and I think most retailers would tell you 
that that is where their hearts are too.  My work has been to share with merchants how their 
businesses look and function from the customer’s point of view so they can meet their 
expectations better.   And as we know… the CDC guidance and those perspectives are changing 
almost daily.  

However -- as we look to a “new normal”, customers still have the experiences of last year on their 
minds and many have new expectations.  Let’s look at 2 case studies that provide opportunities to 
fulfill some of them.  



Case Study 1: Retail Reboot 
Refreshing downtown stores from a post COVID-19 
perspective

Project Description: Professional retail consultants working with business owners to help retailers attract customers and improve the overall 
look of downtown – but now with COVID 19 safety measures in mind

Origin: A Covid-based iteration of RetailVisioning’s Technical Assistance as part of the MassDowntown Initiative

Locations: Downtowns across MA (since 2002) 

Budget: $2,000 0 $3,000 per store for consultation and implementation funds. Recommended that no more than 8-10 storefronts be processed
during on session/timeframe

Timeframe: 2-3 months from application to consultation to implementation. 

Risks: Local recruiting effort for retail participation.  Monitoring implementation. 

Key Performance Indicators: Successful implementation of recommendations leading to both retailers and customers feeling safe.  
Opportunities for better customer relationships and increased revenue.  Requests from retailers who did not participate in a Retail Reboot for 
the opportunity to do so.  

Covid Impact:  Making appropriate improvements while keeping the recent experiences of COVID 19 in mind as retailers update their stores and 
businesses for “a new normal”.



Improving business store by store by store 
…to help downtowns thrive

Lessons learned post-pandemic

• Cleanliness and spaciousness are desired

• Selling must go beyond the 4 walls of the store
• Outside selling

• Maintaining a customer list is key

• Do not replace new methods….be additive
• Continue to offer curbside pick up or delivery
• Keep PPP on hand.
• Attract and manage your workers carefully
• Continue to offer contactless transactions

• Welcome customers back as soon and as warmly as possible

• Don’t judge mask wearing…or not.  
• Every business and every customer experience is unique 

Elvera’s Café – recovered from Covid-19 
shutdown only to face another crisis



Create storefronts that look better and say more

• Wash windows, sweep sidewalks in front of stores, pick up trash

• Repaint signs as needed

• Open front doors to welcome customers and add ventilation

• Consider adding information on glass surfaces

• Offer outside displays



Going beyond the window

• Create simple displays of products to sell or present, just outside the door. 

• Greet customers where they are – and where  the business owner (without a mask) 
can smile! 



Design display windows that help you sell

• Great messaging to welcome customers back in.

• Update lighting for day AND night

• Products that tell a “this is here now” story

• QR codes that open catalogs 



Create interiors that help customers feel safe

• Lots of room for comfortable “distancing”

• Cleanliness

• Bright ambient and focused task lighting

• The option of touchless transactions 



Measure & share success to re-build confidence

• Improved cleanliness 
downtown – storefront by 
storefront

• Improved morale in retail 
community

• Confidence in crisis recovery

• Happier more frequent 
shoppers

• Quicker return to former levels 
of sales and revenue.



Case Study 2: Main St.  Activation Program
A post COVID-19 recovery plan

Project description: Re-engage retailers, celebrate streetscape improvements, and welcome customers back to shop, dine and participate in
activities on a single commercial block.

Origin: RetailVisioning working with Brockton Transformative Development Initiative (TDI) Fellow, George Durante.

Location: Highly visible block on Main St. behind City Hall, downtown Brockton

Budget: Private Realm improvements funded by MassDevelopment: $19,000

Budget: Public Realm improvements funded by City of Brockton District Investment Funds, MassDevelopment and Brockton Chamber of
Commerce.

Timeframe: Development 4-5 months, Event 2 days.

Risk: Sustaining interest, managing compliance during difficult times

Key Performance Indicators:

• Increased traffic and revenue during and after event

• Continuation of public and private investment.

Covid 19 Impact: Coordinated effort towards building a cohesive retail community and Main St. shopping vitality. Attract customers and
leverage opportunity to attract potential employees during this time of workforce scarcity.



Engaging the retail community

• Host a workshop to help retailers brainstorm improvements focusing on 
key problems with exteriors, signage, windows.

• Brainstorm how to “show off” the improvements and attract foot traffic.  



Holding one-on-one consultations & awarding 
improvement grants

• Schedule one-on-one meetings with participating retailers at their place of business to agree on 
business-specific improvements

• $1000 per business invested (as a reimbursement)

• Risks – Keeping enthusiasm on track
• Meeting Deadlines  
• Valuing the connections with neighboring retailers.  .  



MERIAN

• Goal 1: Branding and signage consistency

• Goal 2: Creating compelling windows vs. predictable 
(unseen) windows
.  



Health and Home Care Training of New England

• Goal: Present a professional environment for education and career
development – focus on getting a job after training. 

• Inspiring prospective students with clear messaging and a cared for 
space that feels like a worthy training center. 



Acknowledging community investment in streetscapes 
improvements

• Set up parklet in time to tie in with the retail event

• Seasonal flowers and plants in place

• Hang banners in advance of retail event.



The Block Shine Reveal Event

• Program wrap up and spring kick off for participating Main St. 
businesses that have made improvements.  

• Grand Re- Opening with the Mayor bringing local press to the event

• “Back to the Block” promotion kicking off -- sponsored by Downtown
Brockton Association.



Defining success – Key Performance Indicators

• Retailers caring about one another’s success. Understanding: “A rising 
tide lifts all boats.”

• Attendance and sales increases

• Customer names added into all business’ databases

• Round 2 of store improvements

• More public investment – Parklet to Prova! 



Mark Favermann, 
Favermann Design
“Using Storefronts to Increase Business”



Case Study 1: City of Everett Storefront Guidelines Program



“The character of storefronts and window displays, as well as the quality of the 
streetscape experience, define the feel and experience of a neighborhood.”

• Storefronts and building facades are the chief means of identifying businesses in a commercial district.
• Storefronts are the physical invitation to a customer.
• The total streetscape is the face of the business district—storefronts, street furniture, sidewalks, etc. 
• This does not mean that each storefront needs to look the same, but there should be a kind of harmony to 

the overall commercial district 
• The overall presentation of a commercial district can be undermined by poor lighting, bad signage and 

general disrepair 
• This starts with identification of distinguishing architectural details of existing facades & storefronts 
• Buildings that look ‘tired’ need attention
• New buildings should reflect the unique qualities of the established business district
• Care should be taken to ensure that new treatments and new design elements are sensitive to the historic 

form and materials used previously
• Use materials that are both durable and easily maintained are important
• Continued thoughtful public and private maintenance is key



Storefront Components



Approach

• For Everett, the main theme was to make storefronts more uniform.

• This was to be done by organizing sign types by size, limiting colors of awnings 
and limiting placement and  size of projecting signs on building structures.

• During Covid-19, it was a good time to take sign code elements of the Zoning 
regulations and apply them to the City’s Building Code.

• An illustrated “best practices” set of Storefront Guidelines was developed.
• Case studies were looked at as well.

• During the Pandemic, storefronts were the pick-up points for food, medicine 
and groceries and were visible indicators of retail vitality.

• Coming out of this discussion was the plan to address the new sign guidelines 
by doing a “test” block to apply the new standards.

• Grants were to be given to merchants who were willing to adhere to the 
guidelines for storefront upgrades.



Everett Square



Everett Square



Technical Requirements



Signs



Wall Signs



Awnings



Process



Case Study 2: Looking for Solutions to Empty Storefronts:
A problem before, during and after Covid-19 

• No matter how beautiful or historic a façade is, an 
empty storefront makes it an eyesore

• Empty Storefronts are distractions from a vital 
commercial area or downtown

• With no rent, revenue or relief, unless enlightened or 
visionary, a landlord usually does the least expensive 
solution—paper in the windows, for lease signs, etc.

• However, there have been several creative efforts 
both before and during Covid-19 that can help solve 
this aesthetic and commercial gap.

• Arts organizations, student artists and community 
artists have all assisted to make the empty stores 
more visually appealing.

• There are several different approaches both by the 
landlords and the arts community to help solve this 
situation.



































Project: Pop-Up will allow small retailers and 
artists to access 1-3 storefronts in Needham 
and 4-5 storefronts in Newton at a significantly 
reduced cost to businesses

WindowArt Program

Wellesley Community Art Project

Other Directions



Summary

• Thinking of the empty storefront as either a 
sales tool, a leasing notice, a small billboard for 
advertising and as a platform for visual art.

• This allows the commercial building or district 
to take a negative and make it into a positive 
through visual enhancement while generating 
provocative conversation or even by creating a 
temporary art gallery.

• Partners are necessary so that collaboration 
can take place smoothly between the business 
and arts communities.



Summary 
Q&A




